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ONLINE MARKETING - PERSUASION, EFFICIENCY,
PERFORMANCE
Eleonora Mihaela Constantinescu*
Gheorghe Marinescu**

Abstract
In the knowledge‐based society, we can talk about information as a basic resource,
the information technology and communication represents both a result of the use of
the new types of resources and an infrastructure that enables the dissemination at
the global level of new knowledge. The economic theory should develop new
concepts which are to become operational in a new paradigm of knowledge. Smart
economy, smart city and, why not, smart marketing are some of the new concepts
necessary to expose the specific processes of a new stage of development of the
information society.
Keywords
smart economy digital marketing, social date intelligence, information society.

1. Introduction
The changes that will occur in marketing in the years ahead will depend
on the processing which engages the entire human society. The organization's
activity is being restructured in the digital economy, including the regarding of
the marketing instruments and strategies. The information technology and
communications determine a transformation of the economy as a whole,
including the elements of the mix of marketing and of the mechanisms of
interaction: the product is loaded mostly, with state-of-the-art digital
technology and may become himself an intangible good, digitized, prices shall
be fixed on the basis of the new structure of the costs, and payments will be
accomplished, more and more by the digitized instruments and procedures. In
addition, the distribution is being restructured depending on the digital
technology (when the products are of the digital type are to be distributed
instantaneously and without costs, using a digital communicational
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infrastructure), and the techniques and the promotional tools integrate new
technologies.
The digital technology and the new developments in the promotional
communication
New technological developments are designed in the changes of
paradigm, as well as in the development of new terms such as e-marketing
(which affects the marketing activities carried out using the Internet) and cyber
marketing (refers to the marketing activities which are carried out with the
support of communication technologies and information).
As a result, there is a shifting of budgets destined for marketing activities
towards the online promotion channels. The advantages are obvious:
significantly smaller costs that can ensure the visibility of promotional
messages unimaginable in the previous decades. In addition, the existing
dysfunctions in an online promotion campaign can be corrected in real time.
The reactions of market response can be transmitted very quickly, are easy to
measure and can be managed with high efficiency. However, a very dynamic
production of even the forms of online advertising is registered. In a study
carried out on the advertising market in Romania1 it was found that one in
seven people who surf the internet opt for installing ad block programs
(programs that locks the posting of ads). The virtual space advertisers will
have to find new solutions, more subtle, more persuasive and more desirable
to communicate promotional messages.
In this context, the organizations shall be oriented towards promotion on
social networks and towards mobile marketing. With regards to accessing
promotional messages on the smart phones, two tendencies are outlined:
mobile devices are gaining ground in front of the landline type in the online
communication, the viewing of online promotional messages from mobile
phones is carried out by both the direct access to the internet and the
installation of applications.
Digital technology allows by both the volume of data collected and
upgrades their processing, to achieve the impressive data bases, functional at
the global level. One of the companies of social data intelligence that works
successfully on the market2 processes daily 1500 servers, over 500 million
postings on 150 million web sites, monitors and analyzes postings on social
networks, blogs, website plants, forums, from over 187 languages.
1

http://www.paginademedia.ro/2016/01/unul-din-sapte-internauti-blocheaza-reclamelesite-urile-de-sport-cele-mai-vizate
2
http://www.talkwalker.com/en/social-media-intelligence/social-media-analytics/
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In the context of the economy, the cities and even their own homes are
becoming smart, it is possible that in the near future to talk about smart
marketing that will be directly involved, because of the personal addressing
potential offered by digital technologies. What, how and to whom will the
marketers sell in the digital society, remain the open questions, whose answers
change depending on the technology and market dynamics.
For a marketer it becomes important to configure how and what will sell
in a world where people will communicate, especially through digital
platforms and the things they sell are stocked, most of them, with artificial
intelligence, when products will be digitized.
3. The Internet of things and online marketing
Internet of things is a new concept that defines precisely the objects that
the system functions both in the community and people are interconnected
through a digital platform (internet). “The Internet of Things (Internet of
Things -IoT) describes a world in which the Internet is connected to the
physical world through sensors. In other words, any equipment (devices,
machinery, appliances, lighting systems, mobile devices, etc.) supplied with
electricity will be connected to the Internet - a world in which all objects are
connected via the internet”3.
Basically, digital communication objects enable a more efficient
management of natural resources, significant time saving, productivity growth,
communities and individuals to relieve budgets expenditure, price reductions,
the development of new industries.
We wonder not only how many people today have Internet, but also how
many devices work and use the Internet. It is estimated that over 37 billion
devices will be connected to the Internet in 20204, and the Internet of things
will trigger economic sectors until 2024 and will generate about 4,600 billion5.
Electronics, whose operation depends exclusively today by direct human
action, will act soon on a new communication system. There are already
marketing refrigerators6 equipped with cameras that can communicate with
another device, for example, telephone, what foods are in the refrigerated
spaces, so they can shop to replace the consumed products. At the same time,

3

http://www.bobses.eu/2015/09/22/ce-este-internetul-lucrurilor/
http://www.bobses.eu/2015/09/22/ce-este-internetul-lucrurilor/
5
Ibidem.
6
http://www.gandul.info/it-c/frigiderul-cu-ecran-de-21-5-inci-de-la-ces-14963711
4
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they have built smart TVs and audio systems to enable consumer access to
favorite programs.
Soon, the air conditioning system, the washing machine, the toaster, the
stove, the lighting, the water supply will have artificial intelligence. They will
be connected to the internet and we would be away from them by means of
other devices.
The benefits that the Internet of things brings to people are obvious:
saving resources, time and money. But the disadvantages are not as clear. A
first disadvantage is that if all domestic activities are more easily monitored
using intelligent objects and human needs become more visible to artificial
intelligence. What we eat, how much we spend, how we spend our time, the
most diverse and our personal preferences are becoming visible to artificial
intelligence and to tha management mechanisms that ensure its functioning.
Marketers will have a more accurate database, will know not only
detailed information about our purchase history, but also about our most
personal preferences about which communicate on social networks. The social
data intelligence companies will be able to provide their customers not only
considerable data volumes collected from the digital environment, but will
also be capable of analysis in order to provide a competitive edge through
constant advanced knowledge of the target audience, unprecedented in
economic history so far.
Promoting products and it will digitize, increasingly more, because it
seems, the human being will be increasingly easier to access / identify in the
virtual environment by companies and the complex consumer's profile will be
accessed instantly.
The lifestyle of the human being is facing structural change. Significant
changes will occur in people's jobs, many of them will no longer find a place
in a digitized universe. When smart objects will buy products, commercial
networks will could reduce the number of jobs for the vendors, we will move
less for shopping, which will have a strong impact on reducing the fuel
consumption and the traffic flow.
Reshaping the economy under the impact of digital technology brings a
new type of communication. We are witnessing the transition from the
communication between human - artificial intelligence, to communication
between artificial intelligence - artificial intelligence. The Internet of things
involves making a digital platform that allows a link between objects, which
will generate big savings in costs and hence prices, more efficient use of
resources and the pursuit of goals to achieve a circular economy.

8
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The Internet of things will soon generate profound changes to the jobs
market. There are many occupations that are under a major threat of
unemployment (traditional trade, transport, health, many services will be
digitized and will eliminate the need for human presence), which implies the
need to promote policies aimed at creating new jobs.
4. The new digital “Geography”
A fascinating and challenging question was launched by the World
Economic Forum7 If social networks were Countries, which would they be?
According to the latest statistics8, one of seven people on the planet is the
user of the social network Facebook. Basically, in a month, Facebook is
accessed by 1.65 billion people, making that, into a metaphor of a new digital
geography, the Facebook site to be higher than China (whose population
reached 1, 37 billion people).
The WhatsApp application has come to be used monthly by over a billion
people9, which makes it comparable to India's population, that reached 1.25
billion inhabitants.
The Instagram application that can be installed on mobile devices and has
a desktop version is accessed by over 400 million people monthly10, a number
that exceeds the US population of 319 million.
The social networking site Twitter has grown to be accessed by more than
305 million people every month, a number that is close to the US population11.
Google + (social network created by Google) has over 300 million
monthly users, what sets it between the US and Indonesia12.
LinkedIn, the professional social network, is hosting more than 400
million accounts and has over 100 million monthly active users, making it
comparable to the Philippines13.
The newcomer Snapchat app has over 100 million monthly14 active users,
making it comparable to the population of Ethiopia.

7

https://www.weforum.org/agenda/2016/04/facebook-is-bigger-than-the-worlds-largestcountry/
8
Ibidem.
9
Ibidem.
10
Ibidem.
11
Ibidem.
12
Ibidem.
13
Ibidem.
14
Ibidem.
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Source: https://www.weforum.org/agenda/2016/04/facebook-is-biggerthan-the-worlds-largest-country/
The modern human is facing an existential context in which he has to
look beyond the boundaries of physical reality, to understand how it is
consubstantial with a digital universe.
Conclusions:
Online marketing opens new horizons in the efforts to conceptualize
marketing. Digital technologies allow the persuasive customization of
advertising messages and send them to the very specific audience. As human
existence moves in cyberspace, the advertising messages are reshaping their
content and tenaciously follow their recipients.
If the history of human civilization has been marked by human-human
communication, after that a human-artificial intelligence communication, and
now we're looking at the horizon of a totally new type of communication.
Through the Internet of things, a new era rises, not only for the functioning of
the economy but also to human existence and what we conceptualized so far
through communication. The objects will start talking to each other,
10
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understanding human needs and finding solutions to meet them, at an
increasingly more efficient and environmentally friendly.
Lastly, the Internet of things will create profound changes in the lifestyle
of the contemporary human. Artificial intelligence tends to become ubiquitous
in everyday human existence, which will raise another type of issues related to
the privacy of his life. Objects endowed with artificial intelligence initiate a
new kind of dialogue between them, about the needs of the human being. They
will meet them very effectively, but at the same time, they will know them
very well. Metaphorically, we can say that we will never wash our dirty
laundry in private, that very personal information will circulate in digital
systems.
The future will answer to the modern marketer who must transform the
new types of interaction between man and artificial intelligence into market
and sales.
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CHARACTERISTICS OF B2B DISTRIBUTION STRATEGY
AT INTERNATIONAL LEVEL
Irina Nicolau
Adina Mușetescu

Abstract
In the current context in which the globalization phenomenon has brought markets
closer to each other, an international coordination between the production and the
distribution is becoming a reality. Distribution channels involve a set of processes and
activities that are coordinated and synchronized according to the particularities of the
market, so as to bring profit and increase the quality of the product or service. We can
also talk about an Internet revolution, translated into the customer relationship
management, meaning that ‐ on any market ‐ the Internet is part of the company
strategy, providing opportunities to improve relations with both customers and
suppliers.
Keywords
globalization, production, distribution, strategy, internet.

JEL: M 31
1. Introduction
On the international market, ensuring the availability of products or
services offered to consumers is essential and requires considerable effort
from companies in order to find the best distribution channels so that in the
end both their interests, but especially those of the consumers could be met.
2. Content
In the current context in which the globalization phenomenon has brought
markets closer to each other, an international coordination between the
production and the distribution is becoming a reality. Distribution channel
management involves at the same time, a risk management system, a strategic
business management ties and a trade management.
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2.1. The importance of production and distribution coordination
Distribution channels are composed of a series of activities falling outside
the area of influence of the company, which state (Lee, K., & Carter, S.,
2009):
a. Basic logistic activities such as procurement, transport, reception and
cargo handling;
b. Operational activities - supply and demand planning, production
planning and others;
c. Logistic supporting activities - warehousing, physical distribution and
others;
d. Activities related to marketing and sales;
e. Customer relationship management activities.
At the same time, distribution channels involve a set of processes and
activities that are coordinated and synchronized according to the particularities
of the market, so as to bring profit and increase the quality of the product or
service.
In the distribution channels, the relationships between partners can take
two forms: traditional or collaborative partnerships. In the first case, it is
essential to minimize prices for the products offered and usually it exists
within the channel a sufficient number of intermediaries offering the same
type of service, so the company can choose the one that offers maximum
benefits. On the other hand, the company uses a number of strategies to ensure
the best deal from intermediaries such as concluding exclusive contracts with
them only in the short term.
The second situation is based on mutual trust and respect and, obviously,
the availability of all partners to share any risk that may arise in the business
environment. On the long-term, the purpose is to create a "win-win"
relationship and to add value for the commercial trade. In this case, the
number of strategic partners is low, in order to ensure long-term price stability
and continuity in the delivery process to the consumer. However, the partners
take joint decisions in areas such as research and development or quality
management within the distribution channel.
The collaboration relationships within an international distribution
channel can appear vertically (between two or more competing companies of
the same kind - producers, distributors or retailers- which share a number of
responsibilities and resources to serve similar retail customers), horizontally
(when two or more competing companies, or from different fields choose to
share resources - for example using the same storage location or the same
14
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carrier - most often to be able to penetrate some markets more easily) and
sideways (representing basically a mix of the first two variants).
2.2. Company`s strategic alternatives regarding the international
distribution policy
From the strategic alternatives point of view of the international
distribution policy, the company may resort to (Danciu, V., 2009):
 The strategy of market coverage, which means either choosing an
intensive distribution through all available channels for products and services,
or selective distribution, only through a certain number of channels which are
based on well-defined criteria.
 The development strategy of the distribution infrastructure, which can
be done through the creation of strategic alliances, acquisitions, mergers, etc.
Most often, market access is made much easier when calling to the already
existing infrastructure by either method.
 The strategy based on the geographical factor which takes into account
the physical size of the market served; It includes either opening subsidiaries
on the targeted markets, where there is a developed infrastructure
(multinational strategy) or use the same commercial formula for all markets
(global strategy).
 Strategy based on the number of markets - may take the form of the
diversified strategy (it uses a large number of channels on a multitude of
markets) or the concentrated strategy (which uses only those channels that can
serve similar and geographically close markets).
2.3. B2B marketing
In terms of practice, B2B marketing has existed for a long time, although
there was a time when the focus was on the marketing of consumer goods.
Lately, however, it is noted an increased interest for this market, it now taking
advantage of an accelerated growth, seen on the account of the Internet
explosion (Morris, M. H., Pitt, L. F., & Honeycutt, E. D., 2001).
Industrial marketing or 'business-to-business marketing' (B2B) as it is
called, requires a different set of techniques and approaches, due to the fact
that the addressees are legal entities that purchase goods / services for
processing or to be incorporated into other end products, not for the final
consumption. Target consumers are those in the supply - delivering chain
whose activity is addressed to the final consumer.
This determines segmentation processes, different distribution channels and
strategies for the marketing mix. It should also be kept in mind the fact that the
ANALELE FACULTĂŢII DE MARKETING  ANNALS OF FACULTY OF MARKETING
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market to which it is addressed is one with a special dynamic , different,
characterized by high value purchases , a small number of customers and different
types of demand for goods and services, such as (Doyle, C., 2011):
 secondary demand - demand for a product or service on the market is
driven by the demand of goods / services on the end consumer market ;
 volatile demand - the volability degree on the B2B market is much
higher than the one on the consumer market;
 concentrated demand - is explained by the fact that, geographically,
large industrial customers are concentrated in certain regions / areas.
Companies in this area must understand and foresee the needs of three
types of buyers: companies, government and other institutions (Hutt, M. D., &
Speh, T. W., 2010). They are usually specialists in their fields with serious
training, which makes the whole process of negotiation and sale to result
differently when discussing B2B. Also, often there are preferred some other
forms of acquisition of goods, such as, for example, leasing or barter.
Business to business marketing has as its key features:
 supplier companies being rather few and customers holding a high
degree of specialization, the emphasis is on relational side even more than in
the case of business to consumer (B2C) marketing;
 with regard to services attached to the product purchased, they are
directed towards more technical, requiring complex instructions, sometimes by
offering free of charge expertise for the purchaser;
 negotiations aimed at this market acquisitions must be made by the
highly experienced negotiating teams;
 prices are usually negotiated, not established in advance; it appeals in
most cases on discounts;
 promotion is done through the specific media, the Internet, fairs and
exhibitions, rather than through the classical means used for B2C;
 company image building is done at the level of every client or smaller
groups of customers with the same characteristics.
3. Conclulsions
In order to be relevant on a competitive market, companies in this area
were forced to carry out some activities in the virtual space. This has affected
the dynamic of the B2B market transactions and transformed it under the
influence of five categories of factors (Eid, R., Trueman, M., & Ahmed, A.
M., 2002):
 the marketing strategy to be adapted to the virtual reality;
16
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 the company's website - which transmits first information on products
and services, and where it can be found also the mission statement;
 global factors - affect the global economy as a whole, including the
web space;
 internal factors;
 other categories of factors.
Moreover, when discussing about the customer relationship management
- on any market - the Internet is part of the company strategy, providing
opportunities to improve relations with both customers and suppliers (Dwyer,
F. R., & Tanner, J. F., 2006).
Also the Internet revolution has been the one that determined the
appearance of new types of intermediaries, such as info - intermediaries or
meta - intermediaries. The first category includes search engines, providing all
sorts of information on business partners and their work. In the second
category are to be found those companies holding highly complex websites,
which offer space for 'offering' products to all interested parties, in exchange
for fees or a percentage of sales made via their website (Anderson, J. C., &
Narus, J. A., 2004).
The B2B marketing development will continue and will be enhanced as
long as the consumer good market demand _ will increase. The virtual space
offers, in this respect, the most dynamic market without geographical
limitations, in which business partners can meet at any time, regardless of the
area of provenance, culture and industry.
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QUALITY MANAGEMENT IN HUMAN RESOURCES QUALITY MANAGEMENT ENDPOINTS.
Valentina Zaharia
Mirela Dogaru
Abstract
Typically, when an organization focuses its objectives on quality, culture behaves
amendments. Not the same thing happens automatically, and the value system of
human resources. Any experienced manager knows that to be successful,
development and continuing education of its employees is the key point. Quality
management in achieving organizational success depends on the ability of managers
to develop human relationships, to recognize and evaluate each individual
characteristics and talents, to give every person the opportunity to meet their full
potential. The purpose of managerial work consists in finding ways to lead in such a
way that the result is a quality product.
Keywords
organization, human resources, capacities.

Introduction.
Continuous improvement is the strength of any program aimed at quality.
Because quality management system to work, managers must consider quality
as a primary aspiration of the organization and act to achieve this goal.
Given the large number of activities addressed in an HR department, we
will look at some analysis in terms of ensuring and improving quality.
Thus, it involves planning future needs of human resources performance
achieved relative to planning and control to achieve this performance.
Techniques and procedures used must be we carefully selected so that they
will achieve quality and competitiveness that the organization wants.
The main techniques used in planning are:
- Inventory of human resources (capacities, skills and knowledge);
- Forecasts of human resources (future needs in number of staff);
- Action Plans (recruitment, selection, training, orientation, promoting,
developing and rewarding).
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Control and evaluation - monitoring system is we used in determining the
achievement of goals.
Recruitment. Various methods can be we used: internal recruitment,
unless there are real possibilities for this, external recruitment, which can be
done through ads in newspapers, recruitment agencies, recruitment companies
or university campus.
When it comes to selection, quality organizations that focus on employees
who solves problems better calls that can use statistical concepts and possess
Team spirit. Identifying these skills and personality characteristics is we
achieved when selecting.
Both the managers and the executive staff for the quality system to
operate and be successful should recognize as a value and as a major influence
communication. To succeed in a quality management process is necessary
changing attitudes towards quality, and this requires confidence by providing
relevant information to employees and the use of communication practices.
Body work.
Once an organization has set goals regarding quality management
requires the establishment of a project team to assess human resources in order
to ensure that all the company supports direct human relations ala duties,
concepts and values.
To succeed, you need to know if the system is we aligned with the duties
of human relations, values and practices of Total Quality. The project team for
introduction of quality management systems to start operations by identifying
and procedures applied in human resources (performance evaluation
procedures, reward system, promotion policy, and communication system).
If the system proves to be defective, the entire strategy implementation
should be we reviewed, starting with design.
Considerations on design analysis, job evaluation.
The world is changing with unprecedented speed and to keep up, an
organization must be competent and loyal employees. Organization's future is
we assured people rather than products. Employers and managers should think
alike, what they offer and what employees expect from them if they wish to
obtain the expected performance.
Job analysis
In studying both, the demand for human resources management in the
forecast are mainly used information obtained after realizing jobs analysis.
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The resulting information is used and activities staff selection, assessment, and
training.
Because job analysis to be we conducted in appropriate conditions and be
we completed with good results, must comply with the following
requirements:
 Job analysis must always be we based on clear objectives and use
appropriate methods and techniques;
 Post must be we presented, as it exists in time of analysis, as it existed
or not as it should be;
 be understood - primarily - the duties and requirements of the job and
not be evaluated people who occupy them;
 job analysis must be as objective and accurate, this can be achieved by
using several analytical methods due to differences between the methods; The
station is analysed in relation to its holder, the station is better understood;
post holders must be representative of the category of employees performing
those tasks;
 Prior job analysis is necessary to explain the jobholder reasons and
objectives analysis - due to common situations where employees are afraid
that this will affect their position on the job (fear of redundancy, mitigation
authority, incompatibility with any new powers, etc.);
 Selection and proper training of persons conducting or will conduct job
analysis;
 Permanent job analysis must be we reported to the overview of the
work processes as partial analyses are insufficient, and the results are
unsatisfactory;
 Jobs analysis results should be we presented in written form, concise
and easy to understand; basic results of job analysis are we presented generally
in the form of job description and job specifications.
Carry through job analysis and descriptions will depend on the inclusion
of human resources departments with competent people, including
sociologists, psychologists, social workers etc.
To do the job considerations, to define the concept: item includes all
objectives, tasks, powers and responsibilities of the permanent an employee
for execution.
Job analysis is a process of investigation systematically, tasks, duties and
responsibilities station work and specialized knowledge, and abilities needed
one occupying the post to turn it into a powerful post.
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Job analysis shows the following components:
-job description;
-specification station.
Job description includes tasks, activities, skills, responsibilities and labour
relations and working conditions required by the job, the results supported
activities that must be we developed.
Information arising from the job description are included in the job
description states: station name, position hierarchical relations of
subordination -control and collaboration, working conditions, objectives,
tasks, powers, responsibilities, relationships between staff.
Job specification includes requirements for training, experience,
personality traits, physical and special skills needed fill that post. To achieve
job evaluation is necessary to determine the complexity of the channel,
comparing it to various positions.
Job analysis outlines the job information, information that lead to the
onset of recruitment and selection of staff.
Job analysis is to study it in terms of occupant or study that takes into
account all duties, responsibilities, readiness and professional development.
Information enabling differentiation stations refers to activities within its
behavioural requirements, working conditions, links to other positions, the
expected performance, equipment and machines used. The information found
above which would allow the employee to identify a possible occupant of that
post.
Therefore, fasting is a function adapt to the various features of each job
and the peculiarities holder who occupies, that function is a generalization
factor of similar posts and targeting features that are considering the same
station components.
Item presumably, then, the following components: objectives, tasks,
authority and responsibilities.
- Job objectives aimed at specifying the goals envisaged the creation of
the post are part of the company's goals as targets for their achievement
individuals. In this jobholder is we assigned tasks, responsibilities and
authority but necessary.
- Pregnancy is specifically formulated action in order to achieve a certain
objective.
- Authority is all part of the job, which specifies the limits of action where
the owner may act in order to achieve individual goals and in order duties.
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- Responsibility is attitudinal component that specifies the obligation
jobholder on tasks and duties incumbent, attributes derived from individual job
objectives.
In job, analysis used a variety of methods, namely:
- Observing
- Interview
- Polls
-Tech critical incidents.
Design stations.
The design process is an apt station to specify the specific content of
posts, working methods used within the organization and relationships
between items that appear in the organization.
The design process is a complex job, which has the following components:
- The main requirements for obtaining performance;
- Physical and mental labour;
- Requirements for obtaining performance;
- Location in the organization;
- The main methods of obtaining performance.
Redesigning jobs.
The process by which redefined the tasks, responsibilities, relationships
between them and the specific content of the post is redesigning jobs.
Currently, the definition of posts and designing or redesigning their no
longer used strictly for determining the best methods of achieving the tasks,
manifesting itself increasingly tend to improve performance at work by
profound changes in work content, configuration or features stations.
The items.
Job evaluation is a process that determines the value of a position in
relation to other positions, analyses and determinations.
Job evaluation process is a complex process that involves the following
steps:
- Stage in gathering information that is collected information about the
job to be evaluated;
- Identify factors that highlight your position in the company assessed
(skills, responsibility, working conditions, labour difficulty, decision-making
power, autonomy);
22
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- Determining the level or the relative importance of each factor in the
job, which will determine the final listing description.
Conclusions.
In order to evaluate managerial positions in practice they are used more
method. Denture most frequently used are the point’s method, comparing
factors; product classification.
1. Method points.
• Most common method;
• Easy to use;
• Stations are we differentiated between them by the number of points that
have been we credited.
• Selection of the assessment scale use different scales for each post or
quantitative point scale;
• Selection key items - requires the valuation representative, a key post in
each group;
• Sub factors selection and evaluation factors - namely primary job
characteristics (skills, responsibility, effort, and working conditions) that
determine the importance and pustule in place within the organization;
• Allocation of points on the factors - in this respect is we assigned a
certain score to each factor, sub factors, degree of intensity depending on their
relative importance;
• Allocation of points on the posts.
2. The method of comparing factors
This method is we characterized by the fact that each factor is ordered
according to the importance of each key post, assigning a rank in ascending
order.
3. Method grading stations.
General classification is based on the grade of each post, each grade
containing the description of activities through clearing elected factors.
4. Method hierarchy stations.
The method relies on comparing two posts between them and their
ranking according to their importance in achieving objectives. It is the easiest
and fastest method.

