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STUDIA UNIVERSITATIS BABES-BOLYAI, NEGOTIA, LIV, 3, 2009

CUVANTUL COORDONATORULUI PROGRAMULUI TEMPUS
CARE A PUS BAZELE CREARII FACULT ATII DE BUSINESS

COLIN LOVE,
Nottingham Business School

CLUJ PRESENTATION

Thank you for inviting me to this celebration ofetd8" anniversary of the Faculty of
Business and the Faculty of European Studies.

It can be considered strange how the events obrigisinfold. How is it that | am here
today?

My first visit to Cluj and Babes Bolyai Universityas back in 1988.

At that time | was working in the Nottingham Trddhiversity Business School. Whilst
most of the faculty were devoting their researcterigsts to aspects of management in
market economies, | was interested in the managewifestate companies in socialist
economies — and especially the role of Trade Unions

Consequently | found myself undertaking a rangstofly tours in Eastern Bloc countries.
My visit to Cluj was my second to Romania, follogian earlier one to Bucharest and
Craiova in 1986.

Whilst details are now understandably faint in mgmory, | do remember being very well
received at a number of companies in Cluj — inclgdiTricotage Somesul and the
Woodworking Company. And | certainly remember hoellioan Trenca looked after me
— undertaking a lot of the necessary interpretinguding the complexities of the Accord
Global!

But it was not all work — another memory must béngowith loan to the Ethnographic
Museum Village with its Director, Tibi Graur, anittig in one of the old museum houses,
enjoying a bottle of Suica!

Of course they were not easy times — and | amtbattefor most of my visit | was under the
surveillance of the Securitate. But | learnt a-tatot the least that many of the Romanian
managers were really trying to produce high quajdgds in very difficult circumstances.

Again, a particular memory is the Director of th@®dworking Company proudly showing
me his monumental furniture that was destined for Erench export market — but
lamenting that under the Ceaucescu regime’s patiayeduce imports, he could then only
use a poor quality Romanian-made lacquer on thedwéte was fully aware that the
consequence of this marginal saving was to subaligntower the quality of the final
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export product. And | am sure that he was righis & lesson regularly taught in Business
Schools that to compete successfully in internafianarkets requires attention to fine
detail of product quality.

| can assure you that | returned to Nottingham \itfreat interest in ‘things Romanian’ —
both business wise and culturally.

ALL CHANGE

But then, as we all know, by the end of the 198@sgs had begun to change as the Soviet
Bloc began to disintegrate and eventually collapdest specifically, December 1989
witnessed the fall of the Ceaucescu regime.

And this is where it is appropriate to be thinkalgo of your Faculty of European Studies.

Nottingham Business School was already engagedvid@range of academic partnerships
with universities in what | will call the then ‘Ceantional Europe’. But the strategic

decision was rapidly taken to extend these acadparinerships into what became known
as the ‘New Europe'.

Here | use the expression Strategic Decision — stfgtegic? It is a good question that is
not simple to answer. But it has to be recognided tiniversities are not charities. They
have to strategically decide priorities that wilhhance their own development and
reputation. Simply, at that time, the senior pemsbrwithin Nottingham Business School
rightly anticipated how the map of Europe would i@ — not just the map but the social,
political, economic aspects and relationships.

It was then that | was appointed to develop anddinate a wide range of programmes of
partnerships with universities in Eastern and GéiiEurope.

Why me? Well, as | often joke — | had been thereglony research — | knew the difference
between Budapest and Bucharest! And whilst | s&yjtkingly there is some truth in it. |
was probably the only person in the Business Schubal, at that time, had been to both
Romania and Hungary.

Again, with reference to the Faculty of Europeand&ds, now it might be quite difficult to
recognise and understand that, what is not so bgym the Eastern Bloc was largely
unknown to us. The countries were largely off ogerada unless there was some political
crisis, an international football game had beelygidaor medals won at the Olympics. But
details, and indeed interest let alone knowledgéhé countries were very marginal to our
concerns.

But of course, with the collapse of the socialistl @ommunist regimes, it was not only
Nottingham Business School that was looking for g@portunities.

Far more importantly, around the globe, the padtitis and the business leaders in the

mature democratic market economies saw the chaagyepportunities for exerting direct
political and economic influence on these countries
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CUVANTUL COORDONATORULUI PROGRAMULUI TEMPUS CARE RUS BAZELE ...

Seemingly from every corner of the globe, so cadletor assistance packages flooded onto
the Eastern European stage. These were not aatkaoity — but, | suggest, they were
politically and strategically targeted ‘chalices’ win the hearts and minds of the newly
‘liberated’ countries.

Not the least of these were the very large scaleeridan USAID and the European
Community PHARE programmes — including the Pharé/PPBEIS element for reforming
higher education.

And, as many people here will know, that is howd amdeed why, both the Faculties of

Business and European Studies found their concepliecause both of these areas of
academic study were seen by the European Commasipyiority areas for the investment

of Community funding — funding targeted specifigaldb bring about ideological change

within the higher educational framework.

After all, what better target group than bright gguuniversity students who would be
destined to become the future leaders, it was hopkthe newly emerging democratic
market economies? And so, through Tempus programtimeis university professors were
charged with the responsibility — or if you likéetopportunity, to ensure that it would be
‘Out with the old and in with the new’.

And that is the origin of these two Faculties. Buill speak only of the Business Faculty.

The EC Tempus funding for Romania provided finahaapport for the creation of
university partnerships between Romanian univesiind universities in the European
Community to develop projects that were in linehvithe EC priorities. The development of
Management Education was one of those priorities.

As soon as that funding was available, | was aggved by the Babes Bolyai University,
no doubt because of that previous contact undesethvery different circumstances that |
have mentioned, to ask if Nottingham Trent Uniuvgrsiould be willing to be a partner in
such a project.

We agreed, and in designing the project we followesl Tempus rules that we would be
joined by universities in two other EC countriesitially, these were the University of
Athens and the University of Lisbon.

It would be a three year project, with the objeetdf developing not only new curricula but

also a new Faculty — that we agreed would be cdllkeshsylvania Business School. The

intention of this name was a marketing device tesst that the Business School would be
outward looking from Cluj to serve the wider regimiiTransylvania.

It is only honest to say that, right from the stae project was confronted with many
difficulties. Not the least of these was what | eato refer to as Competing Agendas. That
is to say, there were the clear academic objectiféise EC funding along side what | can
call the somewhat different, more personal, obyjestiof at least some of the key senior
Romanian academics.
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But here is not the place to delay on remembetingd personal issues. Suffice to say that
we all owe great gratitude to the understandingttef Tempus authorities who had
substantial faith that the project would eventudijiver the intended objectives. Indeed so
strong was their support that they extended thgirai 3 year project by two years.

| think also great gratitude must be paid to thet®e Professor Marga who gave the
project substantial support and, most importarttlg, many then quite young lecturers who
were desperately trying to move the project forwamdthe context of the internal
difficulties to which | have referred. Now, retungi to Cluj, | find these lecturers, a little
older and certainly much wiser — holding senioriiass within the university. And that is
so rewarding to witness.

But at this point | think it is also worth considey the enormous intellectual and academic
challenges that the Tempus project presented tdRouranian colleagues. The Ceaucescu
regime had given them very little, if any, oppoiturfor overseas travel. The mobility
programme for academic training to Nottingham, AtheLisbon and latterly Nice, within
the project provided for most of them the first opgpnity to leave Romania let alone
undertake a study tour to a mature democratic naegk®nomy. From these short
experiences they had to very rapidly design, develod deliver new business curricula
appropriate Romania’s emerging market economy. ®utdo this they had also to
understand the often never stated ‘taken for gdantaderlying assumption, values and
beliefs that underpin economic and social behavimdemocratic market economies.

That must have been an enormous challenge to é#wtno and | am not aware of any research
programme that ever took the opportunity to ingesé the inevitable intellectual and pedagogic
tensions and uncertainties that it presented to &, in turn, to their students.

But they clearly overcame these difficulties angehenade the Faculty of Business what it
is today — a national leader in management edut&ioRomania. So, again, we highlight
another reason to congratulate them all.

And now, of course, Romania has become a full membthe European Community and
the community of Europe.

However, from what | understand, membership of@Goenmunity is still regarded by some
Romanians as a mixed blessing for the economy ecédly the free movement of labour
enabling a substantial exodus of Romanian worleathtter member states.

But these must be regarded as problems to be awerdglost importantly, we must focus
on the achievements of Romania in the short pesiace 1989.

With that in mind, | am sure that you will join mie the belief that your Tempus project
and the historic hard work of your colleagues thdtto the establishment of the Faculty of
Business can be regarded as having been at lsastlaplank in that gigantic springboard
to Romania’s membership of the European Community.

Well done, everybody

Thanks you.
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CUVANTUL PRIMULUI DECAN AL FACULT ATII DE BUSINESS
Prof. Dr. AUREL IOAN GIURGIU

Crearea Facultaii de Bussinessi evolutia ei para in anul 2000

Instituirea Facutitii de Bussines a Universiti "Babes-Bolyai" din Cluj-Napoca a
avut loc in primul deceniu de dupevoluia decembrigt avand la baz dow idei: una
exterrd si a doua din interiorul universiiaclujene. Prima a fost reprezeritdh anul 1991
de intiativa profesorului Colin Love de la Nothingam Trduniversity — care vizitase
Facultatea dé&tiinte Economice din Cluj-Napoca in 1987 — de a crgeoala de business
la Cluj prin intermediul unui program Tempus fitainde Comunitatea Europeégoum se
numea atunci actuala Uniunea Europ@aficoala era de tip postuniversitar, cu un regim
seral, cu o durat de doi ani, fiind destinat reistruirii economice a licemtilor
nonecononiti, in vederea acceliii adaptirii celor care activau deja ih caAmpul muncii la
condtiile economiei de pid care se #xtea In Roméania; evident, curs@rtrebuiau sa
achite o anumita tax Intreaga activitate urmai sse desfsoare in cadrul Faculii de
Stiinte Economice a universiti, fara structuri organizatorice proprii, deci ca o adtte
didatica suplimentai, dar cu o denumire oarecum exatifransylvania Business Schoal.
Comunitatea Europeeara asigurat logistica necesaiin mod generos, (calculatoare de
ultima generge, mobilier, o frumoasa biblioteca in limba eng)eg a finantat timp de doi
ani o sear de mobiliiti a cadrelor didactice la universit striine (in U.K., Grecia,
Portugaliasi Frarta). Procesul didactic s-a da&gifrat in forma aitati, anevoios, timp de
doi ani. Au existat difergga Tn modul de apreciere a orgainiz conduceriisi derubrii
activitatii cursului postuniversitar ntre itétorul programului Tempus — profesorul Colin
Love, pe de o partgi conducerea clujean pe de alt parte, diferete care au condus in
final la blocaje de comunicasedivirgente.

In toamna anului 1994 Rectoratul univetsita procedat la o reorganizare radical
a activititii scolii de bussines. Cursul postuniveristar a fosisatin structura Facilii de
Stiinte Economice, fiind instituit ca unitate didaétidistincé cu grad de facultate; a fost
numiti o noua conducerg s-a stimulat formarea uni grup de cadre didagtiegrii, adi@
cu norma de bazla scoala de bussines. Rectorul univeitsiit profesorul Andrei Marga, a
trasat ca sarcinprincipak studierea rapida posibiliitilor de dezvoltare a activii. Tn
acest context s-aascut ideea infiitarii unor cursuri de zi pentru formarea unor ecoiztim
general predititi pentru o activitatea imediat practjcu alte cuvinte nu s-a dorit formarea
de economii cu o specializare stramtcontabili, finanisti, specialgti in marketing sau
management, ci tineri econaggtiicapabili $ se orienteze rapid in problematica gerieeal
marilor Intreprinderi, ca asistérmanageriali, fie % initieze mici Tntreprinderi private.
Cursul urma & aibki o pronumgati tenti pragmatid. Corespunzor acestei idei a fost
elaborai si o curricuk corespunitoare in cadrul @eia s-a redus sititor ponderea
disciplinelor general teoretice (economia pdiitiéstoria doctrinelor economice, istoria
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economiei ngonale). S-a pstrat locul a tot ceeace era pragmatic Tn currictiiatelor
economice, dar s-a sporit ponderea informagicé limbilor stiine; evident s-a avut grija
ca matematicaaspastreze pogia de frunte Tn pregirea tinerilor econongti, aceasta in
condtiile Tn care pe la mijlocul anilor '90 la unele fdtati de stiinte economice ditara se
renunase la examenul de matematia concursul de admitere. Cu toateKacultatea de
Bussines mginuse examenul de admitere la materadtiocconcursul de admitere, ceeace era,
aparent, un dezavanaj in caiidi in care ali renuntased la un asemenea examen, la concursul
de admitere din toamna anului 1997, facultateaut &eandida pe un loc bugetat.

Pornind de la necersitatea utiliz cat mai eficiente a pot@alului turistic altarii
noastre s-a purces la instituirea unei spedéidlimoi, unice intara, in acel momengi anume
"Managementul afacerilor Tn industria hotedler

Deoarece s-a dorit imprimarea unui stil profatipragmatic cursurilor noastre s-au
atras Tn Consiliul de Administiie a facultéi reprezentatii Camerei de Comesi a unor
mari uni@ti industrialesi hoteliere.

Construirea cursurilor de zi a speciatiz"Asistenda Manageria" si a specialiZrii
"Managementul afacerilor Tn industria hotedles-a bucurat de stiserea totai din partea
rectoratului universitii si dupa doi ani de verifidri si evalliri de aétre comisii formate din
profesori de la A.S.E. Bucuits Universitatea "A.l. Cuza" ki si de la Universitatea de
Vest din Timgoara, Consiliul Ngonal de Evaluare, Autorizarg Acreditare (C.N.E.A.A))
a Tnwamantului universitar, a acordat, in vara anului 72, 98utorizgia provizorie de
funcionare pentru ambele specializ Pentru cele dauspecializri de la cursurile de zi nu
aveam sufere financiax din partea Uniunii Europene, aceasta fiind epaidat anul
1996, odat cu consolidarea cursului postuniversitar. Tn s¢hiam obinut doui granturi
finantate de Banca Mondialsi Guvernul Roméniei acordate pentru dezvoltagta
consolidarea celor dauspecializri de la cursurile de zi, granturi care ne-au asigw
dotare de exceje pe linie de IT, in ceeace prite Tnzestrarea bibliotecii cu literatura de
specialitate receft precumsi organizarea de mobifiti pentru cadrele didactice la
universitai din SUA, din Fram, din Italiasi din Germania, precusi finantarea produgei
de manuale universitare pentru stugderostri.

Prima promde de studen a oltinut licerta Tn anul 1999, absolvgingasind rapid
locuri de mung adecvate studiilor lor. Mtillucreaz deja in stiinatate.

Tn paralel cu crearegi consolidarea celor dauspecialiari de la cursurile de zi
staff-ul facultiti a depus eforturi pentru consolidarea cursulustpoiversitar, atat prin
imburatatirea curriculei, catsi a maestriei didactice. Dg activitatea cursului
postuniversitar nu era fingati de la bugetul statului, cursurile fiind cu taxepsuate de
cursafi, afluenta candidélor a sporit de ga manief incat in toamna anului 1997 am cedat
un numar de candidaeuwiti la seledie, din neputira de a-i cuprinde petipunui alt curs
organizat in cadrul faculfi de stiinte de la universitatea noastafluena candiddlor era
un semn cert al apreierii caljii cursurilor desfaurate la Facultatea de Bussines.

15 iunie 2009, Cluj Napoca
10



STUDIA UNIVERSITATIS BABES-BOLYAI, NEGOTIA, LIV, 3, 2009

CUVANTUL DECANULUI FACULT ATII DE BUSINESS
IN PERIOADA 2000-2008

Prof. Dr. PARTENIE DUMBRAV A

ISTORIC AL FACULT ATII DE BUSINESS
CU OCAZIA ANIVERS ARII A 15 ANI DE EXISTEN TA

DOAMNELOR $I DOMNILOR,

Astizi, Universitatea BalgeBolyai Cluj-Napoca, cea mai prestigiddastituie de
Tnvatamant superior din Transilvania, cu largecunoatere europednsi interngionali Tsi
aniversea cele mai dinamice facdli ale sale: Facultatea de Studii Europginéacultatea
de Business, bijuterii ale univeisit, la implinirea a 15 ani de futionare.

Cu aceadt ocazie aniversdr permitei-mi si mie in calitate de fost decan al
Facultitii de Business,saduc cele mai calde mumiri distirgilor invitati din stiinatate
care au avut un aport semnificativ la inféirea Facuiitii de Business, invit#lor din tara,
colegilorsi tuturor celor care acugi aici ne onoreazcu prezeta domniilor lor.

La bilartul celor 15 ani de existenta a Fadtiitde Business s-ar putea evoca
foarte multesi importante evenimente, care repreziigtoria faculitii, si care s-ar putea
constitui intr-un adeirat forum universitar, Trisatat timpul, care nu se intoarce niciagat
catsi imprejurarea Tn care suntem nu ne permit dec&veam doar cateva aspect mai
semnificative.

Doresc 8 precizez &8 am avut onoareai responsabilitatea de a reprezenta
Facultatea de Business, in calitate de decan, ringga martie 2000 — decembrie 2007,
perioada Tn care obiectivul central |-a reprezestatsolidareasi cresterea prestigiului
facultatii, prin activitatea didactit; de cercetargtiintifica, de educge prin mund si pentru
munda a studetilor si, indeosebi, de ameliorare a raporturilor faitiiltu societatea civil

Realizarea obiectivelor mgonate, ih perioada mandatului meu, a fost pasital
urmare a colabdrii fructuoasesi a sprijinului permanent primit din partea condtice
Universifitii, Tn persoana domnului Rector ANDREI MARGA, a dmmui Rector
NICOLAE BOCSAN, a contindrii programului academic al profesorului AUREL IOAN
GIURGIU, a atragerisi implicarii intregului corp profesoradi a personalului auxiliar al
facultatii.

De un real sprijin in demersurile Tntreprinsedlitatea de decan, a fost colaborarea cu
profesorul EUGEN KOLOSZI, care &gt nu mai este printre noi, cseful de catedr
profesor MAGDALENA VORZSAK, cu profesoara CORNELROP, cancelarul facitii
si in mod deosebit cu profesorul IOAN CRISTIAN CHIF@rodecan al facuti, n
prezent decan al Faciif de Business.
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Cu alte cuvinte, doresc spun @ Tmplinirile Faculstii de Business sunt rodul
muncii Tntregului colectiv al facuitii, creAndu-se astfel un model de congluihiversitas,
caracterizat prin transpangéni respect reciproc.

Ar fi nedrept & nu recunogtem @& Tn procesul educ@mnal ne-am bucurat de
sprijinul si aportul Faculitii de Stiinte Economicei Gestiunea Afacerilor, indeosebi prin
aportul catedrei de limbi dfne, condus de profesoara DELIA MARGA, de sprijinul
Facultiti de Geografie, a Facdlii de Studii Europene, a Facitit de Educde fizica si
Sport, precungi a Faculitii de Istoriesi Filosofie din cadrul Universitii Babes Bolyai.

Fara a avea preteia de a prezenta o statigtifoarte exact, precizam faptul é la
Thceputul mandatului meu s-a derulat ultimul arirafitimantului de Studii Academice
Postuniversitare, cu durata de 2 ani, organizatiatéetatea universitauclujeard catsi in
municipiul Bistria.

Aceasi forma de Tnditimant postuniversitar a fost transforthdh master, cu
durata de 2 ani, in domeniul Adminisir Afacerilor, rewind si Tsi incheie studiile Tn anul
2001 un nurér de 45 de absolven

Aceasl specializare de masterat tontinua activitateasi in anul 2002, ins cu
durata de un an, avand Tnscrin numir de 52 de studein iar in anul 2008 nuanul
acestora este de 199 de masteranzi.

in anul 2004 s-a almut acreditarea la masterat pentru cea de-a dueiadizare,
Management Hotelier, pentru care Tn anul 2004 Brserki 31 de studetn iar Tn anul 2008
numirul acestora este de 46.

La Tnvatamantul de licetd, forma de Tn&tamant zi, au fungonat 2 specialiri, cu
durata de studii de 4 ani, respectiv:

1. Asistenda Manageriad;
2. Managementul Afacerilor in Industria Hotelier

La forma de Tn@amant la distafa, pentru licegs, acreditat in anul 2000, au
functionat cele 2 specializi de la inditamantul de zi, inscu durata de studiu de 5 ani.

La aceast forma de Tnvdtamant erau insgi Tn anul 2000 un nuan de 39 de
studetti, iar Tn anul 2004 un nuinde 273 de studén

In procesul de armonizare a &mmantului universitar romanesc cu cel european
prin adoptarea Declaiai de la Bologna, incepand cu anul universitar528ea stabilit
durata studiilor universitare de liggnde 3 anisi la Facultatea de Business, atat pentru
fnvatamantul de zi, unde erau nsgrin anul | un nurir de 475 de studéncatsi pentru
Tnvatamantul la distafd, unde Tn anul | erau inregigird75 de studen

Este loculsi momentul & amintim faptul & Facultatea de Business a avut in
structura sai Colegiul Economic Sfantu Gheorghe, cu durata tdéiisde 3 ani, dar cu
posibilitatea contindrii studiilor la Tnvdtamantul universitar cu durata de 4 ani.

Raporturile si colaborarea cu Colegiul Economic Sfantu Gheorghefost de
solidaritate universitéy atat in persoana profesorului universitar ERNOMIIXOS, care
azi nu mai este printre no§j in mod deosebit cu profesorul JOSZEF FAZAKAS, in
calitatea acestora de directori ai colegiului.Utteaceast extensie a fost predape baza
de protocol Facuitii de Stiinte Economiceai Gestiunea Afacerilor din cadrul Univeisit
Babe Bolyai.
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Pentru aispunde ceritelor invataimantului modern, dagi pentru respectarea normelor
administrative impuse de Ministerul Edtiea si Cercefrii, Tn perioada mandatului s-a
asigurat modernizarea curriculei universitare, izéaldu-se astfel compatibilitatea cu
programele de studiu din ungl@i europene, iar pentru indeplinirea obtidar didactice
au fost angajate un ndmde 22 de cadre didactice, din care 15 pentru lizdea de
Business din Cluj-Napocgi 7 cadre didactice pentru extensia Colegiul Ecaioodin
municipiul Sfantu Gheorghe.

intregul personal didactic angajat a beneficiagtddiisi stagii de practica in stinatate.

Tmpreuri cu prodecanul facuiti, profesorul IOAN CRISTIAN CHIFU, ne-am
preocupat de baza matedia faculkitii, asigurdnd deg&furarea activitilor didactice, prin
cele doua logéi de care dispunemyi in prezent, fiind recunostori si pentru aceasta
domnului Rector ANDREI MARGA, dari Departamentului Economigi Tehnic al
universittii.

De asemenea, dorimi sprecizam faptul @ in perioada mandatului s-a asigurat
renovarea log#ei din strada Horea nuirul 7, precumsi amenajarea bibliotecii a celor 5
laboratoare conectate la Internet, la care stiidenacces nelimitat.

O preocupare aparte a reprezentat-o dialogul detsbea civili, gisind receptivitatgi
intelegere din partea celor mai multe eitidlin economie, care au asigurat pe baza de
contracte si convenii de colaborare, documentarea, informarea cadrelolactice,
destfisurarea practicii studeitor, precumsi pregitirea contind a adufilor. [In acest sens
amintim, doar ca exemplu, colaborarea cu Camef@aeet si Industrie a judgului Cluj si
a judeului Bistrita Nasaud, cu Inspectoratul Jugian de StatisticCluj, cu Inspectoratul de
Politie Cluj, cu Consiliul Judean Cluj, cu Agetia Judgeari de Ocupargi Formare a
Forei de Muné Cluj, precunsi cu alte entiiti si organisme profesionale.

In acest context se inscrie pregitirea unei promgi de 25 de tineri sub 25 de ani,
dupi un program european, pentru acHritadministrative, pentru care Facultatea de
Business a fost dotatu o reea de calculatoare.

Ar fi nedrept & nu amintim foarte sintetic aportul Facitiit de Business in activitatea
stiintifica si de cercetare a universit.

Astfel, Facultatea de Business, organizedin 2 in 2 aniConferinra Interngionala a
Intreprinderilor Mici si Mijlocii din Europa, la care particip special§ti din intreaga lume,
Conferina pentru studetsi economjti din cadrul Asocigei Facultitilor Economice din
Roménia, pentru care mandatul de spdinte este dmut Tn prezent de profesorul
DUMITRU MATIS, decanul Facudtii de Stiinte Economicesi Gestiunea Afacerilor din
cadrul Universiitii Babes Bolyai.

De asemenea, cadrele didactice ale fagiuunt prezente cu luérni stiintifice cotate
ISI si in Baze de date intertianale, iar revista Studia Negotia, a Fadtiilde Business este
cotati de citre CNCSIS in categoria B plus.

Toate acestea, precusinprezena in edituri prestigioase cdrg, monografiisi editarea
de materiale didactice situgaFacultatea de Business pe o gezonorani in cadrul
Universititii Babes Bolyai, dugi cum rezuli din rapoartele privind activitatea de cercetare
stiintifica prezentate Tn cadrul Senatului univeisit
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Realizrile Facultitii de Business au fosi sunt semnificative, iar noua conducere a
facultatii, tAnara, ambtioasasi dispugi la efort constituie garaia amelio&rii acestor
realiziri.

In incheiere mi-gpermite & relev urnitoarele:

1. Facultatea de Business, prin conttiayi realizirile sale Tn mediul universitar
poate fi consideratbijuteria Universititii Babey Bolyai.

2. In ultimii 4 ani, in clasamentele facititor, in funaie de nurdrul candidailor
pe un loc bugetat, Facultatea de Business s-aigteti pe unul din primele 3
locuri la nivel naional, fiind cea mai elocveiexpresie a impactului acesteia
Cu societatea.

3. Facultatea de Business are cel ma&atéeorp profesoral, caracterizat prin
profesionalism,tinuta academig, prestsie stiintificd si loialitate faa de
Universitatea BabeBolyai.

4. Facultatea de Business are, in persoana profesdi@WN CRISTIAN
CHIFU pe cel mai tatr decan din universitate, poate chiar dam, care
mpreurd cu ceilati membrii din conducerea facifii si-au fixat obiective
prin realizareadrora facultatea are asiguiatontinuitatea.

5. Dar, ce ar fi toate acesteard istoria faculitii, fara initiatorii acesteia:

* Rectorul Universtitii, Prof. univ. dr. ANDREI MARGA,;
*  Prof. univ. dr. AUREL IOAN GIURGIU;
*  Prof. univ. dr. KOLIN LOVE.

Thank you mister Colin.
Va mukumesc pentru atgia acordati!.

15 iunie 2009, Cluj Napoca
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CUVANTUL ACTUALULUI DECAN AL FACULT ATII
DE BUSINESS

Conf. Univ. Dr. IOAN CRISTIAN CHIFU

Stimate Domnule Rector,
Doamnelor si Domnilor Prorectori
Dragi Invita ti

lubiti Colegi

Milioane de romani muncesc pentruiea angajatori iar acest lucru ne fageng Intrelim:
oare cd viitori antreprenori se aflprintre acgtia? Cine se poate considera antreprenor? —
0 persoah care §i asund punerea in fapt a ceva, antreprenoriatul fiindnite€a libet
intreprindere.

Acest concept relativ nou este acum la indeméanaaiutomanilor, cu atat mai mult cu cét
din totalul populdei ocupate abia 1,6% sunt patrgnil9% lucitori pe cont propriu, pe
cand ponderea salatilar este 66,2%.

Cuvantul ,afacere” ne duce cu gandul la verbul geef’. O afacere trebuidgi $nsemne a
face ceva care duce la Tndeplinirea unui scop. &a nzual, cand ne referim la afaceri,
intelegem o activitate indepliile cineva care Incedrsi-si céstige astfel existea, $i-si
faca viata mai bua, fiind propriul sef.

Numarul tot mai mare de oameni care au devenit milioqaim propriile lor puteri
dovedste & economia de pid este ,economia tuturor posibiitior”.

Sam Walton a pornit de la o niipravalie de maruntisuri In Arkansas, dar ca fondatgr
agionar principal al reelei Wal-Mart, a devenit miliardar. La fel Bill G, care a infiitat
Microsoft, devenind multimiliardar la doar 30 dei.dm fel de mobilizator este exemplul
lui Ray Krok, care pornind de la o raigravalie de hamburgeri a creat ,imperiul”
McDonald’s, cea mai rentabiafacere mig din lume.

Nu este deci surpridtor ¢i, pe plan mondial, micii intrepriftori Tnregistrea o crestere
imengi, tendina care sa va meime cu certitudingi n viitor. Este deci normal ca tot mai
multe persoaneis;i puni intrebareace ar trebui & fac pentru a devenji eu Tntreprinzitor?

Raspunsul este la indeméana origuie dat descolile de business care, incepand cu anul
1881 cénd Joseph Warton punea bazele primului @nogle studii superioare in afaceri la
Universitatea din Pennsylvania, au giewsd stimuleze cursaii care aveau gustul pentru
afacerisi sa-i incurajeze pe 4l si-I deprindi. Poate & acesta este cel mai important rol al
lor intr-o economie.
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Aniversim azi 15 ani de la Infifarea unei astfel deoli la Cluj-Napoca: Facultatea de Business.

Am impresia & produc o impietate prin faptuii@oi vorbi Thaintea celor care au pus bazele
si apoi au dezvoltat aceastfrumoad scoah, Facultatea de Business, ,bijuteria
Universititii” cum metaforic o numea adeseori Domnul Rectodéei Marga.

E o misiune aproape impostbijpentru mine, sdeschid pagina de istorie a celor ,15 ani de
Administrarea Afacerilor la Cluj” cand aceasbnoare li se cuvine pe drept cuvant
Domnilor Profesori loan Aurel Giurgii Partenie Dumbraly cei care, Tn fond, au dus greul.

A fi decan dup ce ai lucrat urir la umir cu aceti doi mari Profesori e un lucru simplu dar
care oblig enorm.. stacheta fiind foarte sus acum.

Experiena mea pe ncinsul scaun de decan este ascdeci expresii de genul ,din
experiea mea” nusi au rostul.

Ce s-a realizat In acest interval desujumatate este rodul migei echipe de la Business,

cum ne place nd@usi ne numim, a tuturor colegilor care au pusitrhsi iata ca astzi la

15 de la ngtere, Facultatea de Business flioeaz pe un domeniu important cum este cel
al Administarii Afacerilor cu ,copiii sii de suflet”, pentru & fiecare dintre decanii acestei

facultatii iTmpreuri cu echipa din perioada respedtia avut cate un copil de suflet:

« Managementul Afacerilor in Industria Hotelier prof.univ.dr. loan Aurel Giurgiu;

e Administrarea Afacerilor — prof.univ.dr. Partenieidbraw;

* Administrarea Afacerilor Tn Servicii de Ospitalgat actuala echipa Faculitii de
Business.

Voi insista ptin asupra acestei ultime speciatiz pentru @ la ora actual, este unig in
peisajul Indtamantului Superior Economic din Roméania.

Ideea s-a #scut, cum altfel decét intr-un cadru ospitalier08 Martie 2008. De la idee
pari la realizare a fost un pas. Dificil credeau urdr dn ,in incogtienta varstei sale”,
echipa de la Business a creziuecposibilsi asa a fost.

Poate e unic inclusiv faptulicin 4 luni de zile o nadl specializare, este autorizatle
ARACIS, trecud in HotirArea de Guvern privind Specidliite nivel licena si votati de
Parlamentul Romaniei.

A fost frumos.

Nu trebuie nici un moment sa uitam aportul Domruil®Rector Andrei Marga care a crezut
n aceast ,frumoasi nebunie”.

Nu e puin lucru ca la o lul de la autorizaredsai curajul & acorzi ogsansa prin acordarea a

30 de locuri finarate de la bugetul de stat. A fost un paristigat deoarece pe cele 30 de
locuri s-au Tnscris 200 de candida
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infiintarea acestei noi specidliz a atras dup sine o reldge extraordinar pe care
Facultatea de Business o are in prezent cu hateligeni si nu numai.

Turismul este gans pe care int Romania nu atiut si o fructifice. Poate acum vogti si

o folosim.

Ce s-a mai realizat in acest an jumate?

Administrarea Afacerilor zi lica# a fost reacreditaf Administrarea Afacerilor in Servicii

de Ospitalitate ID a fost autorizatcele dod masterate propuse de Facultatea de Business
si anume Administrarea Afacerilgi Management Hotelier au primit acreditarea la farm
de Tnvitamant ID.

Repet, poateactoate acestea nu ar fi fost posibile, dachipa de la Business nu ar fi furat
din experiera celor doi Thainta.

inchei cu o frumoasamintire.

Eram Tn vara anului 1996, proaspicentiat in matematit cand un anunpostat la Casa

Universitarilor mi-a atras atéa ,Facultatea de Business organizeeancurs de admitere....”.

Daci stau bine & md gandesc am fost primul licgat care a profitat de media de li¢gn
pentru a deveni student al Fadtiitde Business.

Asa ne-am cunoscut.
Au trecut de atunci 13 ani.

Va multumesc!

15 iunie 2009, Cluj Napoca

17
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ROMANIAN TOURIST BRAND

SMARANDA COSMA*

ABSTRACT. After the communist period Romania made few steppresent
itself as a tourist destination at internationafeleafter a long time. Romania has
an important tourist potential due to its geographiposition and its complex
natural environment. This richness of potentiakigiyproducts generated a wrong
idea that at international level Romania is a @esand popular tourist destination.
The WTTC recommendations in 2006 report were tceufge branding process
and within it to promote Romania’s diverse and igtuinique regions.

The goal of the paper is to present the internati@ontext from country
brand point of view and to analyse Romania’s astionthis complex process of
branding. Romania offers a complete package (moyntaltural destination,
Danube Delta, Black Sea) and tourist destinatioess#tuated near one to each
other. Also, Romania has several national andriaténal values which should be
exploited properly.

The study highlights competitive advantages of deaintry as a tourist
destination, strengths of Romanian’s tourist présland analyses actions made
for the branding process of our country as a tbdestination.

Branding process for Romania is making only th&t fitimid, step.

Keywords: country brand, branding process, tourist destnabranding, Romania

International context

Brands represent a promise of value and are caoesiden important tool
for differentiation of a product. The American Matikg Association defines a
brand as ,a name, term, design, symbol, or anyrddwsdure that identifies one
seller's good or service as distinct from thosetber sellers. The legal term for
brand is trademark. A brand may identify one itenfiamily of items, or all items
of that seller. If used for the firm as a wholes fireferred term is trade name”.

Destinations — even the destination is a counlike, products or people,
can be branded. Branding a country or a compallgeisising same principles but
different methods. Destination branding is a precaesed to develop a unique
identity and personality, different from all comipieé destinations. The complexity of
destination branding is very well underlined by gam, Pritchard and Pride where
the authors highlight that a destination is noingle product, but a composite one

1 Assoc. Prof. PhD., Babdolyai University Cluj-Napoca, Faculty of Business,
smaranda.cosma@tbs.ubbcluj.ro
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which includes: accommodation and eating/ dinirigldishments, tourist attractions,
arts establishments and cultural venues. The whtteosphere of a place, the
hotels in which tourists stay, the friendlinesstiod local people and the overall
impression are essential for the creation of aessfal destination brand (Morgan
et al. 2002).

County brand is a recent subject on Romanian market

For our investigations we used exploratory reseawsbkaining secondary
data through statistical and published studiesersite web sites analysis and
primary data through a focus group which has tipecton identification of main
Romanian characteristics for defining identity.

Favourable county image has direct impact on tiagestments and tourism.
But why to create a county brand? The main reasomssimple. Strong country
brands will (CBI 2008): communicate with power awbnomy; attract talent and
investment; promote sources of economic value; lenabd/ or endorse change;
brand exports profitably; redress stereotypes dintiés; express a unique core
idea; build global competitive advantage; serva asurce of differentiation; link
distinct country offerings.

Tourist country brand is only a part of the coutrgnd but an important one.

Country Brands Index examines how countries aredmd and ranked
according to key criteria, and identifies emergghgpal trends in the world's fastest
growing economic sector — travel and tourism. Si2@@4 the global contribution
of Travel & Tourism economy in GDP increased inrage with 3.6%, greater
than of the global economy overall. In 2008, T&Dreemy GDP growth slowed to
just 1.0%, its weakest performance since the rememy period. For 2009 the
prediction is 3.3% and to expand by only 0.3% ia@QNTTC 2009).

For 2008 Top Country Brand Ranking, CBI considetkd following
assets which lead and drive county brand perforeianc

1) Wants oriented
« attractions: diversity and quality of unique macrange of things to see and do;
* authenticity: unique character along with thehriexture of local life; rituals,

programming, events;

e culture: arts, crafts, intellectual pursuits,atiee environment;
« ethos: customs, beliefs, mores and history ttesite a distinctive mystique;

2) Needs oriented
« geography: natural resources, topography, langfpr
« infrastructure: technology, communications, t@orgation, health care;
» governance: degree of effectiveness in the weguatry is ruled, as evidenced by

political freedom, safety, security;

< economy: ability to produce and distribute weadtiandard of living.

Using these criteria the ranking made by CBI ispr¢ed in the figure 1:
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WANTS Bustralin 2 E
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Fig. 1.
Source : CBR008, pag. 20

The concept of life cycle is used also for destomet. Because no country
brand ever stands completely still CBI divided toaintries in 5 categories (CBI
2008, pag. 25)emerging— country clarifies its unique essence and begins
communicate that essence to attract attentioneswhate with audiences (Colombia,
Ethiopia, Libya, Uzbekistan) ) vogue- which becomes the new “it” destination,
generating word-of-mouth advocacy and establiskise]f as the new place to be;
this status lasts a few years at most; early adopie notoriously fickle and will
abandon a destination quickly once word has gaitérto the wider marketplace
(Cambodia, Morocco, China, RomaniaYising — experiencing growth in awareness,
a solidifying brand image, plus increasing travefieeference and loyalty (Canada,
Vietnam, Scotland, UAE) -maintaining— brand maturity; some countries stay in
this phase for extended periods of time (UK, Japiamy Zeeland, Italy) andeclining
— a strong brand can help a country rebound fratust reconnect with audiences
by staying true to the brand’s core essence, ogckssary, by recasting itself in a
new light (US, Egypt, France, Kenya).

The Country Brands Index 2008 rankings had analgpedific dimensions
of the brand: Best Country Brand Ideal for Busin&sdgend a Business Trip, Art &
Culture, Authenticity, Beach, Families, History, & & Lodging Options,
Natural Beauty, Nightlife, Fine Dining, Outdoor Adties & Sports, Rest &
Relaxation, Safety, Shopping, Value for Money, VoMost Like to Live In, Ease
of Travel, Standard of Living, Political Freedomgvanced Technology, Quality
Products, Most Impressive Last Year. From Central Bastern countries CBI
ranked at Value for Money (offering the most inuret for the price you pay)
Czech Republic on 4th place, Poland on 5th plack Hungary on 10th and at
Rising stars (on their way to becoming major destoms) - Croatia on 3rd place.
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Where we are?

Romania has a harmonious and diverse landscapeframd,the tourist
point of view, could be considered one of the biédludnd resourceful places in
Europe. Romania, also, has a rich traditions atimirel) both are inspiring variety
and ever-happening action. It is agreed that Roandmais a huge potential in
tourism field due to its geographical position,dtsnplex natural environment, but
also due to its seven World Heritage Sites regstdrty UNESCO: the Danube
Delta, the citadel churches of Transylvania, Horelmnastery, the painted churches
from Bucovina — Moldavia, the historic citadel af&isoara, the wooden churches
of Maramures and the Dacian fortresses near Oragtienedoara. To all these we
could add another long list of beautiful sites -mewous spa resorts among them —
and monuments, list which could become even lomden we add the local and
regional traditions.

Countries often promote their history, their cudtuand their beautiful
scenery in their marketing campaigns; but manyinkssbns have these attributes.
It is critical to build a brand on something whidniquely (and immediately)
connects a destination to the consumer or hasdtenfal to do so in the future
(Morgan et al. 2002)

Good destination branding is therefore original aliffierent, but these
characteristics need to be sustainable, belie\atdeelevant.

In these conditions, the main things which shdiddonsidered are:

- Romanian tourist destinations are situated nearatth other; this could
provide a good base for combined tours in the sphseveral days;

- the country could offer a complete tourist pack@@geuntain, spa & wellness,
cultural destination, the Danube Delta, the Blaek)S

- traditions and customs are preserved in rural ardscould be included in
tourist packages; those can be completed with nousefolklore and tradition
festivals and (sometimes, if needed) spiced wittatla’s legend’

- the mountain regions are unspoiled and can reprdbenpotential for
niche products like hunting, fishing, bird watchirdking, mountain biking, and
other forms of adventure tourism; some of the maiantegions are included in
national parks and protected areas which can bactitte for those interested in
peculiar species of plants and animals;

- culture and history are rich, connected with Eurbpewith local features;
they could form the core of the Romanian tourisidpict.

