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FIRMA DE EXER@U- METOD INOVATIYV
DEINV( “ARE

llinca Adnana Roxanatl

Firma de exerdiu - NS LINBT Ay G N 2 Y S 2[@&periry dedvbldaréaii A @ N
spiritului antreprerorial, o concefA S Y2 RS NY N UR S| WtyAiGIaING NSy G S NI
a cunddinlelor, o abordare a procesului de predagey®@NB O NB Hiia A 3 dzNN
pentru probarea G I LINR Fdzy RI NBEI LINEO2NDNR2b NYORNILE G 8%
LINBINGANBI FibddRIEF Serdiuzegtd dYNSa 2 RN Ay 2 Oinie 5N RS

GATSFT N RST@2f G NBIF  FLIWGAGIZRAYATE 2N GRS  Ydzy
b RE LI Ui acastora e € S LINK Ydzt dA € 20 RS Ydzy ON NEft

| firma de exerdiu, mvN dre,formare

Introducere
Firma de exeréHu este podob®ndiLr @gaeniver.i
aprofundarea cunciin"elor comerciale,f or mar €| arb,i | #br &€ a p a «

personaleH a moduril or de comportament T
“"ntreprimdeerlia r ef er e n tintrodutaetea métaaei dent r e
" n'@ré prin firma de exeréd u “"HMO Nt wi pHt tehihie din o n a |
RomOndrealizat; ncep©nd cu ampdectib@tdt, "~ pr cad

Pactului de Stabilitate pentru Epa de Sudst 'H d e $dfat de Centrul
NaHo n a | de DeHwm®ht at @i aHeoid/(ENDIPY)dia |

Rom®©ni a “'n col abor aHei ,cuCeMicneitsthteiriu,l
SportuluiH Kulturkontakt din Austriaproiectul ECO NET.
Pornind de la rezultatele okute, Ministerul Educide i | Cercet

Tineretului' Sportuluiba | uat deci zdisamina perplan figgali c £ d

aceastt metdoaeAet fpeledar e-2004 metadaa a 2
fost i mpl ementattibti "~ pr @koldinatuge” n mplLOduect
ECO NET (" n baza Ordinul ui nr . 4508/

ECO NET sunt: Col &gt b l'baBaiUplagiuhiicomomkF . S .
ATREostescuodo Drobeta Turnu $Sadverion Br€o
Col egi ul Economic Arad, Col egi ul Ecor

L Prof. LiceulAMA T E | BASARABO, Craiova
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Col egi ul Economi eNapbuohianoPegdulCl Ef o

Madgeatuo Clod egi ul EconomicH Bdegi@dnsi |
Economic A Bladb g®i, BE€ol egi ul Economic
PiteHi.

Rezultatele oiHnut e au per mi s mexbdederidad r t
exerclHuo | a ni velHulor t @tew©manrv cwniptrio f i | S
introducerea coMnut uri | or sSspecididnat en ~ #@dolaciur r i

20062007 (" n baza Ordinului 3172/ 2006)
Obiectivul gkermieir apr ian f"Hhovrha | de ep Kk e
dezvoltarea spiritului antreprenorial, prin:

Vfamiliari zar e aite spécidice uneidirmereale act i vi t
V simulareaoperakldnilor 'Hproceselor economice specifice mediului real
de afaceri
V perfeCldnarea limbajului de afaceri
V dezvoltarea de competéehH atitudini necesare
dinamic: creativitate, goO©ndire cri
decia i , asumar edHi r e slpuwcenrsualb i"H antt ite fc h
persevereid , -argahizaréd auto-evaluare a resurselor individuale,
flexibilitate.
Obi ectivele specifice al ®raplsiec trreifi
la:
V dezvoltarea spiritului antreprn or i al al eHm@ntd wlr
profesionalkitehnic
V facilitarea trecerii absolvéH| o fHmowmtt ul ui ‘Hpehnc flee si on
la't oal LBl @ac tvii @t
V dezvoltarea spiritului antreprenorial al a#tbr prin programele de
formare profuéesional t contin
| mpl ement area concepHulidpdpund erearéd i r m
ti pul ui de " ntrepripmbiti orstdidneaznviocl t e
produéHe , st dlluwcr moeu pgdraodus sau servic
cale de distrible.