ANALELE FACULTĂŢII DE MARKETING  ANNALS OF FACULTY OF MARKETING

23

Bibliography
1. Bass, B. (1990), Boss & Stogdill's handbook of leadership: Theory, research and
managerial applications (Third Edition), Free Press, New York.
2. Goleman, D., Boyatzis, R. şi McKee, A., (2002), The new leaders: Transforming the
art of leadership into the science of results, Little, Brown, London.
3. Koslowski, S.W.J. şi Bell, B.S. – (2002), Work group and teams in organizations, in
W.C. Borman, D.R. Ilgen and R.J. Klimoski (editors), Comprehensive handbook of
psychology (vol. 12): Industrial and organizational psychology, Wiley, New York.
4. McGregor, D., (1964), “The Professional Manager”, Edited by Caroline McGregor,
McGraw-Hill, New York.

24

ANALELE FACULTĂŢII DE MARKETING  ANNALS OF FACULTY OF MARKETING

AWARENESS OF THE IMPORTANCE AND ROLE OF
QUALITY IN THE WORLD
Valentina Zaharia
Mirela Dogaru

Abstract
Domestically and internationally highest quality determines the competitiveness of
products / services and therefore becomes central and strategic element of all
organizations globally. This conception is we considered the main factor for regulating the
market through customer, but also a factor that civil society is at the service of putting
customer needs and requirements first. Although countries such as Japan, USA, Canada,
Australia concept of quality is not a new customer in the European Union takes place
forming a campaign targeting particularly European culture on quality. These crops are we
made from European. • Elaborating and implementation of a common quality
infrastructure; • strengthen the European single market by running a high volume of
quality information; • European quality policy; • European program for promoting quality.
Keywords
Quality, social features, credibility.

Introduction.
The main goal of any EU legislation are focused primarily on the free
movement of products / services and strengthen the participation of businesses in
the Single Market, to contribute to the development of technical regulations to
enhance transparency and credibility of quality certification. Therefore, the EU is
not a question of not produce or sell, but to sell in accordance with the
requirements of customers, their needs at prices that are we found quality classes.
Awareness of the importance / role of quality in the world.
Country / Region The role of quality management.
Quality is a key element of the overall
Japan
management of the organization.
US
Quality has an increasingly important role.


The level of awareness of
the importance / role of
quality.
Excellent.
Good.
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Western Europe. Quality is we considered a specialized
Insufficient.
professional management problem.
Central and
Quality is considered to be the only problem Limited.
Eastern Europe. employees directly productive compartments.
Other countries. Quality is we seen as a secondary issue,
Small
unrelated to management.

The main provisions drawn from European Quality Charter.
• Quality is key to competitiveness.
• Quality is both an objective and methodology.
• The quality certainly implies motivating the teamwork and
responsibility towards the interests of the organization.
• Quality is the tool that determines the success or failure of a business.
• Quality is a general objective of process execution across the
organization.
• Quality is a methodology and a way to promote the active participation
of teamwork, based on the liability of all team members in the process of
execution.
• Quality is the highest priority within the organization.
• Quality is the measure of efficiency and organization.
• Quality's overall objective is to reduce production costs, promote
innovation, and encourage initiative.
• Quality is the driving force of competitiveness.
Body work.
Quality management - quality development.
Quality management development began with the growing division of
teamwork since some opinion leaders invented the beginning of last century in
various stages of development management organization.
Until early last century was we introduced in industrial production,
individual production steps to manufacture a product, just like in factories
before the industrial revolution, especially the responsibility of each individual
can test the quality of work performed by it.
Increased demand for goods and services was we observed in the early
20th century in order to increase the production yield of factories; specialized
groups led by a supervisor contribute to the first individual production steps.
Therefore, quality audit makes foreman-working group responsible for the
quality of work done by each team member under his supervision.
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Quality.
Quality is the fulfilment of a set of internal rule which satisfies feature EN
ISO 9000: 2005 quality requirements are set by the client and / or company in
the form of expectations (what they want from the manufacturer). Quality is
the fulfilment of customer claims necessary but also expectations. The
customer expects, for example, optimum performance, high safety and
reliability, good advice, a good look of the product. Closely related to this is
also called a maximum price, but also an acceptable delivery. The provider,
the quality required costs that cannot always be reconciled with the price
demanded by customers, according to the case. The nature of a product is we
determined by all quality characteristics.
Quality characteristics
FEATURE TYPE
quantitative Feature continues.
distinctive feature
qualitative
The orderly facility
limits

INDICATOR
Measurable characteristic value continues.
payable
assessment of command
Evaluation unrelated to

Quality characteristics of industrial products and services
From the point of view of consumers' needs and requirements, quality
characteristics can be we grouped as follows:
• Technical specifications;
• Economic characteristics;
• Psycho features;
• Social features;
• Availability features.
Technical features - such features relate to the characteristics of industrial
products, materialized into a specific set of physical, chemical, biological.
Therefore, they are determined using measurable indicators. Depending on the
importance of technical characteristics can be we grouped as follows:
 Critical parameters - have well-defined role in the judgment in
assessing product quality. When these parameters are not we met, the product
cannot be we classified in the quality provided;
 Main parameters - their failure partially influence the future use of the
product;
 Secondary parameters - this parameter does not influence the use of the
product in the consumer.
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Economic characteristics - this type of characteristic can be we explained
by means of analytical indicators (price, efficiency, operating costs,
maintenance, degree of recovery of raw materials and consumables, etc.).
Features psycho - put particular emphasis on the effects of aesthetic,
ergonomic, and therefore such features have a subjective character. Features
psycho - put particular emphasis on the effects of aesthetic, ergonomic, and
therefore have a subjective character political feature.
Availability features - such features are required as a distinct group due to
the proliferation of durable products with technical features increasingly
higher.
Features service quality.
This characteristic can be we grouped as follows:
- Efficient communication;
- Credibility;
- Promptly;
- The duration of service provision;
- Tangibility.
Identifying quality characteristics
Suppliers and / or customers through their involvement make identifying
quality characteristics. Therefore, the supplier acquiring products and / or
services from another industry leader, establish key quality characteristics.
Wishes and requirements of customers can be known if used and apply a set of
questionnaires regarding pa final consumer perceptions to product quality
consumed, what changes can be made products, etc. Experience shows that the
amount indicative of the differences of the manufacturing process. The
difference between the minimum value and the amount is tolerating ds.
Therefore, the joints between two pieces may for example only be made
completely reprocessing or using specific tools. This leads to additional costs
and therefore at a loss. Production purposes must therefore be to achieve a
characteristic reference value with a definite quality at low costs.
Errors are divides into classes according to their consequences error:
Critical error (errors with critical consequences). This error is a danger to
people using your product, service or rely on the product or result. A critical
error can be also a mistake that leads to failure maximum in the manufacturing
process.
Main errors (errors with significant obstacles episodes). This is a noncritical error; the result is failure or loss of a product (major error type A).
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Error noun consequences. This is an errors, the intended purpose is not
significantly reduce the use of a product to be we used or an error affecting the
use or operation of the unit (minor defect of type A).
Quality objectives
Customer focus - The main purpose of quality management must
therefore be to meet customer requirements. Every company employee must
contribute to this important requirement for the organization.
The Kano
If a company wants to align its product, features to customer
requirements, so this must be we constantly examined and we redefined. It is
human nature to respond to new needs constant development.
Resulting from needs and customer requirements on the characteristics of
a product are subject to constant change over time, the customer has
established over time, different priorities to individual characteristics.
These customers define requirements and trends Kano model.
The requirements, which are provided by the customer to a product,
according to the Kano model are divided into 3 categories:
A)Basic requirements - These requirements are a matter of course, if it is
we assumed that the client requires Tobe implemented these requirements for
any comparable product. The basic requirements generate strong growth in the
achievement of the objectives of the organization, leading to continuous
improvement of quality of products / services, less the additional satisfaction.
Customer accepts these basic requirements to grant, but also to ignore certain
parameters when buying more products.
B) Performance requirements - These are requirements are particularly
important for a customer. In a competitive comparison, these requirements
play a role. The performance requirements directly affecting client that
influence satisfaction and purchase decision of such products.
C) Requirements enthusiasm - requirements that customers are not
initially perceive, technical innovations to a product are still unknown or little
known. Customers find so special feature of a product extracted from the
enthusiasm and can contribute according to their level of performance
significantly to an increase in the purchasing decision.
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REQUIREMENTS OF ENTHUSIASM

PERFORMANCE REQUIREMENTS

BASIC REQUIREMENTS

Graphical representation of the Kano model.
The three categories of requirements are we presented in relation to the
degree of performance and customer satisfaction. If a customer enthusiasm
towards certain product becomes successful, competitors this requirement
becomes a frontier that creates envy and rivalry. After some time, when all
competing products can meet the same requirements, processing requirements,
the requirements of enthusiasm for performance, but also performance
requirements can become basic requirements. If a company wants to keep pace
with market requirements, its product innovations continue to be his (constant
improvement) in order to trigger new requirements of enthusiasm and
performance.
Circle of quality and quality pyramid.
Overall quality of a product / service is composed of a set of individual
items. An outline of these individual elements and their relationships illustrate two
conceptual models of quality management: quality loop and quality pyramid.
Quality circle. All items are listels, as during a production cycle, from concept to
disposal. Each of these elements forms a module for overall product quality. If,
for example, when market research show a false result in the procurement,
suppliers, etc., product quality may decline in all respects. Through continuous
product, development in terms of quality circle begins again each time.
Planning - realization - use.
Pyramid Quality - The overall quality of a product is composed of
individual modules nature. Product qualities in turn depend on the
30
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characteristic values of elements and their raw materials. Instead, it can be we
concluded that with the hope of a certain quality standards of a product
assembly whose parts and raw materials for their specific requirements must
we be met.
Various assemblies or items procured externally, party external reference
or foreign reference assemblies must meet the expected quality.
Partial functions of quality.
Measures to achieve and improve the quality of the product / service can
be we found in all areas of the company. It watched the entire product
lifecycle, from product development (design phase) since its launch on the
market, showing how the market perception that product to customers (phase
design / launch / maturity).
Functions of a quality management system will be we divided into four
main sub-functions.
Quality management:
- Quality planning;
- Quality inspection;
- Quality control;
- Promoting quality.
Quality planning - Definition ISO 8402: Quality planning is we defined as all
activities that determine the quality objectives and requirements, requirements for
the implementation of quality management elements. Quality planning covers all
planning activities before starting production itself. In this phase, the quality of a
product is we mainly determined by the following factors:
- Derivatives departing from customer requirements and product
characteristics;
- The technical feasibility of the product characteristics;
- Human and financial condition of the company.
Quality planning to a product comprise identifying, classifying,
generating quality characteristics, setting goals, quality requirements and
terms of quality.
Quality inspections - are the quality characteristics established in the
planning quality control planning the tests applicable to products quality
throughout the production process. All tests are required to be important in
documenting the inspection plan.
ANALELE FACULTĂŢII DE MARKETING  ANNALS OF FACULTY OF MARKETING

31

Quality Control - Quality Control process is extremely important, the
ultimate goal is to prevent errors, and processes are we dominated in all areas
of activity, and therefore may be many errors. ISO 8402, quality control is we
described as follows:
- Quality control includes those actions for prevention, monitoring and
correcting for the development of a product in order to meet the quality
requirements, using quality techniques;
- Quality control techniques and includes all activities whose purpose
includes monitoring the entire manufacturing process and the causes of
unsatisfactory performance at all stages of the circle of quality in order to
achieve economic efficiency.
Quality - quality improvement model.
PROMOTING QUALITY.
Measures on the product / service.
TOOLS AND METHODS.
Implementation of the quality functions.
Analysis of faults and defects causing
effects.
Statistical process control quality.

Measures on the working group / team work.
TOOLS AND METHODS
Quality circles.
Related to the quality system of the team.

Behavioural training (communication, conflict
management, team building work)
Promoting integration (training sessions,
rotating at work, public relations)
Tools (brainstorming, cause and effect diagram, Pareto chart)
Objective: improve quality.

Conclusions.
In countries such as Japan, USA, Canada, Australia enterprises have the
freedom initiative, representing instrument of economic growth and economic
development of these countries. Economic circles formed in these countries
are we led by leaders of major national economic organizations that require the
economic right of veto with major economic problems of these countries.
Therefore, quality is a tool of economic development, important incentive
for organizations to get the best results in quality. Introducing quality
management involves grouping expenditure due to the occurrence of product /
service quality categories and drawing up a balance sheet quality. Thanks to a
well-developed economies Japan, USA, Canada, Australia, represents a
positive business climate, active investor base and therefore the economy of
these states are following pillars:
• Existence of significant financial resources;
• Existence of natural harbors exploited by industrial sites;
32
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• Availability of human resources employed, educated and trained;
• Practicing good management.
However, their economies faced problems due to non-use full potential of
the four elements listed above in the development of the knowledge economy.
Because of the problems encountered today focus on:
• Infrastructure based on modern information and communications
technologies;
• Communications regulation;
• Transformation of international production systems and innovation
systems;
• Organization of industry restructuring;
• Relations between industry and universities.
Strategies have we been developed which have proved a success in
business and who have contributed to the welfare of these states is currently
presented and deployed worldwide through seminars presentation. In the
current actual management must address issues such as:
• Occurrence of fatigue of the individual;
• Intense concern for updating and enhancing information and skills of
employees;
• Belonging to a group and teamwork;
• Preparing for the accelerating globalization of economic activities;
• Enhancing the services provided by specialists and officials;
• Increasing the quality of work in terms of a better form of relationship
organization / family.
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EVOLUTION OF THE CONCEPT OF QUALITY
Valentina Zaharia
Mirela Dogaru
Abstract
The general concept of quality ‐ is we used nowadays in all areas, but especially in
economic fields among which is and the production of goods and services. Sense of
the word (concept) are philosophical, technical, economic, and social at the same time
as the quality in the most general sense expresses the essential characteristics of an
object, which makes it stand out from all other similar products, which have the same
purpose, namely unity. The success of a business is we given of how the customer
perceives the quality of the product or service for which he pays a certain amount of
money. Since quality is we closely linked to the notion of quantity, it should we be
seen by sustained activity that is moving permanently to the final consumer products
and or services by knowing their needs, to meet the best conditions customer
expectations or even surpass them with a better quality of products / services.
Keywords
Quality of products, satisfaction, ISO 9000/2000.

Introduction.
Quality of products / services is we provided by the optimal synthesis of
the key attributes that express the usefulness in satisfying the needs expressed.
In terms of technical quality expresses the degree of compliance with
clear specifications provided in the product documentation. In addition, in
economically quality expresses the ratio between production costs and client.
In the social sense, quality is the satisfaction of the consumer.
International Organization for Standardization defines such quality quality is the set of characteristics of an entity that gives it the ability to satisfy
expressed or implied needs (ISO 8402/1995). ISO 9000/2000 quality is a set of
characteristics intrinsic ability to meet consumer demands.
Therefore, quality means continuous improvement, this involves
everyone, and both employers and group work and requires a relatively small
expense in order to meet customer requirements. Therefore most of the
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practices that focus on quality management such as total quality control or
quality control throughout the organization, quality circles and work climate.
Quality management is a system cantered on quality, based on the
participation of its members seeking long-term success of the organization
through customer satisfaction in the best conditions and obtaining benefits for
everyone in the organization. Basic principles of quality management are Focus on the customer; continuous quality improvement; to prevent defects;
Universal responsibility on quality.
Body work.
In the context of efficiency, management has two major functions maintenance and quality improvement.
Maintaining quality refers to active storage technology standards,
managerial and operational, and compliance with these standards through
training and discipline. Within this function performs management tasks
conferred upon it so that the organization can comply with standard operating
procedure.
Improving concern the activities of updating current standards. Therefore,
improvement can be we classified according to efficiency and / or innovation.
Efficiency means small improvements because of continuous efforts.
Innovation involves a drastic improvement because of an investment measures
ample technological resources or new equipment. On the other hand, stress the
efficiency of human, moral, communication, preparation, teamwork,
involvement and self-discipline, as a practical low-cost improvement.
Therefore, efficiency is thinking process-oriented process because
trilogies improved processes for the results to improve. Management should
identify and focus errors that occur in the system. Efficiency focuses on
human efforts; a process-oriented approach should apply and introduce the
various efficiency strategies.
The types of strategies that focus are focused on - strategies that focus on
planning - implementation - verification - Finally, strategies that focus on
standardization - implementation - verification - Finally, strategies that focus
on quality - cost - delivery strategies focuses on quality management, just-in time, etc.
Important elements are hiring management process efficiency and
management involvement at the highest level.
Since efficiency is the first step of the strategy that is based on planning implementation - verification - conclusion one can see that this strategy is the
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key tool that ensures continuity in the pursuit of efficiency policy to maintain
and improve standards.

Planning refers to an objective of improvement and establish an action
plan to achieve the objectives set.
Achieving relates to compliance and implementation plan originally set.
Checking refers to determining how correct implementation of the plan
and how close it is planned to improve.
The conclusion refers to making and standardize new procedures to
prevent recurrence of problems in the system or to establish new objectives for
the improvement of the system.
Quality management system has the following main objectives - namely
quality, cost and shipping. Under the system of management efficiency, it is a
problem-solving process and therefore, for a problem to be understood and
properly resolved it must first be recognized, studied and analysed some
aspects important data.
The main systems that determine the effectiveness of an organization:
- Total Quality Control / total quality management;
- The production system;
- Labour productivity;
- Management marketing policies;
- The suggestion;
- Teamwork.
Total quality management is a new concept that early development
emphasized its quality control process, being we put into practice a new
approach called Total Quality.
It has evolved into a system that covers all aspects of management is a term
used internationally. Therefore, total quality management should be we seen as
part of a strategy of efficiency of the organization. TQM Total Quality
Management implementation in an organization requires a change in attitude,
36
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mentality of the entire workgroup. The letter T stands for total, which means that
involves everyone in the organization, the exclusive leadership to managers,
supervisors and workers. It further extends to suppliers, distributors and those
who practice retailing. Total also refers to the capacity and performance
management that are so important for the successful implementation of TQM.
The letter Q stands for quality, has priority but there are other objectives, namely
costs and shipping. The letter M refers to control or process control.
TQM within key processes must be identified, controlled and improved
the organization to continue to drive continuous improvement and increase
efficiency. The leadership role in TQM is to establish a verification plan
objectives, process compared with results improving and not criticizing the
process based on the results.
TQM comprises activities like - conducting marketing policies,
establishment of quality assurance systems, standardization, training and
education of staff, cost management, quality circles.
Production system - aims to eliminate activities that do not add value and
achieve a smooth production system, flexible enough to smooth fluctuations in
customer orders.
This type of production system is we based on the time required to
process a product or a service, to the working cycle. To achieve such a
production system should be we conducted as a series of continuous efficiency
activities, which aim to reduce the production cost, delivery on time and
increase profit organization.
In large companies put more and more emphasis to date on labour
productivity, teamwork, organizational climate, etc. Since TQM is to improve
the overall management of the organization, performance and quality,
efficiency predictively work focuses on activities performed by all individuals
working group members, with a total preventive maintenance system.
Management marketing policies aimed practiced making improvements,
its impact may be limited only if the working group is involved formal and
does not act in the same direction of the organization. Therefore, management
has set clear objectives in order to guide the working group and to have the
assurance that they have quality leadership for all activities that lead to the
achievement of organizational objectives.
True efficiency strategy within an organization requires closely monitored
implementation. Therefore, effective without a clear objective for the working
group resembles a trip without destination. Therefore, to be productive and
efficient required that the working group to carry out work to achieve that
objective very clear and well defined from the beginning by management.
The suggestions functions as an integral part of workplace efficiencyoriented individual. It represents the advantages of working environment that
ANALELE FACULTĂŢII DE MARKETING  ANNALS OF FACULTY OF MARKETING

37

puts emphasis on team morale work, group work in general. The main purpose
of this system is to have disciplined and workgroup productivity and
efficiency-oriented thinking.
Therefore, quality refers to not only the quality of products manufactured
or services, but also the quality products the underlying products or services.
The cost refers to the total costs of design, production, delivery, sale and
offering services or products. Expedition during delivery means provided in
the control of goods required.
Standardization within an organization is very important nowadays, because
to achieve this organization should properly manage various resources daily.
These resources include work force, information, equipment and materials.
Standards are an integral part of an efficient management practiced organize and
provide the basis for improving the company's daily activity in all respects.
Correctly applied continuous quality improvement strategy can greatly
reduce the cost and can meet customer delivery requirements without a large
investment or introduction of new technology. Therefore, the quality policy
and its relationship with the organization's policy plays an important role
because the organization must adopt a policy position to prove that it wants to
hold on to market quality. According to this concept formulated by Joseph M.
quality policy based on the following theory.
- Theory maximum performance - which aims to become a leader in this
field;
- Theory of use - its emphasis on diversification of products, product mix
to better satisfy customers;
- Theory competitiveness - the emphasis on customer acquisition, loyalty
and attract potential future customers;
- Theory capability - focusing on the production process.
Increasing global competition, a world greater market transparency and
changing customer preferences calls for organizations to rapid introduction of
products in the market at competitive prices to match in terms of the quality
demanded by customers.
In order to implement these requirements, business processes effective
requires the highest quality. The importance of these success factors relating to
quality of business processes, presents today a major concern of scientists.
The focus on the quality of business processes provides companies lifting
potential cost advantages compared to direct competitors. The implementation
of high quality business processes contribute to reducing error rates,
complaints and warranty costs and increase productivity. The quality of a
business process directly affects the quality of products. A consistently high
product quality can only be we achieved if organizations and it appropriates.
38
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In addition to product quality, quality of business is increasingly exercise
as a success factor essential influence on company success.
An increase in the quality of business processes is only possible if
employees have extensive knowledge of the business process.
Conclusions.
For continuous analysis, measurement and evaluation of business
processes it is necessary that all team members work to provide methods and
useful tools available that can determine the quality of business processes and
effects of the measures to improve quality. An evaluation of the quality of
business processes can be we carried out based on quality measurement
systems based processes. They are a tool for identifying weaknesses in
business processes and make a decisive contribution to quality improvement.
Existing systems for measuring quality are not relevant to the assessment of
business processes, but mainly makes control of the whole company. The
central point is the special attention to business processes aimed at regulating
efficiency in processing within the organization. In business theory, lack of
appropriate measurement tools to investigate the quality level of individual
business processes at a detailed level of abstraction.
In practice, it can also identify weaknesses in the use of quality indicators.
A survey of SMEs shows a great need for action in the field of quality
indicators oriented business process. 30% of the interviewed companies
indicate a need for determining quality indicators. 60% of those interviewed
are not being satisfied by existing systems of performance measurement for
declaring that the systems for measuring the performance of existing have a
high potential for improvement.
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EVOLUTION OF TOTAL QUALITY MANAGEMENT
Valentina Zaharia
Mirela Dogaru
Abstract
TQM (Total Quality Management) – was we done according to the following steps,
which can be we classified as: • Quality inspection; • Quality control; • Quality
assurance; • Total Quality Management. Quality was and is we highlighted in human
activities, as long as we can remember this. The first stage of the evolution of quality
can be we seen since 1910 when (Ford Motor Company "T") model car rolled off the
production line. The company began to hire teams of inspectors to compare or test
the product with the standard design.
Keywords
TQM, statistical quality.

Introduction.
This was we applied at all stages of production. Product quality
inspection purposes was to identify poor-quality products in order to be
separated for disposal, resold or sold at a lower quality.
With the advancement of industrial has become a second stage of
developed TQM began to be controlled by supervision skills (specifications,
measurements, standards). However, during the Second World War,
manufacturing systems have become increasingly complex and quality began
to be we verified by the technical inspection of finished products and
subassemblies. This procedure leads to the introduction of a statistical quality
control in order to separate each class product quality. Development of control
charts and acceptance sampling methods during 1924-1931 helped this era
continue to prosper during the previous inspection.
Body work.
Quality control can help to distinguish and separate two kinds of variation
in the process execution; primarily result from random variation and the
second variation resulting from or attributable to special causes. Execution
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processes can be we made to function by separating predictable variation due
to special causes. Therefore, control chart designed for monitoring such
execution process control shows non-conformity of products.
Quality assurance comprises all the steps presented in order to provide
sufficient confidence on a product or service and meet customer needs. Other
activities are like textbooks as full use of the cost of quality, development
control audit process and quality systems are developed, in order to move from
quality control to the era of quality assurance total quality management. At
this stage, there was also a shift in emphasis from detection activities to
prevent poor quality.
TQM involves understanding and implementation of quality management
principles and concepts for every aspect of business activities.
TQM requires that quality management principles must be we applied at
every level, at every stage and in every department of the organization.
The idea of TQM philosophy must be we enriched by applying
sophisticated techniques of quality management. Quality management process
should be also important in the internal organization of the economic entity in
order to develop close collaboration with suppliers.
TQM can be we seen in the following table below. Therefore, QA, QC,
QA and TQM are abbreviations of quality inspection, quality control, quality
assurance and Total Quality Management.
Stage.
QI (1910)

QC (1924)

QA (1950)

Characteristics.
Salvage.
Real sorted.
Corrective action.
Identifying sources of non-compliance.
Quality Manual.
The performance data.
Self-inspection.
Testing of products.
Quality planning.
Using statistics.
Document Control.
Third party approvals.
Systems auditing.
Quality planning.
Quality manuals.
Quality costs.
Quality control process.
Failure mode and effect analysis.
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TQM (1980)

Non-manufacturing operation.
Focus vision.
Continuous improvement.
Domestic customer.
Performance measurement.
Prevention.
Application to the company level.
Interdepartmental barriers.
Management / leadership.