The most recent work regarding Romanian Tourismellmment is the
Master Plan for Developing National Tourism 2002&@0n which also mentions
that Transylvania is an existing brand and its fpmsiis only enhanced by the fact
that Sibiu was European Capital of Culture in 2007.

Romania also has several cultural values and iemugynized at international
level like: Constantin Brancusi (his works werelugied in Romanian presentation
spots and can become a cultural symbol for Rongin@e they combine traditional
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and modern elements), George Enescu (his musibecaised in presentation spots
— similar: combining traditions with modernism; eygear Enescu Music Festival

takes place), Mircea Eliade, Eugen lonesco. MarenteRomania becomes known in
the arts world through opera singers like Mariamzoldscu and Angela Gheorghiu,

but also through ballet dancers. All their names lba used to enhance the core
cultural products.

Sport figures and football/ handball teams can hisaised to attract those
tourists interested by this kind of events.

About the Romanian culture identity many socioltggishistorians and
specialists in branding presented different ide@any of them in contradiction. It
is hard to define the main features of the Romasauiety in order to identify the
national identity. In general the Romanian peopkethemselves first of all as patriots,
hardworking, hospitable and humane. This idea datsnean an idealization of
the Romanian people about themselves, becaus&ationewith others Romanians
appreciate more what they think about them, sa then image depends on what
the other believe about them. But Romanians ang lueid. The special feature is
this capability to make a realistic evaluation leéit situations and to see all the
time the positive part in there. This facilitatelee spirit open to creativity.

In 1925 the Comte of Saint-Aulaire (French ambassad Romania) said
that for French people Romania represents a placendir heart because two
elements — the intelligence and the sensibilityadenthe connection between the
spirits of French and Romanian. (Ghyka 2007). Unfaately, this perception of
Romania is long lost.

During the 1980s and the 1990s Romania has lostraevmportant
elements which had represented it as a tourisinagisin in the 1970s. Among
them, the most important were affordable pricedanent accommodation within
spa and littoral resorts, and geriatric treatmevrits Ana Aslan products. The first
were lost due to neglect and degradation of faslitThe second, a brand in itself,
was almost forgotten due to endless legal battteeng Romanian companies
about the rights to use the name and the royajeesrated by Ana Aslan products.
The development of cultural tourist products shoetdnplete the brand identity
building process, as WTTC Report (2006) also recenmuad.

But what Romania can promote in order to creatse bor its brand identity?

The first promotional campaign which has been ifledtafter 1989 was the
one connected with the total eclipse of the suagust 11" 1999. The eclipse was
announced to be fully visible from Romania withesay optimal points in the southern
part of the country. The title given to this cangpaivasThe 1999 eclipsel'he budget
for this campaign was 1.5 million USD. The monegnedrom the Special Fund for
Promotion and Development. This special fund waated through the contribution of
3% from the total income of every tourist agencthimi Romania (Enea 1999).
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One of these campaign outcomes was the fact thating fresh images were
used to present a brighter and better Romanial. thatimoment the small numbers of
printed materials promoting Romania were usingoaitures from the1970s.

These new images were also used in TV spots basado the Discovery,
Eurosport and Euronews channels and for printe@énakg presented at international
tourist fairs and expositions in Berlin, Madrid, Is#h and Paris. The total cost for
the TV broadcasts was 140,000 USD and the costpdudicipating in fairs and
exposition, including the printed materials, wef® 00 USD (Enea 1999).

Romanian National Bank issued a special bankn6t@,@00 ROL to
celebrate the eclipse. Meanwhile, the printed megeipromoting tourism were
difficult to find inside the country.

The results of the campaign were disappointingn&oan authorities made a
rough estimation that 500,000 people would be éstixd to come to Romania to
see the total solar eclipse. In July the total nemndd foreign tourists who expressed
an interest to come in Romania for the event wagnar 3,000 (Enea 1999). By the
end of 1999 it was clear that the eclipse did miigothe expected number of
foreign tourists. The total number of foreign tetsiwas lower in 1999, 794,000
compared with 1998, 807,000 foreign tourists.

Despite failure, this campaign was the first lawettlafter 1989 and it
paved the way to promote Romania as tourist degimahrough a coherent
marketing campaign.

A strap line which appeared sometime during 1999 Wae eternal and
fascinating Romaniar his slogan was used as the title for a photaralpromoting
Romania, mainly abroad. The author of this alburs m@sented by the Romanian
media as a controversial figure with many politicahnections.

During 2000-2001 the strap lirmome as a tourist, leave as a friemgs
launched. It seemed to have no connection withpaomotion campaign and the idea
was not very original. This slogan was presenthendid official website promoting
Romanian tourism, www.turism.ro. The strap liné stin be found on the Romanian
website dedicated to promoting tourism in the UB#w.romaniatourism.com

The most recent promotional campaign for Romania tasirist destination
was presented during the summer of 2004. The $itmapfor this campaign was
Romania - Simply surprising he project for the campaign initiated in 2003h&
sources indicate that the idea for this campaigs feamulated in 2001 (The
Diplomat Bucharest 2006).

A source announced that the budget for this pramnati campaign was
approximately 1.7 million USD (Obae & Barbu 200Apother stated that the total
costs of the campaign were around 250 billion R@L around 7.6 million USD at
2004 rate (Niculescu 2005). The first source inidaonly the budget for creating
the campaign’s spot. The second source spoke about

The total promotional costs, including the advertient spot and its
broadcasting costs, the printed materials and dhicipation in fairs and exhibitions
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were around 7.6 million USD at 2004 rate (NiculesQ05). The campaign
targeted the foreign tourists.

The spot was developed by the advertising compagiywyD& Mother
Romania. The main goals of the campaRpmania-simply surprisingere:

1) to present Romania as a tourist destination;

2) to change the way Romania is perceived and to gieneifferent attitude
toward Romania, mainly on the part of tourists friélh countries and the USA

The message of the campaign was: Romania has ahangemproved as
a tourist destination.

The spot had the duration of 60 seconds and waslbast between June
and August 2004 on Euronews, Eurosport, Discovdrgn@el, CNN, and BBC. It
had the frequency of one broadcast per day perhiBvimel.

The target of this campaign was: informed tourgt20-55 year-old, who
have an average income, with an interest in newerxpces, culture and history.

The printed materials were still present in 200Sédmeral places in Europe,
e.g. London underground stations. (The DiplomatHawest 2006).

The comments and criticism of the slogdomania — simply surprising
were many. From the advertising professionals’ pofrview, ‘simply surprising’
Is ambiguous and can have both positive and negatimnotations (Cosma 2004).

The NAT representative considered it appropriatsabse people expected
something wrong or bad when they came to Romamd, iawas important to
highlight the changes (Obae & Barbu 2004).

Maybe the dual sense of the word ‘simply’ couldén&een avoided if the
translation in English the Romanian languaBemania — mereu surprinzatoare
would have been more accurate. Then it would haeineRomania — always
surprising

In February 2007, the Romanian Ministry for Fore@ifiairs announced
its intention to launch an image campaign for Romanhe advertising company
GAV-Scholz & Friends was selected to create a freone named FABULOSPIRIT
and cost 110000USD.

Leaving aside the controversies which arose dfeeconcept was launched, it
must be pointed out that it has the quality of bainique. It is also in tune with the
existing strap lineRomania simply surprisingand the idea of spirituality is
connected with Sibiu’s position for 2007. FABULOSPT (combines the colloquial
fabulous with spirit, a word with a deeper meaning) is a complex canoép
interestingly though intriguing positive and negatelements. Due to its generous
opening, FABULOUSPIRIT can incorporate also thetomrersial Dracula name
and myth and make it more acceptable as touristuato

However, it proved that Romania’s branding procgas not abandoned;
but until than no more information were available.

For 2009 Romanian Tourism Ministry has importamjects:
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- launching in May the campaign “The Romania, Land Gifoice” to
promote cultural tourism, eco-tourism, agrotourising seaside, Bucharest
and Sibiu for European countries and United States;

- launching in May the campaign “Tourist in Romanir attracting
Romanians to spend their holidays in the country;

- launching at the end of the year the project fav beand of Romania with
the support of international specialized companiith a budget of 75
millions EUR.

Where we should be?

After 2001 the purpose of the authorities has tdjmmania on tourist map.

We propose a model for branding a country withftilewing steps:

a) identify the identity of the country

b) actual context: what we offer — determine de téoupimducts — and to

whom? — find the targets and their needs; compéafewhat others offer

and to whom; determine competitive advantages

c) cooperation between authorities, business, theedtgation and media

d) analyse country perception form intern (Romaniamg) extern (foreigners)

perspective

e) formulate branding strategy

f) implementation

g) evaluation

Several market studies were made during the 198@she first half of the
2000s by the Romanian authorities, but none of tdemot establish a profile for
the foreign tourists visiting Romania (Pop et &072).

As expected, Europe is the best represented irsttitéstics of arrivals
(95,48%). The official representatives for tourisonducted market studies in the
following countries: United Kingdom, Ireland, Gemya the Netherlands, Austria,
Spain, ltaly, Sweden and Russia. Also the offit@lrism representatives from
Czech Republic, Italy, Russia, Sweden, China, Geymda&lovenia, UK and
Ireland, USA, Austria, Slovakia, Poland, and Turkegre interrogated regarding
their interest toward Romania. Other countriesidat&Europe that were considered
for market studies were: USA, China and Turkey.

In 2006 USAID (United States Agency for InternaabDevelopment) and
INCDT (National Institute for Research and Develgmtnin Tourism) made
studies that suggest some aspects of the foreignest profile for Romania:

- 56% from the foreigners were between 20 and 3%yadr

- they prefer municipalities (49%);

- 60% from the respondents were at the first tim@amania,;

- on a scale between 1 (excellent) and 5 (very pBarania received a
medium to good score for all the purposes of tlsé,v1.9 for the experience, 60%
considered that their expectations were achieved3&i% that their expectations
were exceeded.
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The interest expressed by either official represtérds of tourism or by

tourists highlighted the following (Pop et al. 2007

- cultural tourism, including medieval towns and T8@mania, and cultural
tours were on the top of foreign tourist preference

- the Danube Delta and cruises on Danube were irdicaxt;

- combined tours — urban tourism with spa & wellnedswed:;

- theme tours were mentioned especially by Ameriaah British tourists,
mainly concerning the Dracula theme;

- mountain tourism, active tourism, and the Romatitoral had average
frequencies;

- skitourism was the least preferred.

As WTTC in its 2006 report recommended and the dvali Authority for
Tourism (NAT) research results indicated, Romaraathorities responsible for
tourism should concentrate the offer on culturairisom and on spa & wellness
tourism if they want to be in tune with touristejuests.

In the Master Plan were identified the followingarfor tourist potential
development:

e City Break in Bucharest for culture, entertainmamnd MICE

e Transylvania tour for culture, nature, ecotouridmalth, wellness, ski,
adventure

* Black Sea coast for beaches, entertainment, culteadth and wellness, cruises

* Bucovina tour for culture, ecotourism, nature, teabellness, ski, adventure

« Maramures tour for culture, nature, ecotourism, atventure

« Danube Delta for nature, ecotourism, fluvial crajsentertainment

Why we aren't there?

Several mistakes are made in country branding:
- decentralized way of approaching branding procelsiehwminimize the
brand power;
- short term approaching of the branding proces®rdtien as a strategy
Even if Jack Trout said that “Romania has no iméuge,this is an empty
plate that can be filled” and maybe this is an Aigaar opinion we consider that we
should start the branding process from the idemtftghe country and from the
Romanians and foreigners perception about the ppuFie fact that an important
part of Romanians don't have a favourable imageiaRomania and few Europeans
— especially Italians and Spanish — have the sapmd@oms must be taken into
account in branding strategy implementation.
The Master Plan for Developing National Tourism 2026 suggest that
the perception of the Romania as a tourist degimadt unclear as a result of:
- deficiency in destination marketing,
- no governmental support for tourism,
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- unprofessional actions in business tourism sector,

- low standards of the offered services,

- improper tourist infrastructure, facilities and &rapending opportunities.

Romania is not visible on well known tourism welkesi (www.europe-

travelers.eu, Lonely Planet etc.) were the conipatiis present. Romanian
websites have the disadvantage of focusing on degteloped products like
cuisine and wine tourism. Also new products, liletivee tourism, need a lot of
improvement since they started to be developed 2rily 3 years ago (Pop et al.
2007). All these hesitations are reflected in thel@ion of the Travel & Tourism
Competitiveness Index for 2007, 2008 and 2009.

Comparative ranking by competitiveness index for Rmania’'s competitt;l;zble .

Country ErT

2007 2008 2009
Czech Republic 35 30 -
Slovakia 37 38 -
Croatia 38 o -
Hungary 20 3 -
Slovenia a4 36 =
Bulgaria 54 3 -
Poland 63 =5 -
Romania 76 59 -

Source: Travel and Tourism Competitiveness Repor? 20§.10-11 and
www.weforum.org/pdf/ TTCRO9/TTCR0O9_Rankings.pdf
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ABSTRACT. The present paper tries to present briefly thatiamiship between
the hotel companies and the capital markets. Ttidysuses results published
since 2002 in order to show how the financial resesi available for hotel
companies evolved, and — based on the data proviyedNew York Stock

Exchange — to asses the strength of the relatipngithh the capital markets.

Keywords: hotel industry, capital markets, listed companiesncial resources

I ntroduction

The study regarding the relationship of hotel conmps with the capital
markets has its roots in 2001. Until now, the regrdvided evidence for a weak to
moderate relationship of hotel companies with thgital markets (reflected by the
number of listed companies inside major stock ergka).

The hotel industry is a main component of the sarindustry. It assures
the accommodation capacities and other faciliflé®se are absolutely necessary
for those who travel as tourist, for business nesisfor meetings and conferences or
occasionally. Hotels also offer — for local comniigs — leisure and entertainment
facilities and even places for various communityetimeys (Pop, 2002).

It is logical to presume that hotel industry grewcorrelation with the T&T
sector and shares the same favorable forecastaphafficial data are available on
this subject, except figures offered by few coratk specialized in hotel industry.

Due to this situation, it can be said that a kihdblar surrounds the hotel
industry. This can be considered one of the faoideh contributed tahe low
interest manifested by public investment toward hotel industry.

Other factors that contribute to the low profileaddéndustry has in the eyes of
public investors are the associated risks. Becauselitional hotel company has been
consider a hybrid of hotel operations, real estatestment and asset management, it
generates two major types of risks (Gee 1994)riseconnected with the real estate
investment and management of the property, andskearising from hotel business
sensitivity to the impact of economic cycles (Paskin 2006), events like the terrorist
attacks from 2001 in USA, 2004 in Spain and 2006k pandemics like SAR and
ever changing tourists/ guests preferences arabtast

1 Professor, PhD, Faculty of Business, Babes-Bolyavéfsity, Cluj-Napoca, Romania,
cornelia.pop@tbs.ubbcluj.ro
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Mainly the dual role played by a hotel company -pesperty owner and
manager and as hotel operator — is stated to areafesion among (public) investors
(Gammage 2001, Whittaker 2006). Having difficultiesseparate the ownership
from the operations, stock market capitalizationtfee quoted hotel companies —
similar to other property owning companies — tetalsunder-price the current
market value of underlying asset or assets (Gam2@@g&, Whittaker 2006).

The availability of financial resourcesfor hotel industry

This factor plays an important role in the relasibip between the hotel
companies and the capital markets.

The fragmented structure of hotel industry durihg 1940s and 1950s —
dominated by individual owned and operated hoteléimited the access to
financial resources to family and friends or to ceencial banks. The development
of hotel chains and the alliances with airlinesrirthe 1960s and 1970s, mainly in
the US, made the industry interesting for life imguwce companies and they became
major providers of hotel financing in the 1970s ¢G&94). During the 1980s in
US the deregulation of thrift industry transformea/ings and loans institutions in
important source of money for hotel companies. fbneign capital was also cheap
and available and investors might regard hotelsena® real estate investments
than operating business. As a consequence, mangirmabhotel projects were
funded due to money availability and poor critéfoa investment selection (Gee
1994). The result was an overbuilt hotel markehwitrandom growth, room offer
overpassing demand. By the end of 1980s, the Ipptgderty market collapsed,
loans went into default and triggered the banknypfcsome financial institutions.
Speculation, overbuilding, and falling occupancyéhaeduced the funds available
for development in the 1990s (Gee 1994).

During the early 1990s the lodging industry acribgs world had to face
falling demand due to the Gulf War and a generalnemic slowdown. The
operating results declined and cash flow shranle dggressive lending practices
of the 1980s left hotel owners with over-leveragegperties and a record number
of hotel-loan foreclosure was registered, mainlyyt (Rushmore et al. 2001).

During the second half of the 1990s, until theyegdars of the 2000s, the
hotel companies made and attempt to use capitddesaas a main source of capital,
mainly due to the scarcity of borrowing for thistee. However, the complex aspects
of a hotel company, the mixture between the raatemfluence and the efficiency of
operations, made hotel companies to be rathertmeas alternatives, diversifying
portfolios, rather than an attractive sector indies of common investors. Since 2003-
2004, when the structured finance products stddegrow, hotel industry become
interesting mainly for private equity funds (HVSO08). Up until now, those funds
provided the main source of financing for hotel pamies. This situation was
confirmed in 2005-2006 and 2007 by the fact that ofvthe biggest and well known
hotel companies — Four Seasons Hotels & Resortsldtod Hotel Corporation (listed
at New York Stock Exchange since 1947) - were welislue to the fact that their
majority shareholders became private equity funds.
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Hotel companieslisted at New York Stock Exchange (NY SE)

Since the USA hotel companies are dominating thel nankings (see Hotels
Magazine rankings available since 2000) with ov@%5of the ranked companies
being registered in US and concentrating over 50% e hotels and rooms under
their control, for this study it was only natural teflect the relationship with the
capital market using the data available at NYSEe of the 3 biggest stock
exchanges in the word

In a study made by Pop (2002) it was shown thalanuary 2002, at
NYSE listing were presents 28 de companies fromstator hotels and motels.
But the Hilton Company had two types of sharesth®oreal number was of 27
companies. Only 3 of them were listed at NYSE befd®90 — Hilton Hotels
Corporation, since 1947; Prime Hospitality Corpamat since 1979 and Starwood
Hotels & Resorts, since 1982. All others were idtroed after 1990. From the total
of 27 companies, only 22 were operating in the hafsfy industry directly. From
the remaining 5, two operated in the gaming sulosersing spaces in hotels and
casinos, one was specialized in cleaning and mmnte services for the
hospitality industry, another is specialized intiegn houses for holidays and the
last one is specialized in developing hotel prapsrt

From these 27 companies, 4 were Canadian, one u@shEand two were
multinational.

Due to various changes in the classification byosecanother search of hotel
companies at the end of May 2007 led to the follgwionclusions: 13 companies
were listed in the hotel sector; only 3 of thenrtdtating before 1990: Hilton Hotel
Corporation, since 1947; Starwood Hotels and Rgssihce 1982 and Bluegreen
Corporation, since 1986 (this corporation enterbis tsector after changes in
classification). ‘On the edge’ could be considdrgdrContinental Hotels Group which
start listing at NYSE in 1990 under the name Sixtidents (Pop and Circo 2003b);
the other 9 companies became publicly listed companetween 1993 and 2006.
However, until the end of 2007, Hilton Hotel Corgiisn was also delisted.

Compared with 2002, if only 22 companies were tacbesidered in the
hotel industry category, the decrease to 13 (andhbyend of 2007, to 12) is
dramatic, showing the relative lack of interest @&oavthis sector, even from the
part of what can be considered well informed aratikely sophisticated investors
that use NYSE for their portfolios.

At the end of May 2009, the number of hotel comparEt NYSE was the
same as in May 2007: 13. One of the companiestia hotel operator, but a capital
trust, specialized in investing in hotels. Of tremaining 12, Wyndham Hotel
Corporation can be considered a new entry, sincesitlted from the spin-off of
Cendant Corporation, formerly traded under reahtessector (thus its hotel
division was very important).

2 For the present study, the hotel companies liateddASDAQ were ignored due to the fact that the
trading platform at NASDAQ do not offer the posktpito search the listed companies using sector
and subsector criteria.
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InterContinental Hotels Group is listed al NYSE atsb at London Stock
Exchange and it was — in the last 3 to 4 yearse-tdh company in the hotel sector
(from number of rooms point of view), and it isdK company.

From the other 11 companies listed at NYSE, theviiohg must be mentioned:

o Wyndham Worldwide Corporation which ranked 2 in therld in the last

3-4 years

o Marriott International which ranked 3 in the wontdthe last 3-4 years
0 Choice Hotels International which ranked 6 in tlwld/in the last 3-4 years
o Starwoods Hotels & Resorts which ranked 8 in thedna the last 3-4 years.

While — based on the data available at NYSE —ntlmaconcluded that the
relationship between the hotel companies and thpitatamarkets is weak to
moderate, it can be observed that NYSE favors thitel hgroups operating at
international level due to their diverse portfoldd hotels and brands. These
companies are also well diversified from locatiooinp of view, owning or
operating hotels all over the world, inside the thpmgoular tourist destinations, but
also in remote and exclusivist destinations. Alest are perceived by their
investors as factors that reduce the risks to witiioke companies are exposed, and
make their investments relatively safe on the lamg(despite the current crisis).
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ABSTRACT. Sitill, at global level, tourism as an industry negents perhaps the
most dynamic activity sector, the most importamegator of workplaces, and a
great source of recovery for the national econdb@spite the stages of conjuncture
and the mutations of tourism demand, tourism sesvigill permanently attract a
continuously increasing quota of the world’s popiola Thus, specialists consider
that, in the global perspective, travel and tourigogether with information
technology and telecommunications will be the thnelistries of services with the
highest turnover. The author analyzes the causttgeeqgioor impact of tourism upon
the Romanian economy and sketches the main pergpedf the development
directions of Romania’s tourism.

Keywords: tourism, analysis, development strategies, devedop perspectives,
Romania.

Introduction

At the beginning of the 21Century, the industry of travel and tourism
represents worldwide the most dynamic activity @eand, at the same time, the
most important generator of workplaces. Belonginghe tertiary sector of the
national economy, tourism plays the role of a bat@mthat strictly measures its
development, and the changes that occur in theoawpbear upon it.

Tourism plays a dual role:

e adirect economic rolewhich consists in generating revenues and cigatin
receipts that feed the national income; these imsowontribute to the
economic and social development of localities aglans that already are
or were recently included in the tourist circuits;

« anindirect economic rolethat assumes the development of other branches
of the national economy, which, on their turn, supphe carrying out of
tourism connected activities: tourism-transportatitelecommunications,
trade, etc.

! Professor, PhD, Faculty of Business, “BaBelyai” University Cluj-Napoca,
magda.vorzsak@tbs.ubbcluj.ro
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Placed in correlation with the economy as the whbkindustry of tourism is
an element that stimulates the entire global sysderit is a multidimensional sector.

Tourism’s human dimension is due to its capacitygémerate contacts
among people, contacts that are accompanied byfispgeehaviors, attitudes, and
experiences; while its social dimension may be liggked both at a microsocial
level — representing a means of recovery for therldorce and of the people’s
health —, and at a macrosocial level — througtabiserption capacity of the exceeding
labor force from other fields of activity, genedatey the restructuring or closedown of
large enterprises. This can also be done by inotudertain areas in the national
and international circuits, and by creating new kptaces in the field of tourism,
as well as in sectors directly or indirectly rethtwo this industry. Thus, the
development of tourism contributes to the dimimshodf the unemployment rate.

There are many facets for the economic dimensiomoofism. Firstly,
tourism is a source of revenue, as it is a businegnables many individuals to
become entrepreneurs and to implement their owriness ideas. Secondly,
tourism is a complex of an “industrial” type. T&me is due to the fact that
satisfying tourists’ needs cannot be realized tjinoa single activity. There appears
the need to simultaneously carry out many soplitgitactivities. Thirdly, tourism
is a basic sector of the national economy; it isnaportant source of currency and
a specific type of export.

Beyond the three above-mentioned dimensions, wétoiagpoint out a
transversal dimension, too: the ecological dimemgib tourism. This is of great
notoriety, and lately it has been given an incrggasittention. Finally, one should
not forget the strong multiplying effect of tourismwhich acts as a stimulating
element of the global economic system. Tourism gdas a specific demand for
goods and services, which implies an increasedin gfnoduction, thus contributing
to the diversification of the structures of theioa&l economy. The impact of the
inclusion of new areas in the tourist circuit iithfitting out and development,
through the creation of a specific infrastructuwetburism: tourist accommodation
facilities and public alimentary organizations,.ebtch an action also contributes
to the creation of the general infrastructure ndddecarrying out all the activities
in the area.

Keeping in mind the importance, the role and thdtidimensionality of
the tourism industry, we may ask ourselvwa#y does Romania’s tourism not yet
seem to display its beneficial effects upon theonat economy?

Material and Method

The ideas discussed within the present paper eesbidsed on previous
researches carried out by the author. In thesandses there were used inquiries,
interviews, questionnaires etc. The conclusionsewsynthesized based on a
SWOT analysis.

36



THE PLACE AND ROLE OF TOURISM IN ROMANIA’'S ECONOMY

Results and Discussions
Fulfillments and Trends of Romanian Tourism

The beginnings of the tourist industry date frorBA.8nd were characterized
in an article published bRevue Economique InternationalBelgium, 1909) as
being “the most suitable placement of capital”. Mhthe first travel office was
established in England, having as single purposeotigyanizing of travels. By
1872, the first American travel agency was openddnerican Expressaiming at
selling voyages to Europe. Only after the Greatodnof 1918, was Romania
included in the international tourist circuit. Nedlly, the basic elements needed for
carrying out the tourist activity have existed ¢enturies but it was only in the".9
Century when they were joined by companies aimimgromote tourismThe
Carpathian Societyvas founded in 1895. It organized trips to thedgjudountains.
In 1903The Society of Romanian Tourigtas founded, and, at the initiative of the
Romanian scientist Emil Raco¥j thereThe Romanian Fraternitwas founded in
1921, an organization with a tourist profile.

From the point of view of the institutional strustuof tourism, Romania
did not stay behind the other European countri@safdong time. In 1924 the
National TourismOffice (NTO) was founded. It was initially integrated anthe
Health Ministry, and it became a joint-stock company only at the ef the 28
Century.In 1936, under the supervision of the NTO, B@méaniamagazine was
published, issued in three international languadéwe first tourist bimonthly
publication,Bucegii from Bgteniwas issued in 1911, and the first monthly tourism
paper wasThe Bulletin of the Romanian Tourism Academic 8odssued between
1929-1932. Another publication issued between W world wars wad ouring-
Clubul Roméaniej1930];its aim was to promote tourism in Romania and tqmt
the nature. The Association was founded in 192tlthenfirst review was issued in
1926. The first monument of tourism (if not the yordne worldwide) can be
admired in Rgca Monta#i, Romania. It was built of Rahita marble, in 1936 by
the Tourist Club of BanatThe day of the monument is celebrated each ye#ne
12" of September.

Before 1990, Romania represented an important ridith for the
Eastern-European market, especially promoting soymioducts for littoral, spas,
cultural programs and monasteries in Northern Maddand Bucovina. But the
country’s tourist offer did not change much in tintteus it became uncompetitive,
being unable to meet the requirements of the iatemal market demand and
similar products. The contribution of tourism toetlgrowth of the national
economy is still very low: 2.1% in the GDP by 2(&uractiv, 2008]. In fact, the
engines of the Romanian tourism industry are weltfioning sectors: agrotourism,
spa and mountain, event and circuit tourism.

From the point of view of the natural, cultural amdtoric frame, regions
posses an important tourist potential but therenage differences among regions,
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regarding the valorization of the tourist heritaged concerning the general
infrastructure. An important feature is generatgdthe fact that exactly the
undeveloped areas concentrate the most importamistospots and attractions.
Thus, these regions can be revitalized throughadlwization of their tourist potential.
In Romania, there can be identified two types afrigim potential: areas with
complex and highly valuable tourism potential (2d4%4he country’s surface) and
areas with a high tourist potential (34% of therdoyls surface). There also are
several natural and man-created tourist attractifiesing opportunities for tourism
development, although they have a lower densitgn[® de Amenajare a Teritoriului]

Tourism infrastructure enjoyed important changeerat990, improving
its quality. But the data of NIS [Tempo Online] ee¥ an uneven spread of
accommodation facilities: 18% littoral, 29.7% Budst, 19.4% spa resorts, 16.6%
mountain resorts, 0.96% Danube Delta, and 15%hardburist destination. Tourist
facilities and, especially, leisure appliancesaddeand uncompetitive. Tourist services
are stereotyped and of poor quality, while the itgralrice quota is irrelevant. This
explains the decrease in our national and inteynatitourist demand.

After 2005 the tourist sector registered a hugedref increase, both in the
number of accommodation structures (by 35.4% coethan 2000), and in the
accommodation capacity (by 0.95%). The total nundfeourists grew by 17.9%,
and so did the overnight stays, by 4.1%. Theseeasas were substantial: littoral
(168.9%), spas (42.5%), mountain resorts (28.2%3, Banube Delta (398%).
[Tempo Online]

Incomes generated by the revenues from interndtimaism were of
1.068 billion Euro [infoturism.ro]. The number obvkplaces offered in tourism is
still insignificant (approximately 295,000 emplogely 2007, meaning 3.39% in
the total number of Romania’s workforce) for a doyrwith an extraordinarily
rich and diversified tourist potential [wall-streef.

In aWorld Bankanalysis of tourism competitiveness eight coustriere
identified as Romania’s competitors for tourismeithaverage competitiveness
indexes are: Hungary (78.44), Czech Republic ()4 .Bidlgaria (68.57), Croatia
(68.04), Poland (66.03) and Slovakia (62.84). Ramamjoys an index of only
58.91, which is lower than that of the above-meret countries but still better
than that of Ukraine or Serbia and Montenegro. Roans more competitive when
it comes to prices, environment, international omms towards trade and tourism,
respectively, social services. [POR 2007-2013]

Problems of Romanian Tourism

According to the data offered by thational Institute of StatisticNIS),
by 2006 the economic performances of Romania’sigoumwere rather modest
[Tempo Online]:

* 6.6 million foreign visitors;
* 6.9 million departures of Romanian tourists abroad,;
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e 607 million USD receipts registered from internatibtourism;
e 105,000 workplaces offered by the tourist sectwat tneans 1.2% of the
total workplaces.

If in the case of the EU, tourists spent abroapr@pmately 780 Euro,
while for Romania the average of these expenditta®s only up to 220 Euro. The
number of foreign tourists who visited Romania lesta 1995 and 2000 continuously
decreased, registering a slight increase by 208&.rnumber of Romanian tourists
spending holidays abroad continuously increaseis. fids led to the appearance of a
negative trade balance. Romania, as a tourisndésti, ended up on an unfavorable
position: from the 30 place in 1997, to the #(lace by 2000. Consequently, the
net usage of the tourist accommodation capacityedsed from 50% in 1991, to
35% by 2000.

Regarding the investments made in the national@ognone may notice
that only 1% of them were oriented towards theigbugector. The one pleasing
aspect was the increase of the tourism-generatshies in foreign currency, by
42.8% in 2002 compared to 1999. One cannot but eoakdout the causes of this
poor impact of tourism upon the Romanian economy.

Conclusions — Perspectives of Romanian Tourism

Our previous SWOT analysis reveals that despitéatiethat Romania has
an exceptional tourist potential, its exploitatiand valorization is totally
inappropriate. As a consequence, the average domdaternal factors is rather
modest (only 2.71). This proves that even though strengths of Romania’s
tourism are more powerful than its weaknessescountry still has a lot to do for
consolidating its tourist sector and for transforgniit into the main engine to
streamline the national economy. The external fattanalysis proved that the
environment is favorable to the development of ttheist sector, offering many
valuable opportunities but the average grade (b6jirms the fact that we have to
surmount serious threats. Their neutralization sgiedeed, adequate strategies.

Despite all of these, Romanian tourism is placetth@most favorable area
of the SWOT matrix (opportunities-strengths), bepugitioned very close to the
fields threats-strengths, respectively weaknesppsftunities. Thus, the generic
strategy that needs to be adopted is that of ragmoavth; but our country will
need to implement numerous strategic actions famgunting weaknesses,
respectively for avoiding or fending off threatglaisks [Vorzsak; Cosma, 2008].

Keeping in mind these conclusions, we consider tiratgeneral strategic
objective of the Romanian tourism development mostthe creation of an
internationally competitive tourist destinationtla¢ level of the value of the tourist
resources that Romania has. Such a strategic amdskenforce this sector as a
first rank priority economic activity within our tianal economic system. This
would enable the transformation of Romania intcualitative tourist destination,
that meets the EU standards regarding the provisiorourist products and
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services. It would also grant a long-lasting depaient from the point of view of
the environment, with a better rhythm than thatisteged by other European
tourist destinations.

Opportunitie
1&
5
Surmounting Natural growth
weaknesses
-4
Romanian -
tourism
2.7
Weakness¢e 25 » Strengths
2
1
) Development unde
Disenaaaeme 2.6 accentuated rislf
} 0
T T 4 T T
0 1 2 2p 3 4 5
v

Threat:

Fig. 1. SWOT Matrix of Romanian Tourism

Such an ambitious vision can be achieved throughctrrect phrasing or
wording of the established strategic objectiveauslta priority concern must be to
build a positive and nuanced image, both at inteand external levels, regarding
the advantages of Romania as a tourist destinatidrof its tourist brand image. It
is compulsory to become conscious of the fact tinatism is a key factor within
the national economy and an important generatevaskplaces. Authorities must
ensure a long-lasting development of tourism inhsacmanner that the natural
richness and cultural-historic heritage would beadlyy appreciated and presented,
and also preserved intact for future generations.

Granting coordinated support mechanisms for themefand local tourism
organizations and consolidating the role of theidwat Authority for Tourism to
insure the fulfilment of the required quality stimds by the provided tourist
products and services is of vital importance. Systef regular collection, analysis
and dissemination of statistics and market researcteed to be developed, in
order to offer assistance in the creation dfarist Satellite Accourfor Romania.

It is also necessary to support investors and theketing decisional process. In
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order to extend the hospitality message to visitdrss necessary to create a
network of tourist information centers in the mdourist areas and spots. A
national database of the tourist industry produgstsyiders, events, and services
must as well be established, and the public mugréeted access to it.

To enable investments in tourism, mechanisms neustdéated and subsidies
must be granted, for both, local and foreign irmsst~or surmounting the weaknesses
related to the human factor, the hospitality se¢boe-vocational and vocational)
education system needs to be developed. The quade Wlabor conditions must
be improved, in order to reduce the labor forceratign phenomenon.

Through the aims we have elaborated, one must @rikarcreation of a
diversified and competitive tourist offer that wdwdventually lead to the increase
of the role of tourist activity and circulation.ii@tlating the development of a
quality tourist offer enables the increase of resw of the contribution of the
tourist sector in the GDP and of the net incomethefpopulation, as well as the
amplification of the labor force absorption rate.

In conformity with the Development Strategy of Tourism in Romania
(August £, 2006), the contribution of tourism to the creatiof the GDP is
expected to increase between 2007 and 2013 frof 1096%, and 350,000 new
workplaces will be created.

The WTTC [2006] estimates for Romania’s tourism &madel sector in the
2007-2016 time span are, generally speaking, v@tymistic. Average growth
rates will be superior to European and global ones:

e 7.4% for GDP created in the tourism and travel stdu(EU: 2.4%; global
average: 3.2%);

« 1.7% for workplaces created in this sector (EU: §%6bal average: 1.6%);

e 7.9% for tourism and travel demand (EU: 3.5%; waitte: 4.2%);

« 8.5% for export of visitors (EU 4.3%; worldwide 9%0);

« 6.2% for investments of capital made in the se€kl: 4.2%; global
average: 4.6%).

According to these growth predictions, Romania paesithe 4 place in a
hierarchy of 174 countries. By 2016 one may exgeetourism and travel industry
to represent 6.2 billion RON (2.5 billion USD), &y a contribution of 2.4% in the
GDP. If one takes into consideration not only tirea impact but also the indirect
economic contribution of tourism, the figures vk 48.4 billion de RON (19.4
billion USD), respectively 5.8%. The occupationtliis sector will increase from
3.15% in the total number of workplaces by 2008 &8% by 2016; the indirect
impact of tourism will change the figures from 34t 2006, to 6.92% by 2016.
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RESEARCHING TRANSYLVANIA'S TOURISM POTENTIAL

MONICA MARIA CORO §'

ABSTRACT. The present paper aims to briefly discuss thentiateof Transylvania
as a tourist destination. It discusses the regitouisism offer as part of a larger
and more demanding project, that of elaboratingaadb of the region. Throughout
the past five years the author has carried outrasinvolved in different researches
concerning tourism in Romania (at regional levelnaerning Transylvania, or at
local level, regarding the County of Cluj). The pagtarts with a short presentation of
Transylvania’s tourism offer, discusses the plac®uarism within the architecture
of a destination brand, and concludes with thosmehts of the tourism offer that
are relevant to the region’s visitors, accordingthe results of the different
researches that were carried out.

Keywords: tourism offer, tourism potential, destination,rRania, Transylvania.

Introduction

Put in front of the dilemma to come up with a gewst interesting and
challenging subject for the graduation paper, wally decided to delimit the
following topic: investigating Transylvania as aitist destination with the purpose
of creating, developing and promoting its tourigrd. Why not brand Romania as
a whole?! There are several reasons for which we kacided to only focus on
one of Romania’s regions — probably the most dttr@wne, too: the pride of
being born in this region and the care for our hHemd: the belonging to the
category of people who primarily identify themselweith their region of origin;
the rich historic and cultural background of Trdwawpia; the region enjoys a huge
and very attractive tourist potential; the facttthane of the authorities have taken
into consideration the possibility of branding giom, especially this one, in order
to raise the interest of tourists for our destimadi but, instead, they keep focusing
on promoting Romania’s seaside; the wish to seensiytaania developing on
behalf of its tourism potential; the still low cdglégty of foreigners to properly
identify Transylvania.

What was initially delimited as two distinct gradioa papers: the first one
focusing on the communication and PR strategiesta@lto nation and region
branding, and the second one covering a first aiglgf the region’s tourism

! Teaching Assistant, PhD candidate, Faculty of iiassi, “BabgBolyai” University of Cluj-Napoca,
monica.coros@tbs.ubbcluj.ro
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potential and development, quite rapidly becamepictof great interest. Deeper
researches were carried out; issues concerning¥lkamia as a tourist destination
were analyzed and discussed further on within iksedation paper, based on a
research concerning the manner how foreign visiibtee County of Cluj perceive
Transylvania as an international tourist destimatkar from being abandoned, this
investigation topic was transformed into a PhD aede theme. Throughout the,
already five years of studies and work, there vetaborated and published (alone
or with coauthors) 16 papers (both in foreign armmBnian specialized reviews,
books and volumes); 10 of these papers were alssepted at international
conferences and congresses (organized abroad &wmania). The results of the
researches that were carried out were positivetyeagated by the Committee for
students’ scientific research of “BabBolyai” University, by Junior Achievement
Romania and by the renowned international compaghaik Once again, Romanian
front-pages were dedicated to the issue of ourtcgemational brand for tourism.
Unfortunately, it still seems that this matter faserious problems. The relatively
newly established government reestablished thedtfinof Tourism and attempted
to (re)launch Romania’s branding process, witha tegline and even a tourism
anthem: “Romania: Land of Choice”. At this poittite tpaper does not aim to discuss
the outcomes and happenings related to this spesgue. We consider that one
should rather focus on matters that can be achiavddcal and regional level.
Moreover, nowadays, under the conditions of thenisively debated global economic
crisis that was at its beginnings rather negatad #tknowledged in Romania, and
which is increasingly visible in our country, welibee that tourism offers a great
chance for the country’s economic survival and tigaraent. Transylvania is perhaps
the most developed region of Romania. In this retspesearches concerning the
issue of tourism in this region become more andenimportant and valuable; the
development and promotion of a regional brand nsakese.

Material and Method

The first part of the paper is based on documealtyais, and field research
and observation regarding the identification ofnBy@vania’s assets, which can be
regarded as a component part of its tourism patentVe have tried to structure
them on two main categories: natural and anthnegsiources. The conclusions were
elaborated based on the results obtained by thasw#ehe different questionnaire-
based inquiries that we have realized through@up#st years (both among foreigners
and Romanians).