Rezultate | e preconi zate “n urma aplickbkr]
Pentru ELEVI:

V crelerea gradului de inséd pe piddl muncii a absolvekbr
Vrireducerea perioadei de acomodare |
V maibunladaptabilitate | a schimbarea |
V flexibilitate

V asunareaini’tdtivei Ha riscului.

6 ANALELE FACULTI 8 | | MBRKETING Y4ANNALS OF FACULTY OF MARKETING



Vdezvoltarea spiritul ui antr@Hpr en
specifice unei firme reale;

V simularea opefhinilor 'Hproceselor economice specifice mediului real
de afacersi;

V perfecldnarea limbajului de afaceri;

V facilitareatrecerideléd oal t'8l |l ac tvii @t ;

V dezvoltarea de competéehH atitudini necesare
di nami c: creativitate, gO©ndire cr
deci zi i, asumdhie,a Irecrrmpwlnsiddant il i h
perseverefd , -argahizarét auto-evaluare a resurselor individuale,
flexibilitate.

PentruPROFESORII COORDONATORI :

Vreal i zar e dpradtiee ca elevii, wu tetultate concrebg
mbsurabil e;

V i mpl ement aHle ar-ura catru rprofestonistperformant,
competitiv;

V pregttirea real#muaci;el evil or pentr

vV cre er ea pr e &tii gliebm@univ Lu nni trt©n d'id | Vi
a |  fidr/wtoror acestora;

Structura Firmei de exerci'ld
Fi ecar e f i'Weste stdotutae XHbc@an acti vitateses

departament e: departamentul resur se
contabilitate’H a . m. d . El evii l ucreazt rmndad
a c t Ty spectice acestoraP e | ©ngt posildrild initeb t e a
natdnal Hinterndldnal, un alt punct forte al firmei de ex€idieste simularea.
Decizii grédl t e, c#®r ¢ eahtviaaafaceril or pot
“"ntreprinderi, fildiniciaowconseditd f € ¢ on@a a Ml & x e e
sunt O parte i Teippooprit & elevilbr, ua factox gsédlr al e n
procesul™®nine.deEstheeti ndi cat c¢ h'iiHderédcst s e
posibile “n economia r’ Blehtru solldnhreav i i f
prée©mpinarea | orHu Fnu nseudnet denterxeeprrciind e
Profesorul ui coordtomasa@rcina ede ea ~ d
part e, "n ce mbsurt firma pe <care o
adeviratt.

Procesele simulateprin firma de exercid sunt similare celor din
economia real t:

T Procese de anali zt;
1 Procese de planificare;
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Procese de organizare;
Procese de decizie;
Procese de exedd;
Procese de control.

E N

Firma de exertHu ~ " mO©n v b | prirtetrfice psoffild seavild,
reprezintt o c¢omp o nkdnal pentru profitluserviciiau | u mu
curriculumul ui “n dezvoltare |l ocal t
extracurri cullar teCregvimternjidnaletale tnrmegpot de
exercitd

Interac’inea Firmelor de exercild cu mediul extern

Centrala R€®lei Firmelor de Exercith (ROCT) este un compartiment
“n cadrul "Hoennatlr ud e i DeNZvwnIntt aurl eu i aHPC O ¥ &
Tehni cet £ ngriiim OMECT nr 5109/ 25.08. 20

Scopul Centraki ROCT: autorizarea, coordonareepnsilierea firmelor
deexercHu di n Rdintegrarell dapr ezent eEebiaa ac e
ndH o n'KimtetcndHonal £ a f ibmel or de exer ci

Atribu "HROCT:

Ac 0 o r d actidtaten téelei naldnale a firnelor de exercid;

A si mul e dHlte ‘AdedesidetingtittHi | e statul ui

a s i g serviciilor necesarauncHontr i i f i fldkmel or de exe
- Registrul Cométdui;
-Inspectoratul Teritorial de Munct

- Casa de Pensii;

-CasadeAsigir i de Wtatt aitSécmle;gur Lt

- Agen'ld pentru Ocuparea Feéf i de; Munct

- Administrald Finarielor Publice;

- Curtea de Arbitraj.