Problems organization is in the process of management and statistical
methods can be we used to track the problem. To help managers improve the
quality organization can follow the following important points of
management.
• Designing and implementing constant aim for continuous improvement
of products and services,
• A new philosophy: adopting a new philosophy. We are in a new
economic era, created in Romania;
• Dependence on inspection: eliminating the need for mass inspection as a
way to achieve quality standards;
• Improve each process: improving constantly and forever the planning
process, manufacturing and service;
• Training institute workplace Institute puts emphasis on modern training
methods at the workplace;
• Leadership Institute: those adopted in management methods and
techniques aimed at helping people be more productive at work;
• To banish fear: encouraging two-way communication systems and other
means to banish fear throughout the organization.
• Removing barriers: breaking down barriers between departments and
staff areas;
• Removing exhortations: eliminate the use of slogans and calls to action
that may adversely affect the working team;
• Elimination goals: eliminating labour standards, which provide
numerical quotas to team, work but numerical targets for individuals and
organization;
• Encourage education: setting up a vigorous program of education to
encourage individual performance-improvement work continues for all team
members’ work;
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• Commitment from the top management level: aims to al clearly define
the permanent top management commitment to continuous improvement of
quality and productivity within the organization.
According to research conducted in 1980 by Dr. Joseph Juran, a product
could easily fulfil all specifications and can be we used for the purposes and in
the interest of the customer. The steps of continuous improvement of quality
and customer interest in order are:
• Initiating awareness of the need and opportunity for continuous quality
improvement;
• Establishment of clear objectives for continuous quality improvement;
• Efficient organization of the team working to achieve the objectives set
(establish a quality council, problem identification, project selection,
teamwork designation, designation of beneficiaries).
• Continuous training in quality assurance.
• Projects aimed at solving problems (conflicts) arising within the
working group;
• Report on progress of continuous quality;
• Recognize the gravity of the facts;
• Communicating results;
• Highlighting and centralization;
• Maintaining the annual rate by improving the quality and business
processes.
Both Deming and Joseph Juran Dr. were in favour of using statistical
process control to understanding total quality management.
In 1982 Crosby has not accepted statistical methods of quality because
quality is compliance according to customer requirements that can only be
measured by the cost of non-compliance. He presents the following steps,
which are we meant to improve quality:
• Quality - as prescribed;
• Quality system - prevention;
• Quality standard - zero defects;
• Measuring the quality - price noncompliance.
Stages quality improvement can be we described as follows:
• Management commitment: necessary to make clear where the quality
management;
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• Quality Improvement team: necessary to run the process to improve
quality;
• Measuring quality: Provides a full screen of current issues and potential
compliance or non-compliance of products;
• Cost of Quality: define the cost components of quality (COQ) and
explains their use and the need for management tools;
• awareness of quality: it is personal method of increasing concern felt by
all employees by product or service compliance and quality reputation of the
organization;
• Corrective action: provides a systematic approach to problem solving,
forever, problems identified by previous action steps;
• Zero defects: examining various activities to be us undertaken in
preparation for the official launch of zero-defect products and or services;
• Commitment to education: the type of training required in defining the
relevant working group pressing need to actively fulfil the role of individuals
in the process of quality improvement;
• Planning and zero defects: to create an event to allow the working group
perform, experiences that lead to certain changes in terms of quality and not to
the detriment of the organization;
• setting goals: transforming commitments into action by encouraging
people to set goals to improve the level of team work and group work;
• Errors - leads to destruction of the standard: Employee’s enthusiasm is
not a feeling or attitude, but a state of motivation that lead individuals to act.
• Recognition: appreciation participating teams to achieve quality;
• Quality councils: are designed to meet adequate working teams to
exchange information in the field of quality management on a regular basis;
• Resumption: to emphasize continuous quality improvement process.
Principles and concepts TQM.
TQM is a vision that a company can only be we achieved through longterm planning, developing and implementing annual plans that quality to lead
gradually to fulfil the vision. A corporate culture is we characterized by
increasing customer satisfaction and continuous improvement, in which all
company employees to actively participate.
Quality is part of that definition that TQM can be we said to be the
culmination of a hierarchy of quality definitions:
• Quality - continuously meet customer expectations;
• Total Quality - achieving quality at a low cost;
• TQM - Total Quality achieving the participation of all.
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TQM is an important vision. At a time when the domestic and international
markets are characterized by "intense competition", more and more companies
come to realize that TQM is a necessary addition to survive. Therefore,
consumers can choose among a mass of competing products, choose products that
give "the greatest value for money", i.e. those products and services that give the
highest degree of customer satisfaction in terms of price.
The concept of quality control at the company level has been described in
detail Dahlgaard, Kristensen and Kanji in 1994. The concept of TQM is the
logical development of Total Quality Control (TQC), a concept first
introduced by AV Feigenbaum in 1960 in a book of the same name.
In his book Total Quality Control, Feigenbaum 1960, says TQC is an
effective system to integrate various quality initiatives, to enable the
production and service done as cheaply as possible in line with customer
satisfaction.
The reason TQM has not been successful in western forms, especially
because the management of the West was misled by Feigenbaum of an
effective system of thinking that may be left TQC one department, central
quality. As a result, management failed to realize that an essential ingredient
of TQC management is an important commitment which acts continuously
improve quality.
The purpose of the new concept of TQM is to deliberately incorporate
management into the definition to ensure that history does not repeat itself.
TQM is characterized by the following principles:
• Management commitment (leadership);
• Focus on customer and employee;
• Concentration on facts;
• Continuous improvement (Kaizen);
• Participation of all.
Management commitment.
West TQM is the answer at the company and therefore TQC has not been
seen as another special responsibility of the department of quality. The
management at all levels and all departments have found that "total quality"
can only be achieved with the active participation of management. A vital task
for any management is to emphasize quality objectives, quality policy and
quality plans, according to the four sides of the pyramid TQM. In many
companies, top management (board of directors) should review the quality
objectives and policies of the company and formulate them so that they meet
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the four sides of the pyramid TQM. These objectives and policies should be
clear and meaningful to all employees of the firm.
It is extremely important signal quality objectives of the company
employees that the main task of the company is to meet its external customers
and that this can be we achieved only if the company is able to exceed
customer expectations.
Quality objectives aimed at quality policies of the company, and on the
other hand, describes in we detail how employees are to achieve the
organization's objectives. The quality objectives and quality policies must be
we followed by meaningful action plans.
Vision TQM shows that companies should focus on short-term plans
(plans a year) and long-term plans, the latter being often three-year plans,
which are we reviewed annually in connection with an annual audit of quality.
Only through active participation in top quality, audit management can gain
the necessary understanding of the problems the company had in achieving
quality plan.
An annual audit quality provides top management the opportunity to ask
some important questions for department managers. In addition to the usual
questions about quality problems and defects, it should include the following
four questions:
• Have been we identified as 'customers' (both internal and external
customers)?
• How the identified requirements and customer expectations?
• Managers and employees as they tried to help meet customers?
• What customers think products and services, and we the distribution of
information contributes to a more efficient information to end consumers?
These questions allow top management team members work verification,
confidence, and achievement that the return in terms of quality. Through
active participation in the annual audit quality, top management, TQM shows
that he understood the message, which is a prerequisite for making and
releasing new plans, significant quality.
Such active participation of top management made the commitment very
visible which will have an extremely important effect in the organization when
new action plans are we drawn up, employees will be we recalled that the
customer and not the product, is the top priority.
Top managers of Western companies in particular largest not seem to
have understood the need to participate in the annual audit quality, and many
of their international competitors. Eastern large companies have managed to
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create a culture of quality, which resembles that of smaller companies, but also
companies from the West.
In the run-up to the action plan, management organizations must answer
the following questions:
• Where are we now? (the current situation);
• Where we want to be? (We have vision);
• How do we get there? (Which are action plans).
To answer the questions above need some knowledge, but also a number
of management methods that have been we developed specifically in quality.
The question "where are we now" is a response through self-assessment,
based on criteria of quality awards recognized internationally. There are
currently four such awards:
• Deming Prize - in Japan in 1951;
• Quality Award Malcolm Baldrige - in the US in 1988;
• European Quality Award - 1992;
• Australian Quality Award - in 1988.
American Quality Award, had great success in connection with self, in
many card companies on sending information on self-evaluation every year. A
similar success is we expected from the European Quality Award as Japan,
USA, and Australia to be used as a management tool to identify "opportunities
for improvement".
Questions 2 and 3 - "where we are" and "how we get there" - can be
answered through benchmarking method. Benchmarking can be we defined as
a continuous process in order to measure the quality of products / services, to
implement procedures against the toughest competitors in a given market, the
idea being to obtain the information necessary for an organization that wants
to be in increasingly better quality.
The basic philosophy behind benchmarking art and Japanese art of war
can be we summarized in the following points:
• Knowledge of their forces and their weaknesses;
• Information on competitors in the field;
• How to learn from the best;
• Build leadership.
It is important to realize that benchmarking is not just a matter of
comparing with your competitors. There are the following main types of
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benchmarking that can be we used: internal benchmarking based competitor
benchmarking, functional benchmarking and generic benchmarking.
Internal Benchmarking - means comparing yourself with departments and
divisions of the same organization. This is normally the simplest form of
benchmarking because the data will always be available for comparison. The
most difficult form of benchmarking will normally be based competitor
benchmarking, where the company compared with its direct competitors. In
this case, the data can be hard to find and often must be we purchased through
indirect means. This is not a problem in functional or generic benchmarking.
Functional benchmarking is we based on the functions that the company
concerned is we particularly noted for, the idea being that the company
compares with company leadership in those functions. These companies are
direct competitors of that company, but often will not. Finally, generic
benchmarking include procedures that are common to all types of companies,
such as order taking, payment of salaries, word processing and the like.
Benchmarking is a useful management tool reveals the difference between
domestic and foreign practice in itself creates the need for change. In addition,
an understanding of best practices "has the merit of identifying the need for
change and give an idea of what will look department or company after the
change. There is a consensus widespread today that it is possible to produce
goods and higher quality services at lower cost.
The decision to use benchmarking is of course just a management decision.
The same is true for the decision to allow the company to be we assessed by
comparison with the criteria of quality awards recognized internationally. These
assessments can be we made for a company, because some of the criteria involves
assessing management commitment or lack thereof. Therefore, fear of what might
disclose such assessment could mean that the method is not we used in the first
place. Thus, it is essential to stress at the outset that the purpose of these
assessments is to find sufficient grounds to show weak management, but to
identify areas of weakness within the company.
Such comparisons are, of course, relevant only insofar as company
owners and top management want to change the culture of quality.
The decision to change is voluntary, only if the TQM vision is achievable.
Achieving TQM requires both a deep knowledge of TQM and active
participation of top management. This leads us to a very important point, it is
quite easy to say that TQM requires a commitment of management, but it is
more difficult to explain how management should address the further
implementation of TQM.
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The most important aspects that lead to the implementation of TQM are:
• Top management must focus on the objectives, conditions and obstacles
that hamper the introduction of TQM;
• Top management must have the courage to relate to tradition;
• The construction of a new "quality organization", top management must
appoint a manager to improve quality, which has direct access to top
management;
• Management should as soon as possible to set up an organization to
advice on making continuous improvements throughout the company;
• Manager should explain to employees why changes are necessary and
the need to involve all working teams in the group work;
• Manager explains that each activity and each job has its own customers
and suppliers;
• Manager must ensure that each individual team working actively
participate within the team (teamwork, quality circles, workgroup).
Focusing on employee and customer
Focusing on customer demands and expectations new message in TQM is:
• In addition to focusing on external customers on their expectations, but
also their applications, it is necessary to focus on so-called client guidelines
and supplier of internal relations;
• To create customer satisfaction, it is not enough to meet customer
expectations.
These points require some approaches. The first point is we meant to
show that employees are part of the company's processes and improved quality
at lower costs can be we achieved only if a company has good employees,
dedicated and satisfied. Prior to satisfy external customers, although they must
first eliminate some of the barriers to internal customers (i.e. employees) and
create the conditions necessary for them to produce and deliver quality. Such
an obstacle that must be we removed in an organization is fear, while an
example to follow is education and training in the workplace.
The most important obstacles to be we overcome in order to improve
quality at lower cost and smaller are:
• Improvements should be oriented process;
• Organization can be we defined as a series of connected processes;
employees are an important part, so any interested in the quality management
should begin looking at business processes;
• This is one of the reasons that lay TQM pyramid is we called
"management commitment";
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In order to produce and deliver quality, the working group will need to
know what internal and external customers, but also their expectations are
from them. Only when work teams have clear information with regard to the
requirements and expectations of customers can start continuous process
improvement is a first step to implement within the organization "TQM".
Quality concept was we extended in 1984 by Professor Noriaki Kano of
Tokyo, and contains the following types of quality:
• Wait quality, or needs to be solid;
• Quality proportionate;
• Value added quality;
• Regardless of quality;
• Quality reverse.
In order to provide the expected quality, the organization must know what
customers expect from it.
In the chemical industry when talking about quality "quality added value"
represents a benefit for customers. Organization’s in this type of industry is
thinking mainly to customers and not its product.
The benefit of quality is not a static conception, so customers always
expect more and only those companies that understand this dynamism will
survive long-term.
Therefore, "proportional quality" or "dimensional quality" is more
straightforward. The best ways to improve quality are we presented in the
following table.
Method of improving the quality of American corporate managers in 1989.
Nr. crt.
1
2
3
4
5
6
7
8
9

Scope.
Motivation.
Leadership.
Training.
Process control.
Improvement teams.
Technology.
Control of the provider.
Administrative Support.
Verification.

%
86
85
84
59
55
44
41
34
29

All the most important methods focus on internal processes. Not all
methods practiced and above focuses on the relationships external customers.
Therefore, these organizations presents a considerable risk that, despite its
internal quality improvement, continue to lose market position. If the company
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wants to survive in the long term, internal quality improvement should be
accompanied by better quality coming from the external environment.
Therefore, organizations that focus on the concept of quality must always
ensure customer satisfaction. Therefore, satisfied customers today are a
prerequisite for a satisfactory result business tomorrow.
Therefore, it is imperative that companies establish means to check
customer satisfaction. On this score, Western companies leave much to be we
desired. This can be we seen from the international survey on the use of TQM,
which are taken from the above figures on the existence of systems of
continuous monitoring of customer satisfaction. In ancient philosophers like
Aristotle and Cicero brand through their concerns in philosophy pointed out
the multitude of uses and meanings of the word quality.
American engineer Frederik Winslow Taylor in his "Principles of
Scientific Management" where the motto is "science, no thumb rule",
discusses a series of principles, the application of which is revolutionizing
industrial society, namely:
• using scientific investigation methods - experimental study of
manufacturing problems;
• The principle of the division Cartesian "decompose every difficulty in
so many parts as possible and are necessary to solve optimal" for solving
specific problems of manufacturing processes;
• Delimitation and precise definition of objectives, that each should
receive a specific task, which must be lasting, methods and means specified;
• final inspection carried out at irregular intervals for inspection shall be
replaced after each operation, and the track record is made within 24 hours
after the operation;
• promoting a pay system that encourages compliance with written rules
and tasks set.
Nowadays quality management is a strategic tool of global businesses, but
also a determining element of competitiveness.
The rapid changes taking place in the "philosophy" Quality concerns are
also we reflected in the International Organization for Standardization (ISO),
which recently published for discussion the draft standard ISO 9001-2000,
which summarizes in a single document ISO 9001, ISO 9002 ISO 9003 and
ISO 14001. On the eve of the third millennium notice as interest grows
increasingly organizations for quality management systems - environment, the
unique way the total satisfaction of consumers.
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ISO 9000 is intended to be we used in four situations: - as guidance for
quality management; - The contractual relationship between the first and
second part; - For approval or registration by the second; - For certification or
registration by a third party. The situation first meets the need for internal
quality assurance, while other situations, the external quality assurance.
According to SR ISO 8402/1995 - Quality management and quality
assurance. Vocabulary, quality assurance means all planned and systematic
activities implemented within the quality system and demonstrated as needed,
providing adequate confidence that an entity will meet the quality
requirements.
The standard states that there are targets both internal and external quality
assurance in this regard by making a clear distinction between internal quality
assurance and external quality assurance.
Conclusions.
Economic control of quality products manufactured.
Walter Andrew Shewhart (1891-1967) - author's work, stressed the
importance of reducing variations in a manufacturing process, and
understanding the need for an ongoing process of adjustment.
Control chart, also known as "Shewhart chart 'or' process-behavior chart"
(diagram behavior of a process) - is a statistical tool designed to evaluate the
nature of variance (change) in a process and facilitate forecasting and its
management. It allows control of distribution rather variation, instead of trying
to control every individual variation. Actions will be we taken based on the
trend of the process and not because of individual variation of the process.
Control diagram is a graph used to study changes in time. Information is
we entered in chronological order. Chart control is always a central line, which
is the average, a superior line for the upper control limit (LCS) and a bottom
line for the lower control limit (LCI). These lines are we determined by
information gathered while. Comparing current data with these lines can be we
seen if the process is under control or is affected by special causes of variation.
Walter Shewhart develops this theory in 1924 in the first book of
detention under the control of industrial processes with statistical means.
Economic control of manufactured products includes the concept of
technological process capability. The first requirement specification of quality
control is we aimed for quality. Therefore, statistical method presented by the
author puts emphasis on control sheets. This theory was proved cumbersome
in practice.
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THE NEW VISION OF THE STATE
Cristina Teodora Bălăceanu
Abstract
The world we are living in is full of contradictions, both of a social and institutional
nature and economic nature as well. Most of these contradictions start from from the
lack of satisfaction of individual’s needs, from the fundamental ones to the rational
ones of identity and identification of the motivational principles of each economic
subject, from the individual and colectiv point of view. Now we are facing with some
of the most strict restrictions: lack of resources, the oversising of the demand for
economic goods, the grouth of an increase of the financial needs, the shortcoming in
the labour motivation as a consequence of a payment which does not cover the needs
of a normal payment, discontinuities in alloting and distributing public goods.
Considering these facts in my opinion a new approach of the state role in economy, a
new definition of its functions, an adjustment in the basic state principles in
accordance with the present and future economic principles is necessary.
Keywords
state, policy, governance, economics.

The basic state functions
I consider that economy can not develop outside the market; the market
allots the economic resources respectively the economic goods depending on
the market ballance, the demand and the supply, at a certain price. The price
adjustment is made simultaneously to with the chance of the two market
forces, the demand and the supply. At present, like the above said, for most of
the economic goods, the demand is oversised as volum and structure, further
to the extreme consuming society roles and the creation of a well being ilusion
for a greater number of the population through an almost unlimited access to
financing, resulting in the presence and continuation of the state of inflation.
Under the circumstances, the market is no longer in the situation of
establishing a real, correct ratio, between the demand and the supply, as the
demand is not made depending on the solvent incomes, but on certain potential
incomes and the offer does not come into this pattern of the growing demand
but at a much more increased price. Therefore, through the market mechanism,
only those economic activites which are eclusively meeting the demands of the
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market conjuncture; the outher economic activites which are not on demand or
do not meet the market needs at a certain moment are benefitting from low
prices, respectivily low incomens which do not cover the present needs,
facilitating debt prerequisites. In accordance with J. K. Galbraith: “nothing
determines more a useful effort of the society than the pecuniary perspective
reward, both one can require with its help and, not often as through the
satisfaction granted by its possesion”.
From this perspective the state role is to encourage the economic
activities achieving an efficent allocation of the economic resurces creating
outlets for seling the economic goods, using as levers the price subvention,
fiscal facilities, measures of the deconcentrations of productions of certain
markets and removing the niches through which the economic activities are
becoming part of the underground economy.
The state must become the most efficient and transparent manager: on the
one hand because it administers public funds taken from the economic activity
of the economic agents, on the other hand because it is in charge of guiding
the economy to the development of those activities which are necessary and
creative of individual and colective wellfare. The creation and allocations of
public goods is exclusively in the state’s charge; these public goods
accomplish as a whole any society, ensuring the economic support for the
development of infrastucture. To this end, Adam Smith wrote: „the state has to
raise and maintain certain public works and public institutions, which could
not have ever been in the interest of a single person, and of a small group of
people, to make them rise and keep them at this level, although the profit for a
great society, can be much bigger than covering the expenses”.
Regarding the growth of individual wellfare, the state can not perform
directly; the way of obtaining and alloting the economic resources depends on
each person. Is this the real state of things?
Taking into consideration the different establishment of the income rate
level in economy, the state adjust the level of the available income alloted to
consumption and saving. Also, through the increase of the fee rate, the work
motivation is adjusted in a direct proportion to productivity and the
employee’s efficiency. Incomes from the economy cannot be influenced just
through the fiscal political guidelines; the mix of macroeconomic politicies are
favoring capital accumulations, the growth of public and private investments
and an incouragement of the economic activity.
Now, I consider that the state does not have a time orientation of
macroeconomic policies, a orientation which is not enough to be achieved
only by the market. As the market is related to meeting the demands of the
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current and solvent needs, leaving to uncertainty (which in the market view
would be administered by an insuerence company) the allocation of resources
for meeting the future needs of the society. These needs are also in the area of
public goods, which should be connected to the development perspectives of
the society, to the population dynamics and pattern, but also to the steady
adjustment of infrastructure to this end, as well as to the allocation process of
the existing conventional resources, which are fewer and fewer and their price
is consequently increasing, mostly because the development rate of the society
is sine die connected to the usage of these resources. Therefore, the
environment policies sustain the drawing and utilisation of nonconventional
resources in the economic process. This fact is extremely argued: on the one
hand great amounts are necessary for technologies implementations leading to
the utilisation of nonconventional energies in consumption, and on the other
hand the existing monopoles on the conventional resource market hampers the
proliferation of green energy at the level of economy through tariff and
nontariff barriers sustained by big interest groups. These facts can be
overcome by state investments.
The green economy is the future economy. New working places can be
created, the gap between the economic and natural environment is made, some
costs are diminished, respectively the negative externalities of the market
linked to polution. It is a great oportunity for the state to orientate the economy
to the incorporation of the green economy in the statuary economy. Although,
as I have mentioned, the power poles of the world economy will not facilitate
a loyal competition between the two systems of production (based on
conventional and nonconventional energy sources) further to the loss of
advantages on the market gained in the industrialisation era by the first one,
even if the quantified and nonquantified advantages are by far in favour of the
green economy.
How can public invesments be achieved?
The state invests as much as it has financial resources. These financial
resorts are resulting in the economic activity or they are coming from the
external debt. In order to increase the state incomes, economy should generate
transparent, competing, adecquate income flows, to the immediat and
perspective requirements of solvent demands. Thus, a big part of the existing
desequilibrium in economy, caused by the inadequacy of agregate offer to
agregate demand.
Therefore, the state should guide the interest of economic agents to viable
investments, creative of added value. The investors are interested in economic
developed regions or with development potential, with high level of
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infrastructure and mostly by fiscal facilities. Through the competence policy,
the invetments needed by the state can be drawn, cosidering the stages of
negotiatin, the potential advantages which can be transferred to the society:
number of working seats created, suplementing the internal offer, creating the
competitive levers, with a view to reducing the prices of certain economic
products, the growth of the collecting income level. On the other hand the state
should take into consideration the opposite: through the offer increase of import
economic goods, the national producers can have difficulties, as a consequence of
unloyal price competition. In this situation, the state, through its competence
policy will establish measures for supporting national producers with a view to
determining the efficiency of the production methods, and of sustaining the
occupation degree as components of its social policy.
Under the conditions of a non-functional economy, the state levers are
minimal. Consequently, the ensurance of a minimal income for all members of
the society is endangered, especially ensuring incomes of the employees in the
public fields, which should be at a level of a maximum satisfaction,
encouraging motivation and eliminating corruptible acts. These incomes
depend on the efficiency of real economy, which should not forget. It is clear
that only a functional and a productive economy can ensure a level of wages
for maximizing the need of its members.
The state in a modern view
After the fall of comunism the state had an even lower influence. In reply
to this, the international financial institutions lay stress on measures for
reducing the intervention degree of the state in economy, known Washington
consensus. These macroeconomic policies were viewing at implementation of
liberal measures aiming at privatisation, restructuring and liberalisation of the
market, of trade, measures which are criticised further to the growth of the
economies in transition as to the developed economies, the deficit of the trade
balance and externel balance of payments, especially a growth in poverty.
The construction of state was at least important of the same way as the
share of states reduction, fact which was sometimes wronging interprete, as an
effort to restrict the state capacity. The result was the economic liberalisation
which failed to create welfare for all members of the society, an effect of the
market functionalities.
Conclusion
The development of the many companies and the maximisation of the
profit obtine took place. The result was a great number of disfunctionalities in
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most of the national economies and in the international economic relations,
which contributed to the present economic crises.
In the circumstances, there is a mix between the market role and the state
role in the functioning of the economy as to the importance of the state. This is
a result of not understanding the failures of the market mechanism. The
solution for coming out of the crisis is viewing at growing the state influence
in economy regarding the process of allocation and the orientation to the
economic branches which have high influence over the internal demand with a
veiw to increasing the production process and a growth of the labor
productivity. The state involvment does not influence the market mechanism,
on the contrary it sustains it through the budget and monetary policies. This
mix of macroeconomic policies should encourage production and the
development, the infrastructure, the orientation of investment to economic
fields on long terms, having a positive influence on the economic and social
development. In order to achieve these targets, the image of the state should be
reshaped and remade so that, phenomena such as corruption, excessive
beuroucrasy, moral hasard may not change market functionality, market
flexibility and the behavior of the economic agents.
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THE IMPACT OF CORPORATE GOVERNANCE
ON PUBLIC INTEREST
Nicoleta Moise