Results and Discussions

The region can be best described as an internktimréicultural ecotourism
destination. It is situated in the center of Europés easily accessible by most
means of transportation (air, railroads and rodds} region enjoys a varied relief, it
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is mountainous and hilly, very diverse landscapethe North-Western part of the
region there are important karst-areas; its tempearantinental climate is
favorable to tourism all-year-round; its hydrographesources provide valuable
tourism resources: natural lakes (there also aeiagl lakes), accumulation lakes,
many creeks and rivers. When it comes to Transyd&mourism offer one ought
to take into consideration both natural and anticraqurism resources. Romania’s
cultural heritage [Law No 5 of 2000] is represent®d over 680 exhibits and
values of national cultural interest and heritalgat ttnjoy a huge diversity: 197
churches and monastic ensembles; 36 architectumabments and ensembles; 11
castles, mansions and palaces; 70 urban archiéetusembles; 20 historic centers
and archaeological sites; 7 tourist objectiveseaarand sites are included in the
UNESCO World Heritage. Most of these assets avatgt in Transylvania. From
the point of view of the geographic heritage, wey/paint out that nature, too, was
very generous with Transylvania.
Transylvania’shatural tourism resourcesare quite rich:

- flora, specific to the type of climate; there are ragecges (e.g. Edelweiss);

- faunag that makes the region famous because it is a kraet that the
Carpathians shelter the largest number of big eares and animals (e.g. wolves,
bears, lynxes, wild swains); in Transylvania thalso are protected species (e.g.
black goats);

- natural reservationlRomania interactive CD] includ&arst reservations
in the Western Carpathians (e.g. Ponor Fortretsang Fire Glacier both in Pagli
the Bears’ Cave; the geologic reservation Deturadah; Turzii and Bicazului
Gorges; Réapa Rie; the Sérisoara glacier; Iusoarelor spring, Romania’s deepest
cave, 461 m; Winds’ cave, the longest labyrinths galleries, summing over 40 km;
lake Ursu (Sovata Spas), it is unique in Europetduts heliothermal phenomena of
progressive and regressive heating of the saltgrdayers; Red lake, naturally formed
in 1837; Saint Anna Lake (¥oad Spas); Bottomless lake (Ocna Sibiului), it appe
on an imposing salt massive and is 130 m deep 20@ h longreservations of rare
plants Felix Spas -White Water Lilyor Nymphea lotus var. thermal{@nique in
Romania, extremely rare in Europe); Harman ¢Brg Moha (Tushad); Sandieni
(Miercurea Ciuc); Fanale Clujului (steppe vegetation); Zau de Campied(kuthe
single intra-Carpathian place, where there are R@maPeonies); Reci (Covasna;
eatable chestnuts cultures); Fagul dragului (Baia de Arig evergreen centuries old
trees); Gurghiu (near Reghin) and Arcalia (neatri — regions abundant in great
varieties of dendrology species, bushes and tpEesfis to different climacteric areas
of the world, thanks to the castle’s park (like gaek from lara, near Cluj); botanical
gardens: the Botanical Garden from Cluj-Napocalftpgest and the most beautiful of
Central and Eastern Europe, having, for exampler @00 species of roses), the
Botanical Garden of the “Sfantul Vasile” High-schémm Blaj (the oldest in the
country); natural phenomenabDevil's Spa (Covasna; post-volcanic gas emissions
through water and mud, between 0,5 and 1 m);
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- therapeutic factorsn Romania there are over a third of Europetineral
and thermal water springs; most of which are im3ybvania:thermal water springs
(Felix Spas, Geoagiu#B Spas);mineral water springsHerculane Spas (the first
documentary attestation, 1850 yearsadeelix Spas, SangeorziBSpas, Borsec,
Harghita, Covasna, Sovata, Stana de Vale; msglsworks(Turda, Praid)salty
lakes(Lake Ursu and the smaller lakes of the Sovata:Splainis and Black Lake;
Cojocna Lake);

- medical plants/traditional or alternative medicif@atural medicine)
domain that is not enough exploited in the Romaniadition; luxury medicine
aesthetic surgery, but also general medical sexyice

- possibilities offered for practicing spartsorseback riding; winter sports
(skiing, snowboarding, sledging, etc in the mounteésorts of the Carpathian
Mountains: Valea Prahovei, Poiana ra Baisoara, Arigeni, Stana de Vale,
Paltinis, etc); extreme sports (rafting, especially on@rig rivers; alpinism: Turzii and
Turului Gorges, Valea Prahovei); ecological hunfingh the camera — everywhere in
the Carpathians); classical hunting (in the allowszghs); sportive fishing (on most
of the lakes and rivers, according to the seasegsilations).

Transylvania also benefits from variobsman-made tourism resources
rejoined within the region’s beauty spots [Kotleéra#, 2001]: _natural beauty and the
characteristic featurdsee above); cultural heritadeom theMerry CemeterySipana
(unigue in the world) to the wooden churches of &aure and Slaj, to the Saxon
fortified churches, to the mansions and castlébe@hoble families, etc; tales, history
and celebrities- here everyone has a story to tell; Transylvangell known abroad
through its myths, tales, legends and a lot obhystTransylvania offers tourists the
possibility to visit and admireantique ruins and vestige€Sarmisegetusa Regia,
Blidaru fortress, Cosgé fortress, etc)medieval vestiges and monume(tie fortress
of Sighgoara, the fortress of Rupea, Bran Castle, Con@estle, the fortress of
Fagaras, the Black Church an@cheii Braovului, the earth fortifications, and the
Saxon stone fortifications, the earth fortificagaof the Gibaca fortress and those that
surround the Calvaria Church of Cluj-Napoca, tlaetfortifications of the medieval
city of Cluj); the cathedrals, churches, chapelgnasteries, convents, etc); shopping
areasTransylvania is not a real shopping destinatiom the visitors may be interested
to buy local products (handicraft, cult and arteclg — unless they are not national
patrimony objects; the increasing number of matid shopping areas grants certain
areas also the features of shopping destinations,Gluj-Napoca, Timbara, Targu
Mures, Oradea, etc); cultural attractiénpresented in a random ordphilharmonics

2 s “Tyrism balnear”, in Romania Travel http://www.romaniatravel.com/index.php?ing=ro&re10.
[trad. n.]

% Ibidem

4w+ The Public Information Department of the Romani Government, séanea _Ministry of
Culture in Romania Directory 2000 — Public Institutions andg@nizations Bucharest, Meronia
Publishing House, 2000. [trad. n.]
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and orchestras“Transylvania” State Philharmonics Cluj-Napoc&heorghe Dima”
Conservatory Cluj-Napoca; “Gheorghe Dima” Statdhaninonics Brgov; Folkloric
County Orchestra Bista-Nisaud; Estrada Theatre Deva; Targu MurState
Philharmonics; “Banatul” State Philharmonics Tgoara, etcitheatres and operas
“Arlechino” Puppet Theatre and Lyric Theatre §@&ng “Lucian Blaga” National
Theatre Cluj-Napoca; National Hungarian Theatrg-Rapoca; “Ariel” Children and
Youth Theatre Targu-Muge National Theatre Targu-Mure“Radu Stanca” Drama
Theatre Sibiu, etc; Cluj-Napoca Romanian Operaj-l4ypoca Hungarian Opera, etc;
folkloric ensembles “Ciobanagul” State Folkloric Ensemble and “Trei Scaune”
Folkloric Ensemble of Covasha; “Harghita” Szekletat® Ensemble; “Mugail”
Artistic Ensemble; “Porolissum” Professional AftsEnsemble; “Cindrelul: Junii
Sibiului” Folkloric Ensemble; “Banatul” Folk Songsid Dances Ensemble Timara,
etc; history, arts and ethnographimuseumaNational Unification Museum Alba-lulia;
History Museum Blaj; Ethnography Museum gre First Romanian School Museum
Scheii Brgovului; Bran Museum; &giras Country Museum; Mountainous Banat
Museum Regita; Ethnography and Border Regiment Carangétikomulus Vuia”
Transylvania Ethnographic Museum Cluj-Napoca; NatloArts Museum Cluj-
Napoca; Transylvanian National History Museum QMlajpoca; Pharmacy History
Museum Cluj-Napoca; Speleological Museum Cluj-Napodational Szekler
Museum Sfantu-Gheorghe; Dacian and Roman Civibpaltiluseum Deva; Mining
Museum; Corvins’ Castle and Museum Hunedoara; Miogy Museum Baia-
Mare; Museum QaCountry in Satu Mare; History Museum Siglara; “ASTRA”
Romanian Folkloric Traditional Civilization of Sii Brukenthal National Museum
Sibiu, etc); recreation and entertainment attractionsffered both by the natural
environment, and by the human settlements (frolmeécwillages to modern cities);

- special events and occasions/customs and traditemtes and handicrafts
that can be discovered in each season, espedcialeirural areaspring customs
[Opris, 1999]and feastsduring the_last two weeks before Easter Liwre are
ample ritual sceneries that contain numerous dpegifictices and actfor the
RomaniangLasatul de Sé¢ Hungarian customgingropatul Rirsangului funerary
convoy parody, made of dressed up persons; itfegrthe end of the feasts, and
Sacrificarea Taurulyisimilar to the previous on®astoral New Yedy the f' of
March (Marsisorul); the 9" of March(Sirbdtoarea Mucenicilor/The 40 Sainfghe
239 of April (Saint George/Sangiorzul/Sfantul Gheorgfignifies the beginning of
the pastoral summer, which lasts uf8medru/Sfantul Dumitron October2
when the pastoral winter begin®lugarul peasant feas8ambra Oilor sheppard
feast); the T of May (Armindenul- the day of the horses, of the cattle’s protectio
of the vegetation, of the seedlings and of the and$); the Sunday before Easter
(Palm SundayThe Eastéey, Pentecost weeklocul Gilusarilor); summer customs
and feast4Drdgaicaor Sanzienelg rain bringing mythological ritual§Caloianul,

® the first Speleological Institute of the world wiasnd in Cluj by Emil Racovi.
€ lon Ghinoiu in loan Opsi 1999: “It is said that one saint leaves the fpaesd the other strips its leaves”.
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Paparudele Sulut religious processiondNedeeaClaca verii la secesi); autumn
customs and feastsn the 28/30" of November $fantul Andrei/Saint Andrew
ritual acts and magic practicedjpm the beginning of Christmas Advent until
Easter LentSezitoareg winter customs and feasthe 20" of Decemberignatul
(the pig's scarification); the 350f December:Christmas(church and religious
customs, the going with the star, the carolinghef boys’ groups and Viflaimul-
irozii); the £ of JanuaryNew Yea); the ' of January The Baptism Day/Boboteaza
— the throwing of the cross in water; it ends thei€mas feasts); thé"of January
(The Sprinkling of the Johpsthe 28" of January Rurtatul Lizilor/Lolele, Saxon
custom, attested in 1689);

- main cultural and folkloric events, with fixed dd@obrescu, 2000]:
“Jazz & Blues Springtime” International Festival gy 23%25" Brasov);
International Theatre Festival (May 28 June 8, Sibiu); TIFF, Transylvania
International Film Festival (May-June, Cluj-Napagcdartok Béla” International
Contest of Opera Conductors (May™9 June 1% Cluj-Napoca); “Atelier”
International Theatre Festival (Juné‘-JJS‘h, Covasna); International Salon of
Photographic Art (June T'5Brasov); “Andrei Saguna” Days (June 27- July £
Covasha); International Chamber Music Festival ¢J86" — July 7, Brasov);
Festival of Old Music (July -6", Harghita); “Girls’ Fair’ of Gina Mountain
(July 19"-20" Alba County); Medieval Art Festival (July-AugusBighkoara);
“Nunta Zamfirei” International Folklore Festival (gust §-13" Bistrita);
“Sarmisegetusa” International Folklore Festival ¢dst 12-17" Hunedoara);
“Ecouri Mesgene” Women’s Dance International Festival (August-25", Silaj
County); “Riunul de aur” International Folklore Festival (Aug@s-28", Cluj);
“Chemarea muiilor” International Folklore Festival (August 9B1% Cluj);
“Liviu Rebreanu Days” (September 287" Bistrita-Nasiud County); “Bartdk-
Enescu” Musical Days (September"28 October ?f, Harghita County); “Musical
Autumn of Cluj” International Festival (October™22" Cluj-Napoca); The
National Amateur Artists’ Salon (November”‘lzs”d, Sibiu); the International
Winter Customs’ Festival (Decembef™B8", Brasov); “Calusarul transilvan”
Contest Festival (December*221%, Orastie):

- buildings, monuments and sculptural enseminhest be promoted as
interest spots of each area; e.g., according tsadlgangs of a tourism guide from
Prague, the statue 8aint George killing the Dragoimn Cluj-Napoca, initially was
the copy of the same statue made by two localksufos Hrad; because the original
got melted, we may now consider the statue in 8kppoca to have become the
original, while the one existing now in Pragueaigsopy of ours, made in 1928;
equestrial statues (e.g. Matei Corvin’'s statuelaj-Napoca, etc);

- other attractionsomanticmoeiniza (a local small/miniature slow train: on
the Aries Valley, Vaser Valley, from Targu-Mugego Band); the ecologic products;
vineries and the vines of the Tarnave area (Romaoiates of vine: Jidvei, Lechan
Ciumbrud, Reca Aiud, etc);tuica (local strong beverage, especially the one made of
prunes but also other types, made of differentsruepresents an attraction of our
region, and may be exploited, following, for exaeppPustria’s promotion of
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Schnapps the vine producers also make another bevetagedyinaa sort of grape
uica); Transylvanian breweries also attract touristgn$ylvania’s gastronomy: very
many types of local cheesbldsal, ewe’s milk whey/pot cheese, telemea, cottage
cheese, skin cheese, soft cow cheese are some loicti types of cheese, not at all
promoted but very appreciated by the foreignec$, et

Obviously, one cannot pretend to be able to exialyspresent Transylvania’s
tourism potential in a few lines. Our intent isjtst point out the main resources
that constitute the region’s rich tourism potential

Conclusions

Based on our previous researches we may point @ut Fransylvania’s
tourism potential may or may not be able to responthe needs and demands of
its existing and potential visitors.
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Fig. 1. Foreign Visitors’ Activities on Holidays

Generally speaking, Transylvania enjoys the pdggilaf attracting foreign
visitors, as it can offer them the chance to pradtieir desired types of activities. The
region’s beauty is appreciated but the destin&igoys a modest appreciation.

Two different researches [2006 and 2008-2009] fedethe fact that both
foreign visitors and Romanian tourists agree upenfollowing facts:

- Transylvania has a great natural potential: spatdadandscapes and
sceneries; natural beauty; virgin nature; quitdlyigttractive mountains;

- the main local cultural aspects that are attradtioen the tourists’ point
of view are: the traditions of the peasants; thalrand folkloric cultural heritage;
the myth of Dracula;

- the multicultural character of Transylvania offepeat and valuable
opportunities for the development of tourism;
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- the man-created potential with great appreciatimfudes: the castle of
Bran; the churches, monasteries, and medievaksa#ile Saxon fortified churches;
the walled cities; the many and varied museums, etc

- from the economic point of view Transylvania isrsas a region that enjoys
a great geographic position — “at the heart of peifowith a healthy economic
development; it is considered to be quite easitgsaible by all means of transportation;

- regarding the types of tourism that can be prattioere, the questioned
tourists considered the region as being attradtivehe following types of tourism:
adventure, nature-based, cultural, educationahéss religious, personal interests, etc;

- each type of destination is also appreciated: fcdgies, to peak villages,
monasteries, mountain and spa resorts, etc;

- Transylvania is associated to good cuisine; hddpitand relaxation,
while the people are described as plain peoplepitadde; civilized and tidy; with
character; polite, friendly, etc.

All of the above-mentioned aspects grant us thaipiisy of pointing out
once again that Transylvania must be branded @srsn destination. Its branding
would eventually contribute to the developmentairism in the whole country,
too. As Transylvania also enjoys a better imaga Ramania, it would positively
influence its perceived image, too.
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CLUJ-NAPOCA
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ABSTRACT. The main objective of this paper is to review loé tinformation
systems used by hotels in their activity. Also, want to determine the information
systems used in hotels from Cluj-Napoca, Romani anpresent their main
characteristics and capabilities.
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I ntroduction

The tourism industry has been a pioneer in devetppnd implementing
information systems. The airline companies were fing that implemented
reservation systems and the central reservaticeragshave been used by hotels
chains since 1960. If we refer to the hotel indysirroom management application
was installed at the New York Hilton in 1963 angraperty management system
was installed at Waikiki Sheraton in 1970 [Heartkt 2001, Collins, 1997]. The
information and communication technologies weredusg hotels, in the past, to
simplify the client registration process, to cuemdional costs, but nowadays, are
used to increase clients’ satisfaction, employgestuctivity and the quality of
services offered by hotels.

Literaturereview

The e-Business W@tch study carried out by the European Commission,
Enterprise & Industry Directorate General in orttemonitor the growing maturity
of electronic business across different sectorghef economy in the enlarged
European Union, EEA and Accession countries rede#that, considering ICT
adoption and size of companies, small tourism congsaare more active users of
e-business compared to their counterparts fromr atigistries. According to the
same source “the gap between big and small congpaniaising ICT and e-
business applications may be relatively smallen thma other industries” [1]. In
Europe, about 92% of companies in the tourism sex® micro enterprises, 7%

1 Teaching Assistant, PhD, Faculty of Business, B&wgai University, Cluj-Napoca, Romania,
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are small enterprises and only 1% are big compHdiieAt the European level,

20% of the companies in the accommodation sectertlis Intranet. The main

software systems used by European companies iadb@mmodation sector for

planning and decision-making are: accounting softwg0% of firms), ERP
systems (13%) and Document Management system ([13%o)

The Hospitality Information Systems (HIS) can bassified according to

different criteria:

1. Coverage area:

a. Systems designed to ensure the information floviwdsn the hotel's
main departments: accounting information systemsdn resources,
ERP, property management systems, restaurant nmapageystems,
POS, etc,;

b. Systems designed to ensure the information flowsvden the
organization and its partners (customers, supphbarss). In this category
can be included the online reservation systemsto@es Relationship
Management (CRM), Supply Chain Management (SCNgreking.

Customer Relationship Management systems (CRMpearsed by hotels to

improve customer satisfaction. CRM help comparoeletter understand customers’

needs and to adapt their offer based on clientsopal purchasing patterns. CRM are

mainly used only by larger companies, such asieglor hotel chains [1].

2. According to their role in the decision making pees the information systems
can be classified in three main categories: operatievel systems, management-
level systems, and strategic-level systems [2].

a. Operational-level systems: support operational gersaby keeping track
of the elementary activities and transactions efttbtel such as booking,
reservations, sales, payments, payroll, client stegfion, supply.
Transaction processing systems (TPS) are includéuis category. TPS
are used to record daily operations of an orgdaizaind to keep detailed
records of them. The main features of these systeescontain detailed
data, process a large amount of data, containricsftadata (describe
activities that took place within the organizatiotije input data and the
generated information are highly structured. Prypenanagement
systems (PMS), reservation information systemsuatng information
systems, restaurant information systems are TPS.

b. Management-level systems: “serve the monitoringtrotling, decision-
making, and administrative activiies of middle mgers’ [2].
Management information systems (MIS) and decisiggpsert systems
(DSS) are included in this category. MIS providedafined reports to
managers, reports obtained by summarizing and gsigethe detailed
data from TPS. Decision Support Systems (DSS) ysteras that use
data, models, and analysis tools and help decisiakers to solve
unstructured ogemi-structured problems.

52



THE USE OF INFORMATION SYSTEMS IN HOTEL MARKET OFLMJ-NAPOCA

c. Strategic-level systems: Executive informationays{EIS) are designed
mainly for strategic management, the main purpdsbese systems is
to provide top-level managers the critical inforioatthey need, at the
right moment and in the right format. These systameseasy to use,
integrate data from different sources, give marseger overall image
of business, provide aggregate information but marsacan drill-
down for more detail information. Expert systemS§)&re specialized
systems that provide solutions and give advicemamagers. These
systems use knowledge base consisting in a saetes.r

The information systems used in hotels can bedéssified in:

a. Front-Office systems: are hotel guest-centric applications thel
directly with guest needs, including reservatioresgeption, cashier,
point-of-sale (POS), housekeeping, and sales af émal beverages.

b. Back-Office systems: have different functions such as finaacd
accounting, inventory, procurement, human resomaeagement and
office automation.

Problem formulation and methodology

We must specify from the beginning that this stigdgnly a part of a more
comprehensive study on the readiness of hotels fttumNapoca to implement
Decision Support Systems and in this paper we imgllude only the results that
refer to the use of information systems in hot&lse research uses a paper-based
questionnaire and has been carried out in Cluj-Samm small and medium-sized
hotels. One of the purposes of our study was taotiiyethe information systems
used by hotels in their activity.

The sources of information for this paper are primend secondary: the
primary came from the data gathered from questioesiaand the secondary are
obtained from the Internet, research studies, haiksistics etc. The questionnaire
was applied to hotel managers during the time gpatober 2008 - November
2008. Because by the end of 2008 we were abledntifgl 41 hotels in Cluj-
Napoca, we decided to apply the questionnaireltthalhotels. We observed that
there were hotels that were managed by the sanmsorpend used the same
information systems; therefore, in order to obtegtevant results, we applied 1
guestionnaire per manager. The overall populatias wf 38 managers. Taking
into consideration that the number of applied daesaire was relatively small we
opted for the traditional paper based survey, amddce-to-face interview. The
number of complete and correct questionnaires \Bagh@refore, the response rate
was — 86.8%. The data were processed using statiiols.
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Results and discussions

Hotels characteristics: from the total number of hotels included in thtigdy —
36.4% are 3 stars hotels, 30.3% hotels are incli@dstars category, 27.2% are 4
stars hotels, 3.0% are 1-star and 3.0% are 5istdes. The majority of the hotels
included in this study (69.7%) are small hotelshwitss than 50 rooms, 24.3% are
medium capacity hotels (50-150 rooms) and 6% hawe than 150 rooms. All hotels
included in this research are small and mediumesirprises.

The most prevalent front-office applications, indie from Cluj-Napoca,
are reservations and front-desk automation andhtbst widespread back-office
application is accounting. Clients can make onfgeervation directly from hotels
sites, 92.6% of the hotels from Cluj-Napoca cityéngheir own web site [3]. The
POS applications are used by hotels in restaueamtsn other points of sales. The
systems that are least used by hotels are CRM BRd E

ERP systems are an integrated collection of funati@pplicationsthat
help to integrate and cover all major businessvitiets within a hotel, such as
reservation, inventory management, accounting, ssafearketing and human
resources, etc. and share a common database.

Property Management Systems (PMS) should not miss from any hotel. These
systems have a number of modules that are necessahge activity in a hotel. A
PMS has functions both for front office and backaef but also a number of other
functions: the event management, the calls managemecounting, sales and
catering, etc. In Romania some of the vendors lisgdgrm PMS for reservation
and front-office automation systems.

The main functions of a PMS are:

v reservation: enter, modify, visualize, block or @ginthe individual or
group booking;

v' automatic confirmations;

v establish the room rates - on client, weekday,@gas

v'enter, modify, and view clients’ information (indiuals, companies, travel
agencies);

v' centralize the web reservations;

v' guest registration, gather the personal data ahewguests;

v" room allocation;

v' payments collection;

v view client history — the information about clie@® kept in the database
and, when a client returns with a new reservatitimsiy preferences are
already known. The data about clients can be ug#telmarketing department
to generate the labels for the correspondencedifterent statistics, for
marketing analysis, etc.

v" housekeeping;

v’ call accounting;
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night audit;

guestcheck-out;

room management: occupancy, room status (occupiailable, clean);
search data by: name, company, room number, regarvaumber, arrival
date, status, depart date;

connectivity with MS Office Suite (Word, Excel, gtc

report generation, statistical reports, forecasting

Some of the PMS reports are: revenue per availagm, the history of
occupancy, reservation, in house guests, arridaisartures, market statistics, travel
agencies statistics, revenue/cost report, roonsstat and night audit reports. A
number of PMS allow users to create ad-hoc repBi4S can be connected to a
CRS (Central Reservation Systems) offered by an hotel chain, or to bmdependent
Reservation System (IRS). Also, CRS and IRS can be connected to teervation
systems of airline companies, making a Global higtion System (GDS). A GDS
provides centralized control and distribution obkimgs. The most known GDS
are - Sabre, Amadeus, Galileo, Sstem land Wordspan. PMS can be connected
using software interfaces with other systems implet@d in hotels:

Electronic locking systems;

Call accounting systems;

Accounting and financial systems;

Pay-TV systems

Point-Of-Sales systenfPOS);

Energy management systems

Some PMS, for exampMedallion, include also @usiness Intelligence (BI)
module. Bl systems perform a wide range of analygidimization, forecasting,
sensitivity analysis, real-time analysis and useadety of dashboards for data
visualization. Using Bl managers can monitor argla® key performance metrics by
brand and property, including rooms sold, room nexe revenue per available
room, room revenue per available customer, room K@her revenue, occupancy
percentage, arrivals/departures, available/occupieahs, etc.

Factors in choosing a PMS are: the hotel capaguittel location (if it is an
independent hotel or is a chain hotel), the inteneativity with other systems.
Fidelio is used by 24.24% of hotels from Cluj-Napdlat participated at our study
(Figure 1). Fidelio is the PMS offered by Micross&ms, one of the world’s
leading suppliers of enterprise solutions for tlsgitality industry. Micros was
founded in 1977 in USA having as main activity abjehe development of
restaurant information systems. Fidelio Softwareb&mvas founded in 1987 and
it was specialized in the development of PMS. These companies merged in
1995 and Micros-Fidelio became a standard in hotdlistry. Some of Micros’
clients are: InterContinental, Best Western, Foeas®ns, Fairmont Hotels, and
form Romania - Crystal Palace, Euro Hotels& Suit€gpa, Continental,
Intercontinental, Hilton, Marriot, Sofitel, etc. Aonline demo version of this PMS
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can be accessed at the following link: http://203229.154/tsweb/. The system can
be installed on Microsoft Windows and uses Oradlldase management system.
The HostWare winFRO front office system is partief HostWare integrated hotel
solution offered by HostWare Kft., Hungary. Theteys can be installed on the
following platforms: Windows NT, Windows 2000, Wiomis 2000 Server and
Windows XP. In Cluj-Napoca this system is used By22% from respondents.
Medallion is a SoftBrands’ product and is used Byl& of hotels included in this
study. The system can be connected witkdallion Web Booking Engine. This
module can be included in the hotel-website anéntdi can make online
reservations. The information about the availablenr types and room rates are
imported from PMSAnother PMS used by hotels from Cluj-Napoca isghstem
developed by Classoft Company, Cluj-Napoca. Theyeboffered by Classoft is
an ERP which has been configured to suit the reqments of a given hotel. The
system was created in FoxPro and has both MSDOSAandows versions. This
PMS can be integrated with other modules createdthgy same company:
accounting module, module for stock control anda@sint management module.
WinMentor is the accounting system used by neaaly ¢f the hotels included in
study, followed by Platphorma and by the Classgittsduct (Figure 2).

Figure 1 Property Management Systems

Other
No system system
ldeal "5 5504 12.12%
Horeca A
6.06%\

Fidelio
Classoft 24.24%
9.09% '

Medallion = Hostware

18.18% WinFro
24.24%

Source: own calculations based on questionnaire
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Figure 2 Accounting infor mation systems

Don't have their
own system
3.03%

Other system

WinMentor 30.30%
45.45%
Platphorma
9.09% CompAs
3.03%
Accounting
module of ERP
9.09%
Source: own calculations based on questionnaire
Tablel.
Restaurant management systems used by hotels
Restaur ant management systems Per centage
SIRES 3.03%
Contnou Triosoft Serv 6.06P06
eXpresSoft Check 6.06%
wINN POS 6.06%
Classoft 9.09%
Hostware WinVen 9.09%
MICROS 3700 HMS 12.12%
MagicPOS HOSPITALITY 2000 15.15%
Other system 12.12M%
No system 21.21%

CompAs is used by only one hotel and the remaitiatgls use other

accounting systems, such us: Reiges, ContiformjsA$¥acter. For restaurant
hotels use different products. MagicPOS Hospitéti¥O is preferred by 15.15%
and MICROS 3700 HMS by 12.12% of hotels (Table Ahother important

software application, specific to hotel industry,Revenue Management (RMS),
known also as Yield Management. RMS helps hotelapars to maximize profits
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by setting room rates based on a careful analysithe demand. Using these
systems managers can determine whether the ratdbeonumber of rooms

allocated for a particular market segment or fepecific rate should be increased,
reduced or maintained at the same level.

Yield Management is based on analysis and intexpoet of the demand
curve. A RMS identifies reservation patterns onmaypes and market segments
through analysis of variables (weather, lengthesidence, history book, customer
profiles, etc.) and compares them with a set ofriete rules formulated by
managers. Revenue Management is a new, attraclidek for implementing the
DSS models. The RM has as main objective the masiton of the average
revenue (profit) per room based on the anticipatadnthe demand and by
determining the highest rate value customers dtimgvto pay for a room. Another
object is to decrease the seasonality of the demeanusferring the excess of the
peak in other time intervals. RMS contains modeglsvhich the customers can be
classified, can estimate the demand, the occupaheyrates for each client's
category, and these elements can be dynamicallgiexd

Conclusions

In this paper we made a review of the informatigsteans for the hospitality
industry. In the second part of this article wantified the information systems used by
hotels form Cluj Napoca. The most widespread sysiearthe studied hotels are PMS
(93.94 %), systems used fbront Office automation, and the most common back-
office systems are accounting systems (96.97 %ieNM@an a half of the studied hotels
use one of these two PMS: Fidelio and Hostware YginRearly 1/5 of the hotels are
using Medallion PMS. WinMentor system is used bgriyehalf of the hotel, followed
by the Platphorma. There are no significant diffees on the use of information
systems by small, medium capacity hotels or bigleoHotels form Cluj-Napoca use
information systems in their daily activity, butethinformation systems for
management are absent from hotels. Only a smalbeuwf hotels have integrated
hotel solutions that are connected to the reshefindependent systems installed in
hotel (accounting systems, call accounting, etc).
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THE ROMANIAN SME'’S DIFICULTIES IN THEIR
INTERNATIONALIZATION PROCESS
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ABSTRACT. The role of SMEs in the Romanian economy is indedgle. They are
those that provide clearly continue developmerthefindustry. The development
of this sector has brought a problem regarding ititernationalization of their
activities. This process is very immportant for noyng their competitiveness,
export beign considered vital to increase RomaBikiEs activity. Therefore, the
purpose of my paper is to investigate and deschibénternationalization process
of SMEs from Transylvania, what methods they apblier developing this
process and understand which are the main bawigch limited this process.

Keywords: SME's, internationalization, strategies, weakngsd#ficulties

Introduction

The economic reforms applied in Central and Easpfgi@an countries have
to emphasize on the role of SMEs because themldeet@ create an important
number of new jobs, to stimulate competition fargé firms alike, to create a
diversified and flexible industrial environment,dttmulate innovation, to improve
industrial relations and to provide a superior vimgkenvironment for employees
inside of a national economy. Based on these fegttite SME sector was considered
a key factor for assuring the restructuring of tie centralized economies and
maintaining economic dynamism.

After 1989, the Romanian economy restructuring Ehba understood in the
general context that of the transition from a stateed economy to a decentralized
economy. This was possible only by stimulating rgdanumber of entrepreneurs
which increased the competition for the large camgm have implemented
innovations and contributed in this manner to aevparforming industry.

During the last eight years Romanian economy knewaaelerating pace
of growth, with a 5 to 8 % rate of the GDP growdHnich placing Romania among
the most dynamic European economi&se to this situation the volume of foreign
direct investments grew substantially as the pegjmars for E.U. integration of our
country intensified.

1 Assoc.Prof., Phd, Bab®olyai, University, Faculty of Business, Cluj-Nappc&omania,
adina.negrusa@tbs.ubbcluj.ro
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In 2006, as a result of business environment imgm@ant and of the
positive effects of unique income tax quote, théune of foreign investments
grew with 57,5 % with a total of 34512 million EstoMore than 70% of this is
direct investments in Romania, especially in indyseas well as Greenfield
investments, financial operations, insurance amdneerce (wholesale and retail).
As a consequence, after the first year of E.U.grateon the rate of economic
growth was of 6%, industry maintaining a growingnl this being a sign of
economy'’s reindustrialization process consolidation

In Romania, more than 99% of the active enterpasesmall and medium
size enterprises, the largest share being in them=ocial services sector. There is
a strong polarization of the SMEs on fields of hesk. Thus the first 7 activities:
wholesale trade, retail, construction, wholesadeldérand retail, maintenance and
repair services for companies, food and beveragdgransport, made about 70%
of the total turnover. Of the total humber of SMEsicroenterprises remain a
representative segment.

A study on the competitiveness of Romanian SME2@16, conducted by
the National Authority for the SMEs Council (NASMEChas revealed the
accelerated but not sufficient evolution trendto$ tsector. Thus, while in the EU,
from demographic point of view, there are over B0ES per 1000 inhabitants, in
Romania we have around 26 SMEs / 1000 inhabiténisaccording to zone the
weight differs. In Bucharest the average is 48.598%MEs per 1,000 inhabitants,
followed by the Nord-West, West and Center regiovig) demographic intensities
of over 25 SMEs/1000 inhabitants.

Table. 1.
The evolution of the SMEs share in the Romanian ecomy

YEAR | 2000 2001 2002 2003 2004 2005 2006 200

Total of | 313508 317555 322188 359399 404339 442868 471952 499857
active
enterprises

SMEs totd 311077 315149 319814 357071 402090 440714 469919 487687

SME’'s | 99.22 99.24|  99.26 99.3b 99.44 99.61 99|57 99.54
share (%

Microenter] 88,03 87,39 87,2 87,0R 88,14 88,84 88|01 84,01
rises shar
in total
SMEs (%

Source: Territorial Statistics, INS, 2008, NASMEOQ2

Regarding the development of SMEs, according to MES, in the first
half of 2007 the number of newly established congsaaover the first half of 2006
increased by 9.15%, the number of canceled compasubtracting by 74,18%
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during the same period. The results of SMEs infits¢ half of 2007 improved
compared to the same period of 2006, the numbe8MiES which have made
profits increasing by 4-5%, while those who exparet loss subtracting by 0-5%.
Positive developments recorded in the first hal2@®7 both the investments made
by SMEs (6-8%) and the exports volume of the pe\ssctor (12-15%).

2008 meant a reducing of the international actifétythe Romanian firms,
exports decreased by 24,3%, while imports with mben 37.4% compared to
2007. In January 2009 exports reached 1912.4 mitiaros while imports 2488.8
mil. Euros. Those who felt that the greates declieee SMEs, whose export value
in January 2009 represented a decrease of 47%tfrprevious year.

Literature Review

For long time the internationalization activity sihall companies wasn'’t
be seen as habitual and appropriate process fordéeelopment. This idea was
indurated also by the fact that in many countrles internal market was large,
offering real and profitable opportunities for SMEContinuous growth. But the
intensification of globalization phenomenon deterad a shift in the SME’s
behaviour pattern. The importance of internatiaadion activity of a firm grows
in the last 20 years along with global competitadh around. Others important
factors which determined internationalization psscevere the integration of
European markets, development of IT technologresease of e-commerce and
transportation infrastructure. For this reason ma@sgarchers started to study this
process from different points of view: strategicnagement, organization theory,
international management, marketing and small lessimanagement.

Regarding the small firms international activitthere are several classical
areas of research like foreign market expansionenrid modes, motives which
influence the international decision-making, whaate completed by more recent
topics like favorable and unfavorable factors faernationalization activity of the
firm (Ruzzier et al, 2006), relations between im@ord export activity (Karlsen et
al., 2003), factors with impact on firms’ perforncanKuivalainene et al., 2004).

Known as so-called Uppsala internationalization eto@ohanson and
Vahlne, 1977), the dynamic theoretical model arghes the present state of the
firm is the important factor in explaining futurdhanges and subsequent stages
which is represented by the firm’'s market commitim@nforeign market and the
market knowledge about foreign market and operation

The market commitment is formed by two factors: dh@unt of resources
needed to make the investment in the market andlitheulty for transforming
them in practice.Developing international activities required als@ngral
knowledge about markets operations and marketfsgpknowledge. In conclusion
for getting this market knowledge the primary olijges of the firms is to hire
personnel with international experience, able terpret information from inside
the firm and from the market. The change aspecthvean see as a commitment
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decision to respond to uncertainty and opportusitie the market. The Uppsala
model stated that firm's starts with less riskynigrof internationalization in close
markets and gradually increases its commitmentitngeographical reach based
on a process of experiential learning (Erikssor§7)9According to this model,

lack of knowledge is an important obstacle in tlewedopment of international

operations and such knowledge can be acquired ynaimligh operation abroad.

The gradual acquisition of knowledge increase fpr&ommitment.

Similar stages models were developed based on Bpipeeory and tried to
explain better the evolution of internationalizatiorocess. Moberg and Palm came
with their “Six steps model”, which describe intationalization phenomenon as a
process with six steps (see figure no.1): motiasiriternationalization, possible
resources for internationalization, the marketiognmitment for internationalization,
ways for entry into the international market anel tmloment for doing this.

In the decision process for starting internatiaadion activities of a firm there
are many factors: internal competition, degree xtéreal demand, decline of the
domestic market, plus of resources or the costavhf which influence the company in
this direction. Stewart and McAuley (1999) expldiat the factors which influencing
internationalizations activity could be separat&d proactive (those that pull the firm
into foreign markets as a result of opportunitiegilable there) and reactive (those that
push a firm into foreign markets, often becauseodppities are decreasing in the
domestic market) factors. Proactive factors expthmt the companies’ choice to
internationalization is influenced by its interest exploiting unique products,
competences or opportunities of the foreign marksactive factors describe a
passively action or respond to the internal anereat pressure.

There are many motives for which the firms entee ihternational
marketplace, but this decision is adopted in cotimies with the firms’ strengths.
Even if the firm has a unique product that is wdrig the international market or
a new technology for making product there are s@mblems that should be
clarify through SWOT analysis: which are the firasources, if these enough for
the internationalization process, what opportusigapport the firm development,
which is the cost for this process and what peréoroe could be expected. The
SWOT analysis will bring forward firms’ capabiliign the main areas of activities:
personnel, marketing and production systems fangithese.

In the third step firms should choose the producseyvices to offer into
the international market. The internationalizatisntcess depend on what products
were offered to the market and how well were thdsgterentiated from the
competition’s offer. This decision is correlatedtwihe market selection. Seeking
new markets is also a common motive for internai@xpansion. Beside a larger
demand, a new international market can offer tmdirthe capability to achieve
economies of scale, lowering the firms’ averagets;osnprovement of general
revenues. Also for their success, firms should $oon the cultural, legal, social,
and economical differences among markets. They manalyze and understand
these differences before entering into foreign mark
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Why? Company What? Where? How? When?
Internation situation? Product/ Market Mode of Point of
alization Services selection entry entrance
Indirect Time
Screening export checking
potential
markets - Maket
Motives SWOT Product line Direct export | . Product
Analysis
. Market
Market channel
Analysis Local .
production . Resources

Fig.1. Six Step Model of Internationalization process

After market selection the management team of 8irould decide how
will internationalize their activities. Hill (200%escribes six ways for entering into
a foreign market. The best way is a relative denisiepending on the firm's size,
age, resources, commitment to market and the maiself. Generally at the
beginning firms will export to a closer market frdoath geographical and cultural
points of view. When they are well known in the éign market firms are
interested by licensing contract manufacturing @magement contracts. When
they acquire knowledge regarding foreign marketexjkct a high potential profit
decide to select a foreign direct investment. Mdgmtors which influence this
gradual process of internationalization are theettainty of different markets and
the fear of investing resources where market kndgdeis limited. So, firms with
less capital resources or personnel capabilitieg bea unable or unwilling to
commit themselves to large capital investmentsraay prefer an entry mode that
economizes their financial and managerial commits)esuch as licensing. The
choice of entry mode is often a balanced betweenlahel of risk taking, the
potential rewards to be obtained from a market,dingree of resources needed to
compete effectively and the level of control thafirmm seeks into the foreign
market. Furthermore the choice of market-entry tismdetermined for the product
success or failure.