A " ndieeol roeul de b a n" tcoresptingaarne lai t ©n
pI'Hl or p e ke decordacetisirneHiirttekndienale;

A asigurt s c hHiHcdnuricared dintré finnfele deraxeiied
din réeua ndH o n'lddintre firmele de exerdd u  r #ir©aleadin réehua
interndHo nya | L

A sprijinth rmomygiatpartcipasea dnzelor de exerdid
| a t ©r g u rHiprpiecte deqpipfil dinkdeht. d i ntats;t r L i nt

Or ganitzdsaattbhon t e 3 fz e dlAiLl ec oanpree i s e

firmelor de exercid (de exemplu, Compék Business Plan);

A veili fdeciadi f i die ~ a dtangardelar der calitate de
cttre firiHal d Edeal eaere@i AMarca de Cal i

A or gaatiizlebatzthr ogr ame “n scopul forn
didactice privind metodd e "Bm vt Af i r tHan0de exer ci
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A parai omapLH graectd internddnale legate dectivitatea

firmelor de exerc¢H.

Cn concluzie avawmswmipdebpofiimei de e
Pentru elevi
1T pregatirea viitorilor “ntr

eprinztt
1T pregatirea viit-orfiilombcol aboratord.i
1 crearea emiselor patru integrarea pe pi muncii
Pentru agentii economici
1 angajdHnstrui'Honform cerifielor
f actuali zarea din mers a formkbrii f
Pentrud o a |l Lt
1 contactul cu mediul extern, baza pentru alte parteneriate
T cr est efiprafesionall zittrki i el evi |l or
1 provocarea pentru profesori
Pentru economie
7 reducererisarile” nt r epillori nztt or

1 premise pentru adaptargaa p i dcedéonorhims c hi mbiLtr i | e de

tehnologich social

1. Ghidul firmelor de exerdid - CNDIPT -2012

2. www.roct.ro

3. Dani el Bikircha de- exeréid. Modele 'H aplicdll clasa a Xita0, Editura
Universitatea Lucian Blaga, 2016

4. Arcan, P., Botezatu, A, Bé t neanuffFimddeesxerflist art ségud "~ n

Chitl n tGaramont Studio, 2012.
Pruteanu, fiCercetareale marketing. Studiul piel pur’H simplud. Editld a Il-a, laH]
Editura Polirom, 2005
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FIRMA DE EXERG@U-LABORATOR TEHNOLOGIC
DIN ARIA CURRICULAR EHNOLOGII

Monica Popescut

Firma de exeréh dz NBLINBT Ay G N 2K YAS/i(2 SNpreétmngrgrd@réli A o N
pentru dezvoltarea spiritului antreprenorial, o conédpS Y2 RSNy N ®S Ay
FLX A O NB Ay G S KiRikigr,® ahoiddre/d prabesului d©pimidey (Erél

OF NB | &Ad qedidiu pOasédR A | LINE T dzy R N&Brhpeten#akr OG A ON
R2ONYRAGS RS StS@A ny LINBIANGANSIrdi@e FSaA?z2
firma de exerdh dzZ AN/Y Ny Y@  LINE TSE&y2AYO f Ra stalizat2 YNy A |
Ny OSLINYR Odz Fkuy paiectsinih i N> nLYINJOYW (RNNItditatet plern@ui dzf dzA
Europa de Su@st(h  R@ratB&Centrul N& 2 y I £ RS 5 SINFNfy i IdXIBzA |
Profesionallh ¢ SKYyA O o0/ b5Lt¢0 RAY w2YNyAéilUny O2
CulturiiU Kulturkontakt din Austrig proiectul ECO NET.

|FANNVI RS SESNONVNYAL > LIN2 VS8 &PBG §Y ON

|. Contextualizare.