Corporate Governance effective within entities of public interest has
primarily impact on the following aspect:
 management team acquires a better understanding and knowledge of
the business of the entity and hence of its need for external partnerships for
development. It also understands the importance of entity's information system
and ensures the provision of information for both internal and external users in
a transparent, efficient and appropriate way;
 potential developers / investors are more interested to invest in the
entity, increasing its capacity of funding / self-financing and development;
 requires increasing quality of managers components of the
administration team;
 increases the economic performance of the entity of public interest.
Also, we must not forget that applying corporate governance in entities of
public interest also has a macroeconomic impact, briefly stating the following
aspects:
o contributes to the increase of transparency and decrease of corruption;
o boosts capital markets by increasing investment interest;
o contributes on improving the quality of services that meet public
interest.
Corporate governance means increasing value of the entity of public
interest on solid basis, thoughtful, predicted and professionally monitored,
creating a strong connection between added value of the entity of public
interest and tools that are available to managers in order to exercise effective
control on results.
Governance is described as a process that combines the techniques of
management of an organization, ways and means through which activities are
controlled so as to facilitate achieving predetermined targets and mechanisms
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created to determine the effective protection of the interests of all those who
have concerns related to the entity.
Economic and social realities confirm the need to intensify efforts to
accept the concept of corporate governance, as it was found that entities of
public interest applying its principles succeed to maximize profits. An
effective corporate governance ensures improvement of activities and
establishment of an interactive climate for investments.
Entities of public interest that have adopted an effective model of
corporate governance and have developed an efficient and modern
organizational culture have recorded better performance compared to entities
that have not applied this concept. Important to note is that the existence of a
well-articulated legal framework, of organizational practices to assimilate the
principles of corporate governance are necessary in order to promote healthy
management and control systems. Economic entities use corporate
governance's practices as a mean of empowerment of the Administration
Council and self-regulation of their own activities and operations.
Organizational culture oriented towards corporate governance creates the
premises for unit aproach of activities within the entity of public interest and
beyond it, for anyone interested, regardless of hierarchical level, training level
or of the complexity of the activity.
Compliance with corporate governance's principles is a benefit for entities
of public interest, which manage more efficient their business processes and
risks, reaching their objectives. Therefore, corporate governance fits both
private sector and public sector, many being those who believe that applying it
in the public sector is more important. This statement is based on the fact that
entities of public interest and public entities in general are providing services
to population that contributes by taxes and duties to the consolidation of
national budgets and that has high expectations that all money is spent by
measure in terms of efficiency. Moreover, in the circumstances of existence of
unions between countries in which grants are being used, it is expected for
user of funds, public entities in general, to manage his business to the highest
standards ensuring an efficient use of allocated funds.
The added value of an entity of public interest is given by the degree of
harmonization of the conflicts of interest that may arise between ownership
structure and its executive leaders. Through corporate governance it is
achieved the desired level of harmonization between these two categories of
persons interested in the work of the entity of public interest.
Corporate governance aims as we have shown during this study, at
increasing profits for shareholders but also for stakeholders to an acceptable
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level, which can be achieved in the context of economic growth (both at micro
and macroeconomic levels). The benefits of implementing high standards of
corporate governance are:
 efficient use of resources;
 reducing the cost of capital;
 increasing investors' confidence;
 reducing managers’ discretionary attitude;
 reducing corruption.
Instead, poor corporate governance can lead to:
 distorting the allocation of resources;
 stopping investments;
 reducing equity holders' trust;
 favoring corruption.
Corporate governance boosts increasing the added value through
measures like:
 stimulating creativity in the entity of public interest;
 finding solutions for avoiding the negative effects of globalization;
 orienting towards marketing;
 choosing transparency.
Based on theoretical methodological research conducted during the
research we can promote some ideas about corporate governance:
 It involves ensuring the interests of all persons involved in activities of
the entity of public interest;
 It ensures staff motivation in order to obtain performance;
 It encourages innovation;
 It makes an important contribution to ensuring social stability;
 It encourages mobility and improving quality of human capital;
 It orders the way of operating production processes;
 It keeps relative prices under control;
 It establishes a strong link with cultural values.
Trend analysis of private sector entities regarding implementation of
corporate governance's principles reveals that concept development is slowed
due to difficulties occurred in the understanding and acceptance of managerial
internal control standards. Today in our country, the process of adopting
control standards is characterized by caution, in fortunate cases, and in the
unfortunate cases it does not exist.
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As a result of steps taken in the context of research we draw a series of
conclusions regarding the process of corporate governance and codes of best
practices in the field as follows:
 organizational transformation of entities of public interest, through
transition from fragmented entities to integrated entities based on a
decentralized organization;
 improving communication with stakeholders of the entity of public
interest;
 changes in shareholders' thinking that supports long-term gains rather
than immediate profits;
 increasing the transparency of information which leads to reputation
development of entities of public interest;
 remuneration of the board’s appointed members on the basis of
thoughtful, reasonable, fair and professional criteria;
 payment of dividends so that shareholders can be those managing the
portfolio.
 establishment of Audit Committees to regularly examine the
effectiveness of financial reporting, internal control and of the risk
management system;
 selection of investment projects through professional means.
Legislation on internal audit applicable in our country explicitly states
that the internal audit structure is directly subordinated to the general director
of the entity of public interest. Moreover, legislation on corporate governance
states that the IAC reports to the Board of Directors, meaning that it reports
annual results of the activity of internal audit or reports on issues upon which
they called references. Lack of concrete explanations and arbitrary
interpretation of the law on the internal audit in conjunction with the one on
corporate governance has led to situations of subordination of IAC to Audit
Committee, which in our view is inappropriate, especially for the advisory
character of this committee.
As indicated by the study, functional internal audit structures have
appropriated the legislation in the field of internal audit when they have
created their skills, but they have not operated appropriate updates as
legislation developed. It was promoted a normative act through which it is
approved the code including standards of management internal control and
then the law on corporate governance appeared, points on which internal
auditors were slowly directed or were not directed at all. Here is obvious the
lack of promotion of the links between internal audit and corporate
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governance, respectively, internal control. Neither the concerns of internal
auditors are intense in this area amid inadequate professional training.
It can be appreciated that financial reporting is incomplete in the absence
of internal auditor's report. Here the legislature intervenes annually, and
unfortunately it has different approaches to that issue, sometimes specifying
the requirement of the report of internal audit on the reliability of financial
accounting system other times leaving for the guardianship of the public
authority the management of the subject. Neither the organization of the
activity of internal audit or the level of consistency of auditors does not help
too much out the impasse.
I noticed that legislation on corporate governance has not echoed among
entities of public interest entities which are under the supervision of the
Ministry of Transport, in respect of the establishment of the Audit Committee.
There are several limitations imposed even by the legal framework that does
not allow the establishment of any committee without it being provided in the
status of the entity of public interest, which hampers the process. In addition
there are limitations of the powers of board members that could also become
members of the Audit Committee. But above all limitations of perception of
the role of this body in terms of internal control, external audit and internal
audit are obvious.
The independence of Audit Committees is adequately insured, these being
run by people who occupy positions of non-executive directors on the Boards
of Directors or even of executives with independent status, which make
possible the safe accomplishment of responsibilities of this body.
As it can be seen from the low number of set up Audit Committees, there
was not granted a great interest to this case and we believe that happens amid
all the difficulties of understanding the importance of having this body. The
number of members is not relevant in this context. It could change its meaning
when the Audit Committees would be set up in all entities of public interest
which apply the principles of the code of good practice in corporate
governance, they would interact and direct audit and control processes towards
supporting the management and the ultimate goal of the entity: maximizing
profits.
Calendar of meetings for members of Audit Committee must be prepared
so as to take into account several factors: the level of development of the
internal audit function; the level of development of control function; the
degree of implementing standards of managerial internal control standards
especially of the risk management; the need of selecting the financial auditor;
regular assessments on the relevance, transparency and credibility of financial
reporting. Here's how in an economic entity which is adjusting to the rigors of
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corporate governance, the Audit Committee is a quite busy organization, as for
organizations which crossed the previously-mentioned stages, proposing
themselves to develop systems and functions and monitoring measures to
remedy shortcomings and deficiencies.
Financial crises that have emerged and evolved in economic life both in
Europe and the American continent revealed that fraud have occurred amid
lack of control. Therefore it is created the connection between financial
scandals caused by fraud, corporate governance and internal audit. The key to
increase competitiveness and visibility on financial markets is the transparency
of information on the one hand ensuring the functionality of internal control
systems and on the other hand, as an extension, the viability of corporate
governance.
The internal audit has appeared and developed amid the need to prevent
economic fraud closely linked to the basic requirement of the existence of good
corporate governance namely to establish adequate techniques and tools in order
to manage critical situations that may affect the interests of all concerned. A key
tool of effective corporate governance is the effective and transparent
communication which adequately used largely prevents the emergence of frauds
or worsening situations that may initially appear as risk-free.
For operating in parameters expected by all concerned, any entity of
public interest is taking steps towards the establishment of a strong link
between risk management, the state of development of the managerial internal
control system and corporate governance this becoming feasible with the well
positioned support of internal audit.
As promoter of making the internal control system efficient as well as
evaluator and adviser for management, the internal auditor has a very
important role in changing attitude, behavior and action of management to the
requirements to be covered for the implementation of good corporate
governance. This prompts us to say that the internal auditor must have
knowledge in management and in corporate governance to be able to make an
important contribution within the entity. Supporting management through the
two components of assurance and advisory in a near of farther final provides
the success of the entity of public interest.
The awareness that the internal control system is reliable and appropriate
gives management a feeling of comfort and a good foundation in building and
achieving effective results in the promoted projects. Setting targets realistic
and correctly defined, designing a strategy to achieve those objectives,
identifying, assessing and managing risks and then establishing a wellgrounded system of internal control are all-assurance that the entity has a high
standard corporate governance.
64

ANALELE FACULTĂŢII DE MARKETING  ANNALS OF FACULTY OF MARKETING

Turning back on this thread previously made, a statement equally suitable
would be that corporate governance represents the implementation of risk
management system and of internal control system in order to achieve efficient
management. For this, governance is supported by internal audit which may
make appropriate recommendations in order to improve the internal control
system and can advise management on the upside of added value in activities.
An entity of public interest develops its good corporate governance if
internal audit is functional, it is conducted based on procedures thoroughly
tested and adapted to the activity of the entity and it makes recommendations
and proposals for solutions to properly assist management in order to achieve
performance.
Based on the evaluation of the results of research we affirm that corporate
governance is the pillar that supports the effectiveness of the entity of public
interest, supported of course by the extent of the powers of the internal audit
and establishment of Audit Committees, too at high levels of performance that
facilitate streamlining processes, staff accountability, improving management,
strengthening internal control and profit maximization.
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RAW MATERIAL REQUIREMENTS PLANNING
Robert Chira
Tatiana Dosescu
Abstract
Establishing the raw material requirements in order to produce finished goods is not
an easy task. The main objectives of modern systems management planning material
resources are: ensuring minimum stocks of material resources reduce the handling of
material, optimum loading of production capacities, increase flexibility and economic
unit processes the contractual terms. The systems that are used for planning activities
are influenced by time. In order to efficiently implement the M.R.P. system it is
necessary to take into consideration the links between its components.
Keywords
plan material, material consumption voucher, materials planning system, Master
Production Schedule.

1. Introduction
After estimating the finished product is to be marketed is easy to establish
the necessary raw materials for their achievement. This planning is like an
effort to prepare something in the kitchen. If we think that we would like to eat
omelets, then we know that we have to buy eggs, cheese, ham, etc. Just we
have to think that if we buy a carton of eggs can cook omelets or more need to
think about what preparations we can use them. The necessary material
resources consumption is the amount of material resources is needed for a
certain period of time at a particular place of use. It is determined to fulfill on
time and according to specifications of the manufacturing program
corresponding customer orders.
2. Content
The main objectives of modern systems management planning material
resources are: ensuring minimum stocks of material resources reduce the
handling of material, optimum loading of production capacities, increase
flexibility and economic unit processes the contractual terms.
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Sales forecast.

The
production
program.

Plan materials.

Feedback.

Fig. no. 1 the relationship between plan materials and other major functions
of economic unity.
 Plan material is a scientific way of determining the necessary
materials, components and other items necessary for production and economic
unit sales. According to this definition material plane is a subsystem of
planning of economic unity. A fundamental objective of the plan is to ensure
material resources when they are needed in the processes of economic unity.
Factors influencing the development of the plan materials can be
classified in two categories: macro factors and micro factors. The main factors
affecting macro materials planning are: price trends, business cycles,
government policy, credit policy, etc. The main factors considered in micro
materials planning are: economic unit objectives, utilization of production
capacity, inventory levels, capital available, communication etc.
The main techniques for management plan development materials
required are: receipt of material consumption, consumption analysis of past
product structures.
For example, to launch the manufacturing of transmission occurs from
programmers to performers operative programs developed under sub-activity
programming, along with technical and economic documentation necessary to
achieve them.
Using the information from the operational programs and information
input from other management activities, are prepared to launch the following
documents: bills of material consumption or limit the provisions work sheets
and accompanying sheets.
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Material consumption voucher is a document that indicates the list of raw
materials required for a given component, the materials consumed and location
code. They also specify the conditions of supply, namely whether purchased or
manufactured in the company. Input information necessary for compiling
these vouchers from the following sources: subtask planning and production
scheduling (kinds of products, the quantities scheduled execution deadlines for
starting operations etc.) and technical training of manufacturing activity
(quantity of ingredients on the product, the way and characteristics of raw
materials required, specific consumption of materials articles and products).
Matrix summarized explosions is represented by a series of bills grouped
as matrix materials and offers a combination of requirements for different
components.
Working provisions and accompanying sheets include operations that will
be executed, normal for this time, the band work, labor value for each
operation etc.
Bon materials.

Forecasting
techniques.

Sales forecast.

Sheet.
Explosion
summarized.

‐ weighted
average.
‐ Exponential
smoothing.
‐ Trend analysis.
‐ Correlation
analysis.

‐ Product
requirements
‐ Product
structure

Necessary
materials

Material delivery
scheduling

Fig. no. 2: The material planning.
Product structures can be represented in different forms that allow a
determination of material resources applications. In general, there is a sharing
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of goods in components, which in turn consist of bringing other material
resources at various levels.
A finished product will be positioned at the highest level, called level 0 or
level 1, and parts in its structure are lower levels (Table no. 1).
Table. No 1: Hierarchy of product structure.
Object
Level
Finite product
0
Ensemble
1
Subassembly
2
Raw material
3
The primary requirement refers to the need for finished products and
spare parts, i.e. for those items for sale. Demand side resources include
quantities of materials and components needed for the primary needs
appropriate products.
Total demand for the product i, Ni can be determined with the following
equation.
Ni = Npi + Nsi
Where:
Npi = Mayor Necessary;
Nsi = Secondary Necessary.
A specific method of determining the demand for material resources can
be obtained by using matrices.
P1G1
P10
G1
G2
C1
C2
R1
R2
R3

Table no. 2: Matrix Direct resource needs.
G2
C1
C2
R1
R2
R3
0
0
0
0
0
0
0
2
0
0
0
0
0
0
3
0
0
0
0
0
0
0
3
0
0
0
0
0
0
1
0
0
0
0
0
0
1
0
0
0
0
0
0
0
1
0
0
0
0
0
0
2
0
0
0
0

0
0
0
0
0
0
0

For example, if you want to find information about component C1
position ourselves row of the matrix where the number 3 indicates the number
ANALELE FACULTĂŢII DE MARKETING  ANNALS OF FACULTY OF MARKETING

69

of components C1 entering the structure of the group G1. Similarly records the
number of resources that are included in the structure.
Direct matrix material resource needs only indicate the quantity of each
type of material that is included directly in the next higher group. This array
does not provide information on the number of single components or resources
that are necessary to achieve the final product. This information is provided by
total demand matrix (N).
The equation for calculating the total requirement N becomes:
N = NP + NS
Where NP = Mayor Necessary;
NS = Secondary necessary.
Secondary material resources necessary is in turn dependent on the
amount of material resources is contained in other products. This is directly
proportional to the necessary material resources (e.g., components, products)
are on a higher level.
N = NP + D x N
Where: D is the direct matrix material resource needs (table no. 16).
Total demand matrix indicates the need for units in each group
(component or material resources) to achieve a final product. Determination of
the total can be obtained using the following equation:
I x N – D x N = Np
(I – D) * N = Np
N = (I – D)-1 x Np
Where: D = direct matrix;
N = total demand matrix;
I = unitary matrix.
Difference (I – D) = Tteh is technological matrix (Tteh).
The following is a model for calculating the total material resource needs
based on the above equations.
Total demand matrix can be used for quick and simple observation of the
necessary primary component or material resources.
N matrix by multiplying the total necessary vector Vp primary needs
resulting from Fig. 11 vector to obtain the necessary total (Vt), which indicates
the number of components that will be needed in the next period.
Vp = (20, 0, 10, 10, 0, 0, 0, 0)
If the primary requirement is analyzed 20 products P1. The product P1 is
composed of two groups of products 3 groups G1 and G2 of the product.
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Besides the product groups needed to achieve the 20 necessary primary
products P1 appears a further 10 groups and 10 components C1, G2.
Vector "total need" will be determined by the formula:
Vt = N x Vp
If the total demands minus vector primary needs, secondary needs are
determined.
Matrix Direct necessary and total demand matrix is developed once for
each product and if there are changes in demand changes necessary primary
vector for proper planning of requirements.
Another way of determining the necessary material resources is provided
by stochastic methods.
 Requests for materials planning system (M.R.P. I and M.R.P. II)
In recent years economic entities seeking to implement new management
concepts based on the concept of enterprise resource planning ("enterprise
resource planning - E.R.P.") to maintain their competitiveness. The new ERP
management concepts involve an integration of several functions of the
economic unit Jacobs R., Whybark C., (2000). ERP systems are based on the
logic of materials resource planning ("Material Requirements Planning M.R.P.") Plenert, G. (1999).
The fundamental objective of permanent load of production capacity has
been replaced by other objectives such as orientation on the market, focusing
on terms, reducing stock levels etc. As a result of these changes was developed
planning systems and production management are focused on these new
guidelines. Planning systems and production management is based on software
packages that allow you to configure and conduct integrated planning and
production management. The objectives of these systems consist of the
following planning and management. Wannenwetsch H. (2010)
- The timeliness and optimum loading capacity;
- Minimizing costs by optimizing production batches;
- Minimizing waiting times;
- Optimize inventory levels;
- Orientation target costs.
Production planning involves the calculation of forecast, plan and order
management to global customers. For this into account:
- Planning the volume of material resources in terms of stock levels and
calculation lots;
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- Plan and capacity limits with the objective to reduce time and optimize
the charging capacity;
- Order management.
Production policy requires:
- Material distribution activities and resource allocation after having
verified their availability;
- Monitoring of orders received from customers, manufacturing orders
and monitoring capabilities.
M.R.P. ("Material Requirements Planning") is a production management
concept that was launched in the U.S. in the years 1965. This aims to determine
the necessary material components (parts, subassemblies, assemblies, equipment)
for manufacturing tasks. The main objective of M.R.P. It is to maintain a level as
low as possible stocks of material resources of the economic unit.
Method M.R.P. analyze materials production through accounts, with each
account represents a certain group of units material at a particular location.
The basic idea is to control the system by optimizing accounts and transactions
which causes material movement, which does not mean a focus on products
moving within the production process. Vollmann, Thomas E.; William, Lee
Berry; Whybark, David Clay and Jacobs, Robert F. (2004)
Table no. 3: Representation of an account.
The number of material
The quantity.
12345
150
25644
180
57842
54
The emergence and designate M.R.P.1 planning method needs of
materials ("Materials Requirements Planning"), then evolved greatly, leading
to variations M.R.P.- 2 and even M.R.P. 3. Variations M.R.P.2 M.R.P.3 go
beyond planning and resources needed materials, enabling calculation of
quantities to be insured and times when orders must be made. Cârstea G.
(2000) M.R.P.2 concept (Manufacturing Resource Planning) has the following
features: the introduction of computers, increasing complexity, effectiveness
and independence of manufacture.
Even if information technology has developed greatly, the basic principles of
the method M.R.P. and they remain valid over time. Kumar, S., Meade, D (2002)
E.R.P. systems automated processes enable operational management of internal
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logistics. The main advantage is due to the fact that, for all fields of enterprise
modules can be integrated into a system at the enterprise level. A disadvantage of
these systems means that the optimization can take place only in the sub-systems
and not in the global system. Werner H. (2000)
The concept M.R.P. supports materials requirements planning resources
under a production program director ("Master Production Schedule"). Starting
from the highest level of the structure of production, the final stage, there is a
gradual deduction of the necessary material resources for groups and lower
components. The system is based on the plan terms and the quantities as plans
of production program director and develops information structure of
dependencies in products, times of supply and supply jobs for each resource
material and configuration deposits and stock levels, safety stock and size
batches of material resources. Tersine, R. J. (1994)
The structure of the information concerning the structure and production
of the products allows different representations, for example, such as charts,
graphs and matrices.
The main elements of the M.R.P. They are: master plan, purchase of
materials and inventory levels. Volkmann, T., Berry W, Whybark D. (1997)
The main inputs and outputs of a system type M.R.P.
Primary system inputs M.R.P. are the following:
- Integrated production
- File product structure,
- Inventories file.
Production manager program (PDF) specifies the products to be realized
by the economic unit, their number and when to complete. The data in
program production manager needs are used to calculate the net and gross.
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The program
director of
production.

The file
structure of the
product.

M.R.P.

File stocks

Planning command

Working order.

Order.
Acquisitions.

Order.
Reprogramming.

Fig. no. 3 Inputs and outputs of the system M.R.P.
This plan generates manufacturing orders for finished products and thus
induces programmed gross needs for items that make these products.
Thus, any change in program production manager is required
recalculation needs. This plan allows measurement while the stocks and
comparing it with existing demand, to satisfy customers and at the same time
not appear the phenomenon of overstocks.
New technologies such as barcodes, voice activated systems and
automatic identification equipment, can help improve storage processes.
The outputs of the system M.R.P. consist of the following:
- Work order issued deposits next jobs for domestic production;
- Reprogramming notes to units that are no longer needed.
Knowing inventory levels and purchase materials for a product M.R.P.
can obtain the following information:
- The type and quantity of material that must be acquired from suppliers,
taking into account existing stocks;
- When the order must be issued for purchases from domestic suppliers or
taking into account the time required for providing materials. (Waller D.
(2003)
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Proceedings are under an E.R.P. the following steps, which occur at
different levels depending on the processed material resources (materials,
components):
- Calculation raw material resources;
- Calculation of net material resources;
- Completing the necessary safety net amount.
The gross material represents the total amount of materials (including
existing stock) necessary to meet demand for some time.
Calculation raw material resources involve determining the demand for
material resources for all periods of a temporary horizon according to the
required pre-primary resources, which allows determination of the secondary
and tertiary resources. Level 0 is considered necessary given the program
master. By taking into account forecasts of demand and obtain additional
demand for crude demand a certain level.
Net borrowing of materials between the quantities of material required for
a particular application within the period and is obtained by the difference
between the gross and the current stock.
For the calculation of net material resources necessary for all periods of
the planning horizon is the difference between the gross and the necessary
planning available.
Net borrowing led corresponds to a certain time and be filled with a
quantity of safety. Following the succession process for determining demand
levels, from program production manager concept M.R.P. concept is known as
deterministic planning materials. M.R.P. systems convert appropriate
production scheduling plan production manager in an appointment made on
certain phases of time for each whole or part. Detailed planning two parts:
firm orders and projected orders. Order intake represents amounts of stock to
be received from suppliers in a given time, defined as a result of orders
launched. Each amount and term, scheduled to prospective orders was
previously estimated based on existing data.
The procedures for determining the quantities (batch size) have been
developed to determine the quantities that will be ordered M.R.P. system and they
were ranked mandatory orders to simple decision rules or procedures
optimization.
Method MRP2 envisages delineation resource needs materials and
components into two categories: required independent and necessarily dependent,
based on the fact that all products are manufactured in an enterprise intended to
meet certain needs, i.e. to cover material needs. Independent requirement is
influenced by agents from outside the company and is represented in particular by
ANALELE FACULTĂŢII DE MARKETING  ANNALS OF FACULTY OF MARKETING