Holmund et al (2007) come with the idea that impastivity could be
considered as a vehicle to develop overseas bgsara$ suggest links between
importing and exporting. They considered that inpa@ctivities are focused on
operation while exports on marketing. Even if th&gseno consensus regarding
ways to measure the effect of internationalizaton SMEs performance, Mc
Dougall and Oviatt (1996) remarked that firms whingtd an intensive international
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activity also reported a superior performance imgeof both relative market share
and return on investment (ROI). Bloodgood et ad9@) found that international
activity was marginally significantly associatedtlwventures that reported higher
profits. Even if a causal relationship between rimiéionalization and firm’'s
performance has not been established in longitudinalies made by different
researchers, one consideration come up for saméingtactivities in the international
markets, especially export, drives to strategicaagh of the business and deepen
elements of planning.

The Methodology and research objectives:

The paper is concerned with studying the specdatdrs that influenced
Romanian SME'’s behavior to be involved in intermaéil operations. As many
Romanian entrepreneurs associate the Romaniansamtés the European Union
with new business opportunities, and based on diieoretical and empirical
studies about international business and intemaliication process our intention is
to obtain answers to the following questions: Whighhe order of appearance:
importing or exporting operations?; Which are thairmmotives for developing
those types of operations and how much the entmeprs are interested to increase
their intensity in the future?; What kind of chasd®e needed for the improvement of
firm capabilities?; How do international operatiaentribute to the achievement
of growth strategy and to firm development?

In this respect we analyzed the evolution of theESMector from North-
West Region of Romania and used secondary data National Institute of
Statistic, National Council of Small and MediumeRiZrivate Enterprises in Romania
and National Agency for Small and Medium Sized Emises and Co-operatives.
Furthermore, for a better understanding of thisaligtur, we have conducted a survey
based on questionnaire about the internationaliaes of the Transylvanian SMEs
with their entrepreneurs or managers.

Sample characteristics

Our sample comprises 226 SMEs from North-West RegifoRomania (
Cluj, Bihor, Silaj, Satu-Mare, Bistta-Nisaud, Maramurg). Romania has a service
oriented economy and this is shown also by our s&amstpucture, the majority of
the companies acting in the field of services (38.2ind commerce (37.2 %). In
terms of economic results, our sample companie® hagistered in 2008 an
average turnover of 2.3 million Euros.

SMESs sector from Nord-West Region

North-West Development Region (Northern Transylaais considered, after
the Bucharest-llfov Region, the most attractivéeirms of economic development of
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Romania’s regions. This is due to the labor maaket wages, to foreign investment,
and private environment and market competition alsd to the input of modern
technology. Relevant is that the service sectocba® to occupy a large share of total
regional economy, nearly 50%, with significant istlies trade and tourism.

Table 2.
The structure of enterprises based on activity andumber of employees
Main field of activity
Number of Production Services Commerce Total
employees % % % %
0-9 15.38 51.28 38.89 37.62
10-49 50.00 38.46 47.22 44.55
50-249 34.62 10.26 13.89 17.82

Regional economy is growing with a dynamic growthrécent years in
sectors like construction, textile industry, indusdf machinery and equipment.
Here are nearly all industries and an increasinglportant number of major
foreign companies, some of them located in indaisparks in the region - Tetarom
Cluj, Bors, Jibou and Satu-Mare.

The driver of exports and also the main importeNwrth-West Region
(Northern Transylvania) is the Bihor county, follesvby the counties of Cluj and
Satu Mare, while the counties of Bistrita-Nasaud 8alaj, which are predominantly
rural, take very little part in all foreign trans@ans of the region. The development
potential of the region is based on services ancksz to a well-qualified
workforce, which led to attracting foreign investavhich took over factories and
have opened industrial parks in the area. Genuiiverd of regional economic
growth small and medium enterprises are around065i0 2006, 13.78% of the
total number of companies registered in Romaniatrituting with about 11% in
the turnover achieved by SMEs in Romania. In tesmabor productivity, North-
West region is in second place after Bucharest:llfo

Table 3.
Turnover, number of employees and labor productiviy in North-West Region
Labor
Turnover Turnover Number of Number of Productivity
(mill. lei) structure employees employees (thousands
' (%) structure (%) lei)
Nord-West 39400 10.82 351242 13.61 112.173
Total 364000 100.00 2580927 100.00 141.03%

Source: Romanian SMEs White Charter, 2008
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The findings and discussions:

Firm growth is one of the main motives for intefoaalization activities.
After getting a significant market share in domestiarket, firm increasingly look
abroad for new opportunities. Many studies on eixgecisions show that firms are
stimulated to exploit the potential for extra groywprofits and sales resulting from
exporting (Leonidou, 1995). An objective for ousearch was to identify which
are these motives for internationalization and wdraup of factors, proactive or
reactive, plays a more important role in deterngnithe internationalization
process of the Transylvania’s SMEs. In order toehavnore specific and correct
image of this aspect we detached factors whichdcbel determinant for import
and for export. Thus, for importing came in thetfiposition the lack of domestic
resources and the continuous increasing of domesticket. These reactive
motives were indurate by some favorable factorstified by the firms in: lower
prices on foreign market and closed cooperatioh feiteign partners.

@ Demand on domestic market
increased

O Reduction of production costs

0O Techonology improvement/
aquire know-how

O Lack of resources in domestic
market

17.44

12.79

Fig. 2. Factors determining import activities

Regarding the export activity of Transylvania SMEesulted that the main
motives for starting this process are successhope@tion with foreign partners and
growth opportunities of external market. In hisdgés Dunning has argued that it is
inherent for firms, for increasing their internaiib spread, to rely more and more on
cooperative agreements. When firms entry into matisonal marketplace they need to
identify suitable partners abroad in order to ¢t tomplementary resources they
need, as well as to save time and money. Our studgults reveal that the Romanian
SME'’s are depending on chance to identify an eatgrartner, having few information
about the external markets e.g. competitors, coestbehaviors and needs, rates and
prices etc. The entrepreneurs seem to have a moaetigpe behavior when they
decided to start an international activity. Alscaithigh proportion they consider that
for internationalization development play an impottrole the opportunities identified
in the environment, as: firm capacity to increasmpction system and improvements
in communication and transportation infrastructure.
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9.21

@ Lack of demand in domestic
market

o Competition in domestic market
intensified

0 Opportunity to collaborate with
foreing partners

External market dimension and
developmnet pace

46.05

Fig. 3. Factors determining export activities

Even if many researchers found out that the fingtrnational operation
developed by SMEs is exporting, for our sample Itethe contrary, first action
was inward operation for more than 70%, 28 havé bdernational operations. In
the top of the countries with which are develogesbé activities are: Italy, Hungary,
Germany, Austria and Spain, countries which are aépresentative for foreign
investments in our economymporting operation represent a large part of the
Romanian SMEs businesses, thus for almost 44%nagblsafirms ponder of import
in total turnover are more than 50%. The conclusi@t import activity is much
more developed by Romanian SMEs comparing with exjgoindurate by the
higher average percent of the import activity ie tbtal turnover of the firms of
51,4% than export with an average of 32,8%. Foerdahing the relation between
importing and exporting activities we tested thedthesis about the appearance
order, resulting a strong correlation between irhpad export.

Table 4.
Correlation between inward and outward operations
First operation Second Second
N =209 Correlation export import
coefficient
First operation 1.00( 710%F -.110
Second expor 1.00D 101
Second import 1.000

**Correlation is significant at the 0.01level (2iea)
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This means that for those firms which started mational operations with
importing, this activity influences their capabédg and offers them an important
international experiences for developing after #giort activities or international
cooperation.

Last 2 years brings important opportunities for R@manian SMEs, which
indicated in a high proportion (64%) a positive lation of their overall performance.
Also for the following 2 years the managers andsgnéneurs are optimistic 57% from
them indicated as strategic priorities a moderedgvity of the business activity. Our
intention was to see also if this strategic develemt is connected with the
international activity and for this reason we tdsterrelation between company’s
general objectives and the actual opportunitiesredf by international market

SME sector is one of the major actors in the dearaknt of a dynamic
economy and of exports, as well as the share in.GD&ny case, the SME sector
is still limited in terms of technical development science because it cannot
restrain itself and in isolation this role in terwiscapital, nor in terms of human,
but only in collaboration with other subjects (inding the state or local level).
Major problems faced by SMEs in this respect atated to insufficient liquidity
and own funds for their development, and diffi@dtess to credit.

According to NASMEC, less than half of new busiesssreated in 2006
(47.5%) faced problems in obtaining contracts tadifficulties related to their supply
or demand (17.1%) or with both (30.4%). On the Bupfule, new companies face,
mainly with financial issues, particularly relatea their lack of resources (69.8%),
limited access to loans (39.5%) and lack of custsmoe clients pending payments
(38.2%). Regarding demand, entrepreneurs consitar their problems are the
constraints of competition on their market (75%pttfirm is not sufficiently well
known (54%) and lack of economic resources of freispective clients (51%).

The companies that participated in our study inditas the main factors
affecting their international activity the limitdthancial resources, the problems
with marketing and distribution and the pace ofedsification/adaptation of
products to foreign markets. On the opposite sidgechnical restrictions. Export
companies are especially affected by lack of fimdncesources and lack of
information on demand and supply.

Although there are many difficulties in the intetinaalization process, the
Romanian SMEs are willing to further develop intronal operations. Using a 5-
point Likert-type scale for assessment of futurepasfunities presented by
international markets, based on sample’s respomesslted a mean of 2,55 (1-
absolutely favorable). We consider that Romaniamepreneurs are interested to
fructify the opportunities resulted from Romaniatthesion to EU. Besides after
2000 it also increase the interest of European emieg for our economy and for
developing businesses and cooperation with RomgraanersAs a consequence,
at the question about the future directions ofoaictnost companies have opted for
developing the activities on foreign markets, ahbigpercentage of 84% choosing
the development of exports, compared with 60% qfarts.
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Technical restrictions y

Cultural differences and communication aspects

Lack of resources regarding supply/demand

Lack of qualified human resources

Lack of selling/buying experience w ith foreing partners -

Know ing and adapting to legal environment -

Difficulties regarding marketing and distribution

| |
| |
| |
| |
Directing resources to sustain domestic market - ‘ ‘
| |
| |
| |

Pace of diversification/adaptation of products to foreign |

markets

Limited financial resources T T T T
1.00 1.50 2.00 2.50 3.00 3.50 4.00 4.50 5.00

Fig. 4. Difficulties in international activities

Conclusions

The results of our study show a strongly conceatraif Romanian SMESs to
import, entrepreneurs having as main motives ttie df resources and the increasing
domestic demand. In a high proportion these compatéclared as future intention
engaging in export activities mainly for the oppaity to cooperate with foreign
partners and due to the dimensions of internatioreakets. This fear to enter in the
international affairs with export operations isffiof all a cultural trait for Romanian
entrepreneur which didn't achieve until now enoegiperience in their business in
order to be able to accept a higher risk. We tkiak Romanian SMEs need help for
improving their knowledge of foreign markets, irtratting funds and also in
improving their competitiveness to face to strond global competition.

Despite of limited resources and lack of productiad marketing capabilities
many entrepreneurs are interested to expand theolvement in international
operations. In today international markets more amate challenging the SMEs
position depend on their capacities to reinforog develop important strengths. For
these results they are need to established anpaappecinternational business strategy
and strive to various forms of cooperation bothdmmestic markets, including
cooperation with larger companies, and also interaal markets.
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ECONOMICAL ENVIRONMENT AND ORGANIZATIONAL
CULTURE

IOAN POP!?

ABSTRACT. The aim of this paper is to present the charastiesi of the
organizational culture at URSUS Breweries SA, RamaBultural transition from
the centralized planning economy to the market eagnhas started along with
technological improvements. The capacity of anstipg the transformations
within the external environment as well as the appation of specific analyzing
techniques and methods of external and internalt@mwents are nowadays vital.
But the transition process towards values and betgmadjusted to the free market
is extremely complex and long, and requires theliament of all the employees
of the organization. The results indicate clednttwhen it comes to changing the
firm’s culture, from managers it is expected thestn(/5%), followed by the
stockholders (53.8%) and then by technology (51.8%#% perception of the sales
department as being very important by 61, 29% dfpoaders and their
consideration that the quality is very important,(4%) is the proof that changes
occurred in the organizational culture towards usi@dading the market economy.

Keywords. organizational culture, technological change#tural transition, URSUS
Breweries

Introduction

The research of organizational culture and itssiteom under the influence
of the technological changes is necessary nowadhgs each organization is in
search for its identity in the extremely unstabigieonment.

The purpose of this research is to characterizeutiere of the organization
Ursus Breweries. Learning these characteristicswallmanagers to focus their
attention towards forming a solid culture as a lHgbeir strategic conduct.

The subject of technological changes and orgawoizaticulture has long
been the focus of the research. Some of the resmrdlusions drawn from the
literature are:

- Adaptive expectations can be an important sourdeadions that amplify and
propagate technology shocks (Huang, Kevin X.D. 9200

1 Lecturer, PhD, Faculty of Business, Babes-Bolyai Wrsity, Cluj-Napoca, ROMANIA,
ioan.pop@tbs.ubbcluj.ro
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- Rizov, Marian et al. (2009) have studied the retahip between technological
changes and organizational culture under a newrdkieal framework that
emphasizes the relationship between human resonacegement practices
and organizational performance;

- The type of organizational culture determines thecess of tasks delegation
between a principal and an agent (De Paola, M20d9);

- Elaboration of a global model that analyzes howhnetogy absorptive
capacity and technology pro-activity influence argational performance
(Victor J.Garcia-Morales, et al. 2007);

- A critical review on organizational changes in tiela to information
technology shows that the size of the organizadioth the market structure is
strongly influenced by IT (Anagnostopoulos, K.R103).

Technological changes take place in the econoraiwélisocial competition
context and in the internal context of resourcapabilities, culture and structure
of the organization. The advantage in this comipetitlepends on the capacity of
the company to identify and understand the conotii@ces and to use all the
resources (Whipp, 1991).

The purpose of this research is to characterizeutere of the organization
Ursus Breweries. Knowing these characteristicanalds managers to focus their
attention towards forming a solid culture as a lidgbeir strategic conduct.

Objectives

The objectives of this research are:
- To describe important features of the organizationdture at URSUS
Breweries SA
- To outline the characteristics of organizationdture in interaction with the
technological changes
- With the help of literature data, we aimed to buiida scientifically frame for the
study of the management of technological changehRBUS Breweries SA.

Research methodology

This research started with an empirical study, thasea survey including
a questionnaire with 37 questions. 60 forms wevergio be filled in by managers
and other employees from the firm. The respongewat 52%.

The tables represent the most important results.

The research informs about the variety of subjgotsteptions about the
organizational culture phenomenon, according tddtewing criteria: the position in
the company, seniority, educational level and &ge.also mention that 51.6% of
the subjects belong to manager’s category (top gemant, middle management,
front line management). The rest of 48.4% are sspred by clerks. Distribution
of the sample by age of the respondents: 71% -52%ears; 25.8% - 36-45 years;
3.2% > 46 years. (Table 1)
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Research results

URSUS Breweries SA is the biggest beer produceRomania, with a
history and tradition longer than 130 years. Frd@86lis part of the international
concern SAB Miller, the worldwide leader in beer.

After 1996, URSUS was developed, renewed, modetniaad a new
technology was introduced. Tipeople who are working there were experiencing a
cultural transition, along with the technologicallaorganizational development.

The most difficult part of this transition was thigh speed of changes.

Description of the content of organizational culture

The answers of the respondents from this resedrotv shat within the
investigated organization there is a culture tit#onsi a transition which is imposed
by the need to survive. In an extremely complex #fuid macro-environment, the
survival is possible only by adopting and learnmgwv behaviors and attitudes.
Before 1990, Ursus had, obviously, a “centralizkhping” culture, in which the
conducts and attitudes were subordinated, througiahcratic structures, to realizing
the planned indicators. In the new context, the gamy needs an entrepreneurial
culture in which the ability to analyze the envinment, to outline its opportunities
and threats, and to enhance its competitive adgastare essential. Characteristics
such as initiative, risks assuming and strategientation are vital to such a
culture. The behavior of the majority of respondefit4.2%) is based on values
and beliefs widely accepted and assumed by thea as: quality labor, respect
for the clients, consciousness and promptitude.

In an analysis of the objectives of our researehnaticed that an important
percentage from the questioned persons, 74.2% eaedwffirmative to the question:
“Does your firm has its own culture?” Only 25.8%sasmered with “I don’t know”
and there was no negative answer.

Once we established that the company has a sdtigteyit is important to
emphasize also that 51.6% of the respondents carsidt this success is the merit
of the current managers, while 22.6% consider thevipus managers to be
responsible for this.

Therefore, it is clear that Ursus Company has garizational culture of its
own, but few persons identify it correctly and knitsvelements. The majority of the
employees are influenced by it and they behaverdiogly. We may say that the
culture of Ursus Breweries was created in the gradtwas extended and consolidated
over the years. After 1996, the new technology imr®duced in all departments:
production, storage, sales, transport, IT, etc. Mamual work, old equipment and
technology were replaced with the newest techndlo@ger production.

The modern characteristics which define the culbfra company, taken
over successfully from the current major stockhgldee already influencing the
behavior of the employees, as we can see from disdeT2, in which we may see
the characteristics of their own firm culture.
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66.7% consider that the clear objective of the fand the communication

between employees of the firm are essential

64.3% consider that the performances of the empbgee more important;

60.6% consider very important the professional Kedge;

The structure of the sample

Table 1.

Educational level
Position in the firm High Faculty
school
% %
Top manager 3.25 13.00
Middle manager 0 22.50
Front line manager, 3.25 9.75
Clerk 13.00 35.25
Out of which 19.50 80.50
Table 2.
The main characteristics of the organizational cultre
of URSUS breweries
- _Very | mportant
Characteristics important
% %
Individual initiative 29.63% 37.04%
Taking risks 33.33% 37.04%
Clear objective 66.67% 16.679
A strict control 31.04% 17.24%)
Employees' performances$ 64.29% 21.43%
Conflicts between 11.54% 19.23%
employees
Professional knowledge 60.629 30.03%
Communication between 66.67% 20.00%
employees
Team spirit 54.00% 26.67%
Wages / seniority 4.00% 0.00%
Lack of communication 13.64% 4.55%
Wages / performance 50.00% 21.44%
Ma?agelrs preoccupatiory 31.03% 37.93%
or his employees
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The proof that some cultural characteristics exigtin the firm before
moving to a market economy (such as conflicts betwemployees, the wage
system according to the seniority criteria, andléo& of communication between
employees) were surpassed is given by the numbéroske who consider these
practices as being insignificant:

* 52.0% consider irrelevant the wage system accortiegeniority
criteria;

* 40.9% consider as insignificant the absence ottdmmunication
between employees;

« 38.5% see the conflicts between employees as Iaimgy.

It is remarkable the fact that the answers giverhmge questioned when
they had to choose from a list with given cultuhamcteristics, can be correlated
with their answers to the open questions.

An outline of the characterigtics of the organizational culture in the
technical changing period

As any other transition period, this one connewts periods with different
characteristics. Being present in all areas, ttassition period affects also the
organizational culture of our country. This cultunas sometimes helped to
develop, other times has been stopped or evenakehtinto consideration. This
period of transition influences differently eactoeemic agent.

By analyzing the answers received, we tried to tiflerthe main cultural
characteristics existing in the major technologicilanges period at Ursus
Breweries. In order to identify the way of undemnstmg of the strategic
orientation, we analyzed the answers to the queséifierring to the importance of
the departments in the firm (Table 3).

Table 3. Table 4.
The importance of the main

departments at URSUS Breweries Orientation of the firm's strategy

Very No Yes
Department important % %
% Firm's strategy/
n . 0, 0,
Produl\(/:ltlolr(w(zechnlcal 8733837;1; production 77.42% | 22.58%
arketing -33% Firm's strategy/

Finance. & 42.86% pl’OdUCt 51.61% 48.39%
Accountlrr:g Firm's strategy/ sale§  38.71% 61.29%
Research & —

40.00% Firm's strategy/ 0 0
development technologies 61.29% | 38.71%
Human resources 39.29%
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Table 5.

The importance of the qualities

expected by a manager from those he

Table 7.

The factors which influence the evolution
of the organizational culture at Ursus

works with, at Ursus Breweries Breweries
Very very |,
" : : mportant
Qualities | important Important Factor important P
% % % %
Respect Current crisis| 38.90% 11.009
towards 77.42% 12.90% Market o o
quality opportunities 34.80% 26.20%
Loyalty The
towards the | 70.97% 22.58% i i i
ol ° V|| diesanstaction 4 g6 | 33.30%
Performance| 70.97% 12.90% employees
The desire to Size of the
perform | 64.52% | 25.80% firm 27.30% | 22.70%
better Technology | 51.80%| 16.30%
Cu_stomgr's 61.29% 25.81% integration in| 33.30% 8.00%
satisfaction the UE
Team work 61.29% 19.35% Firm's
Subordination| 32.26%|  22.589 management| ' >-00% | 12.50%
Competition 42.00% 28.00%
Stockholders| 53.80% 19.209
Table 6.
The main criteria in selecting the employees
Seniority | Competencs | don't know
3.20% 93.60% 3.20%

Production and technologies was the main functibary organization,
comprising the majority of the resources. After qaesing the answers of our
survey, it resulted that the production continueshtive a predominant role
(83.87% of the respondents consider “very impottdhé production/technical
department), while 73.33% consider the marketingadenent as being “very
important”. Therefore, the increase of the markét m the process of elaborating
a strategy becomes obvious, and the awarenessisofaitt among employees
allows us to notice that there has been a majargeghan the organizational culture.
To verify in details whether the production is irdeghe most important activity in
the current culture, we analyzed the answers tdall@ving question: “Your firm
has a culture orientated towards...?” 61.29% of #spondents answered: “sales”,
48.39% - “product”, 38.71% - “technologies”, and %886 responded “production”,
as shown in Table 4.
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The quality that a manager expects from those hsmweith, presented in
Table 5, and is conclusive.

Also, 93.6% of the respondents consider that then rodterion in the
selection of the employees is the professional ateme (Table 6).

The characterization of the cultural transition process

Cultural transition has started along with the gii@on to a market economy,
and, nowadays, organizations can survive onlyey tmodify their system of values
and behaviors in such a way that the consumertdgctahat, how much, and how
will be produced.

The capacity of anticipating the transformationsthiai the external
environment as well as the appropriation of specihalyzing techniques and
methods of external and internal environmentsnaveadays vital. But the transition
process towards values and behaviors adjusted foe market is extremely complex
and long, and requires the involvement of all thgpleyees of the organization,
managers and non-managers.

In Table 7 we present some examples of responses qatestion which
requests a hierarchy of the factors which faaditae change of organizational culture.

The results indicate clearly that when it comeschanging the firm’'s
culture, from managers (75%) it is expected thetjrioBowed by the stockholders
(53.8%) and then by technology (51.8%).

We can also notice the fact that those who condlidgrfirm’s management
can change its culture are the young people (2$€28-old); out of these, both
clerks (25.8%) and managers (19.35%) expect thegehaf culture to be made by
the firm’'s leadership. We observe again a charati®rstrongly connected to a
mentality which has its roots in the period befthe '90s. There are many
employees who expect that somebody else (the leddes everything for them, in
this way avoiding the responsibility. Nonethelesspne can notice, the majority of
the employees are young people. They accept thegehand answer more
promptly to it, while the older persons manage lyacdt not at all to deal with
these changes. They are the ones who convey toggowemployees the firm’s
cultural characteristics which were perpetuatedr diie years and which were
taken over from others. It is the duty of the yoemgnes to take over these
elements and to adjust if it is necessary to tmeeatirealities.

Conclusions:

In summary, the main results of our analysis are:
- In URSUS Breweries SA, changing the firm cultureswexpected from
managers (75%), stockholders (53.8%) and technqebB%).
- The decisions taken by the company management exledein creating the
current culture of the URSUS Company, accordinghte realities and the
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necessities of the present. The perception of #lessdepartment as very
important by 61, 29% of responders and their camatibn that the quality is
very important (77, 4%) is the proof that changeseh occurred in the
organizational culture towards understanding theketaeconomy.

- The influence of the international political andeomical rules and games are
understood by 33.3% of employees.

- The current crisis is considered by 38.9 % of regpos a very important
factor which influences the evolution of the orgamional culture at URSUS
Breweries SA.

- The results support the conclusion of Hofstede:etmployees will accept the
“practice” indicated by the organization but wikdp the “values” from the
culture they come from (G. Hofstede, 2001).

- Allin all, it is important to acknowledge the fattat in most of the cases the
manager’s views coincide with clerks’ ones. Thistfamphasizes that all
employees have a clear understanding of URSUS amynpajective and
mission, its role on the market and its main sgia® In additions to all this,
the employees are aware of the fact that teamt spid communication are
essential in order to attain these high performsince
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ABSTRACT. The purpose of our study is to investigate to whdént do SMEs
from Cluj County conduct planning activities, whsitthe time period covered by
these plans, how often the plans are reviewed.shiceess of strategic planning
depends on the proper use of strategic tools swave to find out what strategic
instruments do the SMEs from our sample use irr thiainning activities. If a
company wants to develop and even to stay in bssiiteneed to pay attention to
the environment in which it operates. In this respge were interested in the
factors analyzed by the SMEs in their strategio/aiets.

Keywords: strategic planning, SMEs, Cluj County, stratdgials

I ntroduction

Why do companies need to plan for the future? Tssvar to this question
given by Loasby in 1967 is still valid:

1. To understand the future implications of the présiseisions in order
for the organization to get the full benefit frota present decisions.

2. To understand the implications of future eventsondler to make
decisions to prepare for the future. This is aenaptt to forecast the future.

3. To provide motivation to a mechanism for dealinghwthe above and
reviewing assumptions about the future.

Strategic planning is considered on a large saaleet one of the factors
that contribute to small firm growth (Rue and 1bmh1998; Kraust al, 2008).
Strategic planning can contribute to performance danerating relevant
information, by creating a better understandinghef important environment, and
by reducing uncertainty (Hodgetts and Kuratko, 2001

Given that the majority of research on strategimagement has so far
focused on large enterprises, many scholars haentlg noticed that there is a
need to adapt and apply these concepts in thextaritesmall businesses as well
(Perry, 2001; Gibson and Cassar, 2005 in Kohtam&kaus, Kautonen and
Varamaki, 2008).

While the research conducted in large companiesedrahe impact of
strategic planning on performance (Bracker et1888; Lyles et al., 1993; Rue and
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Ibrahim, 1998; Schwenk and Shrader, 1993), in tmdext of small enterprises, the
empirical evidence regarding the impact of strat@dnning on firm performance is
not undisputable (Kohtamaki, Kraus, Kautonen ancWiiki, 2008). There are studies
that provide evidence of a positive effect of sigat planning on performance. Here,
Kohtamaki, Kraus, Kautonen and Varamaki (2008)luithe the overview studies of
Schwenk and Shrader (1993) (26 studies) and Kraals(2008) (24 studies, 79% of
which identified a positive relationship betweee tivo factors). Kraus et al (2006)
talk about several other studies (French et ab4d2Gable and Topol, 1987; Gibson
and Cassar, 2005; Robinson, 1983; Sexton and VaenAd 985) that did not find a
relationship at all between strategic planning perdormance in small firms.

This variety in research results may be partly @xegd by the diversity in
the small business population in terms of, for gxamsize of firm (eg strategy
making certainly differs between firms employing 20 people) and industrial sectors
in which small firms operate (Kohtaméaki, Kraus, kanen and Varamaki, 2008).

The purpose of our study is to investigate to wddent do SMEs from
Cluj County conduct planning activities, what i ttfme period covered by these
plans, how often are the plans reviewed. The ssaukstrategic planning depends
on the proper use of strategic tools so we wanfirid out what strategic
instruments do the SMEs from our sample use irr thiainning activities. If a
company wants to develop and even to stay in bssiiteneed to pay attention to
the environment in which it operates. In this respge were interested in the
factors analyzed by the SMEs in their strategioviets.

Material and method

Small and medium size companies play and increlgsingortant role in
Romania’s economy. The number of active SMEs grew3 9% from 2001 until
2006. They are responsible for approximately 60%thef turnover, while the
weight of the work force employed by the SMEs gfesm 48. 5% in 2001 to 63.
2% in 2006. The last years have been charactebyedn improvement of the
SME’s activities: the number of the SME’s that rdpd profit in 2007 compared
with 2006 grew by 4-5% and the number of the SME& reported loss decreased
in 2007 compared with 2006 by 0-5% according toNlagional Council of Small
and Medium Sized Private Enterprises in Romania.

The importance of the SMEs sector in Romania andlup County as well
and the positive effect that effective strategianping can have on performance
determined us to investigate the strategic actibrassample of 154 SMEs from Cluj
County. Data were collected as a part of a largetysof Small and Medium Sized
Businesses form Transylvania regarding their gfiatactivities and internationalizati-
on strategies. We have conducted a questionnaiesl isairvey with their entrepreneurs
or managers Data collection was conducted via patsoterviews conducted by
operators. The questionnaire was accompanied vigties explaining the project and
assuring respondents of the confidentiality ofrthaswers.
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Table. 1
The structure of enterprises based on number of employeesand field of activity
Average number of employees Field of activity
Production Services Commerce
0-9 30. 6% 56. 9% 34. 0%
% of Total 7.1% 24. 0% 11. 7%
10-49 38. 9% 35. 4% 50. 9%
% of Total 9. 1% 14. 9% 17.5%
50-249 30. 6% 7. 7% 15. 1%
% of Total 7.1% 3. 2% 5.2%
Total 100. 0% 100. 0% 100. 0%
% of Total 23. 4% 42. 2% 34. 4%

Over 98% of the companies participating in thisdgtwere Limited
Companies, while 39% of the companies were founidetie period 1991-2000.
The average turnover of the questioned compani280i@ was of 4,082,139 RON
(approximately 1. 22 million Euros). Romania haseavice oriented economy and
this is shown also by our sample structure, the¢ wagority of the companies
acting in the field of services (42. 2%) and conueg34. 4 %). If we refer to the
size of the companies included in our study, 4% ©f the companies are micro
enterprises, 41. 6 % are small enterprises angl %bare medium sized enterprises.

140+
120+
100+
80+
60+
40+

Companies not Companies conducting
conducting planning planning activities
activities

m Companies elaborating written
strategic plans

@ Companies not elaborating
written strategic plans

Fig. 1. Strategic planning activities

Results and discussion

Previous research shows that businesses that engat@tegic planning
are more effective than those who do not and hawe rchances to survive if they
use a formalized strategic planning system. Reggrthis aspect of engaging in
planning activities, approximately 13 % of the istigated SMEs declared they do
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not conduct any planning activities. Half of the B8tthat prepare plans elaborate
written strategic plans.

Among the companies that do not engage in planaatiyities, 50% are
service companies. More than 50% of the compan@maain the field of
production and commerce are engaged in formalegfiaiplanning stating they
prepare written plans.

Table2
Type of planning activities based on field of activity
Companies not Companies
. - elaborating elaborating
Field of activity written strategic | written strategic Total
plans plans
Production Number of companie 14 20 34
Percentage 41. 18% 58. 82% 100. 0p%
Services Number of companie 32 23 55
Percentage 58. 18% 41. 82% 100. 0p%
Commerce Number of companie 21 24 45
| Percentage 46. 67% 53. 33% 100. 0p%
One of the characteristics of strategic planninghis time horizon they

refer to. This is considered to be of more thaedhyears. If we take this aspect
into consideration we can conclude that the SM&s four sample are preoccupied
with operational management rather then strategicage ment.

Table3
Time period covered by strategic plans

Number of

companies | Percentage
1 year 37 55, 22
2 years 14 20. 90
3 years 10 14. 93
4 years 2 2.99
S years 4 5. 97
Total 67 100

As nowadays the economic environment is very dyoammntinuously
changing, the plan must be updated as informasogathered and changes are
needed (Naghi, Negsa, Gia, 2009). In reference to our question “How often do
you review your plans?” 49 (32%) of the investiga®@MEs declared they review
the plans quarterly, 42 (27%) monthly, while 28 %d8annually. There is an
important percentage of SMEs which stated they nexeew their plans.
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10% 3%

@ Weekly

B Monthly

O Quarterly
Semi-Annually

@ Annually

Never

32%

Fig. 2. Frequency of review of strategic plans

Osborne (1995) argues that an essential factouafess is that the focus
must be on innovatively linking the firm’'s businessncept with opportunities
discovered in the environment: customers; compstitechnology; public policy;
social trends and demographic patterns. Organimtiteed to be flexible and
responsive to their business environment, they teedliapt to change rather then
trying to forecast or predict the future. Beingkilde and adaptable is important in
an unpredictable world. Fast moving organizatiohat tare aware of their
environment and look for weak signals from the emwinent are able to take
advantage of unpredicted events when they occur.

We interrogated the SMEs about the factors thatientce their planning
activities.

Table 4.
Influence factors
Influence factors Number_ of Percentage
companies

Demographic patterns 33 21.43
National political environment 43 27.92
International political environmerijt 15 9.74
Personal family incomes 88 57.14
Social and cultural trends 32 20. 78
Technological trends 85 55.19
Management-union relationships| 9 5.84
National economic trends 96 62. 34
International economic trends 65 42. 21
Other trends 8 5.20
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There are three influences on planning activitibat tare taken into
consideration by more than 50 % of the SMEs. Tlaesenational economic trends
(62. 34%), personal family incomes (57. 14%) amthtelogical trends (55. 19%).
The factors that are considered by less then 10%hefquestioned SMEs are
international political environment (9. 74%), maaagnt-union relationships (5.
84%) and other trends (5. 20%). Regardless of tha rfield of activity, the
average number of factors taken into considerasi@n

3.25
3.20
3.15
3.10
3.05

3.19

3.09

3.00
2.95
2.90
2.85

2.95

2.80
Production Senices Commerce

Fig. 3. Average number of influence factors

Kraus and Kauranen (2009) talk about the use eftegiic management
tools by the SMEs. They argue that many of thetegiia instruments originally
developed for the large organizations can be inaporfor the SMEs as well, but
they need to be adapted to their particularitieshsas the amount of resources,
personnel, cultural, organizational and financa@iditions.

With regard to the strategy process, several @iffestrategic management
instrumentscan be applied in SMEs, depending on the respesituation the
enterprises are in (Kraus and Kauranen, 2009). SVd@d PEST analysis are
instruments that can be used if the company needsssessment of its position
within the environment. Scenario planning can bedusy the SMEs to understand
the risks, anticipate them and discover new opti@hssiness portfolio models,
such as the Boston Consulting Group (BCG) and @Gémlgectric matrix can reveal
when a new product should be introduced into theketan order to rejuvenate the
product line, and furthermore when measures nedx ttaken to boost a product
into a market dominating position (to make a caslv out of a star) (Kraus and
Kauranen, 2009). Balanced Scorecard, an instrukmawn for its positive effects
on firm performance in the case of large organirestj can be used by SMEs as
well, both in developing and implementing strategy.

Our study showed that the most commonly used sgiateols are SWOT
analysis (48. 7%) and case scenarios (45. 45%)eopposite side are the General
Electric and Boston Consulting Group matrix (1. 3%b. 6% of SMEs
participating in the survey declared that are nsingl none of the following
strategic tools: SWOT Analysis, BCG Matrix, GE MatAnalysis Pest, cases
scenarios or Balanced Scorecard.
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Fig. 4. Use of strategic tools

Conclusions

If we are to summarize the findings of our investign we would
conclude that the number of SMEs that are not éngag any form of planning
activities and those who are not conducting forptahning activities is significant,
representing 56. 49% of the total number of SMBmfour sample. We recommend
that more SMEs engage in strategic planning a® ther several benefits resulting
from a proper implementation of such activitiesarpling will help determine
where the business is going and how it will getreéh@rovide business focus),
guides the structuring of the business, plannimfudes a review of known risks
and also is associated with a higher performanaenagertain environments, helps
identifying new opportunities. Another aspect timatuces the idea that the SMEs
do not carry out strategic planning is that theetihorizon for which plans are
developed is over 3 years for only 24% of firmst tharticipated in our study. A
positive aspect is the fact that 96 SMEs (62%Yevewing their plans on a weekly,
monthly or quarterly basis.

In terms of considering macro environment influentaetors, our
conclusion is that SMEs take into account moreonalti factors. This is probably
due to the availability of related information. Alshe number of such factors
considered is rather small (3). Positive aspectsthis regard are that the
technological factors (the place 3) are considéhexishowing SMEs concern for
quality and also competitiveness.

A negative aspect that our research brought upeisise of strategic tools.
The investigated SMEs declared they use only oeé sistrument. Since many
strategic instruments are simply not known or agupiih SMES, a consciousness
regarding the virtue of the use of proper stratégitruments needs to be raised.
This is where politics and education have to takeroThey both need to use their
respective channels for generating a greater gicatmwareness, starting with
SMEs, especially the young ones (Kraus and Kaure2@09).
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INVESTMENT IN PROFESSIONAL TRAINING COURSES OF THE
EMPLOYERS FROM THE ROMANIAN MANUFACTURING
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ABSTRACT. The introduction of new technologies in economy asgs the need

of improving the level of labor force qualificatiohife long learning represents,
on one hand, a determinant factor in the adaptgtimtess of the business to
market changes and, on the other hand, it contiibtd the increase of peoples’
chances to be employed. The paper aims to andigzgréesent level of employer’s
investment in the employees’ education and prodesditraining. For this analyze

data were collected based on questionnaires and precessed with SPSS 11.0
software.

Keywords: professional training, employment, unemployment.
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Introduction

Technological development and growing competitiontlee market ask for
continuous improvement of knowledge and skills ld £mployees, not only for
securing their work places but also for increasimgcompanies’ competitiveness and
economic development of the society. Taking int@woaot the importance of
professional training, both for the employers dreldmployees, we have undertaken a
study onemployees’ professional training in companies efrtlanufacturing industry.
The main goal of the present study is the analgbithe demand for continuous
professional training among employers and employedgbhese companies and the
efficacy of these training programmes. In this papeare going to analyze the present
level of employer’s investment in the employeesicadion and professional training.

In Romania studies have been made concerning theaateristics of
continuous professional training (INS 2001) and themand and offer of
continuous professional training (INCSMPS, 2004; BI8F, 2004). Thushe
eexploratory study regarding the demand for lifgldearning made as part of
component 2 of the PHARE project lofstitutional Twinning — Assistance for the

! Teaching Assistant, PhD, “BapBolyai” University Cluj-Napoca, Faculty of Businesdprea
Street, No.7, Tel. 0264599170, email: carmen.gus@tibcluj.ro.
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consolidation of policies concernirmgntinuous professional traininhas aimed at
analyzing the demand for professional training véthployers and employees of
two economic sectors — tourism and constructioreseBrch on certain aspects
regarding professional training of the employees wadertaken as part of a study
made by Osoian (2004), practical study on occupying and using human ueses at
territorial level focusing on active industrial firms in the Cluj @dy. Similarly, as
part of the research study centered onitfgact of direct foreign investments in the
processing industry upon the occupation of labauce® certain aspects concerning
the professional training of the employees’ of éhf#sns have been analyzed.

Material and Methods

In order to analyze how lifelong learning is orgad in companies from
the manufacturing sector, we made a study duriagériod 2007-2008. The study
was carried out as part of the research projectUmemployment in Romania —
present and perspectives’between 2007-2008.

The study has aimed at analyzing the demand fdiremus professional
training among employees and employers of the naatwrfing industry, following
the pattern of the one carried out by INCSMR®004). For the purpose of this
study two types of questionnaire were drawn up: fameemployers and one for
employees. The period encompassed by the studyl@aslovember 2007- 20
January 2008.

In carrying out the study we focused on companiethé manufacturing
sector, NACE 15-37. In order to make sure the fiamesactive and to check if they
handed in their financial reports for the previgesr (2006), we accessed the site
of the Ministry of Economy and Financewfw.mfinante.rg. We applied the
guestionnaires to a total of 210 companies in theufacturing sector (NACE 15-37).
The data obtained through questionnaire were psedesith SPSS 11.0 software.

Results and Discussions

Most firms (95%) declared that professional tragniavery importantor
importantfor the development of the company (Table no. 1).

We found that employers’ interest in the importanufe professional
training programmes is greatly paralleled by tregtions proper. That is how a
great number of companies (more than 75% of thepaoirs questioned) do offer
to their employees such programmes. This is vengfio@al both for the employees
(improving their skills and knowledge, securingith&ork places) and for the
company (enhancing competitiveness and the firmffopmance).