1.1. SpecHIfidcdmomnt t t

Li ceul A MATE BASARABO din Eeai mva
"nHWmoOnt ul economic dol janHi ahn dedomar
emnomic, administrative, al turismului, corfigd u i ; un | i ceu cal
moderni zar ea fdnSones wlruin daed a'prtvatr ea cor
cerinkle H nevoile socioi e c on o mi c e, culturale | ocal
exercid este indi st ~ n ¢ u rignal daulicaulmehhologica profil
SERVICI I, ~ nldgcddap20062007c u anul

1.2. Colectivul de elevi:

Elevii claselor a Xda deaf & practica sub f o
tehnologic- firma de exer¢H u . Aldlte vsieddple sgtupe de e
W cu “"ntreaga c¢cl asa.

! Prof. Liceul oMatei Basarab Craiova Dolj
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1.3 Prezentarea disciplinei “n cont

Firma de exercHu este o] met odt di dActi ci
interactivt de succes “n RomOni a, c a
antrepreorial al elevilor prin simularea proceselor éntr f i r mt r eal L.
" nunrcadru atractiv, creatil interactiv, elevul va participa voluntd
moti vat |l a propria f ®reseidaée e a& &Hr®n diwnc
insefld pe pisimu n c i"Hlegeredfin apl i carea “~n mod op
Afirmbt Heoekxerwia puteadoteraictebveyulbt
practi ct;iacéstiatreteread@lhdw@a | LBl | ac tvii @t .

a) Caracteristicile firmei de exercild:

1 activitatea firmelor de exerdiu s e d e suh lalsomtarrdatat * nt r
corespunzttor pendHrprpcegtti preanbpe

1 “H deaft activitatea ca H mbLrmbari

virtual e, “n c o nH legilemspecifi¢e econamiei pr a
nadlidnale;
T for meazt "Blc onnepceetsearr e | a | ocul de n
met odol ogickt a profesorul ui;
T ofert agentilor economi cCi posi bil
" onTare;
1 decizilegrdl t e, care “n real i trutuastfalr cr
de urmkri " n cazidu, udai "Hd fi aisde; oiettuy
Locul e ad es faffirmes deiexercid este un cabinet dotat

cu mobilier corespunztt®r, icu peanhirpare

de operddeconomicel comer ci al e care st simule
sfera economict realt

Scopul firmei de exerddu est e ¢
aptitudinii  anumi te atitudi
piadmunciiil / sau st ur meze

a el evi i "Blsheie do b C
ni , care st I|e
o facultate cu 1

b) Valori 'H atitudini dezvoltate:

1 a b i tamtrepkenoriale

T deprinder.i de lucru “n echipt

1 capacitate de conducere

1 autonomie de lucru

1 luareadedecizit asumarea rEtspunderi.

1 culegerediprelucrarea I ndependéiort £t a i nf or ma
T g©bndirea <creati vtk

T aplicarea ~ Hingorteocetice ct a cuno
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1 rezolvare de sittil i probl emt
1 persevereitd
T organizarea |l ocului de munct

c) Con'kuturi

1. Ideea de afacere (analiza mediului extern)

Un punct f aiir dorepetesil | oe x e'rms L f i7'ld rete d e
reprezentat de politich st r at egia de marketilg “~n
ideii de afaceri. Cn adegpdcumtsens se ur

9 satisfacerea unei nevoi;

1 integrarea pe pi# ;

1 produse/sevicii de calitate;

1 pretti atractive;

1 clienHnul'tdni'H

2. Alegerea formei juridice

Firma de exerctHu este o firmk virtual t, C
stabilit pe baza unui studiudefa “ ncadr at conf Oibrain cl| as|
economiandHonal £t (coduril e CAENomenclatoini z a't