75

orders of finished goods and spare parts. Necessary for this type of forecast
consumption should be based on an accurate estimate of future sales. Dependent
demand is generated needs within the enterprise and is influenced by demand
independent, consisting of different components and materials (parts,
subassemblies, assemblies, materials). It is determined by the items mentioned
decomposition finished products using product nomenclatures. Joseph Orlicky who first presented in detail M.R.P. method, establishes a principle according to
which demand can be estimated using independent forecasts and dependent
requirements are determined by calculation. Orlicky, J. (1975)
MRP2 method to determine the precise components that are necessary, in
what quantities and at what times. Thereby reducing the cost of inventories,
increase the effectiveness of planning and can respond quickly to market
fluctuations. The performance calculation needs in components and raw
materials is necessary to know the quantities of each finished product to be
produced and their position in time, i.e. start and end periods. Document while
performing staggering quantities Program Director Production is scheduled.
This can be achieved by establishing a database in which to store up all
information on products manufactured or purchased.
Each component managed by MRP2 is identified by the following
information:
- Finished product nomenclature, i.e. structure components;
- The time required to manufacture, purchase or installation component;
- The actual amount which was in stock, requiring a precise inventory of
available real data;
- Precise rules on safety stock when management Article is influenced by
random factors;
- The batch size of the manufacturing or supply already launched, i.e. the
quantity of items being manufacturing sections and workshops;
- Planned manufacturing orders firmly.
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Fig. no. 4 Material requirements planning.
In planning the current needs of economic units MRP2 method operates
with notions of necessary and appropriate net profit. The gross is formed by
adding the forecast period of time after consumption of an article. General
relation to crude demand calculation for a given component is as follows:
NB (Ri ) = OF (Pj ) x cij ,
Where:
NB - Represents the gross resource material needs Ri (parts, materials)
required to achieve the finished product quantity Pj;
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OF - Manufacturing proposed order, which relies on manufacturing order
on the product; Pj - supply order, which will be proposed by the software
specific method M.R.P;
Cij - The amount of resource material "into" entering a unit of finished
product Pj, which may be a technical coefficient or assembly.
The proposed manufacturing orders (OF) indicates the quantity of
finished products resulting from purchase orders and sales forecasts. We note
that some resource material and may participate in the formation of several
types of products; circumstances must be taken into account in calculating
gross demand through manufacturing orders suggested.
Net demand is the amount of material resources resulting from the gross
deduction of stocks. Specifically, net borrowing of a period is equal to the
gross, minus the production process of manufacture to be completed during
the reporting period (order manufacturing released) and products in stock at
the end of previous period (stock planned), including:
NN (T) = NB (T) – OF (T) – S (T-1),
Where:
NN (T) - Net income of T represent the needs of a particular resource
material;
NB (T) - The necessary raw material resource to the same period T
(component);
OF (T) - Order manufacturing released during manufacturing T;
S (T – 1) - Stock at the end of the component considered (T – 1).
The principles underlying the determination of the gross and the net are:
1) The product or items to be included in the classification, specifying the
quantities of each resource materials in a product structure.
In Fig. 12 is a tree structure for a finished product P.
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2
Level 2

1

1
A11

2
A12

2
A13

1kg

0,5kg
Level 3

A2

R1

1
A21

2.3kg
R2

A22

2,8kg
R3

R4

Fig. no. 5: The tree structure of a finished product.
From Fig. 12 it is noted that each level of the structure receives a code
from the zero level, corresponding to the finished product.
2) The basis for demand or the current date, is to start the first period.
3) The size of a period can be weeks or days.
4) As a general rule it is considered conventionally that the 0 (zero) is the
finished product. With each passing decomposition product from one level to a
level i (i + 1). The higher numbers of nomenclatures, the complexity and
higher.
5) Calculation in the method M.R.P. tree decomposition based on the
product that is made in accordance with the order adopted for manufacturing
and product assembly. In a nomenclature tree material appearing every
resource is a resource for reference material production enterprise
management system.
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6) Demand calculation rule works the lowest level, which is often written
by the abbreviation Anglo - Saxon "LLC", i.e. "Low Level Code". This means
that a resource material is placed at the lowest level where it appears in the
product. Thus, if an article comes from a set level 3 to level 1 and A 2 into
another assembly A2, then the item will be "down" from level 3 in the
nomenclature assembly A2. Such a procedure allows the calculation of onetime requirements of a particular article, even if this occurs several times in
the same structure or in multiple structures product.
7) When calculating the necessary materials, manufacturing orders (OF)
and supply orders (OA) are transmitted at the latest possible to avoid
unnecessary inventory. This is an important principle of calculation of the
necessary material resources as it leaves the finished product, then progresses
over time to obtain data for needs that correspond to different material
resources (components), i.e. end dates then the start. Such a principle in
English is called "Backward Scheduling," which can be translated by timing of
operations according to the latest possible moment.
8) Released the batch size for manufacturing can be determined in two
ways:
- Depending on the capacity of the container, in which case the batch size
to be equal to a multiple of the capacity of the container;
- A calculation based on economic, which in this case is fixed.
3. Conclusions:
The M.R.P. systems are planned usually on the day to day bases or
weekly, time is influencing the size of the lot.
It is applied on the case of large factories that is producing complex
products, such as: automobiles, electronics, textiles and others.
The managers have to ensure that there is compatibility between all the
elements of the system.
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MARKETING ETHICS
Gheorghe Ciobotă
Abstract
In a world always in hurry, where every day becomes more difficult to understand, it is
important that ethics should not be treated as something distant from real life, a
discipline that has its place only in university libraries. Ethics talks about values, about
good and evil; both people and companies cannot avoid involvement in this area,
because what we do and what we are not doing can always be subject to an ethical
evaluation. For this reason, we opted for this subject, considering it is extremely
important that ethics should be the starting point of any marketing activities.
Keywords
marketing, marketing research, corporate social responsibility.

JEL Classification: M31
Introduction
Ethics is one of the main branches of philosophy and can be called the
science of moral reality. It can also be understood as philosophy of morals, of
good and evil, duty, trying to elucidate the moral issues through a cognitive
approach.
According to the explanatory dictionary of Romanian language, the word
ETIC, -Ă (in fr. Ethique, lat. Ethicus) it’s the science concerned with the
theoretical study of the human condition in terms of values and moral
principles and their role in society; all rules of good conduct.
The history of Western ethics and Western philosophy has its beginnings
in ancient Greece. The main names mentioned when speaking of Greek ethics
are Socrates, Plato, Aristotle.
BC VI-V century were suggestive also for the Far East in this area of
practical reason, through Daoism and Buddhism.
The common point which is found in almost all ethical theories, including
the contemporary philosophical discourse is the inclusion of two concepts:
happiness and virtue. Another constant of Western philosophy is good, which
is intertwined with virtue and happiness, but also with reason.
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So:
• Aristotle defines ethics as a practical science whose object is the
human’s rational actions, and, as target conduct virtue.
• Spinoza consider it the science that aims at man's liberation from the
bondage of feelings and its learning him to live ruled by reason.
• Kant sees as science of freedom laws, divided into two chapters:
empirical part with practical anthropology and rational part, with the morality
which is ordered around the concept of duty.
• Hegel defined it as the science that aims to achieve better idea of the
unity of the human will and the objective world outside.
In conclusion ethics deals with moral dilemmas faced by humans in all
areas in decision-making during his life. To solve dilemmas, ethical aims first
to clarify the nature of ultimate values and standards, according to which man
should be judged as just or unjust acts.
Remaining at concepts level, ethics has three main subdivisions:
- Meta-ethics (philosophical ethics), dealing with concepts and questions
about the nature of moral judgments;
- Descriptive ethics, dealing with comparative and intercultural studies;
- Normative ethics (ethical practices), is considering prescribing rules
(laws) for individual human behavior, but also for the moral organization of
social life.
Normative ethics is divided into two categories:
- General normative ethics, which studies patterns of behavior and value
reporting;
- Normative ethics applied, consisting of a bundle of philosophical
discipline that tries to analyze cases, situations, dilemmas relevant to the real
world. These disciplines include information ethics, animal welfare ethics,
business ethics, bioethics, medical ethics, environmental ethics, research
ethics, ethics in public policy, international relations ethics, media ethics.
Business ethics or business ethics is a discipline of applied ethics in
dealing with the morally analysis of how economic actors (companies,
shareholders, employees, buyers, etc.) act. She appeared at the beginning of
the twentieth century in the United States as a result of broadening the
application of ethical theories beyond the general area of human actions.
Business ethics also includes the ethics of marketing, which concerns
enforcement and moral principles, optics and marketing’s practice. The way to
realize the rules of ethics codes represent the values and moral standards
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developed by various professional organizations, enterprises or consumer
associations.
As the importance of the economy in any society is growing, it is
absolutely normal to grow also the research in the field of business ethics. It’s
focusing mainly on the partners involved in economic activities within a
market. The category includes corporate partners, their customers, their
suppliers and distributors, shareholders, employees and the community. The
analogy between corporations with the other partners is made through the
concept of corporate social responsibility.
Moral norms and values
Fulfillment of regulatory moral relations in-between individuals and
between individuals and community to achieve a balance between those
entities based on equal rights and duties requires certain rules.
"A rule is a model for action, to be applied in certain circumstances".
There are three categories of norms (criteria, rules):
- Technical rules (concerning the usefulness of a product);
- Legal norms (required by law);
- Moral norms (which raises ethical, have intrinsic value and are generally
valid);
Moral rules consist of imperatives recommendations, most of which are
today religious norms and legal norms. Some are categorical moral norms, for
example one of the Ten Commandments: Thou shalt not steal! Theft is a crime
not only immoral, but also illegal based on legal rule infringements.
In terms of value, moral and legal rules must subordinate all other values:
professional, physical, aesthetic, ecological. These values are inoculated since
childhood, on them is being built the personality.
Unlike the technical or legal norms, moral norms are apparently more
lenient, calling them the moral sense of the recipient, the responsibility. This
mode allows the interpretation of the moral norm rather than an external
constraint but the possibility of personal choice, as an expression of human
freedom.
The higher inertia of society is more pronounced and also conservative
traditionalism, the more ingrained in people's consciousness is the idea that
habits are eternal, unchangeable part of the world order. These habits
preserved by tradition are not based on rational arguments and are not
assumed by a deliberate decision; they are as they always were, and only
because there must be respected.
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The value is a complex notion to report, so is therefore a measure of
outcome and conduct a direct appreciation. Values can be personal, social of
for a group; this stratification doesn’t always have real correspondent and
assigned values are often a compromise between the three categories
mentioned before.
Although there are values that can be considered as common to almost all
societies, there are sometimes sharp contrasts between their expressions
through the principles and behavioral assessments.
Morality is a code of conduct that can be a source social contract, natural
law or divine precepts individual standards.
Two particular concepts must be precisely understood universally valid:
anyone has, in any situation, obligations and rights. Their importance is
normally equal and violating one exclude the other.
Morality is not therefore a matter of choice, but rather a reporting with
many ways, the more that are positive or negative; any statements of ethics
must be consistent: if we say we have done A it in a certain situation and
should not be done B in another situation, we must be able to highlight
relevant differences in terms of ethics.
Ethical Issues in Marketing.
The marketing ethics brings together the standards to be met and the
values to be achieved within the performance market all partner’s, because
they take place within a moral framework. It also takes into account the claims
of social groups that are affected by the consequences of flows of goods,
services and ideas in the short, medium and long term.
In the current context, the existence of economic relations cannot be
conceived if they don’t rely on responsibility, honesty, fairness etc.
According to the explanatory dictionary of marketing literature, based on
specific grounds, are the following styles of ethics:
- Rule above all;
- Consequences for all;
- First undertaking;
- Our advantage in the long term (conservative style);
- Reputation in the foreground (virtuous style);
- Spontaneous judgments (intuitive style);
- The one who survives is right (Darwinian style)
Because marketing is conducted in constant contact with the public and can
be viewed as a component of economic affairs, people quite often associate it with
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a less ethical activity. Thus the communication strategy of the company and its
reaction to various disturbing factors environment must meet ethical conduct. A
model of ethical decisions in marketing activity is shown in Figure 1.
Due to a low power of purchasing the population from countries which
are in transition periods, but, also, because of relaxed laws and / or not
enforced rigorously because of incompetence or corruption, the companies are
offering on this markets, products and services of lower quality, unacceptable
in developed countries. There are few cases where consumer safety is
jeopardized by the sale of certain products (especially medicines and foods)
expired, or even if consumer safety is not jeopardized in the market are for
sale goods or services morally deplorable. In other cases, it is a very poor
marketing campaign and promotional activity.
The issues are more complex in terms of environmental protection,
multinational corporations being incriminated in this case first for
environmental damages that resulted in many casualties, causing serious, often
irreversible, not only in the countries where they occur, but affect climate,
water quality and air pollution across the globe. The causes of these damaging
the environment are very permissive legislation, the low level of technological
competence and awareness of the dangers they face high costs of recycling
technologies etc.
Due to the variety of cultural values and moral principles across the
planet and because of the unacceptable effects the idea of international codes
of ethics has shaped by the agreement of governmental or non-governmental
associations.
International Institute of Business Ethics companies propose the
following three basic principles:
- Integration; business ethics must underpin organizational culture and is
reflected in all the organization's actions.
- Implementing a change of attitude in the various activities of a
corporation; for instance, promoting higher environmental practices,
consulting experts where appropriate, etc.
- Internationalization must be done after an initial clarification of the
moral identity of the company, which should have an action program and a
code of ethics with specific cultural color, which does not require changes of
substance when applied in global contexts.
It is pleasing that lately appear increasingly more codes of ethics in
marketing with a similar structure and content, which proves both a common
vision in terms of ethics in marketing and an increased interest in it.
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Ethical standards within the promotional activity
Ethics goes beyond legal because the latter cannot include all situations in
which moral rules are affected.
Because of the need to be as creative, promotional policy is the field of
marketing which gathers most attention on ethical evaluations.
Internationally, the most prestigious professional organization in the
marketing field, American Marketing Association, envisages in its mission and
promote good practice among operators of marketing, and, for this purpose,
they have developed a code of ethics, values and ethical standards in
marketing, to which members of the organization are affiliated. Thus, any
marketing operator should be responsible for the consequences of all of its
activities and ensure that all actions, decisions and recommendations are
directed to serve the audience: consumers, organizations and society in
general.
In Romania, it was drafted by the Romanian Advertising Council (RAC Romanian Advertising Council) the code of practice in advertising in order to
use advertising in Romania to inform public opinion correctly, honest and
decent, respecting national laws, principles and practice in advertising
internationally recognized.
The code was designed to address all those involved in promotional
activities in general and advertising in particular, trying to establish ethical and
professional in this area.
Combining the two codes of ethics, we have created a set of basic rules
regarding promotional activity:
Rules on sales and public relations systems
The management of sales exaggerating the features and benefits of the
product is considered unethical and misleading. Also giving gifts to customers
is viewed with caution because it is necessary to define carefully the difference
between gift and bribe.
The sales on credit commercials must indicate clearly good intentions and
credit conditions. They should specify the conditions of use and ownership.
Promotional messages sent by e-mail must be clearly identified, without
the need for the message to be opened.
Advertising for distance sales should contain clear the full name and
address of the speaker (and the provider, if different);
Selling via email or mobile phone must contain the full name and address
valid (e-mail address) of the seller, where the consumer can send the request to
exit the database;
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The promotional activity is prohibited when aimed ordered to pay the
recipient of unsolicited goods.
The promotional activity, about competitions or about special offers must
make public in a clear and accessible terms of participation and the expiry date
of the promotion, and if competitions show the conditions for granting awards
and means the mass media and place to be announced results.
In public relations field, there is the International Code of Ethics for
Public Relations, (known as the Code of Athens), promoted in Romania by the
Romanian Association of Professionals in Public Relations.
According to this code, public relations operators should not to:
- subordinate truth to other requirements;
- transmit information that are not based on established facts and
verifiable;
- take part in any action that is unethical, dishonest or capable of
impairing human dignity and integrity;
- use of manipulation techniques designed to create subconscious
motivations which cannot be controlled by the individual by its own will, so
he cannot be held responsible for actions taken.
Rules on promotional activity by product category
Alcoholic beverages
Promotional activity for alcoholic beverages should not come in contrast
with the need to offer consumer models that encourage moderation, fairness
and responsibility.
The promotional activity should avoid, in particular:
- encouraging uncontrolled and excessive consumption of alcohol;
- description of the situation of unhealthy addiction to the product and, in
general, alcohol addiction;
- targeting the undragged and their representation, even indirectly;
-drinking and driving mix;
-suggesting that to consume alcoholic beverages would lead to mind
clearing and physical efficiency or lack of consumption of these products may
cause physical and mental inferiority;
- presenting the alcohol content of the drink as the main topic of
promotional activity.
The brewing industry is allowed to develop commercial communications
for beer creatively and consistent with values such as:
- consumption as a pleasant experience, personal or social;
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- consumption as a social activity and responsible consumption as a
source of joy and relaxation;
- responsible consumption as part of a healthy lifestyle for most
consumers;
- consumption should be done in moderation.
Cosmetics and personal hygiene
The promotional activity on cosmetics and personal hygiene should not
make the consumer to believe that those products have different
characteristics, properties and uses than those to be applied to the skin, hair,
nails, lips, mouth or teeth, with a view exclusively or mainly to cleaning them,
perfuming them, change their appearance and / or correcting them odors and /
or protecting them or keeping them in good condition.
Can present these products as having additional features that prevent
certain pathological conditions, provided that the products contain certain
ingredients really special or outstanding to be made after formulas.
Under no circumstances, the be promotional activity shouldn’t make the
consumers believe they can replace drugs, healthcare or therapeutic treatments
with cosmetic and personal hygiene.
Dietary products
The promotional activity on dietetic products must be conducted in a
manner that does not push the consumer to a nutritional mistake and should
avoid references to recommendations of a medical nature.
Medicinal products and curative treatments
Promotional activity for medicinal products and medical treatment that
requires a prescription is prohibited.
Promotional activity for medicinal products and curative treatments that
do not require a prescription must warn the public if the products contain
substances that can harm health and must avoid:
- to suggest that the product does not cause side effects or safety or
efficacy that is because as a natural product;
- to suggest that a medical consultation or surgical operation is not
necessary or incite any wrong self-diagnosis;
- to use the recommendations of scientists, professionals in medicine or
public persons or refer to ways of healing in an inappropriate manner, deceptive;
- compare the medicinal product with food, cosmetics and other consumer
products;
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- use of improper representations, misleading or impressive, to changes of
the human body caused by disease, injury or action of a medicinal product.
Training courses and teaching methods or study
The training courses and teaching methods related to promotional activity
must not contain promises for a job or to exaggerate the employment
opportunities for persons attending these courses or adopt the proposed
methods.
Financial and real estate transactions
The promotional activity designed to solicit or promote financial
transactions, real estate and in particular transactions for savings, investment
in movable and immovable property must provide clear and comprehensive
information in order not to mislead the public, so that the target gets the
correct message in despite the possible lack of experience, can make an
informed choice to use their own resources.
The provisions of this Article shall also apply to promotional activities for
banking and insurance;
Package holidays organized
Promoting all forms of organized package holidays must provide
complete and accurate information, especially the related services included in
the minimum price of participation.
The message should focus on the suggestion to analyze carefully the
conditions for obtaining, payment and cancellation that are listed in the
information material or form.
Toys and educational products for children
Promotional activity for games, toys and educational products for
children should not mislead on:
- nature, performance and product size;
- the degree of skill required to use the product;
- the amount to be spent, especially when it comes to the purchase of
complementary products to make the product work.
Promotion must not minimize the price of the product or to suggest that
its acquisition is normally accessible to any family budget.
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Ethics promotional activity in globalization context.
Globalization is the term used to describe an event taking place in a part
of the globe increasingly which have repercussions on societies and wider
problems in other parts of the globe.
There is no definition of globalization in a form universally accepted, and
probably not final. The reason is that globalization includes a multitude of
complex processes with varying dynamics by touching different areas of a
company. It can be a phenomenon, an ideology, a strategy, or all together.
Globalization is the modern term used to describe changes in society and
the world’s economy resulting from increased international trade and highly
cultural exchanges. It describes the growth of trade and investment due to the
fall of barriers and interdependence.
In the economic context, it is common to refer almost exclusively to the
effects of trade and in particular to trade liberalization or free trade, taking into
account however that each cultural area has its own system of values and
norms that define its spiritual identity, translated into practical terms by certain
specific attitudes toward the world.
Thus, if all companies agree that killing innocent people, stealing and
deception are bad, in terms of discrimination against women ideologies are
divided.
These cultural distances create difficulties in undertaking communication
with consumers; communication must arouse interest and stimulate potential
buyers to offer company, culture should be seen as a phenomenon consists of
multinational specs.
Difficulties in international communication are determined by a number
of barriers that can disrupt the proper transmission and reception of messages:
- language barriers;
- cultural differences;
- availability of communication media;
- promotional restrictions;
- economic differences;
- differences in tastes, habits, attitudes;
- the availability of agents to promote;
- specifics of local distributors.
While the war was the defined by it’s the explosive force of projectiles
the measure who defined globalization system is speed - speed of commerce,
travel and innovation.
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Globalization has its own technologies that define: computerization,
digitization, satellite communications, fiber optics and last but not least, the
Internet.
Due to its composition computer networks and enabling the rapid
exchange of information and access to markets around the world, the Internet
has become more and more important in promotional activities.
Companies and individuals who are using the Internet for promotional
purposes should weigh the risks and consequences of their responsibilities to
their activities, which have mainly focused on three issues:
- confidentiality refers to the particular information from consumers, they
must be protected against unauthorized access and used only for specific
purposes. Express wishes of others must be respected, including on sending
unsolicited e-mails.
- integrity aims to integrity and property respect of the owners of
computers and computer networks so that they are protected and respected.
Information of a precise obtained via the Internet must be properly authorized
and documented.
- access to important information (accounts, passwords) should be
confidential, their content can be viewed only when marketers are authorized
to do so. Integrity must be respected and other systems in terms of placing
information and advertising messages.
Responsibility for security concerns and correct use of information is not
the responsibility of a single person or a small group of members, but to all
who use the Internet.
Parallel to the new challenges of globalization amplification arises an
increasing interest in defining new strategies to address the impact of
promotional activities on society long term impact and with profound
repercussions on the environment. Thus, thanks to western culture based on
wasteful excesses of the packaging industry and an intensive exploitation of
non- renewable energy sources, both issues of storage and recycling of waste
and the problems of emissions of harmful gases are becoming more serious,
the environment is increasingly more polluted.
Globalization has created new opportunities for companies but also led to
increased organizational complexity, companies must assume new
responsibilities, especially in developing countries.
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Corporate Social Responsibility
Corporate social responsibility (literature abbreviated CSR) is a concept
that refers to debt that companies (as stakeholders) have towards all parties
involved in the conduct of alleged activity their economic. The concept refers
to all types of companies, from micro to multinationals. Through the debt
means that the company must act in accordance with the obligations it has
towards stakeholders and respecting some accepted moral principles along
tradition.
The concept emerged after the Second World War, along with economic
growth and exacerbating the role of large companies in the society must be
defined by that action socially responsible. This latter concept emerged far
ahead XX century and refers rather to a single point in the opposite strategy of
companies parties without requiring any commitment to them or to social
values. By contrast, corporate social responsibility is just a commitment to
society and stakeholders regarding action on the economic activity.
The balance between moral and personal interest necessary to develop a
long-term company. Developing a company means not only for profit, but its
reinvestment, in a business requiring not only financial capital but also of
assets, human resources and social capital created a reputation and trust.
Directing a portion of their profits to such resources, the company will offer
owners lower profits in the short term, but will create a sustainable capital.
Economic development and wealth creation are only possible in an
exchange system based on trust and credibility. Companies with low levels of
trust in institutions and businesses cannot have a sustainable economic
progress.
Ethical behavior of an organization is given by some factors: the level of
development of that country, leadership style, organizational culture, ethical
codes, its mission, the results, the environment in which it operates,
competition, the pressures of society.
Economic responsibility is the basis for other types of responsibilities that
supports and makes possible both companies having shareholders who want a
maximized profit, employees who want safe and well-paid jobs and customers
who demand good quality products at affordable prices.
Legal responsibility obliges the company shares to obey the laws of
society in which it operates. In most cases, these laws represent beliefs and
moral norms of society, so that their compliance is a condition of existence of
companies.
Forcing company’s ethical responsibility to do what is just, fair and
equitable, even if not required to do so by the existing legal framework.
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Philanthropic responsibility covers all those situations where the
corporation is free to decide, without any external constraint to engage in
actions aimed at improving the quality of life of employees, local
communities, the whole of society as a whole.
This kind of social responsibility encompasses a wide variety of actions,
including charitable giving, support given to educational institutions,
sponsoring cultural or sporting activities, etc.
Consumer protection
As the bearer of demand in the market mechanism, the consumer plays an
important role, it constitutes the reference element of all activities takes by
both the manufacturer and the retailer.
Consumer demand determines which provides will survive in the free
market, and they must constantly adapt both the products or services they offer
and ways to promote them.
Nowadays, companies are concerned with the satisfaction of the
requirements as expressed and specified in order that their products as close as
possible to consumer expectations.
In real market economy conditions are many shortcomings of the
mechanism that may affect consumer interests, thus diminishing their
sovereignty.
The mission of protecting the consumer cannot be reduced only to
educate and inform the consumer correctly, because in the absence of any
restrictions, market forces could lead to inequality and neglect of social needs.
Consequently, it is necessary to have regulations that would establish
prerequisites of a sound competition and consumer protection.
Consumer protection is a set of provisions on public or private initiative,
intended to ensure and continuously improve consumer rights.
A category of market demands refers to himself within it, mainly on the
necessary conditions which should be created and rules that must be respected.
There are many reasons that come to argue the need to protect the consumers,
regardless of economic, legislative or other arrangements, existing in the
information, legal, economic and representing the interests of a disparity of
force between a consumer and economic organizations with which it could get
into a conflict.
Organizations need to protect against generally occurred due to
multiplication and unfair competition practices, and the use of aggressive or
shocking forms of promotion, often equivalent to a pressure on the consumer.
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This requires the need for corrective actions to remedy market failures:
• Formulation of rules against unfair competition;
• Prohibition of misleading advertisements;
• Amplify the volume of information on the characteristics of goods or
services;
• Strengthening competitive and informational tools etc.
The notion of consumer should be seen in a broader context, given that it
forms part of a community and therefore has collective interests. The damage
that it suffers a person who accuses some violation of consumer rights should
not be considered only within the individual's interests, but must consider its
importance by summing all individuals who may be similarly harmed.
Wide field of action in which public power or participating in various
governmental bodies to provide some social protection and highly complex
nature of the relationships between businesses and consumers led the company
to intervene through various programs of consumer protection.
These programs are meant to ensure the achievement of objectives of
consumer protection and access to the right information to enable him to make
a choice according to personal wishes and needs.
European business competitiveness owes its high degree of constant
concern for consumer protection. This concern materialized in principles U.E.
consumer protection, stipulated in a series of directives on product safety and
consumer rights.
In this regard it has been drafted and approved Law no. 148/2000 on
advertising, a law that aims to protect consumers of products and services,
protection of natural or legal persons who have been engaged in production,
trade, provide a service or practicing a craft or profession, and the general
public interest is protected against advertising misleading advertising and its
negative consequences establishes the conditions under which comparative
advertising is permitted. The law defines specific terms such as subliminal
advertising, misleading advertising and states that advertising must be decent
and fair to be developed in the spirit of social responsibility. Under the law
provided a number of specific provisions on advertising of certain products
such as those from tobacco and alcohol products, or advertising products for
minors, prohibiting advertising of narcotic and psychotropic substances.
Acts or illegal acts affecting the rights and interests of consumers attract
civil liability, material, or criminal.
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The main consumer rights are:
• The right to be protected against the risk of purchasing a product or to
receive a service that could jeopardize life, health or safety or affect their
legitimate rights and interests.
• The right to be informed fully and precisely the essential characteristics
of products and services so that the decision, which was takes in connection
therewith to closely match their needs;
• The right to have access to markets that provide a wide range of
products and quality service.
• The right to be compensated for damage caused by inadequate quality of
products and services, using for this purpose the means provided by law.
• The right to organize into associations for consumer protection in order
to safeguard their interests.
The consumer must know, at any time, all the supply in all its aspects
(volume, structure, price, quality) to constitute the criteria for prioritization
with which he faced while consumption in variants use of monetary resources.
The responsibility of creating programs for consumer protection lies
primarily, government bodies, but in this complex area of issues need to be
attracted and involved with concrete actions and a number of social
organizations, such as unions, associations and other NGOs they inserted into
their field goals aimed at protecting consumers.
In conclusion, consumer protection aims to improve quality of life,
protecting consumers from misleading practices and aggressive techniques to
promote to whom they would be defenseless.
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INTERNAL AUDIT AND CORPORATE GOVERNANCE
AT THE COMPANIES
Gheorghe Lepădatu
Abstract
Transparency of information, indispensable element for competitiveness in the
market is an efficient operation of systems of corporate governance and especially of
control systems. An example in this sense of "best practice" may be represented by
the multinational companies that have known to harmonize the national rules with
the typical instruments of other models of governance. In the first part of the work it
was made a comparitive analysis between the models of corporate governance,
focusing on the role of transparency of communication, the primary tool in prevention
of frauds, the link between information and prevention of frauds being independent
of the model of corporate governance adopted, by the structure of organization and
the control mechanisms. The work continued throughout the first part, with the role
of internal audit in preventing the accounting fraud, given that any type of
government, regardless of how it is configured and the reference market in which we
find, to be considered efficiently must provide an appropriate control mechanisms,
able to intervene in critical situations and to protect the interests of all categories of
users.
Keywords
accounting fraud, models of corporate governance, audit.