2 Project coordinator - prof Maria Birsan, 2006-2007.
% Grant CNCSIS, type TD, nr. 63, project coordinat@armen Maria G 2007-2008 (underway)
4 National Institute of Scientific Research in theldiof Work and Social Network
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Table 1.
The importance of professional training for the emjoyers
Cumulative
Frequency | Percent |Valid Percent Percent

Valid very important 110 52.4 52.4 52.4
important 90 42.9 42.9 95.2
less important 9 4.3 4.3 99.5
unimportant 1 5 5 100.0

Total 210 100.0 100.0

Source: own calculation based on questionnaire data

nu

23.3%

da

76.7%

Fig. 1. The employers’ offer of professional training pragnmes

Analyzing the distribution of companies accordiogthie number of their
employees it appears that the share of thosergfferofessional training programmes
Is growing in conformity with the size of the comga

As a consequence, if microcompanies (0-9 employefs) professional
training programmes only in 54.8%, this percentages to over 90% in the case
of big companies (with 250 employees and over). fie this tendency natural,
taking into account that the quantum of finances$aurces that companies are
willing to invest in professional training is high&ith big companies as compared
to smaller ones due to scale economies availabtegtcompanies. That is to say
the bigger a firm, respectively the higher the woduof production, the lower the
share of set costs per product unit (scale economy)
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Table 2.
The distribution of companies from the manufacturing industry
according to their professional offer

The distribution of companies according to the numb er of their employees * Do you offer

professional training programmes to your employees? Crosstabulation
Do you offer
professional training
programmes to your
employees?
no yes Total
The distribution of 0-9 Count 19 23 42
companies according to % within 45,2% 54,8% | 100,0%
the number of their 10-49 Count 16 38 54
employees .
% within 29,6% 70,4% 100,0%
50-249 Count 9 49 58
% within 15,5% 84,5% 100,0%
250 and Count 5 51 56
over % within 8,9% 91,1% 100,0%
Total Count 49 161 210
% within 23,3% 76,7% 100,0%

Source: own calculation based on questionnaire data

The most important means of organizing the profesditraining of the
employees in the manufacturing industry are preseint the next table:

Table 3.
Main forms of organizing professional training of the employees
Forms Total (%)
1. | Organizing courses at the company 27.71
2. | Organizing courses at the company, with prigaigpliers 23.4

3. | Organizing courses outside the company, by tgkiart in course$ 7.4
organized by the labour force occupation agencies

4. | Direct training at work place 33.1
5. | Self-training 8.3

Source: own calculation based on questionnaire data

The main form of employee training is representgdiivect training at
work place(more than 1/3 of the companies chose this fortnaifing), since this
form serves in the first place the interest (bex@fiof the company and then the
one of the employees. This training consists ieroff indication by the immediate
superior (foreman, department leader) or by a cik&ro Second is represented by
the organization of courses at the compathis form being preferred by 27.7% of
the total of companies analyzed. The significamhbber of companies using these
two forms of training is due to the low costs thieply.
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The main areas of the employees’ professionalitrgiare presented in the
table below:

Table 4.
Main areas of employees’ professional training
per total number of companies
Areas Total (%)
1. | Development of personal skills and competence 29.0
2. | Improving work place activity 48.8
3. | Acquiring new managing practices 15.2
4. | Enhancing loyalty to the company 6.9

Source: own calculation based on questionnaire data

Irrespective of the company’s main field of actjyiprofessional trainings
aimed mainly atimproving work place activitpf the employees (in 48.8% of the
cases). This was a practice for over 50% of thepaomes in the textile, clothing
and footwear industry, of the composite book piilig industry, metallurgy and
metal constructions, companies of the equipment eldtric device industry,
companies of the means of transport industry andpemies of the furniture
industry. Next come but not closely, tlevelopment of personal skills and
competencg29.0%) andacquiring new managing practiced5.2%). We can
conclude again that companies focus mainly on ate&s perceive as beneficial
for the company in the first place and only afteaittfor the employees. In other
words companies are less interested in using figias a means of enhancing
employees’ loyalty to the company, which is prowgdthe small share of courses
aiming at this aspect (6.9%).

Between 2006-2007, out of the total number of cangsaanalyzed 23.3% has
not offered any kind of training to their employe&he reasons most often set forth
were those related to the companies preferenceedait already qualified staff
(especially the companies of the cellulose and mpmpeistry, those of the means of
transport industry; companies specialized in westgcling; companies of the wood
processing industry) and the one stating that present level of the employees’
knowledge meet the needs of the compasgegially firms of the composite book
publishing and those producing chemical substasngsubber and plastic products).

In what follows, we will present the problems eogpls are most often
confronted with when they want to organize or fergfrofessional training programmes.

Analysis of table no. 6 shows that the employergimmconstraints are
represented by theémetable of the coursewhich overlaps with working hours,
followed bythe lack of professional training offers at local’él Consequently we
repeatedly stress the importance of a better coatidn between the timetable of
the courses and the employees’ working hours. & ghme way suppliers of
professional training programmes have to adapt th@ning offers to the actual
needs of companies and to offer to employees tladifigations required by the
market in the respective geographical area.
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Table 6.
Constraints of the employers concerning investment
and organization of professional training

Descriptive Statistics

N Minimum Maximum Mean [ Std. Deviation
the lack of financial resources 209 1 5 2.58 1.367
the lack of professional training offers at
local level 209 1 5 3.14 1.292
the incongruity between the content of the
course and the need of the company 209 1 5 2.92 1.266
the length of the course 208 1 5 2.58 1.193
the timetable of the course 208 1 5 3.36 1.243
the low quality of the courses 208 1 5 2.66 1.272
the existence of low incentives in our
legislative system 209 1 5 311 1.348
Valid N (listwise) 208

(Minimum 1 = the least often; Maximum 5 = the mofen)
Source: own calculations

Another constraint of the employersti®e lack of stimulating legislation
which makes us consider a legislative amendmebé toecessary so that to motivate
both employers and employees regard the offer amticjpation respectively in
professional training.

The employers’ readiness to invest in the empldyeedessional training
in the future (as percentage of the company’s annual turnover) isguted in the
table below:

Table 7.
The employers’ disponibility to invest in professioal training
How much are you ready to invest in professional tr aining in the future
(percentage of company's annual turnover?
Cumulative
Frequency Percent Valid Percent Percent
Valid under 1% 64 30,5 30,6 30,6
1-3% 100 47,6 47,8 78,5
3-6% 34 16,2 16,3 94,7
6-9% 8 3,8 3,8 98,6
over 9% 3 14 14 100,0
Total 209 99,5 100,0
Missing System 1 5
Total 210 100,0

Source: own calculation based on questionnaire data
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Almost 80% of the employers reported to be readinvest in training a
small percentage (up to 3% of the company’s antwadout) and only 5.2%
proved to be ready to invest more than 6%. Therldittms belong to the food and
drinks industry, the textile, clothing and footweadustry, and the metallurgy and
metal construction industry. So we can conclude tive employers’ readiness to
invest in training in the future stays moderatéhalgh more than 95% of the
employers claim that professional training is impot for the company’s
development and improvement of its performance fiéethat this claim is only a
theoretic point of view, because practical appitrats more difficult.

Conclusions

» The employers’ interest in professional trainingdsa great extent paralleled
by concrete action. Thus a great number of compami®re than 75% of the
firms questioned) offer professional training teitremployees.

» The main methods of achieving professional trairang represented by direct
training at work place and by organizing coursethatfirm. The great number
of companies resorting to this training methodus tb the low costs involved.

» The courses that the employees attended servde ifirst place the interests
of the company since they aimed at qualifying apelcilizing employees in
the very work they were carrying out for the companhese courses were
mainly meant to improve activity at the work plaaiethe employees and to
develop managing skills and competence.

» The main constraints that employers are up to wiaking the decision to
invest and to participate, respectively, in prof@sal training are represented
by: the timetable of the course, the lack of preif@sal training offers at local
level and the lack of financial resources.
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AGE DISCRIMINATION IN HUMAN RESOURCE
RECRUITING PROCESS

AURELIAN SOFICA!

ABSTRACT. Age discrimination in human resource recruitingaigresent but
culturally ignored problem.

The boundaries of this social phenomenon are amtetl by few social actors
accordingly to their power, knowledge, resources iaterests. In order to have a
real social justice and an efficient recruiting ggss we have to understand in a
phenomenological manner all the various perspestare to integrate them in a
coherent public policy.

Keywords: age discrimination, recruiting, social construatio

I ntroduction

Why age discrimination? One of the reasons this is important as a research
topic is given by the sheerumber of those affected by age discriminatibm
discussing the number of those involweel consider it's useful to make a distinction
between potential exposing and real exposing. FHateaxposing consists of
logical limits, extremes of the phenomenon that oaly be reached in the most
pessimistic scenario; the real exposing consisspafial, timely, cultural, economic
circumscription etc and the direct, materializef¢at of discrimination. As far as
the potential goes, we place age as a winner awtbieg types of discrimination. Age
discrimination can affect everybody because therdeming feature (age) is a mobile
characteristic and each person is exposed t@mit@point or another of their lives.

Another reason for focusing attention on age disicktion is a strange
process of socially constructed invisibildfpserved by Gunderson (2003). She says
that less attention is given to age discriminatmmpared to other types of
discrimination (like sex, ethnicity, and disabi)itfpecause the emotion and
sensitivity associated to those types is greatge discrimination is blinded by the
emotions associated to other types of discriminatand the effort of research,
policy making and intervention focused of thoset theell the loudest”. The
number of people affected by unfair treatment $slémportant compared to the
emotional distress for the third party (the witremsand its visibility. Age
discrimination appears to be a silent discriminatio
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AURELIAN SOFICA

The third reason ithe negative domino effettte age discrimination brings.
The causal effects of age discrimination in theuiting activities do not seem to
be perceived by the main actors. In the case oémmgoyers the recruiting activity
is ,the first contact” with labour market and thdeation paid to this activity
affects all other human resources related acttvitiea domino effect manner. If the
first piece in human resources activities is wrgnglaced (bad recruitment
criteria), all the other pieces will be spoiled ¢ng people will be attracted,
selection will be made from the wrong group of peppntegration will be
difficult, extra training will be needed etc). lhi$ case, if age is a recruitment
criterion which outdoes other criteria such as: petance, education or
experience; the recruitment pool is arbitrary redlicaccording to the social
construction of what ,the perfect age for hiring. iThe chance to identify ,the
ideal candidate” seriously drops the more thisygliee is present.

What is age discrimination? Ageis often associated with a number and
thus it is believed to be an exact concept. ,Tinasged from birth to a certain
moment in life; number of years (and months, daysit express that time”,
.number of years that require a person to submdettain obligations or to enjoy
certain rights” (Romanian Explanatory Dictionar@0Z). This is a definition given
by linguistic authorities in the field. If we as&@ologists we see that starting with
the idea of ,a stage in someone’s life” they spije into different categories: under
the age of 30; between the age of 30-60; over gleeoh 60 (Centrul de Sociologie
Urbari si Regional CURS-SA, 2005.); or between the age of 18 — 3dyden the
age of 35 — 54; over the age of 55 (Metro Median$ilgania, 2004). Another
source of authority are management specialistsputimote ,career stages”, much
quoted in management literature: 17-22 transitmedrly stage as an adult; 22-28
integrating in the adult stage; 28-33 30 year iteoms 33-40 stabilizing; 45-60
middle adult stage and over 60 — late adult treomsénd late adult stag@éohnson,
1998, pp. 559-601). The question is “Can thereund €lear delimitation between
age categories; real borders as those traced blyggaties” in the field?”

An organizational meaning afiscriminationis well defined by Dipboye
and Colella (2005, p. 2): ,Discrimination in its siageneral form consists in the
difference made between people with the purpogekifig a decision about those
persons; and it can be done based on legitimater&fsuch as: the merit or the
potential to fulfil responsibilities). Our attentiqgoes to discrimination which can
appear against some persons based on inapprogrigtelevant characteristics for
the hiring decision (such as belonging to a group)’other words, the authors
differentiate between the double significance: rauand negative significance
given to a term. Discrimination (age discrimination our case) can consist in
choosing between different persons in the recruithnpgocess without negative
connotation (if age is a ,,good faith” occupationdteria — for example, intervention
fireman), and on a different level, the same kihdiscrimination in the recruitment
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process, may deserve the negative connotationggf ia not a ,good faith”
occupational criteria — for example a universitgistaint teacher that has to be
.young and dynamic”).

Recruitmentis defined by Cole (1993, p. 183) as ,attractingudficient
number of suitable candidates to apply for thelalbé positions”, in other words
it links the organization with the labour marketkimg the recruiting the interface
activity. With no well thought or strong link betem the two (organization and
labour market), it is not possible to attract humesources in an efficient manner.
Something that needs to be marked is that in me@tuitment techniques the
contact with the recruited persons is not direat, ibtermediated (Internet, press,
posters, flyers) so that most of the times diseration is committed with the
victim’'s absence. There are recruitment technighas involve a direct contact,
face-to-face (job fairs, internships, open daysdhleunting, etc) but all these only
cover a small number of job availabilities.

Where and when and with whom are wetalking about age discrimination?
In order to have a useful research topic reductienchoose three coordinates:
geographical location, temporal placement and bagi# studied. Why are we
interested in these details? Because, as Beckex, $4998, p. 52, p. 54) by
ignoring these aspects we end up ,ignoring whatadicular, local”, that which
refers to the local chemistry, that which is impblesto translate in a different
context. Moreover, ,,...the conditions of an evengamization or phenomenon are
crucial for its occurrence and existence in thagéc#g way.” Geographical
locationis Cluj-Napoca town, situated at 46° 46’ N padaligh 23° 36’ meridian
with 318.027 inhabitants according to 2002 Cen€lgj-Napoca is an important
academic centre with over 45 500 students (B&8mdyai University alone), 23
843 private companies (at the end of year 2000)oe point all these details
begin to show their relevance, even if in this ghasme connections are not yet
visible. We can assume that the size of the cigydminfluence on the phenomenon
(young people get one treatment in a big city andifeerent one in a small
community) or the type of industry that is develdg®ings out certain attitudes.
Just as well,temporal location(last 10 years) gives a specific note to age
discrimination in the recruitment process in Cliggdca. Things used to happen
one way 20 years ago in a communist regime; irffardint way 10 years ago (at
the dawn of democracy and a viable labour marked)things are different today.
As far as thesocial unit studiedyoes in this case, the social unit studied is the
municipality, but for a better focus, we will refer labour market in Cluj-Napoca
and the actors that form it (potential candidagesployers, public institutions, etc).
It becomes quite obvious that the specificity o thocial unit studied can be
relevant in different aspects. Great number ofesitgdallows building unfavourable
attitude towards older people (a phenomenon préasetities with an unbalanced
workforce).
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Material and method(s)

Focus group. Focus group method is the first methodological eéhdiecause
it is consistent with the idea of social constrogtiof age discrimination. Social
construction of age discrimination emerges fromitheraction of the social actors
who negotiate together the characteristics anddiofithis phenomenon cementing
it as reality. So age discrimination is not a naltstate, but a social one, which can
be changed if there is will and resources investedive it a new significance.
Because focus group is a technique that offersbist dynamic, interaction,
negotiation and social construction of lasting Bigances, it is used as the central
method for the study of age discrimination in theruitment process. The paper is
an exploring one, and resources invested at thgesare few, so we limited the
socio-demographic variables to just one age caye@gr to 25-30) and one type of
education (faculty). The other variables are tateered in the next stages of the
research. In March 2007, three focus groups wegamzed, with a number of 10-
12 students in the 2nd year of college for eachdaroup. The sampling used was
a homogenous one, where participants knew eachr ethehat they could feel
relaxed and stimulated. The interview guide ad@msguestions from general to
particular combining two instrument$) 5 step Gallup method and 2) question
route (Krueger, R.A. and Casey, M.A., 2000).

Document analysis. Document analysis is the second method used
because it completes the focus-group in a diffeepigtemological frame. If focus-
group was looking at direct interaction and nedaimbetween actors, document
analysis looks at indirect interaction and negmtrgtmediated by the text and how
the age discrimination is shaped. The hypothess lased this choice is that,
recruiting announcements that specifically mentege limits (minimum and
maximum) are an indicator for the dimension of gteenomenon (number of
announcements that make a direct reference toaagell as for its’ intensity (the
more restrictive the age limits are, the higherrthber of people affected by it).
The main source is the printed version of tRide la A la Z”. Indicators traced in
the text refer to: date of mentioned discriminatiorinimum age limit mentioned,;
maximum age limit specified and type of job positi@ecause the number of
recruitment ads in the studied period of time egeae possibility of individual
research, ads were analyzed in 6 issues (Janwgyudty and March) on a 4 years
step distance (1998 and 2002).

Results & Discussions

Visible and invisible actors involved in social construction of age
discrimination. The visible actorsnvolved in this phenomenon are: employers,
potential candidates, representatives of publiditineons (Parliament, Labour
Ministry, Retirement House, etc). Their interestera quite obvious, although they
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are not always followed in a consistent manner. ddredidates, regardless of age
want to fill a position best suited for their atdds and motivations, wish to respect
the principle of equality, and receive a profesaldreatment, but many times, they
are the exponents of attitudes that underminesndmgtioned aspects, that is they
are willing to adopt a discriminatory behaviour age criteria (some students in
the focus group see ,old people” as a threat inwlagy of their professional
development, even though they are just as unfaghted). It must be stressed that
in most cases, those who behave in a discriminataagner will end up at one
point being part of the age group against theyrolisnate. Employers often follow
results and efficiency by means of discriminatiBat we are missing an important
aspect: in order to maximize the chance to identifie ideal candidate” for a
position we have to accept the probabilistic evidethat the chances of success
raise with the number of those attracted in theuiroent process.

The less visible actorslentified in the analytical interaction procegeel
the one described by Becker (1998, p. 194) mn@&ss media representativaad
education system representativédthough the initial focus was on actors with
greatest interest (candidates, employers and lalersa- the initial supposition
made a link between the level of interest and lef@hfluence) after gathering data
we discovered that at one point the recruitmentoanoements that included
discriminatory elements in the quoted source stdppppearing. The research
temporal stepvasthe first four months for the years 1998, 2002 2006 of Piza
de la A la Z. If the discriminatory job ads weremly between 1998 and 2002, in
the 2006 issues they are almost inexistent. Thealoinference is that although it
has no big interest in age discrimination, massianeéds an influence over this
phenomenon, having the power (or being forced terotctors) to ,close the
faucet tap” in delivering discriminatory messagé& know this was a specific
measure because in the electronic version of thaligaion discriminatory
messages were still present. In that same liney Galnnson identifies the role
played by trainers in building discriminatory atties by presenting theories with
discriminatory potential such as career stagesnglmiy G., 1998.). Training
managers in the spirit of discrimination by promgtitheories that states physical
and mental decay in terms of science, make us pang mttention to trainers.
Attention paid to ethical management aspects indmurasources management can
bring new valences to the phenomenon.

In order to illustrate the power held by actors amglicitly the process of
building age discrimination we will use the metaphbthe planetary system (Figure
3.1). Certain actors have a greater influence teerphenomenon and are in return
more influenced by it. To put it differently, thewer they have places the actors
towards the centre or the edge of the system ofidimation, thus creating different
levels of interaction. The actors that are in thet@ of the system, on the strongest
interaction level are the employers and candiddtese that build the core of this
phenomenon through daily interaction on labour etarkhey are influencing the
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borders of ,ideal age for being hired”, outlinidgetdimension of age discrimination in
relation with those borders. Next level of intei@tt(level 2) places the law-makers
(Romanian MPs, members of legislative structures Buropean level, if we are to
refer to the next political level) and public instions that play a role in responding to
social needs, implementing public policy and legish (Ministry of Labour, Family
and Social Protection; National Agency for Smaltl dedium Sized Enterprises
and Cooperatives; Ministry of Justice etc and d&aéred public services of this
ministries). This level goes beyond the local sf@ty, designing a legal frame,
applicable to a national level, which indirectlfa®s to discrimination — trying to
influence it, without creating it. Level 3 of int&tion places mass media representatives
and the system of education through their involvene disseminating information,
cultural models, and prejudices. This level oulittee public frame of this phenomenon,
a much more diffuse frame, but with a great infeeenf suggesting to those directly
involved as well as to the bystanders.

educational syste

i public institutions:

---------------- gusnanunn
.
o,

candidates

Social construction of

55 ©5 © & agediscriminationin
o) "§ Ng 2% the recruitment
@5 L35 L35 processinthe last 10
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Fig. 3.1. The system of social actors involved in the comdtom of age discrimination

Layers of age discrimination. In the context framed by the data gathered
using the focus groups and document analysis @Riatla A la 2" and the legal
provisions: Directive no. 78/2000 of the Europeamod Council, Law nr. 48/2002
and Law 324/2006), we notice that 3 layers of agerichination emerge depending on
the actors under scrutiny (Figure 3.2). We halegal perspectivevhich protects the
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employees against age discrimination in a spetiferval (15 years to 65 years of
age), but leaves the people over the age of atiscretion of the market regardless
of their competence. We have thployer perspectivia which candidates between
20 years of age and 36 years of age are prefamedd;andidates between 15 years and
20 years on one hand and people over 36 on theludhe are discriminated against.
And finally we have thestudent’s perspectivia which candidates between 25 years
and 45 years are preferred and candidates betviegeats and 25 on one hand and
over 45 on the other hand are discriminated against

This lack of synchrony between the three layerslis€rimination levels
seems to vary in time, influencing the dynamic gé aiscrimination and the “real
impact”. Imagine if there will be a change in emds perspective only with five
years how much people will be affected in the rigicrg process on the basis of
age. Also, the distance between the three laysgsdo be an indicator for the
efficiency of public institutions representativegshe greater the distance the less
efficient they are. At this point there is a distarthat seems to defy the attention.

Legal 15 65
perspectiv. | ... f------- p------4------ {------- {------- {------- }------f------ {------- J—
Employer 15 20 36 65

PEISPECV. ff - -ooofoeoe oo e

Student 15 25 45 65
PErSPECtiV  frmmm— } R {------- |- e | | | |

Fig. 3.2. Layers of age discrimination

Conclusions

Age discrimination is definitely a social construet to be in accordance
with the radical constructivism, a product of négiidn between the most
powerful social actors. The power in this case m@aye in various forms: social
networks, finances, legal or expert authority eltrc.the process of negotiation the
boundaries of age discrimination in the recruitprgcess are drawn and imposed
over other actors involved in the social life. Whas to be noticed is the fact that
even if the legal perspective supposes to createofficial meaning of this
organizational behaviour, at the market level, divect negotiation between other
actors draws a different path for age discrimimaiiohuman resource recruiting. If we
go further with the critical approach, it seemg tiag or more parallel frequencies:
a legal one, a market one and maybe an academigaing side by side, but the
frequency that prevail, even if is not the ethioalthe efficient one is that of the
actors which constitutes the labour market.
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Age discrimination is a very fluid social phenomgnchanging its forms
over time according to cultural or economic factéxs an amusing example if in
2002, in Cluj-Napoca, the age profile for a seesefmsition was between 22 and
27, after 4 years, in 2006, the age profile inféfirem recruiting ads was between
25 an 36 years of age. In a more serious manndrawe to mention a study made
in Great Britain conducted by The Charted Managénhestitute (2005) which
includes interesting observations concerning thegmion of older employees,
precisely the way it varies in a 10 year periodimie. If in 1995 the average age
for ,an old” employee was 51 for men and 48 for veormin 2005, the average age
changed to 60-64 for men and 50-54 for women. Idi0ayear course the
significance of age categories changed with 10syear

The way we see a phenomenon influences the wayehavb and eventually
produces real effects on the labour market. Itmpartant to determine in this
context the possible meanings attributed by thimuaractors and integrate them in
to a comprehensive framework in order to perméad social equity.
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THE ROMANIAN CLOTHING MARKET
MARIUSBOTA!

ABSTRACT. Today, more than ever, the business environmembiinually
changing. Competition intensifies in almost evemgustry, so companies must
develop innovative products and business procesesirvive. The Romanian
clothing market is a crowded one with a lot of pdwkcompetitors, especially
Asian firms with their cheep products. Companiestaday aware that they must
offer the right product, in the right place, at tight price and at the right moment
of time in order to be competitive. In order to\gue on this market the Romanian
clothing companies should adept their productsrdffethe customer needs and
whishes, and taking into account the competition.

Keywords. Romanian clothing market, supply on clothes, detran clothes, customer
needs and whishes, customer’s profile

I ntroduction

The starting point of our investigation was theiaiton of the Romanian
companies involved in the clothing sector afterttital liberalization of the world
trade with textiles and clothing. The textile ardtlting industry is one of the
oldest in the world. The oldest known textiles, ethdate back to about 5000 B.C.,
are scraps of linen cloth found in Egyptian cavE$e industry was primarily a
family and domestic one until the early part of #&#00s when the first factory
system was established. It wasn’t until the IndakRevolution in England, in the
18th century, that power machines for spinning aedving were invented. The
Romanian clothing industry has a long tradition angerience from the {9
century, as well as a good fame around the worldsaproducts are present in
many countries of the world.

Since 1 January 2005, The WTO Agreement on Teatile Clothing no
longer exist. There was implemented a measurelatgzuifor some time, that is the
total abolishment of the quota system for the intgpaf textiles and clothing.
Before the Agreement took effect, a large portibrieatiles and clothing exports
from developing countries to the industrial cowegrivas subject to quotas under a
special regime outside normal GATT rules.

! Teaching Assistant, Faculty of Business, Babes-Bolyaiversity, Cluj-Napoca, Romania,
marius.bota@tbs.ubbcluj.ro
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The total liberalization of the world trade withtidles and clothing opened
the way to the imports from Asia as well as toititerest of the big companies for
the cheap workforce in these areas. The Asian fi{@tgnese, Indian) and the
companies from Turkey became powerful competitons both domestic and
foreign markets. China is the biggest player onEbeopean market. China is the
most competitive production base for the time being to an immense oversupply
of labor in the rural provinces and young educatedkers who make possible the
keeping of the wages at very low levels.

Material and method

We used for our investigations exploratory, desiugp and causal
research. In order to a closely identification $mme problems and the specific
ways to solve those it is been used exploratorgareh. To obtain information
about situation already existing on the markes téen used descriptive research.

We obtain primary and secondary data through:

= two personal (face to face) interviews based omtsjuestionnaires —

one for the demand and the other for the suppthe-jinformation we got

was neither sensitive, nor threatening; we useit,almambiguous, structured
and unstructured questions; for the clothing supydygot responses from

a representative group of 150 stores; for the tigtllemand we used for

identifying the representative sample STATGRAPHEKDS; for a standard

error of £0,03 the sample was 1068 Romanian people;

» statistical data and published studies;

The main goal of the first conducted study wasdentify the attitude of
the Romanian people regarding the acquisition othels. The questionnaire is
structured in two parts: the first one containsheiguestions which give us basic
information like:

e The main reason of buying clothes ;

*  The place where these clothes are bought;

* The appreciation of the importance of some aspebish determine

the acquisition;

»  The fashion genre preferred by the Romanians;

* The appreciation of the quality of the products enditt Romania,

China, Turkey, U.S.A. and E.U.;

»  The suggestions of the Romanian customers regattingnprovement

of the clothes made in Romania;

*  The average monthly amount spent on clothes;

*  The opinion of the Romanians regarding the recagnibf Romanian

brands at national level.

The second part of the questionnaire includes mmsstused for the
classification of the respondents:
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* The age of the respondents;

* The sex;

*  Their education;

*  Their occupation;

»  Their monthly average income;

The main goal of the second conducted study wasdémtify the
characteristics of the supply on clothes. The goes&ire is structured in two
parts: the first one contains questions which giwdasic information:

»  The clothing style for sale in Romanian stores;

*  The targeted market segment for stores;

»  The criteria on which the supply is established;

* The brands for sell in the store;

The made in country for the clothing offered folf;se

»  The appreciation of the clothes made in Romania;

»  The income of the target market segment;

»  Methods for pricing the products.

The second part of the questionnaire includes mmestfor the
classification of the respondents — in this casestbres:

= The type of the store: representing a Romanianyzerdor a foreign

company;

=  Monthly turnover of the store;

= Sjze of the store;

= The location of the store.

Results and discussions

Analyzing the respondents’ answers we could crdhge Romanian
clothing customer’s profile:

= Due to the fact that the clothes are strictly neapsproducts all the

people regularly become a customer. The percentaigdee women and

men buying clothes are almost equal. The custorfeera urban areas

spent more on clothes that the people from ruedsr

=  The majority of the Romanian customers of clothes & high-school

degree;

= The biggest segment of the population (40%) eatwdsn 400 and

1000 RON per month;

» For 57% of the Romanian costumers the need regdrésenmain

reason for buying clothes;

= Almost 70% of the costumers prefer specializedestdior buying

clothes;

= Only a very small percentage (4%) of the Romaniast@ners are

using the Internet or the catalogs as an alterm&tivbuying clothes;
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= It can be notice that the material from which aradm the clothes
represent the most important criteria in buyingislen for the Romanian
customers;

= The product design and price represent the secarst important
criteria in the decision of buying clothes;

» The Romanians are preferring the classical, cashbport clothes;

= The clothes made in the U.S.A. and European Unawe lan image of
best quality products;

= The Romanians consider the staff made in ChinaTamiley having
the lowest quality comparing to the medium qualitpthes made in
Romania;

= Most of the Romanians (36%) spend monthly betweA(® RON
for clothes;

=  The majority of the Romanian costumers spend 5RQN per month
for buying clothes and a half of the Romanian austie spend on clothes
less than 70.93 RON, and the others 50% spendiwgeralue;

= The opinion of the customers is that the notormftythe Romanian
brands is at a very low level;

Analyzing the respondents’ answers we could createimage of the

supply on clothes from the Romanian market:

106

= In most of the stores there are casual clothesdir

*» The elegant style is the second most sold typéothes;

= The clothes for women are present in almost allstioees, followed
by the clothes for men and children;

= The most important aspect used to establish thplgigpthe clothes’

brand;

=  68% of the stores are sealing their own brand/ls;and

* In most of the stores are sold clothes made in (#xgcepting

Romania), or made in Romanian factories

»  62% of the respondents consider that the cliente hagood or a very
good opinion regarding the clothes made in Romania;

= 46% from the stores consider that they are theetdny people with
big income;

= The price doesn't anymore differentiate the compdrgm the

competition;

» The frequently used method by the stores to estalthie prices for
their products, is taking into account the cosip4f the stores used it;

=  We found out that one third (33%) of the store®beglto a Romanian
manufacturer and the other two third (66 %) repreadoreign brand,

= The most of the companies (39%) have a monthlyolten under

100.000 RON;
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= A percentage of 17% of the stores declare that Hase a monthly
turnover over 300.000 RON;

=  The most of the stores (35%) have areas over®90 m

= A small percentage of the stores have an areaamtiaéin 30

= The actual tendency regarding the emplacementeftbres is that
the stores are placed in a mall or in a shoppimtece

Conclusions

The domestic market seems lost for the Romaniarpaaias in the face of
the Asian imports especially after the total lihieetion of the world trade with
textiles and clothing. There is no market in Roraanat this moment for the
domestic products. Too many products are manufedttivat the domestic market
cannot absorb. The specialists maintain that, ardes has a network of shops, one
cannot adapt the price of the products accordinthéomarket conditions, cannot
withdraw a product that does not sell; all in afie does not have many chances.

The Romanian companies must adapt their produdr,offiking into
account the costumers specific needs and wishesthenaharacteristics of the
competition. The most important suggestions madeusgomers to improve the
clothes produced in Romania are:

* To improve the design;

=  To have more models;

= Tofind all the measures;

= To adapt the products to the current fashion teciden

= To improve the quality of the row materials;

= To improve the quality of the execution.
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A EUROPEAN PERSPECTIVE OVER ROMANIA'S
ECONOMIC INTEGRATION IN THE EU

MELINDA PLESCAN ?!

ABSTRACT. The present economic climate is openly acknowlgé@geworsening in
all EU countries of the region, cooling further @entral and Eastern Europe.
Expectations for world trade in the close futurditate that on a worldwide scale
export and import volume will strongly decline chgithe following year. The
individual countries’ performances, both currentl garojected, are not uniform.
Countries such as Bulgaria and Romania, regist@reage negative trade balance
due to excessive consumer credits used for buyimmpited goods. Consumption
grew instead of the investments.

Keywords: global economy, Romania, economic integration

Introduction

In a world of trade restrictions, large countriegog economic benefits,
because political boundaries determine the sizheofarket. Under free trade and
global markets even relatively small cultural, lingjic or ethnic groups can benefit
from forming small, homogeneous political jurisdbets. The process of European
integration has raised high hopes for the East fi@ao countries, but it also put
economic, financial and social pressures on thefter Romania’s integration, both
hopes and pressures were utterly felt in a perntgneimnging economic climate.

Material and methods

According to the IMF Global Financial Stability @, parts of Eastern
Europe now face a continuing and growing risk ofilg a "hard landing" as the
global financial crisis continues to spread.

The Ifo World Economic Climate Ind&fell substantially in January 2009, for
countries all over the globe. The climate indicattands at 50.1 (1995=100) at its

1 Melinda Plgcan — Assist. Prof. at BapBolyai University, Faculty of Business Cluj Napoca,
melinda.plescan@tbs.ubbcluj.ro

2 World Economic and Financial Surveys, Global FiriahStability Report, 2009
http://www.imf.org/external/pubs/ft/gfsr/2009/0 1diex.htm

% The Ifo World Economic Survey (WES) assesses witllel economic trends by polling transnational as
well as national organizations worldwide about entreconomic developments in the respective
country. This allows for a rapid, up-to-date asses® of the economic situation prevailing around
the world. In January 2009, 1,035 economic experé® countries were polled.
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historically lowest level since introduction ofgtgurvey in the early 1980s. Compared
with the preceding survey results from October 28@8climate indicator fell by 10%.
The decline is exclusively the result of more uofable assessments of the
current economic situation. In the majority of ci@s, the present economic situation
is now assessed as “bad”. Although the economieatations for the next months
have not been further downgraded, they remainedlgleegative, on a global average.

ECONOMIC GROWTH AND IFO ECONOMIC CLIMATE
FOR THE WORLD

3 %% change lrem previeus year Index 1995=100 T
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70 b {left-hand scale) 4 a0
— [ World Economic Climate® 4 20
60 irighi-hand scale)

110
50 F

4.0 F
30 K
2.0

1.0

£2238E 3

.0
93 084 95 96 OF OB B8O 00 01 02 03 04 05 06 OF OB 09
*} Arithmetic mean of judpement of the present and expected economic gituntion.

Source: Ifo World Economic Survey, 2009
Fig. 1. World Economic Growth: 1993 — 2009 Evolution
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Fig. 2. Eastern Europe: Economic Evolution 1996-2009

Overall, the data confirm a global recession.
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European Exports and Imports Situation 2008
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Fig. 3. European Goods and Services Exports and Impdrat®in in 2008

Results and discussions

The economic climate cooled further in Central &astern Europe. The
assessments of the present economic situatiobdtlv the satisfactory level for
the first time since 2004. The economic climateseoed in all EU countries of the
region. According to IFOthe deterioration of the assessments of the presen
economic situation is particularly pronounced i tBaltic countries (Estonia,
Latvia and Lithuania) and in Hungary. Also in Paa®lovenia and Romania the
assessment of the present economic state slipged lige satisfactory level. In
contrast, the present economic situation is stdleased as satisfactory in Slovakia,
Bulgaria and the Czech Republic.

“ The Ifo Institute for Economic Research is a Mbrbased research institution. Ifo is an acronymfro
Information and Forschung (research). As one of@ay's largest economic think-tanks, it analyses
economic policy and is widely known for its montlfly Business Climate Index for Germany.
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Even more downbeat than the overall economic duthoe the expectations for
world trade in the close future. The vast majasitgxperts expect that on a worldwide
scale export and import volume will strongly deelturing the following year.

Effects of the global financial crisis - a creditiech, a decline in industrial
production and foreign trade - are now observetiénCentral and Eastern Europe,
the Southeast Europe and the countries more teasieas well.

The individual countries’ performances, both cutr@md projected, are not
uniform. Differences follow from country-specifiomditions. Several new EU
members have managed to strengthen the internbtonapetitiveness of their
corporate sector in recent years and attained aively high degree of trade
diversification. In other countries, mostly in Soe&st Europe, the corporate sector
has been severely strained on account of the prmealureal appreciation. This is
reflected in high current account deficits.

Romania's Exports and Imports Evolution: 1999-2008
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Source of data: Eurostat

Fig. 4. Romanian Goods and Services Exports and Impdrtat®n in 2008
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Bulgaria's Exports and Imports Evolution: 1999-2008
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Fig. 5. Bulgarian Goods and Services Exports and Impattstn in 2008

The bilateral trade between Bulgaria and Romarsaréached a record high in
2008, according to the National Statistical In$&tu

About 88% of the EU total gross domestic produdorgs to the EU old
member states, 9% - to the ten states that joimedloc in 2004, and only 3% to
Bulgaria and Romania. In spite of that, the sh&mire of the states is growing. Data
of the Vienna Institute for International Econorsitidies showed that the economic
growth in these countries in 2006 reached 6.5%n@aidtained a level of 5.4% in 2007,
which is almost twice higher than the growth indltfeer part of the EU.

The Vienna Institute for International Economic d&s said that foreign
trade in the last few years has been the majoonefas the economic growth in the
new member states. In 2007 there seemed to berngehan the one hand, there
was an upward trend in domestic consumption dubdgurchasing capacity and
the rising wages. On the other hand, the BulgaaiahRomanian households were
resorting more and more frequently to consumeritsedlotted by banks. They
spent the credits on products, most of which wexgorted.
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Romania's Balance of Trade and GDP Evolution: 1999-2008
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Source of Data: Eurostat
Fig. 6. Romania’s Balance of Trade and GDP Evolutidi999-2008

The trend is observed mostly in countries such @lgdBia and Romania,
which registered a huge negative trade balancet i$hvahy, any prognoses about
the economic development of the two countries arg xisky, according to Havlik .
Closed economies, such as the Romanian and Buigani@s, would better spend
the accumulated money on investments, not on copisom

In 2009, some countries in the region will expecena significant
slowdown in GDP growth: the Czech Republic, Polamdi Slovakia; Albania;
Kazakhstan and Russia. Other countries are expext&afer a significant drop in
GDP: Estonia, Hungary, Latvia and Lithuania; CraatWlacedonia and Turkey;
Bosnia and Herzegovina, Montenegro and Serbia dmditie. GDP may stagnate
or decline slightly in 2009 in the case of BulgaR@mania and Slovenia.

® GDP calculated using the production approach: GDPAG TP + D — SP, where: GDP =Gross
Domestic Product (Market prices); GVA = Gross Valdded; TP = Taxes on Products; D =
Import Duties; SP = Subsidies on Products
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Bulgaria's Balance of Trade and GDP Evolution: 1999 - 2008
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Fig. 7.Bulgaria’s Balance of Trade and GDP Evolution; 3-2908

Conclusions

The government deficit in Eastern Europe and SasthEurope countries
will probably increase in both 2009 and 2010. Tkenmeason will be a combination
of lower revenues and overextended expenditures.

Increasing net exports have the highest potentibbocoming the engine of
future growth; the balance of Central and Eastanrope and Southeast Europe
trade can improve only in the case of some partmemtries’ trade balance
deteriorating. The impact of the major devaluatiomsmd hence improved
competitiveness, might ultimately be the key comgrdrof demand that leads to an
upswing. In case of favorable international develept, the region’s economy
may start growing again in 2010 or 2611

% The Vienna Institute for International Economiad@es, March 2009
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THE ANALYSIS OF TOTAL LOSS REIMBURSEMENT
FOR VEHICLES’ INSURANCE

MARIUS GAVRILETEA *!

ABSTRACT. The purpose of this paper is to demonstrate howathey and
unpleasant for insured persons is the total logsemse of vehicles’ insurance.
Vehicle insurance is the most used insurance ptaduRomania. The insurance
contracts for this type of insurance enhance diffeaspects. These are referring
to the total losses and the way the insurance coynamburses it. We present in
the paper how this reimbursement evolve and whatla steps followed by the
insurance companies. The reimbursement differs fammnsurance company to
other. In order to prove the theoretical aspectspresent two different studies.
The most delicate and complex situation appeacage of a vehicle financed by
leasing. In the end, we conclude what the insureable should do in order to
decrease the negative aspects of a total loss.

Keywords: insurance, total loss, leasing, reimbursement

Introduction

The insurance market in Romania is increasing eyesay. This is due to the
following two factors: peoples' increasing awarsnesncerning the importance of
such an instrument, and the credit evaluated verghnn the last years (a prudential
principle in credit industry assumes that the foethasset has to be insured).

Among the insurance policies that recorded the dsghincrease is the
insurance for vehicles — facultative one, for ttaftl damages risks. In addition, the
losses appeared to this insurance policy are &ighest level in the insurance market.