Act i'Hliotr din Comunitatea Europeant).
For ma | ur feldizat oirmgfalnuermr ea fir mei, r
T numkbrul de persoane asoci at e;
1 capitalul social;
1 aporturile la capital,
1 procedura Organizareastturala a firmei
3. ProceddubdredaROETH ndocuwmentd@Béee de “~n
Cn fH riena unéH csoonteirectital e parcur ge e

legisldHa ° n vigoar e. 'R emeptieudinea doewmerntdic e st 0
“ntocmite arumrizarema coastituirdiidundHwen ta i i "Hnei

comerci al e. "Hemn fifma desexediieu “enl feiviini se f ami
terminologia de specialitate, etlapel e

documentHa af er e’iHdih firmaAde gxelCthu  a p |'hutudle c o n
teoretice pe un model fuiidnali firma de exercid.

4.Ciclu|deviai‘H al unei fh r me de exer ci
Cnd economiedepid alWamdi spar un numirH foar
Crearea de noi a fnaacteurria | eds tad uworr i fcebmmr ceme

s

n car e exi 44dtivei econorieerptivate; este um proces normal

12
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determinat de ciclul de vid a | f i r fide mediuld economia) sbcial,
geograficH politic.

AcelaHl l ucr u 4ilepe gablt @mplttual £ a "HW.i r mel
Acest ea par d@lorupciclufonmatedin pasru etape:

1. T“deflansare);

2. dezvoltare(crigere);

3. maturitate;

4. declin.

5. A ¢Hspecifice diteritelor compartimente

1 commercial

1 marketing

1 financiarcontabil

1 resurse umane

1 secretariat informatics

II. Proiectarea scenariului didactic

21.Pl ani ficare calendaristickt anual t
ur mbtoarele modul e: Mar ket i nHwlnaatadée
orfOrgani zarea resursetamr tumaneéd aiZzh ook
proiectare Adfui roima Alecesetxeeracrie de | abol
organi zatkkol ini 6irrmziategraupate "~ n cal up

asigura eficiefld acHi vi hbLf i idma de exer ci

Pentru asigurarea premisel Obrpe nt eg
pigdd muncHi ,pen@tru formarea profesiona
flexibilitate ‘W adaptare la tipurile de competehdentificate ca fiind necesaren

prezenth ma i al es "BHn avimutnacr ipeafd apiih " n c
adaptare lacerill e i mpuse de dezvoltarea econ

Competeiell e gener al e care pot fi dezv
firmei de exercHu , al £t ur iele tdhmice cpeogtizate specifice
modul el or de pregttire, dau po®idebi I it
pregttire practict realizatkt cu profe

! organizezél st condHickn accatdirvuilt tcompani i

servicilor;

1 fundamenteze strategii.

1 elaboreze oferta de produBkservicii a companiei;

T Hnt é&avicdoennt abi |l £t a compani ei ;

1 efectueze analiza eficiég# economiceinanciare a companiei

2.3. Competeriel generale vizate:
Competeidd generala vizata prin firma dexerciH u 0 reprez
dezvoltarea spiritului antreprenorial, prin:

ANALELE FACULTI 8 | | MBRKETING Y4ANNALS OF FACULTY OF MARKETING 13



T familiari zar e alte spécdice uneidirmereale act i vi t
1 simularea operhinilor 'H proceselor economice specifice mediului real
de afaceri

1 perfecCldnarea limbajului de afaceri

T dezvoltarea atitudini necesare uni
g©ndire <critict, rezolvarea de pr
responidiabi I[liutckr ul "Han i witc,h i"'dpte r-a @ wna r
organizaréilauto-evaluare a resurselor indivale, flexibilitate..