JEL Code: M42
1. The models of corporate governance.
The role of corporate governance systems
According to a famous definition "Corporate governance is the system of
rules and norms are likely to be institutional market in the area arising or
pursuing different categories of stakeholders, shareholders, management,
public administration, personnel dependent, consumers, etc.".
This definition is supplemented by expressly stated goal of "Principles of
Corporate Governance", the OCSE (1999), the "strategic insurance
management company, effective management of part of the trust and loyalty
of members. Public, staff-dependent, consumers, etc.".
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Results very clear the close link between corporate governance and operation
of competition in the market. Transparency and protection of minorities aim not
only a fair distribution of risks in the sphere of business entity, but a properly
functioning of the market in the broader sense: it should provide strong
mechanisms, depending on the governing bodies to act in favor shareholders,
thereby maximizing the economic value of the company. In this context it may be
interpreted the strong relationship between the structures - governance
mechanisms and prevention - management of the accounting fraud.
The systems of governance have in fact two main objectives: to provide
integrity management and guidance to maximize the created value for
shareholders.
A transparent and timely communication is the first instrument that can be
prevented accounting frauds. The link between information and frauds
prevention is independent of the mode of corporate governance adopted by the
organization structure and the control mechanism.

Figure 1. The aim of corporate governance
The governing system of every member state presents the characteristics
of the historical, economical and legal context; therefore an immune model to
such fraud practices does not exist any more. In such a case, it is interesting to
highlight how the common origin of corporate governance rules depends more
than relevantly on the characteristics of the system of the analysis countries.
In countries where the corporate governance is at its pioneer stage, such
as Great Britain and USA, the private regulations follow the public ones.
The intermediates that manage the stocks are interested in a good
functioning of the market and therefore in the trust offered by this, which is
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guaranteed by the stringent conditions of market admittance and negotiation,
especially in transparency terms. Therefore, though it is not necessary, the
market rules come as being perceived at a legislation and public regulation
level, assuming the role of "mandatory regulation".
In the Continental Europe countries, especially in Italy and France, the
regulation of the markets and the society leaders is more public; this difference
also has a substantial signification - the "origin" public intervention in being
inserted in a less receptive context and exposed to numerous unfriendly
environment terms.
Independent of the reasons that lead to frauds, in the typical European
model, but also in the Anglo-Saxon, the major control shareholder but also the
controlling manager, non-owner, can attribute diverse types of privileges,
economical or not, absolutely not justified, towards the interests of the
company and the minor shareholders. In the situation of a diffused property,
no shareholder is in a position to control the activity of the economical
resources' manager.
The minor shareholders have no way of expressing over the usage of
internal resources or loans, with the alternative of a larger distribution of the
profit or a reduced debt expense that are not capable to exert an efficient
monitoring act, either due to the lack of information, either because there is a
problem called "collective act", because each minor shareholder benefits, of
course, of control initiatives assumed by others but himself does not dispose of
sufficient means and stimulants to assume them.
The problems that we have mentioned earlier are being taken care of, one
at a time, when a control shareholder, more or less relevant, being the holder
of property rights (security benefits), embraces the costs and benefits of the
economical decisions.
Tentative classification models of corporate governance
Two main models of corporate governance depend fundamentally on how
the design of separation between ownership and control. In the "outsider
system", defined and "market oriented", the categories of companies are the
so- called "public companies", characterized by an increased separation of the
property, typical of companies listed on regulated on financial markets and a
low concentration of ownership. The market itself is the main mechanism for
regulating of the conflicts between shareholders and managers, which are
monitored by the market, due to continuous changes of ownership through
shares negotiation. Such a model of corporate governance, characterized the
Anglo-Saxon and American, in which the "common law" system, the
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protection of minority shareholders and creditors, is very high and the
ownership society is prevalent diffuse.
In the "insider system", defined as the model "rin", the ownership is highly
concentrated in a tough base with a strong role in decision-making, consisting of
one or few groups with a familiarly or bank character. The pivot of the system is
represented by the relationship between the State, industry, and the banking
system, the financial market not being developed in a specific effective efficiency,
because of the strong presence of the banks in the capital of the company, of the
influence of them in decision making and management decision-making guidance
for achieving and respecting the interests of owners.
2. The role of internal audit in preventing fraud
Any type of corporate governance, no matter the way in which it is
configured and the referring market in which it would be efficient, must
specify optimist control mechanisms, which should intervene in critical
situations and protect the interests of all user categories.
A study of Enst & Young, 8th edition, shows a preoccupying growth in
accounting fraud tendency despite the predictions and adequate normative in
the matter, the predictive regulations, and the fact that most of the companies
are endowed nowadays with specific behaviour codes that have provoked the
recent financial scandals.
This study has been made in 30 countries, involving companies that
operate in diverse activity sectors, starting from multi-national to SMEs.
The factors that stand at the base of the company accounting fraud risks
were so classified:
 the growth of the organizations' complexity;
 reduced diffusing of the internal audit functions;
 the acceptance of the companies of a certain risk level as a typical
business item;
 the presence of a intern control system that does not fully correspond
the companies' economical exigencies;
 more and more aggressive company policies.
There it is that the most efficient, individualized instruments are actually
only two: management control and intern audit functioning.
But it is still up for the management to install the system and the
processes that could serve as preventing and discovering the frauds inside an
organization to evolve an economical culture oriented to ethic behaviours that
could climb all the levels of the structure, in exchange remaining for the intern
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audit to supply own assistance, evaluating the risks and the control strategies
of the organization, suggesting initiatives, solutions, proposals and
recommendations of mitigating fraud danger and improving the control
strategies. The intern audit's role, given its influences over the management
control, assumes a front importance within the corporate governance.
The economical crisis that took place on the European scene, not only in
the last years, have shown the fact that the accounting frauds are attributed
also to the gaps (or even the absence) of the formal control provided in the
extern normative and the intern regulations of the companies.
Highlighting the tight links between fraud, corporate governance and
internal audit role is again revealed.
These items are relevant only because the regulation stays inefficient if
not accompanied by and organizational culture based on ethic principles, to
put in the spotlight, between its priorities, the transparency of the accounting
information and the intern and extern control efficiency.
Eliminating the interest conflicts of the control mechanisms is, in our
opinion, the main way to ease the concrete functioning of the control systems.
Along with the normative interventions, a special attention must be given to
the intern regulation initiatives from these industrial and financial
organizations that come along with a central importance to the choosing
investment, giving the market to select the most meriting entities, that is in a
protective way and guaranteeing way of the correctitude and transparency
offered to the investors.

Figure 2. The internal control systems
Sursa: Patrizio Teltom (S. Corbella, N. Pecchiari, “Internal auditing.
Aspecti di struttura e di pricessi: i rezultati di uno ricesco empirico”, Egea,
Milano 1998)
The previously mentioned study made by Ernst and Young highlights the
fact that 20% of the companies have trusted the extern consultancies
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specialized in tracking the frauds, with a satisfaction degree of 88%. In most
of the cases, especially the Italian companies declare to possess specific
organizational policies, capable of preventing fraud risk and permitting its
identification. However, only a part of the interviewed ones have recently
ordered a specific study of risk vulnerabilities for their organizations.
The development of the governance principle in Europe and all over the
world highlights the tight bond that exists between the intern control, the
governance and the going concern.
It has also been highlighted that the main factors that have contributed to
a consequence worsening of the recent bankruptcies could have been
composed of the intern control lacking, that is the most opportunistic and
penetrating instrument of the control system.
The intern audit should add value to all the organization's activity, easing
the identification and evaluation of the existing risks on all levels. These
should be obtained by examining the essence of the risk management
economical process, and operating as if there were even for this management
policies and clear and coherent behavior normatives.
The intern auditors, among other, should have full definite responsibilities
in preventing, identifying and signaling the frauds and should practice such
actions that could create "conscience".
In this case appear the anti-fraud policies as useful, or the specific firming
activities of the dependences that must be undertaken in order to grow the
perceiving of the fraud activities and the necessity of their prevention, identifying
and signaling. The auditors and the organizations, in this way, should let
themselves helped by the depending personnel, clients, shareholders and other
users involved in the fight against frauds on all levels and on all fronts.
3. Proposal for an operational model
The objective of this paper is to evaluate the existing model in a group of
enterprises with International Governance principles; rationalization of the
mechanisms of functioning and control systems in responsibilities delegation;
developing and implementing an integrated system of internal control in
accordance with best corporate practice, based on risk management.
Priorities to be taken into consideration in adopting a model of
governance are:
■ Rationalization governing bodies (Boards and Committees);
■ Setting skills and existing responsibilities;
■ recognizing the existing internal control.
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Figure 3. Priorities of model of governance
Table 1
The behavior codes and rules existing in the world
Countries Codes of Behavior and Rules of Reference
Italy
Code self (Italy Scholarship)-Vietti reform/Decree Law 262/2001
Germany Kon Tray; German Corporate Governance Code
France
The reference Vienot; Nouvelles Regulations Economiques; Loi sur
Securite finaciare-2003
USA
COSO-Report; Sarbanes & Oxley Act
UK
Cadbury Code/Combined Code/Higgs Report - The legislative
reform of organization
Spain
Riuz Code/ Codigo Olivencia- The legislative reform of
organization
Belgium The Law No /08/2002
Mexic
Code of Corporate Governance
Action plan in managing the risks should identify sources of risk inherent
to define the function that manages the risk, with predilection to define and
evaluate of residual risk; to specific the activity, objectives and terms to
implement the reporting and monitoring the risks, require regular updating
which to be presented to the Steering Committee.
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The optimal model for management of the risk:

Figure 4. Optimal model of the risk
Delegation of responsibilities according to organizational goals should
have as objectives: playing coherence of the organizational profile and
strengthen the organizational group processes in the legal sphere that is the
existence of a coincidence of a "de facto responsibilities" management with
liability laws.
From corporate concordance/organizational at the internal control system
the following requirements are imposed:
■ an unitary system of internal control officially and approved at group
level;
■ the formalized procedures;
■ the integrated system of identification and management of economic
risk;
■ Code of ethics/formal behavior and extensive broadcast;
The objectives of the new Audit Committee must focus on cooperation
with other local Audit Committee, in order to guarantee: the obtaining
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operational plans of the Regional Audit Committee with guidelines of the
Central Auditing Committee; an approach based on "progress through
sharing", in view of transmission to the local audit Committees of important
informations and data referring to the group and the relevant areas (eg a use
portal to the Audit Committee, coordination of internal audit plans; support of
the relationships between audit committees and external auditors).
4. Conclusions
The parameters used in the analysis of concrete cases of fraud and
accounting irregularities can be considered significant criteria, which can
make a distinction or one attempted classification of financial scandals that in
recent years have filled the front page of the press or other economic dailies
nature.
Tools enabled in order to align the interests for the subjects to which
acknowledged the role of business managers' or the shareholders, according to
the principle of maximizing the value of shares, revealed their negative
aspects, resulting in increased management responsibilities, predisposition to
risk, at the temptation to pursue only short-term objectives (delaying the
solving of the problem) and of certain accounts.
Pressure only on maximizing the value of shares, reinforced by the
aggressive incentives and sanctions, has produced two results deleterious,
namely: inattention to the interests of other stakeholders, creditors, staff,
trading partners, etc. and slipping ethics with many responsibilities regarding
the management, which can be seen in the true values of expropriations
against all subjects interested in the company and the market in general.
The general frameworks of reference indicate a distortion of the system of
incentives and motivation of management to an entity owned diffuse. A
legitimate objective for the development of economic activities is often
degenerated, when the internal principles have not worked, and the interests of
managers independent, auditors or reviewers were aligned with those of
managers.
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REACHING CRITICAL MASS FOR IMPLEMENTING
THE PUBLIC ELECTRONIC SERVICES –
MEADURING THE DIGITAL DIVIDE
Gheorghe Lepădatu
Abstract
The paper relates to some newly introduced concepts in the practical and theoretical
applications of the ITC technologies; all are related to an expected increase in the
quality of the life of citizens and are vast consumers of tangible and intangible
investments. The interest for the management at the domestic level comes from the
need to prioritize resources, vast majority being publicly sustained. All that is pursued
is the effective ways fi configure the usage of the ITC uses. The Electronic government
(E‐Gov) is the use of technology, particularly Web‐based Internet applications, to
enhance the access to and delivery of government information and services to
citizens, business partners, employees, agencies, and other entities. E‐Gov promises
its government sponsors a powerful tool for improving processes and communicating
with the rest of the world.
Keywords
digital divide, public electronic services, e‐government, e‐democracy.

Introduction
There is an increasing interest about the issues regarding the theoretical
concepts of e-democracy with the form of e-government and similar ones – in
today virtual society and economy, new phenomena as blogs (web logs), wikis
and mailing lists seem to have significant effects in broadening the way whole
society operates. Yet, there is no formal consensus among academic scholars
about the obvious benefits of this revolution, so far only political statements
and justification for IT investments were displayed in the attempt to improve
electoral administration and reduce fraud and disenfranchisement. Particularly,
in the last period, mainly in the developed countries, some positive impact has
been registered as the reception of e-government services related to online
delivery of government services, with portals used as intermediaries between
the government and the citizen, replacing the need for people to queue in
traditional offices.
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The interest of the authors was to regard the various, so called, e-gov forms
of Information and Communication Technologies (ICTs) usage for the benefit of
the large segments of the population in day-to-day life. For example, as generally
recognized, the main goals of e-governance are: improving the internal
organizational processes of governments, providing better information and service
delivery, increasing government transparency in order to reduce corruption,
reinforcing political credibility and accountability and promoting democratic
practices through public participation and consultation. In another direction, the egovernment supposes the use by public bodies of ICTs to deliver information
and/or services to citizens, external organizations, elected representatives and
other stakeholders in such a way as to complement, replace or improve existing
delivery systems. Some of the proposed benefits from e-government include more
efficient government operations, improved relations with other governments and
businesses, improved quality and access to services for citizens and greater
participation of citizens in government activities.
E-Governance involves new styles of leadership, new ways of debating
and deciding policy and investment, new ways of accessing education, new
ways of listening to citizens and new ways of organizing and delivering
information and services. E-governance relates to the use of ICT by different
actors of the society (individuals or institutional) with the aim to improve their
access to information and to obtain competitive advantages.
The practical reason to fully understand and justify public resource
allocation in the ITC sector, on medium terms is given by the fact that public
services are in a continuous evolution, on larger scale on the world map, and
thus, today’s governments are confronted with different complex economic
and societal problems: new demands for services and products from citizens,
but also demand for lower taxes; increasingly complex programs but also
pressure to reduce the size of the bureaucracy; and struggle to cope with the
unexpected side effects in the effort to build more adequate management
strategies. And so, negative effects of disparities in economic developments
and in the power to absorb newly raised applications of the high technologies
give reason for an increased concern about digital divide – as a proxy for a
good exploitation of the opportunities associated with the e-gov services.
Romania, as developing country, confronts quite heavily the problem of
digital divide. A delay (compared to the average of the EU member states) was
maintained, with a slow adjustment in the last 20 years, because of the poor
results in reaching access to the modern technologies. Beginning with 1990,
Romania have access to these technologies, but the process was slowly, due to
the low interest/concern of state in developing communication infrastructure
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and low economic capacity of private sector. Therewith, the speed of update of
IT technologies corroborated with low demand of IT services, made that
infrastructure developed slowly, the absence of clients maintain costs to high
level, sometimes approachable barely to the great companies. The economic
growth of companies determines increase of demand, in the same time with
development of IT sector. So, increase number of clients, offer diversifies and
costs decrease. After 1996, occur an increase of IT sector, and, after 2000, we
can speak about technological line-up of IT sector to the world requirements.
1. Conceptual delimitation in e-gov mechanisms
The terms e-government and e-governance are widely used and
sometimes interchangeable, but, although they are synonyms, they share have
distinct characteristics – table 1.
● Government is an institutional superstructure that society uses to
translate politics into policies and legislation.
● Governance is the outcome of the interaction of government, the public
service, and citizens throughout the political process, policy development,
program design, and service delivery [8].
Using “e” before some services, as e-wealth, e-participation, e-voting, eenvironment, can be defined services for that ICT’s applications have a major
roles. These services generated in time frames more structured, as basis for
defining and growing some disciplines, as e-government, e-governance and edemocracy.
Table 1. A synthesis of the characteristics of the terms
GOVERNMENT
GOVERNANCE
super-structure
functionality
decisions
processes
rules
goals
roles
performance
implementation
coordination
outputs
outcomes
E-Government
E-Governance
electronic service delivery
electronic consultation
electronic workflow
electronic controllership
electronic voting
electronic engagement
electronic productivity
networked societal guidance
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In developing and increasing the efficiency of public electronic services, the
indicative operations pursue the implementation of electronic public services (EGovernment, E-Learning and E-Health) solutions. For all, use of modern,
innovative and efficient e-government services contribute to increased
productivity by better internal performance and by multiplier effects that enable
companies to lower their administrative costs and raise their competitiveness.
They reinforce innovation across the economy by being pro-active in delivering
high quality and new services and producing leverage effect.
1.1. What is e-governance?
In the UNESCO’s documents, e-Governance is the public sector’s use of
information and communication technologies with the aim of improving
information and service delivery, encouraging citizen participation in the
decision-making process and making government more accountable,
transparent and effective – table 2.
Table 2. The fields of implementation of e-governance
e-administration - refers to improving of government processes and of the
internal workings of the public sector with new ICTexecuted information processes.
- refers to improved delivery of public services to
e-services
citizens. Some examples of interactive services are:
requests for public documents, requests for legal
documents and certificates, issuing permits and licenses.
- implies greater and more active citizen participation
e-democracy
and involvement enabled by ICTs in the decision-making
process
1.2. What is e-government?
E-Government is a broad concept, encompassing service delivery and
transforming government and democratic opportunities. E-Government
initiatives have the potential to deliver better services. However, problems of
access and use diminish this potential debate continues concerning the vision
of E-Government for administrative reform. There are a lot of points of view
regarding the term of e-government, but in general, E-Government (or e-gov,
digital government, online government or transformational government) can
be referred to the use of information and communication technology to
provide and improve government services, transactions and interactions with
citizens, businesses, and other arms of government.
110

ANALELE FACULTĂŢII DE MARKETING  ANNALS OF FACULTY OF MARKETING

The general conceptions of e-government refer generally to the specific use
of information and communication technologies (ICTs) in government operations.
It may refer to internal activities (within government) and external relations (such
as to suppliers and other businesses, other governments at either the same or
different levels, or to its citizens). A special consideration is given to Egovernment as it utilizes technology to accomplish reform by fostering
transparency, eliminating distance and other divides, and empowering people to
participate in the political processes that affect their lives.
The expectation for e-government can be grouped under four main headings
[2]: Government to citizen (G2C) - with the citizen being treated as customer not
administrative objects; Government to Government (G2G) - involving good
governance and a well-governed society; Government to Business (G2B) - with
conditions for effective business development; a spaceless and inclusive society
with friction of distance no longer being a problem.
1.3. Digital divide
The concept of digital divide has received in the last years a great
importance in dealing with growth strategy at the national or regional level.
Many points of interest derive from the political prospective as the both
politicians and domestic administrators are interested in reducing the digital
gap by finding the most effective tools in terms of social welfare. The term
digital divide refers to the unequal access by some members of society to
information and communications technology, and the unequal acquisition of
related skills. For the domestic level, the digital divide may be described in
terms of gender, income, and race groups, and by locations.
Due to the range of criteria which can be used to assess the imbalance,
and the lack of detailed data on some aspects of technology usage, the exact
nature of the digital divide is both contextual and debatable. Criteria often
used to distinguish between the 'haves' and the 'have nots' of the digital divide
tend to focus on access to hardware, access to the Internet, and details relating
to both categories.
Digital divide refers to the social and economical differences between
comunities that have access or not to computers and Internet. In the same time,
it take into account abilities of communities to use their techologies
communication and information techologies, due to different levels of
education and technical studies, although the differences between groups that
have access or not to useful and quality digital information. Globally, the
difference is especially determined by variety of information and
communication technologies available for certain segments of society, not
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necessary by the size or distance to the final user. Refered to Internet, the
access is one of aspects, another aspects beeing the quality of connexion and
of auxiliar services and the performances of computers.
1.4. Digital divide, e-democracy and e-governance
One of the main problems associated with the digital divide as applied to
a liberal democracy is the capacity to participate in the new public space, the
cyberspace - as in the extreme case, exclusively computer-based democratic
participation (deliberation forums, online voting, etc) could mean that no
access meant no vote. Therefore, there is a risk that some social groups - those
without adequate access to or knowledge of IT - will be under-represented (or
others over-represented) in the policy formation processes and this would be
incompatible with the equality principles of democracy. Proponents of the
open content, free software, and open access social movements believe that
these movements help equalize access to digital tools and information.
E-Government and digital divide are strong connected social phenomena.
For the economic climate, E-government and ICT provide a great opportunity
to innovate the business of government by fostering efficiency and, as a
consequence, by reforming public management. Using high IT in government
activities has little social value if citizens are not able to use services or
interact in political processes in meaningful ways. Similarly, using IT in
government without incorporating a demand perspective would potentially
lead to partial explanation of a complex social reality. Ideally, by designing
and developing of properly implemented e-government applications and
services, by developing effective and less costly infrastructure will increase
the potential to provide innovative mechanisms for the reshaping of
government services, policy making and implementation.
As almost all definitions of e-Gov go beyond services to the citizen to
include organizational change and the role of government, one should regard
the aspects of different dives – as the digital divide or regional disparity. It was
suggested that the digital divide, or research investigating the digital divide,
can be metaphorically seen as a proxy for an E-Government demand-side
perspective. As mentioned in the literature, using information and
communication technologies (ICTs) to foster administrative reform is one
expression of E-Government.
2. Leading in the area of e-Government: barriers and legal stipulations
A barrier raised by e-Government has been defined as: characteristics
(either real or perceived) of legal, social, technological or institutional context
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which work against developing e-Government, either: because they impede
demand, by acting as a disincentive or obstacle for users to engage with
eGovernment services; or because they impede supply, by acting as a
disincentive or obstacle for public sector organizations to provide
eGovernment services.
The legal context and the ways in which legal frameworks can facilitate
or hinder eGovernment developments is a key area of the literature [2]; so, the
quoted project team had identified eight legal foundations of the seven barrier
categories that can influence eGovernment progress – Figure 1.
Figure 1 illustrates a significance ratings of the main legal dimensions to
the seven barrier categories highlighted above; for example, that liability and
re-use of public sector information seem as the most significant legal
dimensions for financial barriers to eGovernment. More legal dimensions have
crucial implications for the lack of trust barrier: authentication and
identification; liability; privacy and data protection; and relationships between
public administrations, citizens and other ICT actors.
A good leadership can speed up the process of e-government
implementation, promote co-ordination within and among agencies and help
reinforce good governance objectives [5]. The role of leadership in egovernment is complex and occurs in multiple dimensions. Each dimension
needed some characteristics, as: strong leadership, strategy, inter and intra
coordination, know-how, all these strongly linked with ICT strategy. All these
information are the much needful as requirements and the volume of
information are growing.
Barrier categories
Leadership Financial Digital Poor
Workplace & Lack Poor
failures
failures
divides coordination organizational of
technical
&
inflexibility
trust design
choices