Using the data from Insurance Supervision Commissi?007, the premium
for vehicles insurance represents 45.75% of thieeenon life insurance market. In
addition, the paid losses for this type of insueawvere of 54.63% of the entire amount
of the non life insurance market. If we judge thpsecents in absolutes figures, the
level of vehicle insurance premiums were of 2,689,816 Ron, and the level with
losses reimbursements were of 1,688,726,455 Roth Wisimple difference, we
observe that the surplus is of 931,132,761 Rothfoentire vehicle insurance market.

The increased level of losses is given especigllihb costs of the repairing
and the appearance of total losses.

1 Associated Professor Ph.D., Faculty of Businesse8&mlyai University Cluj Napoca, Romania,
mgavriletea@yahoo.com
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An insurance company declares the total loss imthment when the costs
of repairing the insured asset are higher thaninkered sum. In that case, the
insurance company will avoid to pay more for aretifisat its real value. It is very
important where the asset will be repaired, bec#usanarket shows us different
prices in different vehicle service.

If a vehicle is a new one and still has a warratiig, loss must be done at
the vehicle official service. There the costs aghér that in other vehicle’ service,
fact that in case of a severe loss may easily gémer total loss. Otherwise, if the
vehicle has no warranty the repairing may be danather vehicle services where
the costs are at a lower level.

Material and methods

In order to debate the desired problem we will thee definition of the
total loss and the insurance contract.

The insurance company declares the total loss @anmtbment when the
value of the repairing exceeds 75-80% from thergdigsum.

In this case, the reimbursement paid by the in@g&r@ompany is given by
the next formula:

R =75% * I.S. + wreck

R. - reimbursement

I.S. —insured sum

The wreck is represented by the damaged insuregtiobpd it remains in
the property of the insured person. This wreck geed continuously polemics
between insurance companies and the insured persons

- acategory of insured follow the principle: once ihsurance premium is

paid, they are entitle to receive the entire indge@m in case of total loss

- on the other part, the insurance companies follesvrtext principle:

there are a total loss with remaining, the wregkesent the cost of the

unaffected components

In many cases, in the moment of a total loss tearance companies use
the reimbursement previously mentioned. Howevee, plercent may record a
higher level of 90 — 95% from the insured sum (judaafter the loss’ severity).

The insured person may use the technical expeftise by a specialist in
order to see the percentage of destruction. Ingitistion, the wreck may have a
value of 5-10% from the insured sum, and the irgyverson is entitle to be
reimbursed with 95 — 90% from the insured sum.

Results and discussions

The practice in the insurance field is full of exdes about how profitable
are the business with this wrecks. The insuredopsrshat own vehicles of 3-8
years old, in the moment of a powerful accidenlidfeed by airbags opening) get
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very easy a total loss case. They get the reimimansefrom the insurance company.
Then they are selling the wreck to a third partye price from the wreck plus the
reimbursement will exceed in many cases the levahital insured sum, in this
case the insured person earn a higher sum thaedhealue of the vehicle.

In order to prevent the appearing of such situatisome insurance companies
in the moment a total loss is recorded introdueeviteck into an electronic auction.
After selling the wreck, the insured person witleive the insured sum:

- the value of the wreck is received from auctiomner
- the difference up to the insured sum is receivechfthe insurance company

Using auction system, insurance companies may ecdueirs’ cost of
reimbursements of total losses. This is happengugse there is an elimination of
a third party (the insured persons) from the wreslkng process.

We continue the analysis of the total loss reimdaments with a mention in
the insurance contracts — the insured companyreiittburse the insured event up to
the level of the insured sum, only if the insuredspn will pay the insurance premium.

In the moment of a total loss, the insurance pohidy be ended because
there is no insured object. The insurance is pat the hypothesis of paying the
insured sum and it checks if the insurance prenisuemtirely paid. In case that the
insurance policy is valid and there are unpaidalireents of premium, from the
reimbursement it will be deduced these amounts.

The reimbursement is equal to:
R=75% *I.S. + wreck — Up.l.
Up.l. — unpaid insurance installments

The case of total loss is more delicate in casevehicle finances by a leasing
contract. In that situation the vehicle belongghte leasing company, the financed
company only pay the insurance premiums, in casieeafotal loss the reimbursement
will be paid by the insurance company to the owsitie leasing company.

We pursue a study case for a vehicle bought byrngaschnique.

The new value of the vehicle is of 12.342 Europigod of the leasing contract
is 3 years, the initial payment of the client id#36.12 EURO (VAT included).

As it can be seen in the following simulation thanstant installment for
the leasing is of 224.98 Euro (VAT not includedgsvmonth. If we add VAT, the
installment is increasing monthly because VAT iplging only to the capital and
not for the interest.

For the financed vehicle, the client sign an insaeacontract for losses
and theft for 3 years, the insured sum is:

- 12,342 Euro in the first year of leasing

- 11,108 Euro in the second year of leasing

- 9,874 Euro in the third year of leasing
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Fig. 1—Leasing Installments’ Configuration — Euro

Total Total installment
Nr. Installment Capital Interest | installment VAT with VAT
1 131.63 93.35 224.98 25.0097 249.9897
2 133.61 91.37 224.98 25.3859 250.3659
3 135.61 89.37 224.98 25.7659 250.7459
4 137.65 87.33 224.98 26.1535 251.1335
5 139.71 85.27 224.98 26.5449 251.5249
6 141.81 83.17 224.98 26.9439 251.9239
7 143.94 81.04 224.98 27.3486 252.3286
8 146.09 78.89 224.98 27.7571 252.7371
9 148.29 76.69 224.98 28.1751 253.1551
10 150.51 74.47 224.98 28.5969 253.5769
11 152.77 72.21 224.98 29.0263 254.0063
12 155.06 69.92 224.98 29.4614 254.4414
13 157.39 67.59 224.98 29.9041 254.8841
14 159.75 65.23 224.98 30.3525 255.3325
15 162.14 62.84 224.98 30.8066 255.7866
16 164.57 60.41 224.98 31.2683 256.2483
17 167.04 57.94 224.98 31.7376 256.7176
18 169.55 55.43 224.98 32.2145 257.1945
19 172.09 52.89 224.98 32.6971 257.6771
20 174.67 50.31 224.98 33.1873 258.1673
21 177.29 47.69 224.98 33.6851 258.6651
22 179.95 45.03 224.98 34.1905 259.1705
23 182.65 42.33 224.98 34.7035 259.6835
24 185.39 39.59 224.98 35.2241 260.2041
25 188.17 36.81 224.98 35.7523 260.7323
26 190.99 33.99 224.98 36.2881 261.2681
27 193.86 31.12 224.98 36.8334 261.8134
28 196.77 28.21 224.98 37.3863 262.3663
29 199.72 25.26 224.98 37.9468 262.9268
30 202.72 22.26 224.98 38.5168 263.4968
31 205.76 19.22 224.98 39.0944 264.0744
32 208.84 16.14 224.98 39.6796 264.6596
33 211.97 13.01 224.98 40.2743 265.2543
34 215.15 9.83 224.98 40.8785 265.8585
35 218.38 6.6 224.98 41.4922 266.4722
36 221.51 3.47 224.98 42.0869 267.0669
6,223 1,876.28 8,099.28 1,182.87 9,281.65
Initial payment 4,148 788.12 4,936.12
Total 14,217.77
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We assume that in the second year of leasing, btérstallments paid the
vehicle is stolen (there is a total loss), the iaaae company will pay the insured
sum for the second year 11,108 Euro to the leasomgpany (the reimbursement
from the insurance contracts are ceded for theamse company).

The leasing company will retain from the sum reedifrom the insurance
company the entire unpaid client’ obligations:

- At the moment of the f5installment, the leasing company receiving

the insured sum consider this sum as a anticipeggdbursing of the

leasing contract

- The leasing company will retain only the capitadl AT for the next

installments (15-36 installments) — 4,985 Euro

Fig. 2— Determination of the capital retained by theilgg@sompany - Euro

Nr.

Installment Capital VAT Capital plus VAT
15 162.14 30.8066 192.9466
16 164.57 31.2683 195.8383
17 167.04 31.7376 198.7776
18 169.55 32.2145 201.7645
19 172.09 32.6971 204.7871
20 174.67 33.1873 207.8573
21 177.29 33.6851 210.9751
22 179.95 34.1905 214.1405
23 182.65 34.7035 217.3535
24 185.39 35.2241 220.6141
25 188.17 35.7523 223.9223
26 190.99 36.2881 227.2781
27 193.86 36.8334 230.6934
28 196.77 37.3863 234.1563
29 199.72 37.9468 237.6668
30 202.72 38.5168 241.2368
31 205.76 39.0944 244.8544
32 208.84 39.6796 248.5196
33 211.97 40.2743 252.2443
34 215.15 40.8785 256.0285
35 218.38 41.4922 259.8722
36 22151 42.0869 263.5969

TOTAL 4,189.18 795.9442 4,985.1242

In this situation the leasing contract has no faemhobject and the client
will receive a sum equal to the difference betweninsured sum and its leasing’
obligations:
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- 6,123 Euro = (11,108 Euro — 4,985 Euro), frons tinount there will be
deduced the insurance premium for the second yéasurance.

This is a very delicate situation for the finanadnt, because it paid
since the total loss occurred:

- 8,472 Euro = (4,936 Euro initial payment and 3,5360 the first 14
installments),

We conclude that because of the total loss thatcliecorded a deficit of
2,349 Euro (VAT included).

If the total loss is caused by an accident (andhbyota theft as in the
previous example) the reimbursement will deductwieck. This may remain in
the property of the client. So if we assume thatgércentage of the loss is of 80%,
the leasing company will be reimbursed from theuiaace company with 8,887
Euro plus the wreck. Using the previously exampédeduce 4,985 Euro and the
final amount received by the leasing’ contractor is

R. = 8,887 — 4,985 + wreck = 3,901 Euro + wreck

It is very important how the client will sell thereck. In this crisis period
of the financial sector, some insurance companegesal agree to be involved in
wrecks’ selling process. Therefore, it may be weifficult also for the client to
find a good price for the wreck.

Conclusions

From the above research there can be noticed tieine aspects for the
insurance company and for the insured persons.

If we judge only from the insurance company poihtiew, when it is in
case to pay the total loss, it wants to pay asdewit is possible. Therefore, the
auction is a very good option, because the highehe amount received by the
insured persons from the winner's part, the less the amount paid by the
insurance company. The insurance companies onky ttaimprove its mechanism
to sell the wrecks by auctions.

The client of the insurance companies does not t@venany options. In
the moment of buying a vehicle insurance policgytehould ask how it is settled a
total loss. In case they receive back the wrecky have difficulties in selling it
and this is not an advantage. On the other hande sdients do not want to be
involved in the selling process even if they cahagprofit.

If they financed the vehicle by leasing, they haweright on the insurance
contract. Therefore, the only option for the cliento take care not to be involved
into a total loss. This can be done by a safe mlyidnd supplementary measures
against theft of the car.
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PERSPECTIVES REGARDING THE TAXATION SYSTEM
IN ROMANIA

SORIN BERINDE!?

ABSTRACT. Regarding the perspectives for the accounting-taxatatio in
Romania, it was mentioned that they are accordintipé¢ international tendencies
regarding the disconnection. Taking into accourmhesmf the recent evolutions
(adopting the IV Directive of the European Econo@iemmunities) we can say
that the seeds that lead (at least theoreticalthenbeginning) to the possibility of
gradually opening the road towards an efficient caoting system, where
accountancy and taxation work independently frone @mother, exist. This
tendency becomes more certain if we take into demation Romanian's
opportunity to join the European Union. This eviemplies also joining the official
position of the Union, regarding the aknowledgemant utilization of the
international accounting norms, and at the same time desconnection between
accountancy and taxation

Keywords: disconnection, taxation, inflationary phenomenaeative accounting

I ntroduction

Some researchers describe the research activttyeimccounting field as
being in a close relation with the research agtiuit other fields. Even though
there are some people who disagree, we have tot dldatithese statements are
based on some well argumented ideas:

-the research activity in the accounting fieltbased to some extent on the
accounting theory, but to some other not in thetleaore meaningful extent, it is
also based on such sources as the theory chastictdd economy, finances,
psychology, sociology and to the organizationaldvébur;

-the research methods do not necessarily beloractountancy, being
borrowed from the natural and social sciences;field

-the instruments that belong to accountancy ase & some significant
extent borrowed or adapted from the organizatibehbviour literature, which has,
in some people’s opinion, a greater capacity torawp these instruments than
accountancy. The research activity for establisisioge theories and for verifying

1L ecturer, PhD, Faculty of Business, Babes-Bolyai Umsity, Cluj-Napoca, Romania,
sorin.berinde@tbs.ubbcluj.ro.
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the capacity of implementing them can be generatgsified according to the
reference point, in two large categories:

-deductive research (from theory to practice);

-inductive research (from practice to theory).

Material and methods

Regarding these aspects, we referred to the egesteh a connection
between the research typology and the accounttagation ratio. It is known that
the inductive research starts from practical factd ends with expressing theories.
This approach implies the analysis of the accognpiractice, of the way in which
a certain theoretical fact is reflected from ancaeding point of view, when the
norms are short or they lack. Therefore, on thisidyathe best solutions are
synthesized underlaying the evaluation of the nesoanting norms that will
influence the practice. A practical example of acgng inductivism mentioned
by the specialists is the accounting plan, itsiorieing the continental accounting
system, which implies its relation with the accaogtsystem connected to
taxation. It is a known fact that the preferentiateiver of the accounting
information is in this situation the state instibut Therefore we can underline that
there is a bondage relation between the accouitihgtivism and the connection
between accountancy and taxation.

The
The preferential
i The general connection receiver of
Accounting ¢ .
- o accounting between _
inductivism accounting
plan accountancy in :
and taxation ITDAMELLDT
(the state
institutions)

On the other hand, the deductive research imgtieehunciation of some
accounting theories that would have as a resulintippovement of the accounting
practice. The initial theoretical basis will be Wied afterwards every time when a
practical fact implies the implementing of the theemitted initially. Such an
example of implementing deductivism in accountaixyhe elaboration of the
accounting conceptual frame, with a high level efgrality. A conceptual frame
well elaborated is characteristic to the accounsiygtems of Anglo-Saxon origin,
disconnected from taxation. The preferential usdrthe accounting information
are in this case the investors and the creditors.
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Therefore we can emphasise that there is a bonedagon between the
accounting deductivism and the connection betweeaumtancy and taxation.

The
preferential
receivers of

. Disconnection the
Accounting Conceptual .
. — — of accountancy] — accounting
deductivism frame - . X
from taxation information
(investors
and
creditors)

Referring to these aspects, the content of thiemaprk will be based on a
deductive research, starting from theory to prac¢tiith some tendencies towards
inductive research which consist of some practiaak study elaborated in order to
verify the extent to which certain theoretical agfpe mentioned before, are
validated from a practical point of view. This typé research that consists in
combining the deductive tendency with the inductigadency is known by the
specialty literature as composite research.

From an utility point of view, the accounting rdsslat the boundary of two
disciplines: accountancy and taxation and it setkiesintrests of a large diversity
of users, among the most important are the invesdod the state institutions.
There is a great level of difficulty in setting the right balance between the two
categories mainly because the accounting and fiegpllations are continuously
changing. In order that a capital market shouldwev@n a close connection with
the economy, a dimension of the factors is to llerdened, in this case we refer to
the profit level that will reflect objectively thesult of the activity of the enterprise
from the point of view of the potential investoisterest, without neglecting its
utility for the taxing necessities of the state.

These details imply the necessity of a desconnedeadency between
accountancy and taxation, which will be a changetlie Romanian accounting
system that will be achieved in time, at least frarpractical point of view. From
this point of view we intended to emphasise somksrthat appear at this level,
from the perspective of:

— creative accountancy (an expression of the disctionebetween accountancy
and taxation). The risks consist in some less athtendencies of
artificially oversizing and undersizing the accangtand the tax profit
according to certain objectives. It was considdret these risks can be
controlled through a better activity of accountreglementation;
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— taxation (an expression of connecting accountaodaxation). The risks
consist of some tendencies of artificial diminighiof the accounting and
tax profit in order to achieve a tax economy towattte state institutions.
This phenomenon is against potential investorgregt that do not have
the possibility of seeing the efficiency of theidtt of an enterprise to its real
dimension. The risks can be diminished throughaegtiunting determining
of the size of the profit tax on the basis of theable profit determined on
the taxing principles and regulations, with mininmiluences on accountancy.
We consider that regardless of the size of theitpiat due at the end of
the financial period (superior or inferior), thecaonting profit has to reflect
the economical reality so that the investors cais@me correct information.

— inflationary phenomenowhich shows, even in the case of a reduced rate
of inflation, the risk of calculating and payingetltax on some artificial
fiscal profit with serious consequences for theemrise decapitalization
when the tax and dividends are paid.

The research method on which the study is basedeigieductive one,
starting from the fact that the theoretical aspemts initially presented, and
afterwards the way of practically implementing thelVe must focus, for
disconection, on the activity of large enterpriaed less on the activity of middle
size and small enterprises, (in the large ent&piiscan be taken into consideration
the disconnection between accountancy and taxasimme scepticism related to
the accounting creativity or the determination la¢ dimension of the artificial
profit, that comes more from inflation and lessnirthe growing of the activity
efficiency) because they reprezent a greater isitéoe a great number of investors
since they are quoted on the capital market.

Accountancy may be sometimes a privileged inforomasource for the
fiscal authorities, in this case the majority of fiscal obligations being established
based on the accounting data. ,Several attempte waide and are still made in
order to establish an arrangement relation betvammountancy and taxation to
determine which one has a greater impact on ther.offaking into consideration
the statements made by different Romanian suchst@até (2000) and foreign
authors, the following situations can be identified

— accountancy is influenced by taxation at diffeieteérvention levels;
— accountancy is independent of taxation (the twihein are disconnected);
— accountancy influences taxation.”

Looking back in time, the present-day state ofabeounting-taxation ratio
has been influenced in its development by a ldfaofors and, starting from this
point, there are many causes that explain the neaky countries have developed
in time different variations of the accountancyaxation relations. In order to
explain the causes that lead to different situatifithe national accounting practices
and of the accounting-taxation ratio, these factandd be classified according to
the following categories:
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economical and political system;

legally system;

the predominant financing system of companies;
the accounting profession;

the historical ruptures.

Results & discutions

Taking into account the things mentioned abovecare consider that the

disconnection between accountancy and taxatiornemlly assimilated in those
countries where:

the political system is a liberal democratic ores¢aiated with the capitalist
economic system);
the priority is that the third parties, the shatdbes and the financial
markets to be generally informed according to #adity, as a consequence
of a predominant positive attitude towards business
the accounting system is based on the unwritten Tve accounting
norm is the product of repeated and improved ire tpractice, unforced
on anybody by the state institutions and therefbeze is no question
about it not being accepted by practice, the ldbieing the one that
generates the norm;
there is a tendency towards the financing by resprto their own
capital growth;
the evolution of the accounting profession cantimerved in the increasing
of the members’ number, on the one hand, and onother in the
importance of its role in the accounting regulatpmocess. This thing
explains the priority on the normalization.

The connection between accountancy and taxatigengrally specific to

those countries where:

the political system is a egalitarian — authon&tbne (trends to co-exist
with an economic central planned system), or fittla less extent with a
liberal democratic one (associated with the econaapitalist system);
the priority consists of the reports sent to tisedl institution, which are
excessively cautious, as a precaution for creditdecountancy thus
seems to be more like a credit element betweemgrarand a basis for
tax estimation than as a information source forfitlencial market;

the accounting system is based on the statuteltathese cases there
can often appear rejection phenomena from prasititee the way in which
the accounting balances are presented being irtiakby taxation;

there is a predilection towards the financing bgotese to the constant
capitals growth (of debts).
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The evolution of the accounting profession is mabrgarly characterized
by the growth of the members’ number, on the onalhand on the other by the
increasing level of its involving in the accountirggulation process. The tendency
is, in this situation, to normalize the accountahgythe state. The perspectives of the
desconnection related to joining the European Uarenpromoted by the importance
of a favourable regular report that depends oriatkation level, such as:

Regular Country Taxation Accountan
Report Ke—e—=>  risk <——> level K—=> cy-taxation
ratio
Conclusions

The conclusion is that a disconnection ratio betwaecountancy and
taxation would be associated with a low level ofataon. The consequence is the
decreasing of the country risk and at the same @if@ourable Regular Report on
Romania. As regarding the actual typology of theoaating-taxation ratio in
Romania (connection) we consider that accountirfgrimation influenced by
taxation is not very credible as regarding the i@y to ensure the faithful image
and also the essential objective of accountancy.

Contextually the questions that can arise are: \dféulan independency
ratio between the two sciences be more appropriatéte idea of the accounting
principles being influenced by the fiscal principiethe other way around justified,
taking into account the fact that their essentlgkectives: the faithful image and
the maximization of budgetary income can be aff#2tédo what extent would
accountancy and taxation carry out their objectirefependently from one another?
And, finally, what is our opinion? Do we choose rection or disconnection?

We believe that the objectives of both sciences lwarachieved, their
principles being respected, but we cannot forgefalet that the information source
for both of them is accountancy. Therefore the ioettal disconnection between
accountancy and taxation is not completely achievaBut we can refer to an
interaction relation between accountancy and tamafthe beneficiars of the
disconnection between accountancy and taxationddMoelfirst of all the investors
and, second, the state itself. This hypothesisasiged by the following causality
relation described in the next diagram:
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The
The Invgstors’ incr_easing_of
disconnectio optimum thelrﬂt1rust in
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J that the
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provide them

I |

The
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State’s increasing The of the
enrichment Kem—= of <—— increasing Ko——= tendency of
. association
budgentary of profits and
e EE ) investment as
a disadvantage
for hoarding

Therefore the disconnection between accountancytadadion creates the
premises for a better apprising of the investorg donsequence of them disposing
of real accounting information, would be the insieg of their trust in the information
provided by the financial statements and the imaest, as a disadvantage for
saving. The increasing of the profits is assimilatethe increasing of investments and
at the same time to the increasing of the budge&sivings that refer generally to
taxes and especially to profit tax, this thing iegdo the state’s enrichment.

The perspectives of disconnection between accooyptamd taxation
reveal some disadvantages. Contextually the ris&s the creative accountancy
represents for an accountancy disconnected fromtitenx were mentioned, they
being materialized in some technics that haverasiat:

-the real financial administration of the accongtresult (increasing it);

-the increasing of its own capitals;

-the reducing of the debt rate.

The premises of using the accounting creativithries in the disconnected
accounting systems are ensured by:

-the determination of managers’ salaries taking atcount the dimension
of the accounting result. The consequences woulthéedopting of the creative
tricks that would lead to the increasing of thecarting result in order to increase
their own benefits. On the other hand there isnaddacy of increasing the losses
for crisis periods in order to better emphasizentiet possible profits.
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-the high level of interpretability and inconsistgrof laws;

-the pressure of certain users categories (espeiciaéstors);

-the evaluation of the imaterial investments is esomes difficult

The creative account technics with direct impacttioe dimension of the
accounting result are:

-the lease-back operations;

-selling-rebuying the investments titles;

-circular tranzactions with high price stocks;

-production assets without real utilization.

To conclude the matters discussed we can sayhthattounting result can be
influenced in the case of a taxation connected (dicreasing it). On the other hand,
the accounting result is subject to an increasgkgdue to the creative accountancy.

Under these circumstances, a question arises: Wfskhis better to be
assumed taking into account the dimension of teewtting result?

We believe that the accounting result should keepegqual distance
towards the risk of taxation decreasing and th& of accounting creativity
increasing. True information would be provided thisy both for the investors and
the state’s institutions.
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THE ANALYSIS OF THE ROMANIANS’ KNOWLEDGE ON
INFLATION PHENOMENON

VALENTIN TOADER *

ABSTRACT. The modern monetary policy approach sustains thateased
transparency and enhanced communication are essémtithe success of the
central banks decisions. The National Bank of Raenais conducting a
transparent monetary policy, releasing to societycomsiderable amount of
information. The problem is that the public does abways receive correct all
these information. The reasons for these inconwemy be multiple, but in this
paper we will focus firstly, on the transmissioranhels which may not be suitable
and secondly, on the receivers, which may not hlagecapacity to understand the
information. According to NBR, the inflation repsrtrepresent the main
communication tool with the public, so our goatasverify if they are fulfilling
their role or there are other information sourcdsictv are more appropriate.
Beside all the factors that influence the publipazty to understand the inflation
phenomenon, we will concentrate our analysis onirtigact of age, income and
education. The necessary data for our analysiseadieeted using a questionnaire.

Keywords: inflation, knowledge level of inflation, inflatioreports, transparency,
survey

Introduction

Nowadays credibility and transparency representsdornerstones of the
inflation targeting monetary policy. The centrahka that are using this monetary
policy release to society information about theinrtary policy decisions and
actions in order to achieve these two aspects. Muwane that, an inflation targeting
central bank has a responsibility to educate tHdip@about its monetary policy
and to encourage the society to understand andettdngolved in the policy-
making process (Bernanke, S.; Laubach, T.; Mishki8,; Posen, A., 2001).

The National Bank of Romania (NBR) is an inflatitargeting central
bank, reason why the communication process witiegobas an important role in
its monetary policy. The NBR's publications, alowmgh other communication
instruments, provide the general public, institasi@nd the domestic and external
business communities with information regarding thelicies and measures
adopted by the central bank in order to fulfilltissks (NBR web site).

! Universitatea BalyeBolyai Cluj Napoca, Facultatea de Business



VALENTIN TOADER

In our previous studies, we demonstrated that tB& Mhonetary policy
has a high level of transparency (Toader, V., 208&rting from this perspective,
the purpose of this paper is to verify if the imf@tion released by NBR is properly
received by society. To achieve our purpose, weewvéluate the society level of
knowledge on inflation phenomenon.

Methodology

The society’s knowledge regarding inflation in Raraa was studied
conducting a survey. During the time span March720Bebruary 2008 we applied
each month between 250 and 500 questionnaires>apgitely to the same persons
from Transylvania. The number of valid questionesiis variable due to the fact
that in the data collection process we used artreldc questionnaire. We choose
an electronic questionnaire because this methogvedl us to reduce the costs of
collection and processing information from a langenber of persons. The method
had also a disadvantage. We tried to apply thetiquesire to the same persons,
but we could not control the respondents’ willingsi¢o answer each month to our
questionnaire (only a part of them answered mopthiyspite of this inconvenience,
we consider the results obtained relevant.

In order to evaluate the knowledge on inflation amalyzed two aspects:
firstly, we demanded to the questioned persons mamy inflation reports they
studied in the last 12 months and secondly we askedh to estimate their
knowledge level on inflation.

The respondents opinions regarding their knowledgeinflation are
evaluated using a qualitative questigour knowledge level about the inflation
phenomenon in Romania is: very high / high / medium/ low / very low. The answers
were coded on a scale from 1 to 5, where 1 repiesevery low level of knowledge
on inflation, while 5 represents a very high legélknowledge on inflation. The
monthly values for the level of knowledge were gkdted using weighted average
of the received answers.

Results and discussions

According to NBR, the inflation reports represdw main communication tool
of NBR with society. Starting with 2005, NBR reudsthe structure and the frequency
of inflation reports (becoming a quarterly publioa). Beside the information
regarding the monetary and economic evolution hedrtonetary policy decisions, the
inflation report contains inflation forecasts faetnext eight quarters. The analyses
from the inflation reports are based on the la&istical information available.

In order to see if these publications reach thigieative, we were interested
to see how many inflation reports studied the pafah. Unfortunately, the results
obtained demonstrate that the inflation report:alorepresent the main information
tool on inflation for the society: during the steditime span, over 80% of the
interviewed persons have been studied at mostrdia¢ion report.
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Source: own calculations based on questionnaire
Fig. 1. —The number of inflation reports studied in the B&tmonths

We can easily see that in most of the cases dtadaalf of the questioned
persons did not study an inflation report. We cdessthat this aspect should worry
NBR about the way the society perceives the imdatieports. In spite of this
situation, we observed, also, a good evolution. iAlmaber of the persons that did
not read an inflation report decreased from 72."%arch 2007 to 46.5% in
January 2008. We suppose that this trend is thdtrestwo aspects. Firstly, the
questionnaire, being applied approximately to thmes persons, represented an
incentive for the interviewed persons to searchemnformation about inflation.
Secondly, the premises for inflation rise (AuguSeptember 2007) could represented
a good motivation to be better informed on inflatio

Observing that the inflation reports do not repnégbe main information
source for society, we wanted to find out which #rese sources. To realize this
objective we asked the respondents about theirmrdton sources on inflation. Te
results are presented in figure 2.

Analyzing the results obtained, we observe thantbgrity of answers refer
to the sources that do not suppose additionalteffor documen-tation: television and
press. These two sources have the advantage ehpnegvery briefly the information,
but, in most of the cases, have the disadvantageeeénting only the results without
additional explanation. We observe that very fevemas use the “official source” for
documentation, which is the web page of NBR (hexecan find the inflation reports).
This observation sustains our conclusion thatrifiation reports do not represent the
main information source on inflation.
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Source: own calculations based on questionnaire

Fig. 2.— Sources for information on inflation

Another interesting aspect is the fact that otheb\wages than the NBR
web page are used more frequently to find inforamagibout inflation. In our view
this is also the result of television and presschpublish on their web pages the
news headlines or even the news entirely.

Even if the number of the inflation reports studiedow, the interviewed
persons do not perceive their knowledge level fiation as being low: the values
obtained show that their knowledge level is litdever below medium.

In our analysis we studied the impact of age, etilutand income on the
knowledge level regarding inflation. Our main carstbn will be described
hereinafter.

Our first hypothesis is that the age of respondeassa direct influence on
their knowledge level on inflation, the younger qmrs being less informed than
the older persons. Using the descriptive analysiswe can see in figure 3), we
observe that, in most of the cases, the personsvi®) years old knows less about
NBR, its monetary policy and inflation. Also, aketkend of 2007 we observe their
information level ameliorating.

2
The X test demonstrated our hypothesis also, showirtgrt@ out of 12
analyzed months the null hypothesis (between ad&iaowledge level of inflation
we have no correlation) can be rejected with aidente degree of 90%. The
strength of correlation between these two variables identified using the
Kendall tau coefficient. The result showed us tlia¢ correlation between
respondents’ age and their knowledge on inflatsodiiect with low intensity.
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Fig. 3.— The knowledge on inflation distributed by age

Using the descriptive analysis we observed thakttweviedge differences
between the age categories were significant abéggnning of the analyzed time
span, while at the end these differences were moatler. We consider this
situation the result of the amplification of NBRnemunications actions in order to
explain its fail in achieving the inflation targetr 2007. In conclusion, even if the
strengths of correlation is lower, we consider that hypothesis was verified,
which means that, in standard conditions, as theope became older they tend to be
more interested to know about inflation and otlv@nemic phenomenon in general.

The second hypothesis is that the respondents'masoinfluence their
knowledge on inflation: the higher is the incomdaited the higher will be the
knowledge about inflation. We sustain that considethat the persons with lower
level of incomes are more preoccupied to increhse standard of living and do
not have the necessary time to be informed on ¢baanic aspects. On the other
side, the persons with higher incomes have eastarsa to information and tend to
be more informed on the economic aspects.

The descriptive analysis shows us that the peradgthsan income lower
than 400 RON have in most of the cases the lowdstmation level, while the
persons with an income over 1500 RON have in mbghe case the highest
information level on inflation (see figure 4).

As in the case of correlation between the age and/ledge level, we observe
that at the beginning of the analyzed time spardiffierences between the different
income categories were higher while, at the erdetlulifferences become much lower.
In consequence, we sustain, one more time, the tifett the increase of NBR
communication actions to demonstrate to societgatamitment to price stability and
to explain the fail in achieving its inflation tatgfor 2007 due to external and
uncontrollable factors (severe drought) focusectugety attention on inflation.
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2

The X test verified the existence of correlation betwkeowledge level
on inflation and income in 9 out of 12 studied nistthe null hypothesis being
rejected with a confidence degree of 95%. The @iom strength between these
variables (Kendall tau coefficient) determined aedi correlation with low
intensity, which means the persons with highermnes tend to be in general more
informed about inflation than other peoples.

The third hypothesis refers to the correlation lestv respondents’
education level and their knowledge about inflatibvie suppose that between
these variable we have a direct correlation, adriglucation level determining a
higher level of knowledge on inflation. We sustdirat inflation is a complex
phenomenon, its evolution being influenced by atitude of factors, reason why
its understanding necessitates a minimum levedatation. It is not enough that
NBR send information to society, it is essentia slociety to understand them.

Using the descriptive analysis we identified a clireorrelation between
the respondents’ education level and their knowdealyinflation. According to the
results obtained our hypothesis is verified durihg analyzed time span. As we
can see in figure 5, the level of knowledge oraitifin is the lowest for the persons
only with school, while the persons with facultydamaster have the highest level.

2
The X test verified our hypothesis, demonstrating theetation between
the respondents’ education level and their knowdeam inflation, the null
hypothesis being rejected in 4 out of 5 months waittonfidence degree of 99%.
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Fig. 5. — The knowledge on inflation distributed by ediaalevel

2
Even if the values obtained fd¢ were much higher that the reference
value, the strength of correlation is reduced. dnatusion, we consider that our
hypothesis was verified, that means, in most ofctiees, a higher education level
allow to society to better understand the evolutbimflation phenomenon.

Conclusions

In conclusion, the knowledge level on inflationRiwmania is low: most of
the questioned persons studied at most one obedbur inflation reports released
by NBR during the analyzed time span. More thah tha respondents’ information
level on inflation is influenced by:

e age: the younger persons are less informed

e income: the persons with higher incomes tend tmbee informed

e education level: the persons with higher educatéwel knows more
about inflation than others.

Due to these aspects regarding the society knowlexfg inflation, we
consider the NBR should divide its communicatioficas in two categories. On
the one side, the inflation report should be dddit#o specialists (the persons who
know well this field or their activity is related this field). On the other side, the
NBR should find a method to transmit less compleformation in order to
increase the society understanding of inflationngineenon and its impacts on the
economic life. We believe that television and prass appropriate for this action,
especially in times of economic disturbances winensbciety is more aware of the
necessity to be informed about the economic eaisti
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ANALYSISOF THE PORTFOLIO MANAGEMENT METHODS
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ABSTRACT. The research provides a selective overview ddtiexj models since
Markowitz model (1952) and synthesizes the acadereigearch to date.
Following, a comparison between 5 of these modélde made from the point of
view of their advantages/ disadvantages and limite last part of the research
will present the results that will be obtained afspplying the models on the
Romanian capital market and will also observe wid€lthe five models will be
more suitable for the Romanian market.

Keywords: portfolio management, portfolio models

I ntroduction

In recent years, a growing body of literature imtfmdio management has
devoted a great deal of attention for this subjétie theoretical foundation to
portfolio management was offered by Harry Markowatzthe beginning of the
1950s. The limitations of the original Markowitz de have stimulated the
occurrence of extended or modified models — twithefbest known (and criticized)
being the equilibrium models: CAPM (capital assetipg model) and APT
(arbitrage pricing theory). Alternative optimizationethods were also developed;
among them must be mentioned: the utility functmptimization, conditional
value-at-risk optimization, multiple benchmark kiag, scenario-based optimization,
robust statistical methods and the Bayesian methods

Material and methods

The research, in the first part, provides a selectiverview of existing
models since 1952 (Markowitz model) and synthesthesacademic research to
date. The second part refers to some of the madiedady presented and studies
them from the point of view of their advantage®adivantages and limits. In this
part is also presented a comparison of the fiftldeto (Markowitz, CAPM, APT,
Var and Monte Carlo simulation). The last part loé tresearch will present the
results that will be obtained after applying thedels on the Romanian capital
market and will also observe which of the five misdeill be more suitable for the
Romanian market.
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Discussions

In 1952, Harry M. Markowitz published an articletidad “Portfolio
Selection”. In this article, he developed the firgithematical model that specified
the volatility reduction that occurs in a portfolis a result of combining investments
with different patterns of return. The amazing thabout his accomplishment is
that he developed his thesis over a half centugy g before the advent of the
modern computer. His influence on the world of nmraditnance and investment
management has been so profound that he becamenlamthe father of modern
portfolio theory and was awarded the Nobel PrizeEiconomics in 1990.

Before modern portfolio theory, investment managgmeas a two
dimensional process focusing primarily on the \itifatand return characteristics
of individual securities. Markowitz’'s work resulteid the recognition of the
importance of the interrelationships among assassels and securities within
portfolios. Modern portfolio theory added a thirdhénsion to portfolio management
that evaluates an investment’s diversification affen a portfolio. Diversification
effect refers to the impact that the inclusion gfaaticular asset class or security
will have on the volatility and return charactddstof the overall portfolio.

Modern portfolio theory thus shifted the focus dfeation away from
individual securities toward a consideration of gogtfolio as a whole. The notion
of diversification had to be simultaneously recdesed. Optimal diversification
goes beyond the idea of simply using a number skdta in which to carry your
eggs. It also places major emphasis on finding détasthat are distinctly different
from one another. This is important because easkea unique pattern of returns
partially off sets the others, with the effect ofathing overall portfolio volatility.

An alternative view of risk has been derived froxteasive work in
portfolio theory and capital market theory by Maskiz, Sharpe, and others. These
prior works by Markowitz and Sharpe indicated thatestors should use an
external market measure of risk. Under a spec#itdof assumptions, all rational,
profit maximizing investors want to hold a complgtdiversified market portfolio
of risky assets, and they borrow or lend to arave risk level that is consistent
with their risk preferences. Markowitz showed ttie variance of the rate of return
was a meaningful measure of portfolio risk undeeasonable set of assumptions,
and he derived the formula for computing the vameaaof a portfolio. This portfolio
variance formula indicated the importance of diifgirsy your investments to
reduce the total risk of a portfolio but also shdwew to effectively diversify.

Following the development of portfolio theory by Mawitz, two major
theories have been put forth that derive a modethe valuation of risky assets.
One of these two models is the capital asset mrigimodel (CAPM). The
background on the CAPM is important at this pomthe book because the risk
measure implied by this model is a necessary ifgrubur subsequent discussion
on the valuation of risky assets. The presentatmmcerns capital market theory
and the capital asset pricing model that was deeel@lmost concurrently by three
individuals. Subsequently, an alternative multibacasset valuation model was
proposed, the arbitrage pricing theory (APT).
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Several authors have contributed to the CapitaleA$zricing Model
(CAPM). Sharpe (1963, 1964) is considered to befdherunner and received the
Nobel Prize in 1990. Treynor (1961) independentyeloped a model that was
quite similar to Sharpe’s. Finally, Mossin (196Bter (1965, 1969) and Black
(1972) made contributions a few years later.

This model is the first to introduce the notionrisk into the valuation of
assets. It evaluates the asset return in relamothé market return and the
sensitivity of the security to the market. It igthource of the first risk-adjusted
performance measures. Unlike the empirical market model, the CAPM is
based on a set of axioms and concepts that regtttedinancial theory.

The capital asset pricing model (CAPM), which im@del that indicates what,
should be the expected or required rates of raiarnisky assets. This transition is
important because it helps you to value an assetdyding an appropriate discount
rate to use in any valuation model. Alternativélyou have already estimated the rate
of return that you think you will earn on an invesnt, you can compare this
estimated rate of return to the required rate airreimplied by the CAPM and
determine whether the asset is undervalued, ovmdabr properly valued.

The latter was developed by Sharpe in order to Iffiymihe calculations
involved in the Markowitz model and thereby rendenore operational. The next
step in financial modeling was to study the infloerof the behavior of investors,
taken as a whole, on asset prices. What resultedawheory of asset valuation in
an equilibrium situation, drawing together risk agtlrn.

It provides a powerful description of the relatibipsbetween volatility and
expected return in an efficient capital market. ifghe case with most models,
simplifying assumptions are made to abstract tiseres of the relationship being
modeled.

Various extended models of the original CAPM hagerbdeveloped since
the mid-1960s, as well as other models concerndogrity pricing. For example,
Arbitrage Pricing Theory asserts that multiple ¢éast in addition to market
volatility, are involved in security pricing. TheAPM has been criticized on the
basis of its unrealistic assumptions and as notigiry a completely accurate
description of real-world security pricing. It netreeless remains a powerful model
that highlights the importance of diversificationdathe relationship between no
diversifiable volatility and security expected netst

In 1976, Ross proposed a model based on the peneofpvaluing assets
through arbitrage theory (Roll and Ross, 1980)sThodel, called the Arbitrage
Pricing Theory (APT) model, is based on less retstgé assumptions than the
CAPM. While the CAPM assumes that asset returnsarmally distributed, the
APT does not hypothesis on the nature of the Higion. The APT model does not
include any assumptions on individuals’ utility @fions either, but simply
assumes that individuals are risk averse. This Iffiogtion of the assumptions
allows the model to be validated empirically.
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The chief difference between the CAPM and the ABThat the latter
specifies several risk factors, thereby allowing domore expansive definition of
systematic investment risk than that implied byG#é>M’s single market portfolio.