Legal foundations

Administrative law
Authentication and
identification
Intellectual
Property Rights
Liability laws
Privacy&data
protection rights
Public
administration
transparency
Relationships : PA,
citizens, other ICT
actors
Re-use of public
sector information
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Legend:
Very significant
Significant
Not significant

Figure 1. The relationship between the barrier categories
and the legal foundations
A leader with a real success in implementing of e-government projects
must provides a list of competencies [5] – table 3.
Table 3: E-government leadership competencies
Setting new directions
Policy

Descriptions
Understanding the environment, principles, policies,
and foundations of e-government
Thinking
Applying systems thinking to complex e-government
challenges
Planning
Planning and organizing strategically for egovernment
Change
Transforming organizations and cultures to sustain egovernment
Transforming processes and resource use
Collaborating
Collaborating across boundaries to achieve egovernment goals
Architecture
Understanding and applying effective architecture and
enterprise integration for e-government
Human capital
Using new models to extend human capital for egovernment
Financial resources
Planning and managing funds resources strategically
for e-government and investment management
Performance management Managing performance-based e-government programs
and projects
Execution/implementation Moving from concept to reality
Using information strategically
Information
and Providing the right information and knowledge at the
knowledge resources
right time within and across boundaries
Security and privacy
Balancing security, privacy, access issues, and
protection of information
Technologies
Understanding strategic uses of information through
the use of technologies
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3. The case of Romania – basic grounds for e-gov services
In the last years, Romanian economy have a sustenable growing. The
sector of communication represents one of the most dynamic and gainful
sector, having a high rate of income (approx. 60%). The percent of private
sector is major, over 90%, both registered capital and turnover, product and
gross value added. Earnings registered in the field of communication have an
increase evolution. The sector developed from the point of view of human
resources, by growing of number of employees and their revenues.
Table 4. Macroeconomic indicators for Romania
Indicator
GDP (bill. RON)
Rate of real growth %
Gross value added in
telecommunication - %
Earnings from telecommunication (mil.
RON)
Real growing %

2005
287,2
4,1
8

2006
337,9
7,0
8,5

2007
384,6
6.5
9

2008
429,4
6.3
8.5

11012

13015

14133

429,4

118.2

108.6

6.3

Source: Romanian National Commission for Forecast (CNP), Statistical
data report for 2005 - 2008
Table 5. Indicators for describing the access to Internet
Indicators
Total number of active providers
No. of providers of broadband access
services
Total no. of broadband Internet
dedicated access connections (mil.)
Penetration rates (100 capita) %
No. of broadband Internet dedicated
access connections: subscribers-natural
persons
Penetration rates (100 household) %

2005
981
600

2006
1412
1101

2007
1338
1324

2008
1202
1189

0,38
1,75

1,09
5,04

1,95
9,05

2,27
10,52

0,32
4,34

0,91
12,49

1,69
23,02

1,98
24,04

Source: The National Regulatory Authority for Communications and
Information Technology (ANRCTI) – Statistical data report for 2006 – 2008
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Figure 2. Penetration rates of broadband Internet dedicated access
connections in EU 27 - December 2007
Source: ANRCTI – Statistical data report for the 2nd semester of 2007
Although number of broadband Internet dedicated access connections put
Romania on the 10th place in EU 27, the penetration rate of broadband Internet
dedicated access connections put Romania on the 23th place. The main reason
for the low level of Internet penetration is the high prices for fixed telephony
and Internet, both for citizens, compared to the average income of population,
and for the some companies compared with the prices in large urban areas.
Another reason is the low rate of investments in infrastructure.
As for the national programmatic documents, the general objective of
Sectoral Operational Programme (SOP) „Increase of Economic
Competitiveness” (IEC) is the increase of Romanian companies’ productivity
by reducing the disparities compared to the average productivity of EU. The
target is an average annual growth of GDP per employed person by about
5.5%, which should allow Romania to reach approx. 55% of the EU average
productivity by 2015. The following priority axes have been identified in the
SOP IEC: An innovative productive system; Research, Technological
Development, and Innovation for Competitiveness; IT&C for private and
public sectors; Increased energy efficiency and sustainable development of the
energy system; Romania, an attractive destination for tourism and businesses,
Technical Assistance. The priority axes of Romania’s competitiveness strategy
are in full compliance with the lines of action of the Commission’s proposal
regarding the framework for Competitiveness and Innovation 2007-2013, and
take into account the guidelines put forward by the European Commission for
the cohesion policy for 2007-2013.
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Priority axis 3: „ICT for private and public sectors”, the objective is to
support the economic competitiveness through increasing the interactions
between the public sector, enterprises and citizens by fully exploiting the ICT
potential [19].
Conclusions
To reap the gains from globalization it is necessary to undergo a process
of adjustment as factors of production – such as investment capital – towards
the ITC applications. The extent by which e-Government will make a
difference and add value is seen as dependent on three factors: strong
leadership, management of the ‘digital divide’, and well managed innovation.
Romania lags behind in terms of computer penetration and electronic
communications infrastructure access, not only compared to EU 25, but also to
the New Member States average. Concerning Internet access, the situation is
critical, both for households and for enterprises. A major difference is noticed
between SMEs and large enterprises where 90% of large enterprises have
access to Internet, while only 50% of SMEs use this mean of communication.
This has a negative impact on national competitiveness, as computer usage
and Internet access are important factors for the economic development. The
Romanian progress in information society and its future opportunities are far
from being satisfactory. The lagging behind especially regards Internet access,
Information Society services and up-take of IT applications in economy.
Those significant infrastructure gaps are remediable only through major
investments, both from private companies and from public institutions.
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TERRITORIAL CAPITAL, REGIONAL IDENTITY,
AND INTERNATIONAL SPECIALIZATION
Oana Mihaela Văcaru

1. Introduction
Policymakers across nations and international organizations often
emphasize the importance of economic interdependence for the defining
territorial assets and their impact on country spécialisation, in accordance
with the commercial fundament. Is this really a right answer for building
policy coordination of a region?
Bearing this question, in this article, I re-evaluate the globalization
concept, but go beyond traditional forms of debates. I focus on a qualitatively
different type of agreement between states, territorial assets, and discuss
whether globalization argument can survive in this territorial context where
states’ interests are highly salient. In a nutshell, I argue that liberals are right. I
present that there are strong reasons, along with ample evidence, to believe
that economically interdependent states, especially connected through foreign
direct investment (FDI) and trade, are less likely to engage in globalization
disputes even when states are competing over high salience issues.
2. Literature review
The huge theoretical heritage of the endogenous development literature
has long directed regional scholars attention to intangible, regional synergy
and governance factors: what after 1990 were reinterpreted in the form of
social capital (Putman, 1993), relational capital (Camagi, 1999; Camagni and
Capello, 2002) or, in a slightly different context, as knowledge assets (Foray,
2000; Storper, 2003; Camagni, 2004).
Territorial capital was mentioned first in a regional policy context by
the OECD in 2001, and then the expression was reiterated by DG Regio B.
I. Tóth of the Commission of the European Union (Capello et al., 2009).
These documents expressed that ”each region has a specific territorial
capital that is distinct from that of other areas and generates a higher return
for specific kinds of investments than for others, since these are better
suited to the area and use its assets and potentials more effectively” (EC
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2005; Camagni 2008). Another possible approach emphasizes that
territorial capital is the mirror image of regional competitiveness which
links inhabitants, firms, environment and local society. It enhances
investments within a region by adding value, building networks and linking
regional potentials (Konvitz 2000). The appearance and application of
territorial capital derive from three different processes and facts. First, it is
in connection with the changing interpretation of sustainable development;
secondly, it is related to the European cohesion policy and the enlargement
of the EU; and finally, the connection between territorial capital and
regional growth theories is also undeniable.
The term territorial capital, whose roots may be traced back to the local
development theories of the 1980s and 1990s, has re-emerged within the
European spatial policy discourse to affirm the importance of European
diversity and basically is to understood as an umbrella term covering the
unique characteristics of a specific territory.
Waterhout (2008) relates territorial capital to both tangible and
intangible factors, the latter being clearly difficult to quantify. This is
reflected by the quantitative nature of munch of the territorial knowledge or
knowledge resources generated by the European planning community in
recent years. The concept of territorial capital allows for opportunities to
promote an indigenous approach to regional development as a means of
strengthening regional competitiveness (Pick, 2006) and is therefore
particularly attractive to those regions outside the major metropolitan areas
as they often have more limited potential and face greater challenges in the
pursuance of such goals.
Regional partitioning emerges in space and time within variable
boundaries. Identifying contexts becomes possible by redirecting attention
from comparable variables of individual actors to comparable patterns of
evolution over territories. On its spatial coordinate, a context of development
is defined by an arbitrary combination of geographically relevant factors
such as distance, industry economics, centres of decision, commodity value
chains (Cojanu, 2008).
Kunzmann (2008) claims that European territorial development
currently appears to be characterized by three megatrends: metropolization,
fragmentation and polarization. Given the socio-economic and spatial
characteristics of many EU countries, coupled with ongoing transition
process, the spatial development trends referred to by Kunzmann are
particularly relevant in EU. Such processes are characterized by a high
degree of complexity and imply the interaction of diverse perspectives.
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Having examined some relevant institutional and governance aspects of the
multi-jurisdictional policy environment of the EU, in a specific contextual
dimension, we explore some of the most significant spatial, economic and
social challenges currently facing Europe. Increasing regional disparities
within many Member States imply the current policy has until now been
unable to reconcile the dual pursuance of competitiveness and cohesion at
diverse spatial scales. Futures policy responses are likely to be formulated by
an ever increasing diversity of agents whose role and influence will be
determined to a large degree by their effectiveness in utilizing new and
emerging territorial knowledge channels.
Valentin Cojanu (2013) describes a new conceptual framework of
integration. This is instrumental in adapting the ambitious desiderata of
growth recovery and welfare improvement to the reality of a Union that has
transformed itself along three directions at least. First, the new entrants have
widened the range of preferences over common policies thereby diminishing
the policy relevance of one-size-fits-all Community initiatives. Second, the
economic incentives of taking advantage of production factors wherever they
are available can now be pursued almost costlessly within the entire
integration space. Third, it increased awareness about immovable resources,
tangible and intangible, that mould local specificity into economic
advantages. In his opinion, the inclusion of economic frontiers on the
integration agenda will result in effective policy initiatives directed to
augmenting resources for growth within the Union. From this viewpoint,
phenomena across territories and populations and not between or within
countries supposedly hold the key to understand modern market integration.
Consequently, neither disintegration, nor superstatism, but remapping
integration around variable boundaries of unitary economic areas, this paper
contends, would revitalize growth on the continent.
2.1. Overview of international experiences
Economic development is fundamentally a process of structural
transformation. This involves the reallocation of productive factors from
traditional agriculture to modern agriculture, industry and services, and the
reallocation of those factors among industrial and service sector activities. If
successful in accelerating economic growth, this process involves shifting
resources from low- to high-productivity sectors. More broadly, sustained
economic growth is associated with the capacity to diversify domestic
production structure: that is, to generate new activities, to strengthen
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economic linkages within the country and to create domestic technological
capabilities.
The industrial and modern service sectors typically contribute
dynamically to this diversification process. Indeed, the evidence of the past
quarter century – or, indeed, of the post-war era in the developing world –
clearly indicates that rapid growth in the developing world has been
invariably associated with diversification of production into manufacturing
and modern services, while slow growth has been usually associated with
swelling low-productivity services. Reflection on industrial policies in
developing countries should be concerned with three important dimensions:
innovations (in a Schumpeterian sense), linkages (Hirschman), and surplus
labour (Lewis). Those three dimensions are examined in turn.
J. Vernon Henderson, Zmarak Shalizi, Anthonz J. Venables suggests
that many countries are attracted by regional integration schemes as ways of
opening their economies to trade. Thinking geographically sheds new light
on these regional trading arrangements. South-south arrangements between
developing countries have the effect of enlarging markets and possibly
thereby promoting industrialization. But if industry concentrates due to
agglomeration forces, then gains are likely to go to one member country at
the expense of others. Both analytical and empirical study suggests that the
likelihood of integration causing divergence is greatest in south-south
agreements, and developing countries are likely to be better served by
entering north-south regional agreements (World Bank, 2000)
Innovation should be considered in a broad sense, as the development of
new economic activities or new ways of doing existing activities. It is
important in this regard to recognize the role, not only of technological but
also of non-technological innovations. For instance, developing new
marketing networks and innovations in marketing, as well as the
development of new organisational practices or structures are often more
important than the adoption of new production technologies. Indeed, the
ability to reap the benefits from new technologies often depends on
innovations in distribution and organisation occurring simultaneously. The
microeconomics literature has tended to focus too much on production, and
too little on sales, marketing and distribution. Schumpeter’s concept of “new
combinations” captures much better this broad concept of innovation than
the usual association of this concept with technological change in
production. Innovations, in turn, tend to be different in developing countries
and in developed countries. For the former, technological change often
consists in entering activities and sectors, or the adoption of technologies or
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marketing and organisational strategies, which are already well established in
developed countries. For industrial countries, moving the technological
frontier, or developing new non-technological practices are the major forms
of innovation.
Entrepreneurs are the ones who organize and lead such forays into
unexplored territory. Their appetite for risk may, however, be dulled if the
prospect of profiting from a successful discovery is small. Non-technological
innovation, such as conquering a new market or developing a new marketing
strategy, may be more important in the early stages of development but it can
be easily imitated and is also difficult to protect through conventional forms
of intellectual property rights.
It is also necessary to go beyond the neo-classical view, in which
technological progress is exogenous and technology is often embodied in
industrial equipment. On the contrary, the process of absorption of
technology by firms is an active and costly process. Furthermore, the
development of new activities may be fraught with coordination failures and
entry costs vary across sectors. Most developing countries enter international
markets with commodities or basic manufactures and assembly operations,
because the production of high-tech products requires a pre-existing
industrial and technological base. One of the main challenges of industrial
policy is thus to understand better how to support the development, in a
coordinated fashion, of production and technological capabilities in new
economic activities. It is in this context that “clusters” of interlinked firms,
trading goods and services as well as ideas and personnel, are seen as
valuable features of the industrial landscape.
Linkages then are crucial to “systemic competitiveness” – i.e., with
competitiveness that goes beyond the individual firm to become a feature of
certain sectors in specific regions or of whole regions and countries. The
development of linkages has both supply and demand side effects. The latter
determine the magnitude of macroeconomic multipliers; the former are associated
with the positive externalities that different economic agents generate among
themselves through cost reductions induced by economies of scale and scope in
production, lower transport and transaction costs (economies of agglomeration),
the induced provision of more specialized inputs or services (economies of
specialization), and the sharing of knowledge between firms and the development
of human capital that can move between firms (knowledge spillovers). This
implies that developing domestic linkages is more important than integration into
world markets per se, and that not all patterns of integration into international
markets have the same effect on economic growth. Thus, the countries that profit
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most from FDI are those whose domestic firms and institutions build domestic
technological capability, both through investment in own R&D and workforce
education and training, and through linkages created between domestic firms and
foreign affiliates. At the same time, a successful export strategy is highly
dependent on how the export sectors are integrated with other domestic economic
activities, not least in terms of employment generation.
In developing countries, a sizeable part of the workforce is
underemployed in low-productivity activities. As Lewis argued, this surplus
labour is available in virtually unlimited supply to the modern sector, where
it could be employed more productively. The absorption of this surplus
labour or, in the opposite case, the incapacity to do so, is generally a more
important determinant of overall factor productivity growth in developing
countries than technological change per se. Thus far, globalization has had
only a limited impact on surplus labour absorption. In fact, in some parts of
the world, informal employment in low productivity sectors has grown with
the liberalization of trade and the implementation of efficiency-increasing
domestic economic reforms. In these cases, aggregate productivity may show
a poor performance even if the modern sectors are immersed in a dynamic
process of technological change. Industrial policies should thus aim at
reducing surplus labour in the economy.
Taking into account surplus labour in the design of industrial policies
can lead to very different prescriptions from those emerging from a neoclassical paradigm, which assumes full employment. Thus, industrial policies
and the process of production sector restructuring generated by structural
reforms should be measured against their potential effects on surplus labour
in the economy. In this regard, linkages are once again crucial, since what
matters from an employment perspective is the overall impact of industrial
restructuring and development on job creation, even if many of the new jobs
are in a growing service sector stimulated by and supporting industrial
activity or, for that matter, in producing food crops and other agricultural
products to satisfy changing consumer preferences.
Innovation as key to long-term growth of the European economy is the
main focus that supports the next goals set by the Commission of the European
Union during the current period of 2014-2020.
RIS3, acronym for Research and Innovation Smart Specialization
Strategy is a series strategies for growth to lead the EU towards a more
intelligent, sustainable and inclusive economy. The main objectives of this
initiative are to help the Member States:
1. Improve their productivity
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2. Achieve higher employment rates
3. Enhance social cohesion
Research and innovation are the focus in which the budgets for initiatives
that help to achieve these goals will be invested. That’s why if Europe wants
to improve its competitiveness against its competitors on terms of innovation,
so will have to make their territories and regions. That is, each territory either
national or regional should specialize in areas in which it can compete
globally, through the differential value that they already possess.
An ambitious but realistic challenge focused on investing in the
recognition of territorial assets in a participatory and knowledge-based way.
The main areas established by the Council of the European Union that will
address the RIS3 are: employment, innovation, education, social inclusion
and climate / energy.
All proposals, whether national or regional, will compete for European
budgetary funds, provided that the projects meet the following requirements:
 Focus on policy support and investment priorities, key challenges and
needs of the country or region for the knowledge-based development.
 Harness the strengths, competitive advantages and potential of
excellence in each country or region.
 Support technological innovation as well as practice-based, and aspire
to stimulate private sector investment.
 Fully involved participants and encourage innovation and
experimentation.
 Based on solid evidence and include monitoring and evaluation
systems.
The synergies between the public and private sector through RIS3, is
supported financially. This will help boost innovation projects for the
territories to position themselves globally for what they really are and have.
Beat Chances specializes precisely in connecting public institutions that
promote these projects and initiatives with private sector companies who want
to invest in projects that help improve and grow the regional economy (Public
Private Partnership).
2.2 Cross-border externalities: typology and impact on policy
coordination
Structural issues were once at the core of thinking on economic
development policies. Development economists of the “old school”
understood well the fundamental role that structural transformation played in
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the course of development. In their thinking, the movement of labour from
traditional activities in agriculture and other primary sectors to “modern”
industry was the key to rising the economy’s saving and investment rates and
to fostering economic growth.
In general, institutions, by constraining action and regulating conflicts,
enable this type of political coordination in two ways (Talbot, 2007). On one
hand, action is constrained in its form. Conforming with institutions is akin to
adopting an expected behaviour, with the institutions then becoming a sort of
social prescription. Individuals all see themselves as being forced to adopt a set of
statuses whose collective understanding precedes their own existence, seeing as
they are born “in a world whose course is already collective” (Defalvard, 2002).
In other words, these collective actions, oriented as they are towards certain ends,
express an existing balance of power amongst individuals. Concretely, an agent
can legitimately exercise domination by creating and imposing, for example,
his/her own rules and objectives on other persons (think of the authority
executives have over employees). Adopting an institution therefore means
conforming to others. Proximity conveys an idea of sharing as much as it does an
idea of authority. On the other hand, institutions, like categories, operate as filters
that only allow for a processing of whatever information actors consider
acceptable, meaning one that barely falls afoul of their values, if at all. This
characteristic, associated with the fact that action is constrained (something that
increases behavioural similarity), temporarily alleviates conflict. It then becomes
possible to shift the different compromises underpinning collective action. Such
compromises notably relate to people’s understanding of existing problems and
the best way to solve them to reach a common goal.
The faster the rate at which labour would move from traditional
agriculture and low-productivity informal activities to the modern sector, the
more rapid the rate of economic growth. The expansion of non-traditional
agriculture can play an important role in development. And the modernization
of traditional agriculture can be a significant source of productivity gains (as
with the green revolution). But historically rapid growth is associated first and
foremost with the expansion of industrial activities. Economic globalization
has greatly increased the premium on manufacturing, particularly of the
exportable kind. In recent decades, rapidly growing has been able to grow
much faster than earlier antecedents.
An expansion of non-tradables is self-limiting, as the domestic terms of
trade eventually turns against non-tradables, choking off further investment
and growth. And there are natural limits to export led growth based on primary
products, as country after country has discovered. Of course, it is not only
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manufactures that possess these characteristics, and there is always the danger
that we associate “new products” and diversification too closely with
manufactures and with a narrow view of industrialization. There are many
service activities that are tradable, and many non-traditional natural-resource
based products which provide potential for high growth.
Despite all this, recent economic thinking on policy reforms pays scant
attention to structural transformation and industrial development. The implicit
view is that once the “economic fundamentals”—macroeconomic stability and
well-functioning markets—are in place, structural transformation is an
automatic process. As long as an economy is open to international trade,
comparative advantage directs resources to where their contribution to national
product is maximized. And even though there is a long tradition of studies on
the natural-resource curse, contemporary thinking on policy has been very
reluctant to favour some economic activities over others.
Economic policies promoting manufacturing, or some manufacturing
subsectors over others, are still frowned upon. In reality, the expansion of
manufacturing activities in low-income environments is fraught with
externalities and spillovers of all kind. Entrepreneurs who make investments in
non-traditional economic activities provide valuable demonstration effects for
prospective entrants, they train workers and managers who can be employed in
other firms, they generate technological learning which they cannot fully
appropriate, and they provide inputs (and demand) for other activities which
may not have started up otherwise. The social value of such investments
greatly exceeds their private value.
The model of territorial assets is informed by the empirical evidence and
is built on a general learning spillover generated in the modern sector. It
highlights the respective roles played in industrialization of three kinds of
economic policies: trade liberalization, promotion of non-traditional exports,
and current-account policies Industrial Development: Some Stylized Facts and
Policy Directions (including, critically, the exchange rate). The objective here
is to move beyond specific industrial policies of the type discussed in Rodrik
(2004) to a consideration of how the challenge of industrialization affects the
stance of external policies more broadly.
Innovation is pushing back the frontier of global knowledge, but more the
challenge of facilitating the first use of new technology in the domestic
context. Innovations should be considered broadly as improved products,
processes, and business or organizational models. Development strategists
ought to think not only of R&D and the creation of knowledge, but also attend
to the details of its acquisition, adaptation, dissemination, and use in
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diversified local settings. It is useful to review what is involved in each of
these five activities as this taxonomy will help structure the analysis of the
most appropriate policies, institutions and capabilities necessary to increase
innovation in the broad sense suggested here.
Countries have followed different strategies in how they created,
acquired, adapted, disseminated or used knowledge for their development.
Most countries that are behind the global technological frontier can take
advantage of acquiring knowledge that already exists elsewhere in the world
and adapting it for use in their local settings. This is most often done through
trade and through formal technology transfer agreements. Foreign technology
owners are not always willing to license their cutting edge technology.
Some countries explicitly try to attract foreign investors to bring their
advanced foreign technology to their countries, while others do not. In addition,
not all countries that have put in place foreign investment promotion policies have
met with success. Countries have sometimes preferred to develop their own
technology, rather than to rely (primarily) on foreign technology.
Börje Johansson and John M. Quigley develop a theory on networks and
agglomeration stresses like distinctions between public goods and private capital,
and among institutional forms. The authors suggest that the formation and
efficiency of agglomeration arise from its character as public capital; households
and firms in the same agglomeration share its benefits in common. In contrast, an
economic network is private capital shared primarily by the network
participants. Agglomerations also rely on public institutions, which aggregate
individual decisions. In contrast, economic networks arise from a collective
decision by group members, generating a private institution. Networks are
clubs in which exclusion is possible and price discrimination is the norm.
Agglomerations cannot exclude economic actors from receiving benefits nor
can they price these benefits efficiently.
3. Cross-border policy coordination in territorial assets
3.1. Methodology
The theoretical elements that support the new methodological approach
may be found in the following:
-the theory of bounded rationality and decision-making under consitions
of uncertainnty, from the seminal contributions of Malmgren and Simion
(Malmgren, 1961; Simion, 1972) to their application to industrial innovation
(Nelson and Winter, 1982; Dosi, 1982).
-the institutional approach to economic theory based on a theory of
contracts which emphasizes the importance of rules and behavioral codes, and
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of institutions that embed transactions in more protective governance structure
(Wiliamson, 2002), reducing conflicts and allowing mutual advantages to be
gained from exchange.
-the cognitive approach to distinct economies and synergies, which
comprises the Italian school (Becattini, 1990), the French proximity approach
(Gilly and Torre, 2000), the GREMI approach to local innovative
environments (Camagni, 1991; Camagni and Maillat, 2006) and Michael
Storpers concept of undraded interdependencies (Storper, 1995).
-the group conceives proximity space as an uncertainity-reducing operator
which works through the socialised transcoding of information, enhancing
cooperations, and the supply of the cognitive substrate-represented mainly by
local labour market-in which processes of collective learning are embedded
(Camagni, 1991; Capello, 2001).
3.2. Results
We consider that territorial assets are influence by economic and noneconomic factors that are described below.
Competitiveness used to be based (to a greater degree) on static
comparative advantage. Today, competitiveness does not just depend on the
cost of factors of production, or on a specific technological advantage. Rather,
it depends on continuous innovation, high level skills and learning, an efficient
communications and transport infrastructure, and a supportive enabling
environment.
Each of these aspects is discussed below in greater detail. Innovation
becomes a critical component. In this context of rapid development and
dissemination of new knowledge, innovation is becoming a more critical
element of competitiveness. Firms have to be constantly innovating to avoid
falling behind. This does not necessarily mean that they have to be moving the
technological frontier forward. Only the most advanced firms do that.
However, all firms need to be at least fast imitators and adopt, use and
improve new technology in order not to fall behind. This puts a great deal of
pressure on firms’ technological capabilities. Moreover, innovation is not just
a matter of new products or new processes and ways to produce them, but also
better organization and management techniques, and better business models
which facilitate doing business.
An example of what is essentially a very simple innovation is
containerized cargo, which has greatly facilitated shipping manufactured
products and dramatically cut down freight costs. An example of business
innovation is the development of consumer product companies such as Dell,
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which subcontract production according to their design and specifications to
third parties, eliminate distributors, and sell directly to the final consumer.
Another example of a business innovation is Wal-Mart’s monitoring of
consumer demand from points of sale through electronic cash registers, linking
that information to central ordering directly to producers all around the world,
thereby eliminating intermediaries in production and distribution.
Technology, Globalization, and International Competitiveness
The implication of this for companies is that they have to make greater
efforts to keep up with new technologies and new forms of business
organization and production and distribution networks. This requires more
investment in their technological capability to search for, acquire and adapt
technology to their needs and in managing production and distribution
systems. For those that are closer to the frontier, it means that they need to put
more effort into real cutting edge innovations in technology and business.
Education and skills as fundamental enablers
Technological advance is very complementary with higher skills and
more education. As a result, education and skills are becoming more important
in international competitiveness. MNCs make their location decisions partly
based on the education and skills of the local workforces. This means that
countries need to make more investments on increasing education and skills.
Globally, there has been an increase in average educational attainment. There
has been a strong increase in the number of persons with higher education.
Because of the knowledge revolution, there is a need for people to learn a
diverse range of new skills. This has given rise to what Peter Drucker termed
the “knowledge worker” (Drucker, 1994). The knowledge worker is not just
the PhD with very narrow and advanced education. She/he is the technician
and the graduate of the junior college. In the United States, 35 per cent of
students in tertiary education are older than the typical college age cohort of
18-24. Many are workers who are coming back to get their college degrees, or
workers who already have college degrees but are coming back to obtain
specialized training certificates or more advanced degrees. Thus there is a need
to think in terms of systems of life-long learning.
This implies that developing countries need not only to expand primary
education, but that they also need to expand the access and quality of
secondary and tertiary education. This may be difficult given tight budgetary
constraints, so many developing countries will have to rely more on tuitions
and private provision of higher education. Increasing higher education may
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bring the risk of losing people to the brain drain if graduates cannot find good
jobs locally. Thus developing country governments have to think through their
higher education strategies more carefully. In addition, governments need to
think of education and training as integrated systems for life-long learning and
to start designing systems that will have multiple providers and multiple
pathways to different levels of certification and qualification. They also have
to make more effective use of distance education technologies, particularly the
potential of internet based education and training services which can be
delivered anywhere, anytime at any pace.
Logistics, transportation, and distribution becoming more important
In this new context of increased globalisation, rapid technical change, and
shorter product life cycles, modular production and outsourcing, and the
Industrial Development for the 21st Century need to get components and
products to the customer quickly, logistics (transportation, distribution
channels, and warehousing), which connects manufacturing and retailing, is
becoming another critical factor for competitiveness. Therefore, transportation
infrastructure – roads, railroads, airports, seaports and transportation
companies, with coordination enabled by IT – is critical for countries to
participate effectively in the global market.
The implication of this for many developing countries is that, even if they
can produce competitively, it may still be very difficult for them to get into
global value chains because of high transport costs. Typically, developing
countries have very poor transportation infrastructure. In addition, they
frequently do not have the volume to warrant bulk transport systems nor the
frequency of service required to make the transportation costs competitive.
This works against small countries far from the main markets. Most countries
in Africa have very poor shipping or air links with the rest of the world, and
few of these have direct links with key markets. This means that there are
usually many stops and several transhipments before products get to their final
destination. This increases both transportation costs as well as the inventory
costs for goods in transit. Part of the cost advantage of China is not just low
wages and that it has over 200 million underemployed workers in agriculture
that can be brought into industrial production, but that it has developed large
scale and low cost transportation infrastructure. Combined with frequent
shipping and air service to major world markets, it can place its goods
virtually anywhere, for a fraction of the costs of most other developing
countries.
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Efficient IT becoming new critical infrastructure
Information technology is becoming a fundamental enabling
infrastructure of the new competitive regime. “Supply chain management
requires speed across global space to accomplish what a factory accomplished
internally with the assembly line. Information and communications
technologies (ICT) are the tools that allow flexible accumulation to function.”
ICT is a critical part of what enables the organization and coordination of
global production networks and the integration of global supply chains. It is
also an essential element for monitoring what the consumers are buying and
what they want, and passing that information seamlessly along to producing
units which often are not even owned by brand name manufacturers. This realtime information on the changing needs of the market, indeed even direct
interaction with the consumer (as in the examples of made to order computers
or automobiles), as well as internal electronic exchange and management
between different departments and division within firms and among firms,
their suppliers and distributors, are becoming essential new ingredients of the
global economy. There are several implications for developing countries. At
the national level, there needs to be modern and low cost communication
systems as well as good training in the skills necessary to use these networks.
For the development of e-business, there need to be appropriate legal and
regulatory systems including e-signature as well as secure digital
communications and safe payment systems. At the level of the firm,
investments in training and hard-ware as well as in restructuring business
processes are also necessary in order to take advantage of the reduction in
transactions costs and time that can be obtained through these technologies.
The enabling environment as a still necessary factor
The enabling environment consists of the government regulations and
institutions that facilitate the operation of business and the economy. It
includes the basic institutions such as government, rule of law, efficiency of
capital and labour markets, ease of setting up or shutting down business. It
also includes the ability of the government to create consensus and the ability
to help people who fall through the cracks in the system.
3.3. Discussion
People might wonder why territorial assets matter, especially in drawing
in such a bold conclusion regarding the relationship between economic
globalization and country specialization. Research suggests robust support for
the idea that states agree specialization over all types of issues the same.
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Territorial agreements, for example, have been found to be especially an issue
of development policy. States competing over territory are much more likely
to experience an efficiency statement. If economic globalization has the
capacity to encourage competition and promote economic growth, finding
pacific effects for economic globalization in the most contentious set of
territorial issues therefore strengthens the liberal proposition. Given recent
claims that the democratic policy is challenged by the onset and escalation of
territorial assets between democratic states, this is also important.
Historically, territory has been a key factor explaining why countries support
each other. However, there are looming questions about whether territorial issues
are still central to causing economic conflict in current days. A majority of the
wealth of nations in the globalized economy comes out of non-traditional assets,
such as technology or knowledge, rather than traditional assets like lands. The
value of territorial assets thus seems to have declined, so that there should be less
incentive to fight for grabbing more territories. Unlike the expectation, it is not
difficult to find cases around the world in which countries still engage in
economic conflict to resolve territorial or geopolitical issues. From a policy
perspective; therefore, this article provides meaningful implications for foreign
policies in resolve situation of territorial assets.
Territorial assets have been shown to be one of the most important causes
of competition policy. Unlike competition over other issues, territorial assets
encourage states to adopt so called power politics strategies, alliance
formation/counter-formation. States adopt these strategies because they have
been conditioned to believe that foreign policy action is the only way to
determine competition between states. These power politics strategies increase
economic growth factors.
Territorial capital is more than the set of physichal and non-physichal
location factors since more complex and subjective elements play an important
role above casual relations which means that territorial potentials are the real
economic driving forces. Trust is more important than safety and security;
regional creativity is more important than the availability of labour;
interregional relations are more important than the reach of physichal
resources and socio-cultural communities are more important than simple
business attitudes.
Territorial capital does not have to be identified with economies of scale
either. Firstly, the examination units of scale economies are often firms and
industries, while the objects of territorial capital are territories and regions.
However, this statement is not generally acceptable because of the
urbanization economies of scale (Isard 1975). It is easy to define the difference
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between large-scale economies and territorial capital, because the investments
of regional capital assets are not linked with only one company seat.
Territorial capital is not related to only one industrial branch, the components
of territorial capital are not exclusively industry-specific. This is the main
difference between territorial capital and localization economies of scale.
Urbanization economies of scale and territorial capital are nearly the same, but
elements of territorial assets are present much wider than in the other category.
Urbanizational economies of scale do not contain high rivalry, private goods
and such collective goods as landscape and cultural heritage.
The interdependence between territorial capital and convergence also
needs to be briefly discussed. Convergence in this context refers to the
reduction of inequality of income (Molle 2007). Absolute convergence means
that regions tend to the same value of GDP per inhabitants in long term, but
this logic does not fit into the concept of territorial capital. According to the
interpretation of conditional convergence every region tends to its own value
of GDP per inhabitants in long term, determined by regional potentials. The
dynamism among elements of territorial capital promotes the reaching of
theoretical maximum performance of regions, but it does not mean that areas
tend to the same value of GDP per inhabitant. Absolute convergence is
meaningless, but conditional convergence makes sense in this context.
The level of economic, social, cultural and environmental differences do
B. I. Tóth not equalizes them, but they accumulate and result in regional
divergences. Territorial assets ought not to be compared with each other,
because development paths, resources, demands, possibilities and –
consequently –the positions of territories are different. According to Giffinger
(2007) the meaning of regional competitiveness has been changed in
understanding. Instead of concentrating on economic performance as the only
relevant output (simple concept), the consideration of economy, society and
policy as an interlinked system needs to be stressed (complex concept).
Besides economic performance the standard of living, the function and
characteristics of local societies and the natural and built environment are
relevant, too. Advantages gained by specific territorial assets and the
knowledge or ability to make best use of these have become increasingly
important and provide socio-cultural exchange.
Theoretical taxonomy of territorial capital
The objects of territorial capital consist of a wide scale of territorial assets.
The possible components of territorial capital were summed up by the OECD in
2001 and later in 2008 by Camagni. There are other possible classification of the
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elements of territorial capital on the basis of capital categories of economic
sciences, sociology and social-psychology. Without the deep analysis of the
capital forms it’s cite some relevant authors below and present a possible new
aspect on the basis of the quoted categories. It regard territorial capital as a
collective term for tangible and intangible capital forms that researches have
already known and used on different scientific fields. Territorial capital is a set of
tangible and intangible capital forms and this term contains individual and
collective capital categories, too. Individual capital is inherent in people, while
collective capital forms are inherent in firms or in the society.
Looking at the recent evolution of theoretical regional economics, it’s
allowed to argue that supply-oriented approaches have outperformed strictly
demand-oriented ones in the interpretation of regional development processes.
In fact, single regions may outperform the national average (thanks to a
competitive differential) and benefit differently from an expansion (aggregate
or sectorial) of international trade demand-supply approaches have shown a
good explicative capability, especially when strong cumulative effects were
apparent.
Today, a more selective pattern of regional growth is emerging,
differentiating among the development paths of single regions and producing a
varied mosaic of development stories. This fact calls for more stringent and
selective interpretations of the different regional development paths, and for
intentional, tailor-made policies
A new crucial theoretical argument: in a context of globalisation and of
wide single-currency areas, regions as well as nations have to care about their
(supply-driven) competitiveness, as no automatic adjustment mechanism is
still at work for counterbalancing a lack (or an insufficient growth rate) of
productivity.
Currency devaluation is no longer viable, by definition in the case of
regions, or by international monetary agreements; and wage/price flexibility is
not sufficient or rapid enough to restore equilibrium: regions do not compete
with each other on the basis of a Ricardian ‘comparative advantage’ principle–
which guarantees each region a role in the international division of labour–but
rather on a Smithian, ‘absolute advantage’ principle (Camagni, 2002).
Definition of possible growth strategies for each region, city or territory
must necessarily rely on local assets and potentials and their full – and wise –
exploitation: in short, on their ‘territorial capital’. “Each Region has a specific
‘territorial capital’ that is distinct and generates a higher return for specific
kinds of investments than for others. Territorial development policies should
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first and foremost help areas to develop their territorial capital” (European
Commission, 2005)
OECD (2001): territorial capital is:
 The area’s geographical location, size, endowment, climate, traditions,
 The area’s geographical location, size, endowment, climate, traditions,
natural resources,
 Quality of life, agglomeration economies, industrial districts,
 Business networks, customs and informal rules enabling actors
working together,
 Solidarity, mutual assistance, “something in the air”
“Territory” (from abstract “space”) is defining in term of complexity of:
 a system of localised externalities,
 a system of localised activities, skills, know-how, traditions,
 a system of localised proximity relationships which constitute a
‘capital’ in that they enhance the static and dynamic productivity of local
factors,
 a system of cultural elements and values which attribute sense and
meaning to local practices and define local identities, meaning to local
practices and define local identities,
 a system of rules and practices defining a local governance model.
Territorial capital may be seen as the set of localised assets – natural,
human, artificial, organizational, relational and cognitive – that constitute the
competitive potential of a given territory (Camagni, 2008; Camagni, Capello,
2008).
An indicator of “social capital”, namely “trust” (coming from the
European value survey) was included in the most recent version of the
MASST model, and proved significantly linked to regional differential growth.
Territorial capital provides an important contribution to regional growth
in most “Pentagon” regions, in some peripheral areas, like Greece and part of
Spain, and France. It is lacking in Eastern Countries, in peripheral countries in
the North (Scandinavian Countries, UK) and Italy. Interestingly enough,
capital regions, like Madrid, Lisbon, Paris, Athens, London, Copenhagen,
Oslo, Helsinki, and important agglomerated regions like the regions in
Northern Italy, Barcelona, Côte d’Azur, receive a small contribution from
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territorial capital to regional growth. It is probably partly included in the
metropolitan effect.
Conclusion
So far, I have discussed the relationship between economic globalization
and territorial assets. In particular, I provide a theoretical basis and empirical
evidence regarding economic exchanges, such as trade and FDI, shape foreign
policy choices in countries with a geopolitical issue. The benefits of territorial
assets in an economically globalized world imply states from making new
diplomatic statements. Also, an increase in trade and/or FDI flows creates
opportunity costs for governments seeking to efficiency investment policy. It
also helps governments signal credibly each other and reach an agreement in
the economic processes.
The discussion I have in this paper has important implications in various
perspectives. First, it gives support for the view that economically
interdependent states are less likely to engage in competitive conflict. To
many policymakers, economic interdependence is still perceived as a naïve
tool for achieving prosperity. However, I demonstrate that liberals are right, as
countries that trade or invest each other are more competitive. Given that
territory and other geopolitical issues still remain as a central view of the state
to provide an aspect for the debates which implies innovation, creativity,
research to underline the sustainable development of the economy.
In terms of analyses of effects of territorial concepts, we conclude:
1. territorial capital appears as a new and fruitful concept
2. it encompasses a wide variety of assets, which may be physically
produced, supplied by history, intentionally produced despite their immaterial
nature or unintentionally produced by social interaction. In all cases, a
repeated use is implied, and the usual accumulation-depreciation processes
take place. In most cases, the accumulation process is costly.
3. the economic role of territorial capital is to enhance the efficiency and
productivity of local activities. Quantitative measure of the single elements
could allow a stylised modelling. The impossibility of direct measurement
implies equating the effects of territorial capital with ‘technological progress’
(only a ‘measure of our ignorance’).
4. a taxonomy is proposed, based on the two dimensions of rivalry and
materiality. An intermediate class of club-goods or impure public goods has
emerged which implies, or requires, strong relationality and seems of great
relevance to the governance of local development processes.
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5. has significant implications for new spatial development policies,
introducing governance styles addressed to cooperation and relationality.
6. a telling example: strategies for the knowledge society. Instead of
injecting public money directly into firms, universities and research centres by and large self-referential systems - public policy should support ‘relational’
actions, such as common schemes and production projects built through
cooperation (the French “poles de compétitivité”).
7. more generally, the approach suggests a new role for local or regional
policy-makers as the ‘facilitators’ of linkages and cooperation.
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THE MANAGEMENT OF PUBLIC INSTUTIONS
IN ROMANIA
Puşa Tania Ţăpligă
Abstract
After 1989 the Romanian society and the entire national economy had undergone
significant changes, periodically taking place systemic reforms accompanied by
numerous transformations, directly influenced the political orientation of the parties
that won turn right decision governmental changes designed to follow the reform of
outdated systems on the margins of European democratic thinking. But frequent
changes of government and ministers have influenced the stages of the systemic and
institutional reforms, which could not reach finality. Clumsiness with which operated
in the implementation of all steps of implementation of administrative reforms and
measures produce today adverse justified within government so that institutional
management is currently the bottleneck around which manifests all grievances
population (taxpayers, environment business).
Keywords
public institutions, public administration reform, the Romanian State, management.

The management of public instutions
Public institutions in Romania, according to the legislative and normative
framework are: the Parliament, the Presidential Administration, ministries,
other specialized bodies of public administration, other public authorities,
autonomous public institutions and institutions under / coordination, funded
from budget consolidated state.
So the Romanian state, represented by these institutions, under Article 1
(4) of the Constitution "is organized on the principle of separation and balance
of powers - legislative, executive and judicial - within the framework of
constitutional democracy."
Legislative power is held by parliament and the executive government
directing the entire public administration.
Romanian government consists of the Prime Minister, appointed by the
President of Romania on proposal of the party holding an absolute majority in
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Parliament, and ministers for each ministry, proposed by Prime Minister and
subsequently voted by Parliament.
Therefore, at this level, persons designated for the exercise of executive
power are called on various subjective criteria acclaimed actors of the political
scene at the moment. Their mission, however, is extremely important, namely to
ensure the achievement of domestic and foreign policy of the country, so as to
allow national economy, the steady rise of living standards, achieving changes /
structural reforms meant to lead the modernization of society as a whole.
Caring for people's lives and quality of life must be a priority of the
executive power; therefore a priority objective of any government should be
providing all the requirements for quality as public services.
Often, certain public services operate more efficiently when under the
centralized control of state institutions. For example, health services,
considered until recently as part of the branch unproductive national economy
today through their privatization have become extremely productive, even
profitable for those who run them, but at the same time expensive and highly
high risk for their beneficiaries, not sufficiently and properly controlled.
In the last decade, entry into our country of the new management concept
has led to the need to differentiate clear, explicit the relationship between the
political decision and the management in terms of organization and
functioning of public institutions in order to discuss the future performance
and quality of the public services.
Human resources play a vital role in every field of activity, human capital
is essential, but in service quality, training, experience and competence of the
people is particularly important, given their characteristics - intangibility,
inseparability, variability, and perishability.
A particularly important condition for the lifting of economic and social
performance of the public entity will be the modernization of their
management, contributing thereby to strengthen the institutional capacity in
the development and implementation of economic and social reform.
Through public administration reform aims at improving management by
streamlining relations between central and local public administration, and
achieving correct, consistent and efficient system of rules and regulations, and
creating an integrated informational system of central and local government.
So, economic and social performance improvement of public
management involves several key issues:
1. In the first place, it is imperative to establish more precise
responsibilities, to be so defined as to meet the requirements package
"S.M.A.R.T. (Specific, Measurable, Achievable, Realistic, Time-optimal).
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The owners, taxpayers, employees and others with whom they depend for
financing, maintenance and their existence increasingly require more and more
proof those public managers of the results they obtain. They are most entitled
to criticize efficiency and effectiveness, often questionable, public institutions
at all levels. For example, public hospitals are now under investigation very
complex, about how some purchases that were made for cleaning products,
disinfectants, medicines, etc. All this action was triggered due to the loss of
several lives because of hospital-acquired infections. If state institutions would
be fulfilled tasks correct these failures were detected early. Also, if the power
of decision and control had not been divided irrationally between the Health
Ministry and Municipalities / Local councils who took over management of
the hospital, certainly the situation would have been different, and
mismanagement can not be right but only by chance.
2. Second requiring transparency of decisions, dimensional and functional
public institutions.
Ongoing development of services and increased public spending
measures involves reconfiguring or remodeling the structure of government, to
reduce or maintain the optimum limits costs, and also to improve service
quality.
The level of public perception, corruption continues to be identified as an
obstacle to the provision of quality public services at central and local level, as
a major phenomenon, which manifests itself at national and undermines the
administration of public funds, often obstructing justice.
Almost daily we hear of a new ANI file or DNA, which indicates poor
management of public institutions, or, more specifically, the failure of
administrative reforms announced with much enthusiasm by each party in power.
There are solutions?
Of course, there are always solutions, only that their implementation is
difficult because the damage is already done. In the last decade there has been
a phenomenon which was all spoken words but does not solve the problem,
this phenomenon referring to public office leadership on criteria other than on
the skills, education, work experience etc. Moreover, while the remaining
competent persons through various public institutions were "persuaded" in one
form or another to leave. Thus, in this period they were formed nuclei people
poorly trained but well supported, which reinforced their positions from year
to year. The most serious is the fact that today these networks are so large and
influential that it is difficult to apply the right solutions. One would be to bring
in the system exactly the people who were excluded.
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One aspect which has not been talked about at all is related directorates /
services or human resources departments, important structure, elite, at any
establishment, which in this period was deprived of all its rights legitimate,
more precisely they populated with people without skills, experience and
professional skills appropriate, being converted into regular service that runs
direct orders unequivocally on the employment of personnel, regardless of the
situation or legislative provisions.
Managerial control in public institutions
Poor management and countless examples of corruption presented by
means of mass communication have become today almost rules have created
causes for concern not only in Romania but also among structures and EU
bodies, who initiated the National Anticorruption Strategy (NACS).
In this respect, following recommendations by the EC, the
implementation of SNA in Romania premised assumed political importance of
stability of the legal and institutional measures clear of corruption and
adequate resources for the effective functioning of public institutions in the
service citizen.
SNA is a document of strategic vision in the medium term, which sets the
major axes of action in support of promoting integrity and good governance in
all public institutions, including the principles and directions, objectives and
targets relevant nationally.
However, SNA includes practical work and practical tools useful for
developing sectorial action plans such as: inventory on preventive measures
mandatory associated performance indicators, the standard structure of the
action plan, coordination and monitoring mechanism, etc.
SNA implementation in Romania is performed under the authority and in
coordination Minister of Justice, regularly informing the Government.
To this end, the Minister of Justice held at least once every six months,
coordination meetings, one of which can be done in around 9 December on the
occasion of global corruption.
These meetings shall ensure participation / representation of the three
powers - legislative, judiciary and executive and local government,
representing business and civil society, presenting Romania's progress in
judicial reform and the fight against corruption.
Monitoring Commission consists of representatives from the
following institutions:
• Ministry of Justice, at the minister level;
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• Ministry of Interior, the level of minister or secretary of state;
• Ministry of Foreign Affairs, at minister or secretary of state;
• Ministry of Finance, by the minister or secretary of state;
• Ministry of European Affairs at the level of minister or secretary of state;
• The Superior Council of Magistracy, the president or vice president level;
• High Court of Cassation and Justice, at the level of president or vice president;
• Prosecution Office attached to High Court of Cassation and Justice,
level prosecutor
• General or prime- deputy of the General Prosecutor;
• National Anticorruption Directorate, at chief prosecutor or deputy chief
prosecutor;
• National Integrity Agency, at the president or secretary general.
In support of a change management approach, SNA focuses on measures
to promote institutional integrity leading to major landmarks: the
implementation of codes of ethics, implementation of internal control
standards / managerial and streamlining administrative mechanisms of
punishment, protection of whistleblowers, vulnerability management specific
to each institution.
Internal Control System Management (SCIM) is a new type of
management adopted and implemented in the European public administration,
the White Paper management reform in services. SCIM European Commission
defines as "all policies and procedures" designed and implemented by the
management of the institution to ensure that the organization's objectives
effectively and efficiently; compliance with external regulations, internal
policies and management principles.
In fact, (SCIM) is concretely answer the question: "what can be done to
have a better control over activities under public entities?".
From 2006 until June 2015 this system called SCIM was organized and
coordinated nationally by the Ministry of Public Finance (MFP), under Order
no. 946/2006, to be later taken to the management of the General Secretarial of
the Romanian Government (SGG), according to the General Secretarial of
SGG Order no. 400/2015, according to which the design and implementation
of such a system is possible only provided that the system meet the following
requirements:
a) be adapted to the size, complexity and specific environmental entity;
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b) involving all levels of management and all activities / operations;
c) be constructed with the same "tool" in all public entities;
d) to provide reasonable assurance that the entity's objectives will be
achieved;
e) costs of applying internal control system to lower the benefits from it;
f) be governed by the rules contained in the minimum management
standards for internal / managerial control.
SCIM standards are grouped in five key elements of internal control /
management:
1. control environment. This standard brings together issues of
organization, human resource management, ethics, ethics and integrity;
2. performance and risk management. This key management concerns all
the issues related to setting objectives, planning (annual planning), software
(management plan) and performance (performance monitoring);
3. control activities. Grouped standards in this key internal control /
management focuses on: documentation of procedures; continuity of
operations; Recording exceptions (deviations from the procedures); separation
of powers; supervision etc.;
4. information and communication. In this section are grouped issues
related to creating an adequate information system and a system of reports on
implementation of the management plan, budget, resource use, and
management of documents;
5. evaluation and audit. The issues covered by this group of standards for
evaluation capacity development of internal control / management in order to
ensure continuity of the process to improve it.
Conclusions
From the perspective of the legal framework in force there are enough
elements through which they could be managed and controlled all aspects of
public spending. There are also clear rules regarding how the vacancy of
public institutions, both those leadership (principals, heads of departments /
sections) and of the execution (civil servants or staff).
Therefore, just similar control structures, populated with competent
people, well paid and disinterested with which to pursue the implementation of
laws and also must be established methods and techniques crosscheck and
measures to sanction those that have carried out biased.
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