The arbitrage pricing theory (APT) is an interegtiand powerful
alternative to the CAPM for forecasting expectetlines. The APT postulates a
multiple-factor model of excess returns.

The APT requires less stringent assumptions theuC#PM and produces
similar results. This makes it sound as if the ABTa dominant theory. The
difficulty is that the APT says that it is possiliteforecast expected stock returns
but it doesn't tell you how to do so. It has bealted the "arbitrary" pricing theory
for just this reason. The CAPM, in contrast, comvith a user's manual. The APT
states that each stock's expected excess retaigtéamined by the stock's factor
exposures. For each factor, there is a weightg@all factor forecast) such that the
stock's expected excess return is the sum ovéhalactors of the stock's factor
exposures times the factor forecasts.

Next to this is important also the study of otheo tmodels: Value-at-Risk
and Monte Carlo simulation.

While the term “Value at Risk” was not widely ugadbr to the mid 1990s,
the origins of the measure lay further back in tifilee mathematics that underlies
VaR was largely developed in the context of portfoheory by Harry Markowitz
and others, though their efforts were directed towa different end — devising
optimal portfolios for equity investors. In partiaty the focus on market risks and
the effects of the co-movements in these riskeangral to how VaR is computed.

In financial mathematics and financial risk managetnValue at Risk
(VaR) is a widely used measure of the risk of loss ospecific portfolio of
financial assets. For a given portfolio, probapifihd time horizon, VaR is defined
as a threshold value such that the probability thatmark-to-market loss on the
portfolio over the given time horizon exceeds thatue (assuming normal markets
and no trading in the portfolio) is the given prbitity level.

The definition of VaR is nonconstructive, it spéxsfa property VaR must
have, but not how to compute VaR. Moreover, theside scope for interpretation in
the definition.

Supporters of VaR-based risk management claim itiseé dnd possibly
greatest benefit of VaR is the improvement in systand modeling it forces on an
institution. In 1997, Philippe Jorion wrot&he greatest benefit of VAR lies in the
imposition of a structured methodology for critigahinking about risk. Institutions
that go through the process of computing their V&R forced to confront their
exposure to financial risks and to set up a projs&rmanagement function. Thus
the process of getting to VAR may be as importartha number itself”.

There are three basic approaches that are useamhpute Value at Risk,
though there are numerous variations within eagirageth. The measure can be
computed analytically by making assumptions abetutrn distributions for market
risks, and by using the variances in and covariaoeoss these risks. It can also
be estimated by running hypothetical portfoliosotlgh historical data or from
Monte Carlo simulations.
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The first two steps in a Monte Carlo simulationnmirthe first two steps in
the Variance-covariance method where we identiéyrtfarkets risks that affect the
asset or assets in a portfolio and convert indalidassets into positions in
standardized instruments. It is in the third stegt the differences emerge. Rather
than compute the variances and covariances adresadrket risk factors, we take
the simulation route, where we specify probabitiigtributions for each of the
market risk factors and specify how these marlsitfidactors move together.

Monte Carlo methods are a class of computational algorithms that osly
repeated random sampling to compute their reddivsite Carlo methods are often
used when simulating physical and mathematicaksyst Because of their reliance
on repeated computation and random or pseudo-ramdonbers, Monte Carlo
methods are most suited to calculation by a compiente Carlo methods tend
to be used when it is unfeasible or impossibledmmute an exact result with a
deterministic algorithm.

Monte Carlo methods are useful for modeling phemameith significant
uncertainty in inputs, such as the calculatiorighf in business. It is a widely successful
method in risk analysis when compared to altereatiethods or human intuition.

The name "Monte Carlo" was popularized by physesearchers Stanislaw
Ulam, Enrico Fermi, John von Neumann, and Nich&asropolis, among others;
the name is a reference to the Monte Carlo Casinddanaco where Ulam's uncle
would borrow money to gamble. The use of randomaesithe repetitive nature
of the process are analogous to the activities wcted at a casino.

Random methods of computation and experimentagjenefally considered
forms of stochastic simulation) can be arguablgddaback to the earliest pioneers
of probability theory, but are more specificallyaded to the pre-electronic
computing era. The general difference usually desdrabout a Monte Carlo form
of simulation is that it systematically "invert$iettypical mode of simulation, treating
deterministic problems by first finding a probadtiic analog. Previous methods of
simulation and statistical sampling generally did bpposite: using simulation to
test a previously understood deterministic problEénaugh examples of an "inverted"
approach do exist historically, they were not cdestd a general method until the
popularity of the Monte Carlo method spread.

Conclusions

Thus, Markowitz’s optimization model turns out ® |particularly appropriate
for handling the problem of asset allocation, beeaiine number of asset classes is
limited. The number of calculations to be carried thus becomes reasonable. The
input data are the means and the variances, estinfiat each asset class, and the
correlations between the asset classes. The mamétigs the optimal percentage to
assign to each asset class to obtain the beshretura given level of risk. This
optimization can be produced by defining the cemsts linked to the manager's
investment style: for example, holding a minimalpeatage of stocks in the portfolio.
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The capital asset pricing model (CAPM), althoughcmumaligned,
remains as perhaps the most popular tool for giyardi and measuring risk for
equities in academic circles and in the investnieahiistry in the USA, but is less
popular with the UK investment community. The maitraction of the CAPM is the
simplicity of its predictions. However, according detractors of the model, the
simplicity is achieved at the expense of a realiggw of how financial markets work.

The APT describes the mechanism of arbitrage wiyenelestors will
bring an asset which is mispriced, according toAR& model, back into line with
its expected price. APT thus assumes "arbitragexjrectations” - that arbitrage by
investors will bring asset prices back into linehnihe returns expected by the
model portfolio theory. The APT along with the dapiasset pricing model
(CAPM) is one of two influential theories on aspédting. The APT differs from
the CAPM in that it is less restrictive in its asgtions. It allows for an
explanatory (as opposed to statistical) model séaseturns. It assumes that each
investor will hold a unique portfolio with its owparticular array of betas, as
opposed to the identical "market portfolio”. In smways, the CAPM can be
considered a "special case" of the APT.

The APT along with the capital asset pricing mgq@APM) is one of two
influential theories on asset pricing. The APT @liff from the CAPM in that it is
less restrictive in its assumptions. It allows #or explanatory (as opposed to
statistical) model of asset returns. It assumetsdheh investor will hold a unique
portfolio with its own particular array of betas, @pposed to the identical "market
portfolio”. In some ways, the CAPM can be consideréspecial case" of the APT.

Value at Risk is a technique used to estimate thbagbility of portfolio
losses based on the statistical analysis of hestbprice trends and volatilities and
it measures the potential loss in value of a rigkget or portfolio over a defined
period for a given confidence interval.

Var can also be estimated by running hypotheticaitfglios through
historical data or from Monte Carlo simulations.

Monte Carlo simulation is named after the city iroco, where the
primary attractions are casinos that have gamehafice. Gambling games, like
roulette, dice, and slot machines, exhibit randemavior.

Monte Carlo simulation represents a problem solvimghnique used to
approximate the probability of certain outcomesrbgning multiple trial runs,
called simulations, using random variables. Its @oeomes from the freedom you
have to pick alternate distributions for the valésb In addition, you can bring in
subjective judgments to modify these distributions.
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AGRICULTURAL DIRECT MARKETING AND RURAL
DEVELOPMENT
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ABSTRACT. Agricultural direct marketing implies the selling agricultural,
mainly horticultural products directly to the pubgither through on-farm markets
(farm-shops), community-based farmers’ marketspost, electronic mail and
internet web order. These types of distributionnecieds can supply customers with
fresh, ripen and healthy produce without the phatsiand social costs of
transportation. In our view direct marketing alasaot competitive enough, as it
should combine innovation with the complexity of Itifunctional agriculture,
rural development and countryside management. Vhergies from decreasing
local unemployment, entertainment and rural edanafiedutainment) of city
dwellers, local craft products, organic productigrick-your-own (PYO) and
agritourism can balance out the above mentionedddantages. The important
barriers are the increasing rural traffic, a certalegree of environmental
contamination and the limitation of the role of f@ssional marketers and dealers.
Direct marketing deserves state subsidies in thepnary phase of implementation.

Keywords: direct marketing, rural development, agricultysedducts

A few decades ago it was only natural for a fartnemeet the consumers
of his products, thus having the possibility to genet his establishment and
determine directly the customers’ needs. But, dheecommerce started to develop,
the producer moved away more and more from themetand the intermediaries
in between (distribution chain) took a share of phafit. Through this research and
development paper we want to bring our contributmrthe direct marketing (no
intermediaries) of the goods offered by Romaniama{f producers and those in
the Carpathian Curve. We will reach our goal byspreing state-of-the-art direct
marketing methods and international experiencesiting out the legal basis and
developing an IT data base as a support elemesst.Idrig term purpose of this
program that expands over a number of years isstabksh a national direct
marketing network and to support it through onkamel printed updated catalogues,
online, printed or personal advice, distance leayniegular training and retraining
for agriculturalists and their managers (througé Rural, Etnocultural and Eco-
balneary Association in Bicfalau, Covasna district)

! Lecturer PhDBabe-Bolyai University Cluj-Napoca, Faculty of Econosiand Business Administration,
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2 prof. PhD, BaheBolyai University Cluj-Napoca, Faculty of Business,
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Although direct marketing (zero-level channel) imapl all direct selling
methods where the producer and the customer nreetlgion the market we would
like to point out certain aspects. For the momdirect marketing conducted by
farmers and agriculturalists does not involve tedgping or a large number of
flyers in mailboxes nor does it involve visits fragales agents. Direct marketing
for agricultural produce implies the following:

« The sale takes place in the producer's yard, onstheet, at a nearby
marketplace or in a store;

* Marketplaces and stores are organized by produasssciations;

* Regular home delivery in case of subscription azas®nal delivery in
case of catalogue order;

« Home delivery or delivery to a given address ineca$ mail, e-mail,
internet, telephone or fax order;

« Direct supply for large restaurants, butteries aratering services
providers;

< Direct delivery for charity associations (espegiafi crisis situations).

According to the definition of zero-level channdghe pick-your-own
movements also considered direct marketing, but thisuishsa specific type that
we will discuss it only in the connex phenomena pérour paper as we do not
wish to create confusion.

The direct sale of folk art products or handcraffgdducts made by
peasants or services which can only be offerecttiijre- such as agritoursim - is
also considered direct marketing. Neverthelessh sactivities do not imply
agricultural products. It is however possible tassify them as products or the
multifunctional agricultural economy. According toless compelling definition,
another form of direct marketing, or at least g s$tego this direction, implies the
shortening of marketing channels and removal ofagerintermediary levels. In
respect to home delivery we consider only diredivdey by the producer as direct
marketing. We will refer to shorter channels thatrbt involve retailers or home
delivery as home shopping, as it is presented below

Main advantages of direct marketing:
* Elimination of expenses and profits connected ttermediation
(distribution channels);
* Quick selling of fresh, healthy products (mainlygetables, fruits and
eggs);
e Trust, quick response, self regulation of the fetatconsumer-
producer.
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Direct marketing and home shopping of agricultyraducts

Agricultural producers

A
A\ 4
Wholesalers
\ 4
Direct Retailers
Marketing
Home shopping
\ 4 \ 4 \ 4 \ 4
Consumers

The main cause that triggers producers to implerdeett marketing is
related to price reduction policy. This refers tice@ competition, slow growth in
selling prices for agricultural goods, which does take into account inflation, or
even price deduction caused by tight competitiooweler, even if the prices are
as low as they presently are it is still difficédr producers to sell their goods in
supermarkets. As a result they have to find alter@aolutions.

The quality of the product and the relationshipwastn the producer and
the customer represent the main advantage. Qusliyt assured by norms or ISO
standards but by the person as the producer becamescquaintance of the
customer which in many cases is more valuable tharbest documentation. The
social gain consists of the possibility to elimmabst reduction based agriculture
which in its turn reduces the quality of the praguspecific to this sector of
activity with many small producers and customers.

The main idea of this research is that direct ntargein itself does not
offer enough advantages to farmers. This is beagusmtil now direct marketing has
been more of an induced solution, one of the mdaneverpass commercial
dependence. If we combine the techniques of dgelting with the methods and
purposes of rural and regional development knowwutfhout Europe, the synergistic
effect offers competency to direct marketing.

Hereinafter are the factors that must be combined:
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Labor market

* Increase the number of rural workplaces, the stahofliving, the market
and the purchase power;

e Bring forward local products, enlarge productitre production of fresh,
new goods;

» Bio production, ecological agriculture, integratetl sustainable agricultural
production;

e Local industry, handcrafted products, special Icealices;

« Create workplaces for women, elderly, youngstearnd, @her minorities in
the countryside;

¢ Connect the organization of farms and householisséhold economy;

e Create workplaces for physically and mentally avadled people;

« Pick-your-own movement, farm visits, technologygenatation;

« Maintain small countryside farms, compensate theaemnomic scale.

Rural lifestyle

« Develop infrastructure, water, electricity, plumjingoads, rail roads,
telephone/fax, ISDN;

* Education and entertainment for urban inhabitaggpecially children, in
the countryside (edutainment);

* Reduce the differences between rural and urbamedaenderstanding by
better knowledge;

* Agrituorism, rural boarding houses, green tourisature protection;

* Rural exhibitions, farm-shows, conferences, rediomevelopment
manifestations;

* Research, conservation and maintenance of therallteritage, folk art;

* Telematics, computer science, intelligent regionlime offers, and web sites.

This means that direct marketing must be integretteke line and practice
of multifunctional agriculture, regional and rucaimplex development.

If the synergetic effects are not strong enough thar starters it is
necessary for the state to offer subsidies, matassistance. In Austria, Germany
and USA direct marketing is supported by the staie regional organizations. In
Washington there are exhibitions for farmers orgeahi outside, in front of
ministries. Thoughtful knowledge of the detailsloése programs would help us in
the European integration process.

Direct marketing can also lead to disadvantageb asc limitation in the
number of traders and decease in their markety@mwiental pollution as a result
of increased rural traffic. But these disadvantaggs be controlled so that they
become minor in comparison to the advantages.
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This research aims to create possibilities for R@manian producers
through the development of methods, innovative tdiimm within the country of
origin, scientific analysis, practical presentatmfrthese possibilities, organization
of a computerized data base, and experience exehbaged on the following
models:ENESD, EU DG VI., and EU LEADER OF THE European Parliament,
OECD, USDA, and the German mod€IMA. The term Carpathian Curve Region
is not just a fashionable artifice within this pram, but a real objective in order
for the results to be capitalized in other regiohthe country.

The practical part of this research consists ofl@ishing aregional
development strategppropriate for the agrarian regions that haverigbehind or
are unbecoming. This strategy is akin to the Eumnpénion’s programs such as:
LEADER (Liaison Entre Action de Développment de I'EconenfRurale) and
ENESD (European Network of Experiences in Sustainable eldgment). An
experimental project (or a pilot project) comprisE® regions in the Covasna
district (area: 205.2 km?, population: 10.452, dyn%.87 inhabitants/km?) where
we started the implementation of ten different @ctg which focus on village
embellishment, fruit trees implantation, folk arngelling, intelligent region
projection, direct marketing and developing a dhatse for local products. According
to the LEADER models, we consider that it is important for thevelopment
concepts to be innovative, applicable in otheramgjiand internationally assessable.
Our research group wishes to create the theoredicdl practical bases for the
development of these projects, among others byngakin, elaborating and
adapting the informational base of the Europeamgnama LEADER (European
Rural Development Network and LEADER European Olagery).

Conclusions

Through this research and development paper we wwamtntribute to the
direct selling, with no resort to the intermediapmmerce, of the goods offered by
Romanian (small) producers and those in the Cagpatburve by presenting state-
of-the-art direct marketing techniques. This resle@ims to create possibilities for
the Romanian producers through the development ethods, innovative
adaptation within the country of origin, scientifioalysis, practical presentation of
these possibilities, organization of a computerizida base, and experience
exchange based on the following models: ENESD, EWJ\D., and EU LEADER
OF THE European Parliament, OECD, USDA, and thentaer model CMA.
Despite its numerous advantages, direct marketamgat spread on its own. This
is the reason why direct marketing must be combimi¢ldl the elements of regional
and rural development. After incipient state suiesidthe favorable, complex
synergetic effects can trigger the sustainabilitthe system.
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AN ENCYCLOPEDIA OF SOFTWARE RESOURCES - A POSSIBLE
AND REALISTIC PROJECT?

LICINIU A. KOVACS *

ABSTRACT. Personally, | strongly believe that it is veryfidifilt to imagine today’s
civilized world without computers and Informatioedhnology. Within a relative short
period of time, computing has been implemented linthe possible domains of
activity. Technology has developed rapidly andrtbgons of information society and
knowledge-based society have become familiar. Irviewy, there is no doubt that the
humanity’s future goals cannot be accomplishedowitfa solid understanding of how
to use a computer properly and of the art of coerugage. In this sense, all of us who
aim to be well informed and productive need to ustdad not only a limited number
of specific software applications to work with, lalgo to have the possibility to access
valuable information about software packages dfiatls. Starting from the definition
of an encyclopedia as “A book, or set of bookdigital version of such, containing
authoritative information about a variety of topfcsn this paper | will try to show that
this Encyclopedia of Software Resources which lisage will be a collection of
information related to all possible software amdlans, very useful for students, for
developing specific lessons/courses, for the reee@mmunity, the industry, and the
general public.

Keywords: knowledge-based society, computer-based trairsiofjware resources,
software classification.

Introduction

The Internet and a great number of dedicated cenées, events, and
summits offer a huge amount of papers about infaomasociety and knowledge-
based society. | will herein mention just two aspec

1. “What do we mean by an “information society”? Weamene in which
human capacity is expanded, built up, nourished ldredated, by giving people
access to the tools and technologies they neel,thdt education and training to
use them effectively. The hurdle here is more alitthan financial. The costs of
connectivity, computers and mobile telephones @brbught down. These assets
— bridges to a better life — can be made universifordable and accessible. We
must summon the will to do it.

1 Faculty of Business, Bal®olyai University, 7 Horea Street, 400174 Cluj-NapoRomania,
www. liciniu.ro
2 http://faculty.valencia.cc.fl.us/jdelisle/lis20@ddssary.htm
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The information society also depends on networke [fiternet is the result
of, and indeed functions as, a unique and grandhmmiation. If its benefits are to
spread around the world, we must promote the sawmopecative spirit among
governments, the private sector, civil society smernational organizations:™

2. “Citizenship and governance must evolve with a vigwincreasing
globalization, European integration and Union eggament and the emergence of
new forms of cultural identity and social dialog8gecifically, the Union will support:

— transnational comparative studies and researclh@ncbordinated development
of statistics and qualitative and quantitative qadors;

— interdisciplinary research to support the poli@éMember States;

— the creation and Europe - wide use of researcla-stiuctures and data and
knowledge based.”

Thus, from our observation of the development pses and from our
day-to-day activity, the above remarks and therinftion found on the Internet,
we can come to the conclusion that, in the nearrdutwe will need a specific
interdisciplinary product, based on collaborativel @omparative studies and with
accessibility via networks around the world. Thisduct is to be a large multimedia,
hypermedia or even a virtual reality software paekdt will be based on quality
computer programming and will be “consulted” thrbugniversal viewers, e.g.
browsers under any operating system. Today's irdbaom technology with all its
ingredients makes all this possible. This produacéie might be An Encyclopedia
of Software Resources.

Material and method

If we do research on the Internet, we can find nltéhat can sustain the
idea of an Encyclopedia of Software Resourceshénfollowing, | will mention
only three of them, but | am absolutely sure tha can find many other examples
in libraries, databases and on the Internet.

The first material id.inux Software Encyclopediaby Steven K. Baum,
Texas A&M University. It seems that it was last updated on March 812B@ing
very close to the idea of an Encyclopedia of SaféwResources, some pages of
this site contain:

— Programming Texts and Tutorials — a list of freely available documents
(i.e. tutorials, books, guides, reference manuedts) for learning how to program
in various languages as well as about various Lantk UNIX related topiés

3 Statement by H.E. Mr. Kofi Annan, Secretary-Gehefahe United Nations, World summit on the
information society, Tunis, 16 November 2005.
Source: http://www.itu.int/wsis/tunis/statementgsiio-un-opening/1.html

4 Citizens and governance in a knowledge-based gociet
Source http://ec.europa.eu/research/fp6/index_en

® http://stommel.tamu.edu/~baum/linuxlist/linuxlistixlist. html

® http://stommel.tamu.edu/~baum/programming.htmi
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- Software Metasites— a list with available software for specific apption
areas like Astronomical Software and DocumentatBiological Software and
Databases, Chemical Informatics, CodEc for Econsnamd Econometrics,
International Cryptography, Fuzzy Logic and Neurafu Software, Linear Algebra
Software, Machine Learning Resources, OperatingteBys Projects, Pattern
Recognition and Image Processing, Seismologicatw@oé Library, Software
Engineering Resources and many more

The second material is tl@mputer User High-Tech Dictionary. Without
going into detail, | will mention only that the tienary is limited to explaining
different specific IT&C terminology.

The third material, which may be a future competiaban Encyclopedia
of Software Resources,Wikipedia — The Free Encyclopedia.

Results and discussion

The market offers a wide selection of more and mistegrated software
packages. A possible classification of well knovaitware resources, available
around year 2000, with some of their correspongioglucts is shown in [1].

| stress that the list (completed with tables tattain comparative data)
was “valid” for the year 2000. Since then, therevehdeen great advances in
computer science, with Microsoft still remaining tof the software market. Thus, Sun
Microsystems has spent a lot of energy and millingollars on the development
of Solaris operating system, Linux and Linux-reflateagazines have become easily
accessible, OpenOffice.org 2.0, Star Office 8.0 mrahy more complex software
resources are available to the users.

Starting from the possible classification of softeveesources presented in
my tutorial written in Romanian for Romanian stutdenand taking into
consideration the introduction and the related malte we can conclude as shown
in the ensuing section.

The idea

+ refine the above classification;

* make an inventory of all the types of software &xgson the market;

« elaborate a material dedicated entirely to softwaseurces, such as Home
Edition, Enterprise Edition, Professional Editiets.;

e organize the entire material into a classical dedtenic dictionary with
cross-references among keywords;

* give examples of screen captures, photos, graguasds, and digital video
for the software resources found and place thenoren or more (HD)-
DVDs, Blue Ray or holographic storage media;

7 http://stommel.tamu.edu/~baum/linuxlist/linuxlizate5.html
8it is believed that the amount exceeds 500 milibdollars
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provide tutorials — comparative approach aboutdfsictions explained
in common, natural language;

place the whole material and the examples in usitelintranets and
libraries so that all members of the community eacess them at any
time; part of it may even become an open source;

provide the electronic version with a complex logadrch engine;

if developed for the intranet/Internet, introdube following types of pages:
Home page, Index pages, Content pages, Study @agkEyaluation pages;
provide ways to complete the material with newdsga kind of Wikipedia);
publish the book and the high-capacity storage anadiThe Encyclopedia
of Software Resources.

Motivations

As far as we know, there is no dedicated materialtlee market in
encyclopedia format;

A dictionary of software packages, even illustratedi/or provided with
animations is not sufficient;

A tutorial covers usually only one software resegrc

The comparative approach generates competitiorhersoftware market
which is highly desirable from the end-user pointiew;

The IT&C and the software industry is too importfortall of us and thus
is to be avoided the monopoly stage in this segctors

It is a strong necessity to build a place wheranget (ideally) all the
software applications.

Target “market”

This reference resource can be used primarily teeldp specific

lessons/courses in education units like univessitieolleges, and high
schools — in this sense, we can mention that tieereo course entirely
dedicated to software resources;

The Encyclopedia of Software Resources will be wistfr the research
community;

The Encyclopedia of Software Resources will be ulskfr the medical

community, the industry, etc.;

The Encyclopedia of Software Resources will alsageful to the general
public, as it can help the potential (end)-usemeunstand what information
and knowledge-based society means.
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Objectives

e To help (end)-users understand clearly what spesifitware packages are
good for;

e To provide a reference source that explains whabeadone with a certain
software package;

* To integrate knowledge of software resources ineithgcation system and
in the society.

Means and techniques

« The entire material or just some specific sectioh& can be organized
according to CBT standards as multimedia, hyperanediirtual reality.

* The project structure is to be debated and desitpyed (large) team of
professors, engineers, specialists, and softwateisers.

* The software resources might be structured accgrdirsomething similar
to Universal Decimal Classification (U.D.C.). Inighsense, a particular
software resource can be easily correlated toghresponding domain.

Navigational structure

* This suggested Encyclopedia of Software Resourdghtrbe based on a
complex composite navigational structure used iftimadia applications
described by T. Vaughan.

Research

After collecting and organizing the material, fusthresearch will be done
to determine the optimum quantity of multimedia floe printed version and high-
capacity storage media’s content in order to elaseperation of finding a certain
software resource and have a maximum transferfefmration toward the students
and/or other users.
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Conclusions

If we start from the title of this paperAf Encyclopedia of Software
Resources — A Possible and Realistic Projedtie only possible answer Y&ES!

Acknowledgment — | am grateful to Ms. Emilia Placintar for revigithis paper.
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INTERNET USERS- STATISTICAL PICTURE, COMPARISONS
AND TRENDS

MIHAELA TUTUNEA*!

ABSTRACT. The widening of the digital medium into all the bches of human
activity raised a challenge for marketing onlingpests. We know all that in
cyberspace consumers from two different world, nd affine meet. Consequently
the cyber marketer should know very well the peofihd preferences of the cyber
consumers in order to generate coping efficiemeispecific for the new medium.

Keywords: Internet, digital environment, cyber consumeyhier marketing

I ntroduction

What does Internet mean and how much of this cemoepns globalization?
It is possible that we never fully understand tbhat, we can know with a reasonably
error marge, how many people are online at a gmement and also the evolution
of Internet users in time.

Why is so important to answer that question ? Sinaay years we observe
the developing of the digital market as a broadgwhthe traditional one, offline.
In that way, it is very important for everybody aived in the grow and utilization
of the digital environment business, e-marketerd hrernet entrepreneurs, to
know who are the consumers on this market, to whoentargeted their actions.
For that we consideretd display an image of this main leg of the onlmarket,
the cyber consumers. For any one who entered lirganfinite digital world, the
most natural question to come to the mind and ¢& §&r an answer is: Who is the
people who are accessing the Internet?

We began to look too, for an answer to that seemsigiple question, but
a problem arised when we found many statistics amatugh complete and not
enough accurate, so that we needed to analyzeissettin deep in order to obtain
an image as complete as possible of what we calilé cyber-world.

Internet and I nternet users

There are many companies specialized in onlinearebes, but most of
them sell the reports at considerable prices. Scaneentrated merely on some
statistics based on percentage rate of penetrafidime Internet in relation of the

! Lecturer, Faculty of Business, “BabBolyai” University of Cluj-Napoca, Romania
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population of the countries involved, as it seemad that it is very indicative and
useful to obtain from it an image of the world oifn the net”, and also of the
structure of it, with reference to pertinent ciier

To strive for more correctitude let us look to sohigtory, following the
increase of thenumber of Internet connected people, beginning with December
1995, upon which we could say without doubt thatekiolution since March 2009
could be mentioned to be rather spectacular [1][32 [4]. Not taking into account
the dynamics of the world population, and recurtimg simple algebra, we see a
100 times increase of the number of those who @liee for that time span, which
speaks about the rapid worldwide extension of #& communication medium. It
may be seen clearly from the statistics, that tleednber 2006 - March 2009
period brought an even huge increase of Internetsusumber, namely if in the
2000-2006 years the increase was only 70 timethdriast two remaining years
until 2009 was the most important increase from all

The location of provenience of those who use the Internet on the big
geographical world regions represents an impogairtt for retrieving a profile of
worldwide Internet users.

The number of those who access the Internet is oonmsllions of people,
and the source discloses for March 2009 the netramy of Asian people as an
important resource for cyber consumers, followed Eyropeans and North
Americans [2]. According to the same statisticalrse, the trend is maintained at a
global level when compared with December 2006. \kflerence to the regional
distribution of the Internet penetration rate reépdrto the total level of population,
North America is in the first place, followed by gtwalia, Europe and Latin
America [2]. Even here, the world positions aremtained without changes when
compared with the December 2006 situation.

Thetop 20 countries in the world with the highest rate of Internet penetration
toward the total population bring before South KQrdSA, Japan, United Kingdom
and Spain [2]. As for this item, the ranking chathgs reported to December 2006
when the first classified were Australia, USA, Cdaalapan, with Australia being
completely outsider of the ranking [2]. In March020 Europe generates 25% of
the total number of worldwide Internet users, alditer than in December 2006
when the percentage was 28.4% [2]. The reason dmeillthe speed of Internet
globalization and the implicit increase of worlddmet user’'s number.

The digtribution of the Europe countries according to the rate of penetration
of Internet users in the total population, has sehenges again with reference to
year 2006; so in March 2009, the first in top aleeland, Norway, Finland,
Netherlands, Sweden, Denmark. Notice that in Deeen2®06, Iceland was in
front, but followed by Switzerland, Faeroe Islamaisl Liechtenstein [2].

As far asRomania is concerned, the level of Internet penetratiorihi@
total population had significantly increased. Thene statistical source asserts that,
if in December 2006 the Romanian rate was 23.3%a# 33.4% in March 2009.
So, to say more, in 2009 Romania was ranked itagéen European countries as
Internet users [2].
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There are many arguments about the Internet asmib& quick and
universally used as communication medium. That setenibe obvious, but not at
least, the background of human communication, nttemavhat the medium is,
remains the human language, national or internaltidrhis seems to be the reason
of the importance given by any cyber marketer #® linguage issue, as it could
become an essential tool to identify some nichéherdigital market. As far as this
item, a survey of the structure of theternet users for the top 10 most used
languages, for March 2009, indicate English as the most ugatbwed by Chinese
and Spanish [2]. A recent change in the languagélgrof cyber consumers is
seen, as in December 2006 the top mentioned aplased the English, Chinese
and Japanese, marking a hard Asiatic dominance.

Cyber consumersand IT& C infrastructurein use

When usually speaking about cyber consumers, sspects related to the
infrastructure of Internet connection should be taken into account. Online accessing
supposes the use of hardware-software and comntiomgalatforms, which are
together the user-Internet interface. So, somesiteeed observance as connection
location (home or office based, or corporate usesffware platform (operating
systems, browsers and search engines) preferréigdebgonsumer. With reference
of thehome connected Internet users, in February-March 2009, United Kingdom is
first ranked, followed by ltaly, France, Germanygdrazil [2], [4]. The 2006 year
looked different, with Brazil on top, with FrancBpain, USA, and Australia in
rank after it [2], 4]. By the way, some countrissfaustralia, Switzerland, USA and
Spain, showed a decay of the Internet connectionbeu, for different reasons,
some of them related to the so-called ,corporagizof Internet consumers, which
gathers dispersed connections, which were eargilfodistributed, and also due to
the tendency of merging connections in so callaegital malls”.

90% of Internet Users are connected through Ms-Wirsdplatform, the
otheroperating systems are represented by little percentages, accordirsggtistics
and analytical (Table 1) [5]. If we follow the ewutibn of this item for the 2006-
2009 time gap, for a particular month of the ye@pr{), it can be seen that
Windows XP lost terrain against Windows Vista. binand Mac are also on the
wave up in 2009 (Figure 1) [5].

Table 1.
Most used OSin 2009

2009 WinXP W2000 Win7 Vista W2003 Linux Mac

April 68.0% 1.2% 0.7% 17.9% 1.7% 4.0% 6.1%
March 68.9% 1.3% 0.5% 17.3% 1.7% 4.0% 5.9%
Feb. 69.0% 1.4% 0.4% 17.2% 1.6% 4.0% 6.0%
Jan. 69.8% 1.6% 0.2% 16.5% 1.6% 3.9% 5.8%
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Fig. 1. - OS evolution 2006-2009

Ms-Internet Explorer and Mozilla Firefox are the shoaisedorowsers for
accessing the online world in 2009 (Table 2) [Fje&nalysis of the trend for April
month in 2006-2009 showed main decay of Interngii@er use for 2009 (Figure
2). Meanwhile Firefox is on the move up. The sheeiosity and seeking for the
new brought to Google Chrome a good advance too [5]

Internet is an obvious information resource. Infation search supposes
search engines. At the end of 2008 year, Google was the mostexpated and used
search engine, followed by Yahoo and MSN [4].
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Fig. 2. - Browsers evolution 2006-2009
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Table 2.
Most used browsersin 2009

2009 |IE7 IE6 IE8 Fx Chr. S @)

April 123.2% 15.4% 3.5% 47.1% 4.9% 3.0% 2.2%
March | 24.9% 17.0% 1.4% 46.5% 4.2% 3.1% 2.3%
Feb.  25.4%17.4% 0.8% 46.4% 4.0% 3.0% 2.2%

Jan.  25.79%18.5% 0.6% 45.5% 3.9% 3.0% 2.3%

Legend:
IE Internet Explorer, Fx Mozilla Firefox, Chr. GdegChrome, S Safari , O Opera

Demographic Structure and the preferences of the worldwide I nter net
users

For any cyber marketer, but not at least, it iSulg® know the structural
composition upon demographical features of thermeteconsumers. We know the
vices of online statistics, ,virtual impossibilityivhich question every time the
reality and accuracy of online surveys. Statist®lated to online consumers are
few and full of defaults and gapes. Even so, s@teyant aspects should be drawn.

a. Thesex of Internet users

For March 2006, Statmarket reported that 51% of WShAales used a home
Internet connection and the men used the Interast the office-working place [9].
Minor differences were seen among gender distdhutif home Internet users, but
women left some 20% behind men in using the Inteoen the working premises.
For September 2006, the same source reveals thai$h female users had more
years of Internet experience than the men onlinelsdh Netratings shows that the
number of online European women increased 29% ictV2006 reported to February
2005, meanwhile more and more Asian women commigai@line in 2006 reported
to the same moon in 2005 [4]. The lowest feminires@nce on Internet was in South
Africa, where from the total number of Internet rgsenly 49% are women [4].
According to a report by the Nielsen Company, i08h USA, there were a greater
number of online women cyber consumers (51.82%) thmen (48.28%) but for
monthly number of access to the Internet, and thvatidn of Internet sessions, the
statistics are reversed related to sex of the {#ers

b. The age categories of Internet users
Childrensonline

Many statistical sources and lay daily observatidrige us to appreciate
the preference of children for Internet as commatinn medium, compared with
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the traditional media as TV, Telephone, Radio. Ademographical category in
summary the children manifest a net preferencetter Internet medium, even
more pregnant in the case of boys, for some psggiedl reasons. Nielsen
Company, for 2008, shows that American childreneaping as a weak category
represented online, both from the number of Integmsumers, but also as a
number and of online connections and time spetihehnternet [4].

Y oung people keep the Internet traffic running

In 2006 over 12% of European populations are yopegple and they
spend more and more time on the Internet, accordingdatamonitor [6].
According to Market Avenue, in 2007, 31.8% of Clsi@dnternet users, were aged
between 18 and 24 years, while people in age doimoease at all the cyber
consumers number in China [12]. The year 2008 & Uooks different according to
NielsenNetRating, as far as young people are cordef4]. According to these
statistics, the ageing brings an increase of leteusers number, from the 18-24
years range to the next age range the increaspi&d i value, so that the greatest
number of users is found at the peak, for the 3%&&rs range. The connection
rate and the time spent online follow the samediren

Adults, aged people and the I nternet

According to available statistical surveys, adahls aged persons have yet
only limited online access, meanwhile the numbéhem continually increases, so
that this may provide an attractive and importaarigét for marketers. As a
possibility, the huge globalization effect of thedrnet would move and destroy
the age gap for online users. In 2008 in USA, far over 50 years old people,
despite of the rather low number of Internet usétbis category, the rate of Internet
connections is comparable with the other age ranges are well represented
online [4]. So it is possible that adult and agedple use the Internet mainly for
rapid information, online payments, online shoppisgcial networking, etc. and
even if they spend fewer time behind the desktuogy tised it more frequently.

EMarketer reported for the American cyber consumgrofile for USA
users as such [7]:

- Women number out passes men as cyber consumers/fensle rate
online was 48%/52% and it seems that this trentpsdlvail for the close future
too; men visit more sites, spend more time onlmeanwhile women are swift,
quick seekers and with shorter connection sessions.

- A tendency to look for information by using resdarengines, and
participation to all forms and networks of onlireeilizing prevail.

- Laptops are more and more used as connection retativireless and
mobile phones connections are used more than héforeake of convenience.
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- As for shopping, men buy fewer things and take kjdiecisions, women
spend more time to seek for products and decidel\slso it seems that the
behavior offline is transferred and conservate.

Online sear ch preferences

Cyber consumers preferences are studied by saagties which established
top 10 of most used search terms on the Internet. Such searches are related to
financial information, online payments, online spimg, cars, movies, social
networking, tourism and travels, foods and non-f@ehd pharmaceuticals [8], [9].
Considering the main web categories, the most camwards used in searches on
the Internet are: paypal, Netfix, myspace, cnn,poos, holtels.com, Toyota [8],
[9]. A classification of thamost searched online brand by cyber consumers from
USA at the end of 2008, brings Google in first pldased on the Internet users
number [4]. Web categories with the steepest irs&reat the end of the year 2008,
are related to ,, Free stuff’, used to attract comsts [8]. Reduction coupons, or
gratuities, luxury accessories offers, are the masited, outranking another
presales searches [10]. The end of 2008 maintaaseexpected entertainment in
the preferences of Internet users [4]. The mosulaopnline activities are email
and social networking; survey of mobile telephosera which use Internet too,
revealed that they use the same services of soetalorking on Internet-mobile
too [11]. At the end of 2008 Russia, even as baimgw actor on services market,
is the greatest consumer of services, meanwhilggsieof the countries older in
the domain like Ukraine, Japan, Taiwan seem tcesegi10].

There are peculiarities related to the evolutionmaist searched domains,
for different countries. In Spain, at the end @ tlear 2008, an important segment
of Internet users visited real estate relates.steomparative study of this trend at
the and of crisis period would be interesting te 8 Internet consumer acting in
this sector. Japan at the end of 2008 showed awellyshaped tendency to the
music sector, as number of cyber consumers andgpaat online [10]. In Great
Britain, at the end of 2008, the politics prevailedpreferences with a monthly
increase of 27%, followed by business, finances wmaithing online with 22%
monthly increase and education, genealogy andecdttD]. In September 2008,
German people preferences were centered on onkitis, ehopping online - 39%,
followed by finances and investments with an insesaf 35%410]. In France, in
September 2008 had a very high monthly increasgtes with stock exchange and
securities profile (107%), Boursier.com), followeldse by economics (97%) [10].

I nter net usersfrom Romania

Statistical surveys on Romania and use of onliner@mment are rather
scarce and poor.
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European statistics show that 26% of Romanian i@620ad PC with
Internet connection, and 30% of them had home riesteconnection [15]. At the
end of 2007, there were about 12 millions InterR@manian users [13]. A
Mercury Research conducted survey [14] in Febr2@§9 showed that 62% of
Internet users came from urban backgrott@manian cyber consumers prefer at first
social networking, email, messenger - 52%, welirguff35 %, online entertainment -
31%, financial transactions -11 %, search for imf@@tion - 4%. Young ones from
18-24 years old are the most significant segmeRohanian people using Internet as
communication medium. They make also most of onkhepping, 30%. The
persons over 55 years of age, are only 33% cybesuroers, most of them use it
for information and entertainment and only 3% oénth proceed to financial
transactions online.

Trafic.ro for 2007 year, shows that 87% of all ge@drchased online were
clothes, and home electric devices. 37% bought@méal estate. In 2007, Romanians
spent more time online looking for interesting mmhation. Women prefer online
women oriented sites, men prefer sports and oglinertainment.

Conclusions

Statistical surveys afford to draw a profile of thyder consumer as such:

« Referring to the permanent increase of the numbdnternet users until
March 2009 we may conclude that the number of cgbasumers increase;
the greater cyber consumer geographical segmergscimom Asia, Europe,
and North America.

e South Korea, USA, United Kingdom and Spain aredintries with the
greatest cyber consumers number; English is tha osed language on
the Internet; United Kingdom, lItaly, France, Germamd Brazil display
the greatest number of cyber consumers conneat@ddoally from home
to the Internet.

*  90% of cyber consumers use as operating system M8aWs; Internet
Explorer is the most used browser, close followgdMozilla-Firefox;
most used search engine is Google.

e« The number of female online is greater than theemalen use more
frequently and spend more time than women online.

* Teenagers from 12 to 17 years are the greatest cgrsumers among
children; the most important segment of cyber comess is in the 35-49 years
of age; aged people make a great audience and smmedime online.

« Most preferred online activities are related toialooetworking; the most
searched web categories are related to financirnvation, online
payments, online shopping, tourism and travelsntirage of ,free” drives
an important segment of cyber consumers.

It is a remarkable fact that Romanians too pregbat same general
features of the global cyber consumer.
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Having mapped a general statistical image of theshcyber consumer, E-
marketers can focus specific tasks upon the mostegal segments of cyber
consumers, following at the same time the developrokthe low raised segments
and the identification of some niches not yet eitpth
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THE INFLUENCE OF GENDER ON ECONOMIC BEHAVIOR IN A
STANDARD TRUST GAME EXPERIMENT

LARISSA-MARGARETA B ATRANCEA?

ABSTRACT. My paper tries to see if there are any economicabienal
differences between male and female senders/reseaiva standard one-shot trust
game played by international students at Univerdégli Studi di Brescia, Italy.
During twenty-four experimental sessions, partinigaboth senders and receivers,
have not discriminated against when playing withtres of different gender.

Keywords trust, trustworthiness, gender, economic behaexperiment

Introduction

Surveys deal with finding the number of peoplet thauld do a certain
action — for example investing in a new businegs idr giving a loan. Through
their results, surveys sketch out a hypothesesdbasdity. But are we content with
knowing how many peoplmtend to do something or do we want to know how
many peopleare going to do a certain thing and the motivation behind this
behavior? And how could we know this motivationteethan by letting people
not only say what they would do (through survewsl), actually do what they say
(through experiments).

As Francisco Guala (2005, p. 21) says, the bigggestback of surveys is
that they “do not allow the observation of how peoactually behave in various
situations”. And this happens because, most ofithes, the “what would you do
if ...?" type of reasoning is not backed by factsp&xmental games are the ones
which show how people actually behave in the ecooomality of strategic
confrontations. The same experiments can also afetite problem of understanding
the motivation of different behaviors.

“Do you trust others? Are you trustworthy?”, these the two questions
that the trust game experiments try to answer lhbfAhese experiments have as a
starting point the experiment of Berg, Dickhaut dalCabe (1995).

The standard version of the trust game propose8dyyg, Dickhaut and
McCabe concerns two players, one called senderptiner called receiver. The
sender receives at the beginning of the game am@inod moneyX, from which
she can make a transtdo the receiver, wher@ <t < X . The receiver gets three
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times the amount transferred by the sender (bywileof the experimenter),
meaningt, after which she decides how much of the staketiorn to the sender.

The returned amoung, belongs to the interv[s(D,Bt]. Trust is measured by the

positive amount the sender transfers to the receivie beginning. Trustworthiness
is measured by the positive amount the receivernetto the sender, rewarding
her initial trust.

Game Theory states that the unique Nash equilibraufor the receiver to
return nothing to the sender and, by anticipatimg, tfor the sender to transfer
nothing to the receiver in the first place. In epiif these predictions, Berg,
Dickhaut and McCabe (1995) alongside other experiaiists like Croson and
Buchan (1999), Glaeser et al. (2000), Scharlemaal.ef2001) obtained results
which contradicted the game theoretic prescriptitimt is in the majority of cases
players made positive transfers to each other.

Starting from the trust game experiments existmgpecialty literature, |
have built and run my own trust game version inchHihave studied the impact of
gender on players’ economic behavior.

| organized my experiment at Universita degli StidBrescia, Italy. Some
of the students from this university were recruitedbe part of the subject pool of
my experiment. To study the influence of genderptayers’ transfers, | have
selected the participants so that the subject pontained an equal number of
males and females.

Material and method

The experiment | have organized involved twenty-fatudents from
Universita degli Studi di Brescia, Italy. Half oheém were males, half were
females. The students were recruited randomly mnelcalls. None of them had
previously participated to experimental games.

| used an adapted version of the trust game rdset@ar8erg, Dickhaut and
McCabe proposed in 1995. My version had two treatsjeone round each. In
each treatment, half of the participants were sendealf were receivers. The
information structure for each treatment was devd:

* Treatment 1: both sender and receiver had the gander;
* Treatment 2: the sender and the receiver had diftegender.

At the beginning, each sender had an amountXof 5 tokens, from
which she could transfer between 0 and 5 to hengarThe later than received
double the amount transferred by the sender (amlabbdy the experimenter).

Hence, if the sender gavleD{ 0,12,3,4,5}, the receiver got2t . From these

tokes2t , the receiver had the option of giving a numbetaensr < 2t to the
sender and so the treatment finished. In the drelsénder won the number of
tokens preserved in the beginning, plus the evéntuaber of tokens got from the
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receiver, that ig7g = (X —t)+ I . On the other hand, the receiver won the number

of points preserved, that B; =2t —r . For each couple of players a monitor was

designated, who had to collect the players’ papatsto sum up their payoffs. At
the beginning of the game, each participant receareinstruction set and had five
minutes to read it. After these five minutes, thenitor checked on the participants
and answered their questions. Participants dideéinsto have major questions
concerning the experiment. Alongside the instrurctet, participants received also
a sheet of paper with the table to be filled inimigithe game. At the end of each
treatment, both sender and receiver knew only ttwéédd amount of tokens and
total of Euros, and not those of their partner. Tdtal in Euros for each player was
determined as follows: Euros = (Tokens) * 0. 25 €.

All players knew the method for determining eachtipgant’'s payoff,
hence the experiment was one of complete informatioorder to assure players’
anonymity and to prevent any communication betwd®wm, every player was
assigned to a different room. In order to guaramtg®ivate space for maximum
concentration and without external influences, mi@nitors were waiting outside
the participant’s room while she was making thesiec.

Results& Discussions

In order to analyze the experimental data, | ussttestic analysis ANOVA/
Mann-Whitney, and a comparison of the models obthilbby using an OLS
regression and a Tobit regression, concerningakens transferred by the senders
and the receivers.

Regarding ANOVA, for the null hypothesis dHt is supposed that variances
between groups are equal, meaning that gendeemafis neither the senders’ transfers
nor the receivers’ transfers. Regarding Mann-Whit(&ilcoxon) test, for the null
hypothesis (lj it is supposed that the means between groupscaied, meaning that
gender influences neither the senders’ transfertheageceivers’ transfers.

For the OLS regression and the Tobit regressianfdalowing model will
be detailed from case to case:

Veno =@ + BVex + &
where:

= Vp represents the endogenous variable;

Vg, represents the exogenous variable;

a, [ represent the parameters;

= £ represents the residual variable;
i is the index of the treatment;

] is the index expressing the player’s rate: sender and - receiver.
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ANOVA analysis and Mann-Whitney test for sender'sdcareceiver’s transfer (T1)

Average Average ANOVA analysis Mann-Whitney

transfer transfer Test
sender receiver | sender | Receiver | Sender| Receivef
Treatment 1. 333 1. 333 0. 086 0. 652 0.934 0. 676
1 (1. 302) (1. 435)

Null hypothesis probability acceptance

In treatment 1, the sender’'s average transfer wa&33 with a standard
deviation of 1. 302; by calculating the Pearsorffanent (0. 97), one can observe
that this average is statistically insignificant he subject pool, which means
senders have an irregular behavior. The receiamesage transfer was 1. 333 with
a standard deviation of 1. 435; by calculating Brearson coefficient (1. 07), one
can observe that this average is statisticallygmgcant for the subject pool, which
means receivers have an irregular behavior.

By analyzing the probabilities in the table abosre can observe that the
hypothesis of the equality of variances and the oinghe equality of means are
accepted. This means that neither the sendertsidrirgluenced by the gender of the
receiver, nor the receiver’s trustworthiness ikigriced by the gender of the sender.

Comparative regression OLS/Tobit analysis for tmarsfer of the sender (T1)

TST1l=a, + [ GRT1+ &
where:
= TST 1 represents the transfer of the sender in treatent
= GRT1 is the dummy variable which takes the value fhefrecever is
male and the value O, if the receiver is female.

OLS Regression

~

O
a
a=0984 p=0207 | p=-0365 p=0973

0
1166 p=0061 | f=0333 p=0679

Tobit Regression

One can see the OLS parameters do not differ gignify from zero (p =
0. 679), meaning the gender of the receiver doemfloence the sender’s transfer.

It can also be seen that the Tobit parameters ddliffer significantly
from zero (p = 0. 973), meaning the gender of ge=iver does not influence the
sender’s transfer.

Comparative regression OLS/Tobit analysis for thiarsfer of the receiver (T1)
TRT1=a,; + BiGST1+ &
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where:
= TRT1 represents the transfer of the receiver in treatrbp
= GST1 is the dummy variable which takes the value theéfsender is male
and the value 0O, if the sender is female.

~

OLS Regression £=-0.333 p=0707

a=15 p=0034

Tobit Regression

a=1040 p=028¢ B=-0661 p=062€

One can see the OLS parameters do not differ gignity from zero (p =
0. 707), meaning the gender of the sender doesffiatnce the receiver’s transfer.

It can also be seen that the Tobit parameters ddiffer significantly
from zero (p = 0. 628), meaning the gender of #ader does not influence the
receiver’s transfer.

ANOVA analysis and Mann-Whitney test for sender'scareceiver’s transfer (T2)

Average Average ANOVA analysis Mann-Whitney
transfer transfer Test
sender FeCEIVEr [ sender | Receiver | Sender| Receiver
Treatment 2 1.25 0. 905 0. 035 0. 869 0. 227
2 (1. 809) (1.912)
Null hypothesis probability acceptance

In treatment 2, the sender’'s average transfer wasitR a standard
deviation of 1. 809; by calculating the Pearsonffaient (0. 9), one can observe
that this average is statistically insignificant filhe subject pool, which means
senders have an irregular behavior. The receiesesage transfer was 1. 25 with a
standard deviation of 1. 912; by calculating tharBen coefficient (1. 52), one can
observe that this average is statistically insigaiit for the subject pool, which
means receivers have an irregular behavior.

By analyzing the probabilities in the table abowee can observe that the
hypothesis of the equality of variances and the ainthe equality of means are
accepted. This means that neither the sendertsidgrigluenced by the gender of the
receiver, nor the receiver’s trustworthiness ikigriced by the gender of the sender.

Comparative regression OLS/Tobit analysis for thartsfer of the sender (T2)

TST2=0a,s + B,.GRT2+ £,

where:
= TST 2 represents the transfer of the sender in treat@ent
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= GRT 2 is the dummy variable which takes the value fhéfsender is
male and the value 0O, if the sender is female.

OLS Regression @=1833 p=003¢ | 3=0333 p=076¢€

Tobit Regression a=1391 p=0.169 [3:0_576 p=0.667

One can see the OLS parameters do not differ gignity from zero (p =
0. 766), meaning the gender of the receiver doesfloence the sender’s transfer.

It can also be seen that the Tobit parameters ddiffer significantly
from zero (p = 0. 667), meaning the gender of dwiver does not influence the
sender’s transfer.

Comparative regression OLS/Tobit analysis for thartsfer of the receiver (T2)

TRT2=a,, + B,sGST2+&,,
where:
= TRT2 represents the transfer of the receiver in treati?e
= GST2 is the dummy variable which takes the value theéfsender is male
and the value 0, if the sender is female.

~

OLS Regression g _5 p=0022 £=-15 p=0.186

~

Tobit Regression a=1409 p=027C | p=-2765 p=0.166

One can see the OLS parameters do not differ gignify from zero (p =
0. 186), meaning the gender of the sender doesffiatnce the receiver’s transfer.

It can also be seen that the Tobit parameters ddiffer significantly
from zero (p = 0. 166), meaning the gender of #meder does not influence the
receiver’s transfer.

Means test (T1 and T2)

Average Average Means Test
transfer transfer Sender Receiver
sender receiver

Treatment 1 1.333 1.333 0. 147 0. 446
(1. 302) (1. 435)

Treatment 2 2 1.25 Null hypothesis probability
(1.809) (1.912) acceptance
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From the table above, it can be seen that thehyplbthesis is accepted
both in the case of senders and receivers, medmadhe average transfers in the
two treatments do not differ significantly one fraime other. The information
nature does not influence senders’ trust and recgitrustworthiness. In other
words, neither senders nor receivers discrimingéénat when playing with partners
of different gender compared to when they play \pehtners of the same gender.

Conclusions

Following the footsteps of experimental economiiges Joyce Berg, John
Dickhaut and Kevin McCabe, | have organized an gwpntal trust game to
study whether gender influences economic behavior.

In analyzing the impact of gender on trust andtivaghiness, | have used
ANOVA and Mann-Whitney analysis and also a commarisf OLS and Tobit
regressions. The results revealed no differencé®lvavior between senders and
receivers, meaning that gender did not influencéqgyeants’ economic behavior.

Male/female senders had the same level of trust iwien playing with
male and female receivers. Likewise, male/femateivers had the same level of
trustworthiness both when playing with male anddeneceivers.
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THE INTERACTION OF ECONOMY AND ENVIRONMENT:
CONSEQUENCES, AWARENESS, REMEDIES. THE FOREST

DACINIA CRINA PETRESCU *

ABSTRACT. The paper aims to highlight the importance and tke of the forest
for environment, society and economy and to draentibn to some of the most
significant negative consequences of deforestati@iso presents the situation of
the forests in Romania and brings some informatiomcerning the relationships
of sylviculture and the entire forestry sector wather sectors of national economy.
The paper shows the importance of individual amdarative education, responsibility
for the sustainable management of forest.

Keywords: forest land, deforestation, afforestation, sustalie management of forest

Wonderful forest: protection, richness, balance
The forest is the most complex and comprehensiadl @cosystems, with

its own development laws, where there occur thetnmbense substance, energy
and information exchanges and the most extensieodical processes. The
forests have an ecologic, economic and social fiignice. They are the reason of
the very stability and quality of primary environmial factors: air, water, and soil.
They are genuine health and ecological equilibriaatories. Here are some of the
services provided to us by the forest, unfortudittle known and appreciated:

In summer, a single hectare of forest “swallowsguantity of carbon
dioxide equal to that eliminated by 200 persons.

A hectare of forests yields, during the hot day&)-200 kg of oxygen
(enough for 1 person, for almost 1 year).

In the fragile soil regions, the forest has a e role against wind and
water erosion. In the mountain areas, the forestsag obstacles against
natural catastrophes, such as avalanches, rosk &t floods. The trees
retain in their leaf canopy 30-50% of the water amtofell during the
normal rainfalls. The forests hinder slope watawfland mitigate the
deposits transport.

In a mature forest, soil erosion is below 0.2 tbastare per year, while in
the case of the deforested lands, located on sltpegrosion might reach
even 1,500 tons hectares per year: it increase®0 7ilines! Let us
remember that 2 cm of soil need 500 years to recove
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« The forests are an immense natural water reserVbigy have a great
retention and storage capacity in soil of abouDQ0,n? water/year/ha.
One square meter of forest moss retains 5 litersvatker. In order to
produce wood, the forests consume 3,000- 4,0dOater/year/ha of this
water. The rest of 6,000-7,000°1is stored into soil, as a reserve, which
supplies the stream flow by the watertable, maimagi by this a balanced
and permanent regime of water courses.

« The root network of single 80 years old spruce tneg gather hundreds of
meters and that of a beech tree of the same agerauee. By this, the
mechanic stability is ensured, and after the rdetsy, thousands of channels
are created in the soil, through which seepagerveateulates. Thus, the
forest might be considered as a “circulating systémature”, as of it and
through it there flow 70% of the waters in our coyn

« The forests are absolute barriers against air patiuwith dusts, gases,
against radioactive and phonic pollution.

- The forest vegetation is a natural filter againgstd smoke and other
dangerous emissions: it may retain between 0.588 particulate matters/
halyear.

« The forests are an inestimable thesaurus of bicsltyeas they host most
of the species on Earth; the plants and animalagiin the equatorial
forest could represent the discovery key of some<sdor some of the
worst diseases known by humans.

« The forests are primary sources of food (fruitsthetc), of fresh water, of
drinking water, of wood products; they are a reaitéry of health and
energy for man; they bring priceless estheticjtaplrand recreation benefits.

« Money invested in planting trees within cities gete significant savings
by the reduction of the electric power consumptiothe air-conditioning
devices, soil stability, by influencing the psydliequilibrium of city’s
residents, of their health state, etc.

Ignorance, irresponsibility, consequences

Unfortunately, being natural wood resource, forestye subjected to
powerful damages due to man. In a short-term ané femall number of people
who practice them, they represent a very profitdoleiness and the possibility of
earning a good profit with minimum efforts and lowgks as compared to the
profitability of other business. In medium and lelegm, deforestations represent
disasters caused unconsciously and indifferentith serious effects in time and
space over the natural environment, society antha@ng. The consequences of
deforestations are extremely severe: soil devaoatidesertification, climate
destabilization (global warming, greenhouse effeegtinction of many species,
enhancement of extreme weather conditions (stohugjcanes, etc), increased
flood frequency, enhancement of their negativectsffes.o.a.s.f.
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Regrettably, the present and past society has tooabften conferred priority
to the economic aspects, ignoring, despite all ings) the negative environmental
impacts which, with no exception, propagate upensibcial and economic domains,

sooner or later.

Deforestation and forest degradation:
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- decrease of the carbon
amount stored in wood an
in forest soils;

- mitigation of a significant
raw matter for industry ang
population consumption;

- need to replace wood as
renewable energy source
with other sources, less
exigent towards the
environment;

- population poverty by
depriving it of a source of
income;

- diminishing of some
resources representing ra
matters for various
industries (food,
pharmaceutical, rubber
industry, etc);

- fragmentation of forest
massifs.
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- change of the carbon
cycle

- change of the water cycle
- change of the oxygen
cycle

- occurence of some
climatic changes (warming
— the so-called greenhous
effect),

higher albedo, stronger
winds

- occurence of the aridity
phenomenon

- enhancement of
occasional proceses

- damage of habitats

- upset of some ecological
corridors

- isolation of populations.

al

- extinction of some plant
and animal species

- disaperarance of some
forms and varieties adaptd
to certain ecological
conditions

- mitigation of plant and
animal numbers

- changes at the level of
trophic relationships
(occurence of some
phytofags attacks).
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The unprecedented intensified demographic increasd industrial
development have had a powerful impact on all ahtecosystems and their
components. Some of the most affected ecosystenesamd continue to be the forest
ecosystems which, starting with the Neolithic dgee continuously diminished their
surface, while the most part of the remaining dr@® been damaged.

The deforestation tragedy reverberates upon theabkituation of forests.
Since Antiquity, when forests covered 80% of thetlEaurface, the areas they
covered have decreased nowadays to less than 30% Barth.

The decline of forests has manifested in two ways:

- deforestation, that is the complete and defirtmoval of the forest cover (not
followed by the regeneration or afforestation @& thspective surface)

- forest damage, that is their loss of structureeims of composition, consistency,
vegetation state, production capacity, qualitafesgures, health state, etc.

An entire chain of negative consequences break&oat to. Birg, Mihiila,
2007, p. 134-135).

The cutting and burning of forests generate intlye€0O2 emissions,
much more than the cars and industry altogethei®UWéports reveal that, at global
level, transports and industry — which are curgeatinsidered the largest polluters
— are responsible of only 14% of the greenhousesggsroduction”, while the
irrational cutting of world’s forests contributesthvat least 25%. Only the fossil
sources energy production and exploitation hasgetacontribution.

All these have led to the fact that, during the Yesars, deforestation is one
of the two largest environmental problems of maditogether with global warming).

Forests in romania

The Romanian forests gather an impressive biodtyerghis is explained
by the large variety of stationary conditions: framleadow and delta resorts to high
altitude resorts. There have been identified mbant60 native forest species,
approximately 70 shrub species, over 500 herbacgmesies, as well as numerous
exotic forest species, about 300 types of forestisg and hundreds of types of
resorts. One can appreciate that the fauna of tmeaRian forests comprises more
than 100,000 species, including insects (acc. tz,Bvihiila, 2007, p. 14). Here
there is 40% of Europe’s wolves population, 60 %hef bears population (acc. to
the National Forestry Program, 2005), a significamtnber of lynx. Forests also
provide a significant richness of secondary prostusmall fruits, mushrooms,
medicinal herbs, and a large variety of wild angn@ears, boars, boars, foxes,
lynxes, black-cocks, wolves, and chamois) whiclersffperspectives for hunting.
The thick mountain rivers and streams network itunadly populated with fish
species (trout, grayling, huck, chub, barbell, dremout) and it represents a
frequently used basis for sportive fishing. Unliher areas in the center and
western part of Europe, in the mountain and hélgions of our country there still
exist natural, virgin and quasi-virgin forests, gmsaed of pure or mixed uneven-
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aged stands: beech, beech and coniferous or coméfemly, more seldom beech
with holm oak or simple holm oak. Currently, thefaoe of these forests does not
exceed 6% of the total surface of the country’®dts. They represent a priceless
natural treasure of national, European and worldwitterest, with significant
scientific, ecological, economic and social valhjch needs to be transferred to
future generations unaltered, as it belongs to mkind.

For Romania, specialized studies show that, acogrth the relief and
climate of the country, and in order to maintaie thalance of the ecosystem
(hydrology, soil atmosphere, plants, animals), @ted lands should comprise 40-
45% of the total surface of the country. Nowadaydy 26% of Romania’s surface
is covered by forests. Along the centuries, theedbrsurface was drastically
reduced (from 80%, existing irf'tentury A.C.) due to the abusive deforestations,
beyond the growth limit (approx. 5%ha/year), as well as due to the irresponsible
grazing. We can also add to the above mentionedityieg of trees, in certain
areas, as a result of climate changes and polkjtin.

According to the National Institute of Statistiésy each hectare cut and
afforested, there are 4 more cut hectares which hat/been replanted.

The afforested surface of Romania is below the pemo average and
below the ecologically necessary limit. Romania haforest lantl of about 6.4
million hectares, representing 26% of country stgfawhich places Romania,
according to official EU statistics for 2008, beltie 32% European average. The
situation is worse than it looks at first sight dese there should be made the
comparison with the European countries with simiggographic conditions.
According to Forestry Statistics (2007, Eurostdt situation of forest and other
wooded land] reported to the overall of the country surfacgidvfor the year 2005
was the following: Slovenia 65%, Austria 48%, Skiea40%, Czech Republic
34%, Bulgaria 33%, Romania 29%. Romania was thutherLd’ position in EU
(of 27 countries).

Approximately 2/3 of our forests are located in theuntainous area, and
their ratio is very low in plains (below 10%), whkeffor this reason, the effect of
the climatic extremes are strongly felt. Currentiply 8-10% of the Romanian
plains are still covered with forests, and 15-300he hills. In Gilarasi, Constaia
and Teleorman counties, the weight of the forewd ktock is below 5%.

% The forest landrepresents the overall surface of the forestshefands intended for replanting, of
those serving the cultural, productive and sylvemiaistration needs and of the non-productive
lands included in the forestry facilities.

The surface of forestsncludes all the lands covered with forest vegetationsisting in trees and
shrubs, which create a specific environment foldgical development, with surface exceeding
0.25 hectares.

% Other wooded landis land either with a tree crown cover (or equévalstocking level) of 5-10%
of trees able to reach a height of 5 m at matumitgitu, or a crown cover (or equivalent stocking
level) of more than 10% of trees not able to readteight of 5 m at maturity in situ (e.g. dwarf or
stunted trees) and shrub or bush cover.
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Of the entire surface of the national forest lad (il. ha) existing in 2006,
4.2 mil. ha (65.6%) are the state’s public propeatyd the rest is private property.

The lands covered with forests in Romania occu@yngil. ha, of which
4.1 mil. ha (66.1%) are the state’s public propariy the rest is private property.

In relation to the nature of the socio-economicctions, the Romanian
forests are structured as follows: (accNettional Plan for Fighting against lllegal
Tree Cutting Biris, lovu-Adrian, Mihiila, Elena, 2007 Sustainable Management
of Forests:

- Special protection functions: 53.3 %; they fulfitle following functions:
water protection (31%), land and soil protectioB%, protection against
disturbing climatic and industrial factors (5%)creation (11%), scientific
interest and forest genofund and ecofund prote¢fi6fn).

- Production and protection functions: 46.7 %; hdeefunctions to provide
high quality wooden mass and other products andemsure the
environmental factors quality.

Distribution of forests on age classes indicatdac of exploitable and
pre-exploitable arboreta as a consequence of thieepaloitations, much over the
potential of the forestry facilities (as seen irblEal and figure 1).

Table 1.
Forest distribution according to age classes
Age 0-20 21-40 41 - 60 61-80 81-100 > 100
Weight 23% 19% 18% 15% 10% 15%
Source:National Plan for Fighting against lllegal Tree Ciuit
Table 2.

Romania’s forest land (thousand of ha), 1990-200@at(the end of the year)
Source: 2007 Romanian Statistical Yearbook

Year 1990 1991 1992 1993 1994 1995 1996 1997 1998
S 6371 6367 6368 6367 6369 6369 6366 6367 6367

Year 1999 2000 2001 2002 2003 2004 2005 2006
S 6367 6366 6367 6388 6368 6382 6391 6427
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21-20  21-40 41-60 61-80 E1-100  over
100

SourceNational Plan for Fighting against lllegal Tree Cinig
Fig. 1. Forest distribution according to age classes

Romania’s forest land (thousand of ha) betweerDZ¥®6 has evolved
according to the data provided in Table 2 and Eidur

Evolution of forest land, Romania, 1990-2006
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Source: 2007 Romanian Statistical Yearbook
Fig. 2. Romania’s forest land (thousand of ha), in Romamédween 1990-2006
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We draw attention that the increase of the folest does not mean the
increase of the forest covered surfaces. Afterrdstation, the surfaces remain in
the forest land. They should be reforested withipedrs, but the rhythm of the
reforestation is much lower than that of cutting.

The annually afforested surface, in Romania, esmebsin hectares,
between 1990-2006 has evolved as one can see fabia 3 and Figure 3:

Table 3.
The afforested surface, expressed in hectares/yeamn,Romania, between 1990-2006
(during the year)

Year 1990 1991 1992 1993 1994 1995 1996 1997 1998
S 25489 15832 12556 10346 14744 13117 12727 106486071

Year 1999 2000 2001 2002 2003 2004 2005 2006
S 11863 12701 13539 16448 14772 14100 14389 15533

Source: 2007 Romanian Statistical Yearbook

Evolution of afforestations, Romania, 1990-2006
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Source: 2007 Romanian Statistical Yearbook

Fig. 3. The afforested surface, expressed in hectares/year
in Romania, between 1990-2006

A simple calculus indicates that: FLi+R-D=FFf, tih@D=FFi+R-FFf,
where FFi=Initial Forest land (at the beginninglod year, which is the one at the
end of the precedent year), R=Reforestations dutiegyear, D=Deforestation,
cuttings during the year, FFf= Final Forest laridlia end of each year).

Using the previous data there results that cuttipggormed between
1991-2006 were those in Table 4 and Figure 4:
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Table 4.
Deforested surface (in hectares) in Romania, betwed 991-2006 (during the year)

Year 1990 1991 1992 1993 1994 1995 1996 1997 1998

S 19832 11556 11346 12744 13117 15727 9641 10607
Year 1999 2000 2001 2002 2003 2004 2005 2006
S 11863 13701 12539 -4552 34772 100 5389 -20467

Deforested surface, Romania, 1991-2006
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Fig. 4. Deforested surface (in hectares) in Romania, Etvi®©91-2006 (during the year)

We notice that in 2002 and 2006 the values aratheg impossible to
achieve in reality. One fact results: that theaiddi statistics do not reflect the real
situation regarding the forests in Romania, becthesecannot take into consideration
the illegal wood cuttings.

The situation is more severe as the natural regéarrrhythm of forests
and the reforestation rhythm are very low as coeghém the needs. In our country,
the afforested surfaces range from 0 to 1% per, ygdte in other European states,
these are afforested between 27 and 30% per aRoimania, each year, the
regenerated forest surface is about 20,000 hectarfesavhich the naturally
regenerated forest surface represents approximéd®f§4%, and the afforested
surface 46-51% (for the period 1995-2005). As we&ehahown before, our
country’s forest land (related to the country scejais nowadays of about 26-27%.
Comparatively, in Austria and Germany, the peragmtaxceeds 40%, and in
northern countries, 80%. In order to reach an affiation degree comparable with
that of the EU countries, Romania should reforestilon hectares of land during
the following 25 years. The compulsoriness of refie these surfaces is
stipulated in the Forestry Code, adopted at theinbéyy of the year 2008.
Regulations highlight the necessity to perform @fferestation of 80,000 hectares
annually during the following quarter of century #hat Romania detains a 33-
34% surface of its territory covered with forestsmparable with the EU average.
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Romsilva, the manager of the Romanian forests,ematcin introducing annually
in its forestry circuit a surface of about 15-2@uband hectares. As a result, in
order to reach the European average, Romania woeétl about 125 years,
considering the present rhythm.

It is obvious that the attempt to increase the resfimtion rhythm of
afforestations comes rather late, however efficimig would be due to some
administrative measures, admitting that the reallementation capacity would
exist. Consequently, one cannot do anything elsstbp the deforestation rubbery!

The causes of drastic decrease of forest surfaeefirst of all, abusive,
irresponsible deforestation, but also industridlytion (about 6-7%) and excessive
grazing. The main causes which determined a cometavel of illegal cutting
arethe will to immediately achieve illegal or undessatincomes and the low level
of inhabitants’ incomesn the abusive cutting areas, together with lack of
alternatives (which determined the choice of illegeood exploitation and
commercialization). One of the reasons for whioh fibrests were claimed by the
owners was poverty. People perceive the cuttingegas a restriction, and some of
them fear nothing, not even the law. In Romani&, umassive illegal tree cutting
and reduction of afforested surface, there haweadir appeared desert enclaves in
places where once there were beech forests (Molddehaedinti Plateau). The
effects of the phenomenon are huge, but the popilicion does not seem to give
the proper importance to forests, beyond the ecandmterest represented by
wood. The consequences are felt at national lelwllods, draught, extreme
temperatures represent proofs in this respect.

The dimension of forest damages cause#ibmo sapiens sapiens even
more obvious if we add to those presented abovee steta regarding the time
needed by trees to grow. The cutting ages, acapitdinhe“Technical Norms for
Forest Administratioh (2000), for the 5 production classes and the nsgecies
range between the following limits, valid for foresnditions:

Spruce: 100 - 120 years Holm oak: 120 - 140 years ir: 180 - 120 years

Oak: 110 - 130 years Pin: 50 - 80 years Linden &6e 100 years
Beech: 100 - 120 years  Euro-American poplar 15 - 30
years

Regarding the trees approached under grove consljitibese ages are:
Locust tree: 20 - 35 years Willow: 20 - 35 years

One should notice that, in the forest regime, thaximum limit of the
cutting age increases with up to 60 years for ho#k, for resonance wood trees,
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for fir, holm oak and oak, for superior classedregs (veneers, etc) and with 10
years for trees with special protection functfons

Forest, economy and society

The relationships of sylviculture and the entireefdry sector with other
sectors of national economy are of utmost imporarfeorest fulfills various
ecological, economic and social functions and ihis an asset of national interest,
which concerns and conditions diverse activity dimsiafrom environmental
protection to those related to the use of natueslources. That is why, the
harmonious joining of such apparently contradictooyncerns is fundamental for
the equilibrium of the three domains: natural, @sort, social.

Forests represent an important part of the econddwer 44% of the
country population lives in rural areas (in 20a6)ys depending on forests, which
provide jobs, wood for households, tools, and fuel.

The contribution of the sylviculture to the GDPstaecreased from 0.8%
in 1980 to 0.4% in 2005. The entire forestry sectumtributes with more than 9%
to the country’s exports, which means about 4%hef GDP (acc. tdNational
Forest Plan2005). The largest part (75%) of the harvesteddvmo 2007) was
sold; the rest (25%) was used for internal consignpt

After 1990, wooden mass and timber business hakentalisastrous
proportions. In 1994, there were exported in the BioConstanta 266,000 tones of
fire wood. The export of logs, a shortage raw mmattad increased in 1999 3.7
times as compared to the previous year, while D02he increase has exceeded
22%. In 2002 there were exported 850 thousand tohesooden material, to
which other thousands of tons shipped through i & Galati are added. In
2004, as compared to the same period of the yea8, 20e export of timber has
increased 110 percent. In 2006 only, 350,000 had&ezere cut without ensuring
any reforestation, and the most part of thesedfathle country.

After the year 1990, the number of the personneking in forestry and
loggings (including the primary processing of wobd} significantly decreased. In
forestry domain, by the end of the year 1994 thmber of the employees has
practically remained constant, about 35-36,000 eymas. After this date, as a
result of the reorganizations imposed by the irszes the economic efficiency of
the activity and the retrocession of forests byirthiermer owners, there were
successive retrenchments. Currently, the emplogesiopnel counts about 25,000
employees, and it is continuously decreasing. Therao clear record of the
forestry personnel employed for the managemenheptivate forests, returned to
owners. Special focus should be placed on issuatedeto redistribution of the
forestry personnel, considering that the NationateBt Department will return
more than 40% of the public property forests tartfoemer private owners.

4 Most of the Romania forests are managetbigst regimg91%) and a small part igrove regime
(5%). In approximately 4% of the forests (damagedbw productive brushes) rehabilitation and
substitution works are being performed.
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Our century shall be ecological, or it will not be.Measures for the
protection and rehabilitation of forests

Sustainable development (acc. to The Bruntland R€po Common Future,
1987) is the development that meets the needsgirésent without compromising
the ability of future generations to meet their avaeds.

By sustainable management of forests one undessttma management
and use of forest ecosystems, so that their bicgltye productivity, regeneration
capacity, vitality, and health are maintained angroved. In addition to this, their
capacity to fulfill multiple ecological, economin@ social functions for present
and future should be ensured, at local, regiondivearld level, without generating
prejudices to other ecosystems.

Romania has engaged to observe a series of itiberaaregulations directly
related to sustainable management of forests, dégar of the nature of the
property. In addition to these, there are some environnhemtatection and
biodiversity conservation regulations, knowing vevgll that forest is first of all
one of the most important environmental factors anly in the second place an
important economic resoufceThe commitments assumed by these international
regulations are reflected in national documentsandigg the forestry sector,
among which we mentiorifhe Romanian Forestry Strateg®006, enclosed in
“The Development Policy and Strategy of the ForeSegtor in Romania, 2001-
2010), The NationalForestry Program(2005), Strategic National Plan for Rural
Development for 2007-204cludes provisions referring to the logginiystional
Plan for Fighting against lllegal Tree Cuttingproposed by the Ministry of
Agriculture, Forests and Sustainable Development) e

One of the causes of massive deforestations in Rianveas undoubtedly,
the lack of strictly necessary knowledge on thenifitance and functions of the
forests (together with the lack of adequate reguiaton private forests, aggravated
poverty of some of the owners, lack of their cafyatm guard and defend them in
an efficient manner, etc.). A positive change of thtitude towards forest is
necessary, as well as the gradual formation ofr@stoconsciousness among the
population, especially the forest owners, becaousestirface of the forests returned
to their owners will soon exceed 3,800 thousandahnes, respectively more than
60% of the forests of the country. The attitudeaodg forests, the education and

® Declarations and resolutions of the Ministeriahfoences from Strasbourg (1990), Helsinki (1993),
Lisbon (1998) and Vienna (2004), the ConventionthefUnited Nations adopted at the Conference of
the United Nations for Environment and Developnfemn Rio de Janeiro (1992), Convention on the
Biological Diversity (Law 58/1994), Framework Contien regarding the Climatic Changes (Law
24/1994), Convention regarding the Control of Difszation (Law 111/1998) etc.

6 Convention on the protection of the wild fauna ahthe natural habitats in Europe (Besatified
by the law 13/1993, Convention on the Internatioiralde with Endangered Species (Washington)
— ratified by the law 69/1994, Convention on thesmrvation of migratory species of wild animals
(Bonn) — ratified by the law 13/1998, The EC Birdgdotive, 79/409/EEC, The EC Habitats
Directive, 92/43/EEC, etc.
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awareness level regarding the importance and fdleedforests is one of the most
significant drives which may help the remediatiéthe current situation.

It is useful to mention a research performed ireotd implement a Public

Awareness Campaign, directed towards this pufp@$e objectives were:

Investigation of forest owners’ knowledge and atté related to forest
management
Investigation of the needs and information chanokthe forests owners
Identification of association reasons and advaistagerder to manage the
forests
Determination of the population attitude related to
— Importance and role of the forest
— Which are the issues most seriously affecting tivests in our
country
— Which are the institutions which should respondtfa regulation
of problems
— What should the forest owners do

The following types of answers were achieved:

Answers involving a negative attitude of the resfmnt towards the forest;
the forest is seen exclusively as a wood source: iood, construction
wood, industry wood (about 70%).

Answers involving respondent’s positive attitude, which the forest is
considered a food source: mushrooms, fruits, hgntagrotourism, etc.
Unfortunately, these answers have an approxima&te @sportion.
Answers involving a neutral attitude of the respamidtowards the forest;
the forest is seen as a source of fresh air. Bhimther a thinking cliché
than an attitude (about 5 %).

The conclusions of the research were:

The need to be informed is differentiated accortiinipe level of involvement
in forest management

There are primary needs of information (awarenasgarallel with needs
of specific information and education on forest aggment issues.

As a result of this investigation, one could notluat forest is predominantly

considered (70% of the answers) as a provider afdwand reveals an active

attitude of forest exploitation in order to use thieod resources. In compliance

with all these, there was concluded that the mdstjaate central message of the
communication campaign should have the followingtent:

" The research was developed within a project edtfflorestry development projecivhich was
supposed to be developed during the period 2008,20@ by 2007 only the first acquisitions were
made. The objective of the project was “to maintaitd improve environmentally sustainable
management of state and private forests so astedse the contribution to the national and rural
economies derived from Romanian forest resources”.
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« The forest is a complex entity which fulfils var®dunctions: economic
(provider of wood or other forest products), enwirental protection (waters,
soil, atmosphere, etc), social,

» The forest must and can fulffill its economic fuantiespecially in the context
of changes in terms of property structure as altre$uhe implementation
of retrocession laws;

« Fulfillment of the economic function of the foreshould not hinder the
fulfillment of the ecological and social roles;

- The Romanian state intends to change the attitudarts the forest, so that
it fulfills all its functions in an integrated admstration system.

Thus, the proposed slogan waBofest means more than wdod

The force of example is the most powerful. Thavihy we should mention
some Romanian campaigns dedicated to afforestaliming the last years:
“Romania catches roots” (Realitatea TV), “Forestided (with the purpose of
guarding the forests, under the supervision of Migiof Agriculture, Forestry and
Rural Development), “Millions of people, millionsf drees” (volunteering,
institutions, associations, foundations, companis), “A Car, a Tree” (Porsche
Romania and Ministry of Environment and Sustaindéselopment), “Children,
trees and 100 green years” (Sardéater Company, Cluj County).

The sustainable management of forests (as thaisabkte development in
general) is not an option, but is compulsory in phesent day world. The solution
to achieve it has two important components: creatioan adequate legislative and
institutional framework and, especially, its obsgion, as well as awareness and
education, individual and corporative responshailit
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http://www.cceg.ro/domenii/Sol%20si%20paduri.htm
http://www.forestier.ro/files/664_prezentarel.pdf
http://www.cceg.ro/2008stiri/72.htm
http://tirnoveanmariaclaudia.ecosapiens.ro/

http://www.ecomagazin.ro/pe-a-aprobat-reguli-mactt-pentru-firmele-care-
comercializeaza-lemn-si-produse-din-lemn/

http://www.ecomagazin.ro/cum-dispar-padurile/
http://www.ecomagazin.ro/nasa-cerceteaza-cata-paaluthacuit-romanii/
http://www.ecomagazin.ro/suprafata-impadurita-a-@oiai-sub-media-europeana/
http://www.ecomagazin.ro/romania-este-cu-125-denadtirma-ue-in-privinta-impaduririi/
http://www.europarl.europa.eu/sides/getDoc.do?tiide=
PRESS&reference=20090421IPR54120&format=XML&langerigO

http://www.maap.ro/pages/page.php?self=02&sub=0206
http://www.rosilva.ro/categorie.php?id=4
http://stiri.kappa.ro/social/exportul-romaniei-paiéistire_14691.html
http://aest.ro/index.php?option=com_content&taskwéid=38&Itemid=2

http://epp.eurostat.ec.europa.eu/cache/ITY_OFFP3B/R-06-322/EN/KS-76-06-322-
EN.PDF

http://www.insse.ro/cms/files/pdf/ro/cap14.pdf
http://www.insse.ro/cms/rw/pages/anuarstatistic2@)do
http://www.sisnet.ro/arhiva/2837/Economic.html
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