1. Ghidul Firmei de exeri u cea mai -iCantrdl Napmalade Dezwoltare a

CnHmOnt ul ui Profesional S i Tehni c, 2012

2. http://ideeexe.ro/ceestefirma-de-exercitiu/
3. http:/ffirmaexercitiu.tvet.ro/
4. http://lwww.rect.ro/

14
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THE BEHAVIOR OF THE ROMANIAN INTERNET
USER AND THE IMPLICATIONS
OF USINGNLINE MARKETING

Gheorghe Ciobotat
Pusa Tania TapligaZ

2 A 0K 0KS AYyONBI aAy3 It 20l fATFGAZY 27T Y I
opportunities seems to end. Thicauses an increased competition between market
participants in order to achieve better performance. Accordingly, based on traditional
marketing strategies and tactics, managers are looking for unique ways to compete
more effectively at local, regional drglobal levels. In the context of the new economy,
which operates with new concepts and theories, development of the Internet is a
dream come true. The popularity of the Internet has completely changed not only the
way people communicate, work, live an@wklop socially and professionally, but also
how firms operate, develop strategies and relate to consumers. Online space has
developed greatly, becoming a reference for consumers in making purchasing
decisions. The present study aims to analyze user behd&¥manian Internet and
determine the implications resulting from the use or Rose online marketing.

| internet marketing, online marketing, consumer behavior

Introduction

The impact of marketing over the Internet can be highlighted by the fact
that the business environment quickly adopted the Internet, which is seen as the
only way, efficient and economical, which is leading the marketing, the
research and customer support. Because the number of users is increasing
monthly with around 10%, thdnternet is the fastest growing global
telecommunications networks. The Internet is becoming increasingly important
because it is at the same time, a communication medium, a tool for
development in human and corporate companies, distribution channel and
technology. Thus, the presence of companies in this global network is out to
offer complete communication products and services as well as other
information regarding the identity of the compaixperience has shown the
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need for a company that acts proaeiyvymarket to base their marketing strategy
with promoting the Internet as a central axis or (at least) basic component.

Knowledge stage

Internet, also known as the "international electronic network” was
launched in 1968 as the ARPANET. In 1980, ARPANE B wWaided into two
distinct networks: MILNET and NSFnet. MILNET was used mainly by the
government, while NSFnet was used to support education and research.
Meanwhile NSFnet evolved and became commercially, forming the Internet as
we know it today. It is @ésnated that there are over 30,000 computer network
connects over 3 million computers each. Exchange of data and information,
communication between these computers is using the protocol Transmission
Control Protocol / Internet Protocol (TCP / IP). (PalRsdul, 1996).

Some experts believe that the Internet itself is nothing special, given
because the connection allows you to connect two computers so that they can
exchange information and with the current technical possibilities nothing can
prevent to connécmore. Physical coupling method of a computer or smart
device to the Internet can be done in four ways: through a modem and a phone
line and fixed telephone connection, by dialing a phone number; phone line
dedicated / leased to a single user or a sifigle connected wirelessly to a-so
called hotspot or Active Point, using techniques WLAN or-RWiin radio,
from a mobile phone or a portable computer (e.g. notebook or netbook) to
terrestrial cellular antenna using GSM or UMTS techniques. (Anonymous,
2008).

Internet was named the most effective promotional tool of the century.
Companies like GE, IBM, Ford, Kraft, Procter & Gamble rushed to register the
name "domain”. (Paul Herbig, Brian Hale, 1997).

The advantage, obviously, is that each user can acdeessformation
contained in all the other computers besides the fact that he can dialogue with
other online users. What makes the Internet a truly extraordinary is its size: at
present, there are about 60 million computers connected together, worldwide,
containing all possible types of information, and their number increases every
day.

Internet used for business can be seen in many industries. For example, IT
companies such as IBM, Xerox, Motorola, Intel, Sun, Hewlett Packard and
Digital Equipment began tase the Internet to have links to their own sites
from distance, business partners and customers for cooperation and
development, software support and distribution, and communications. (Riyad
Eid and Trueman Myfanwy, 2002).

It is clear that the communicatin i t 6s t he base of 't h:
is primarily a communication medium, but also a marketing tool. Marketing
communications in the online environment is based on the double meaning of
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interactivity and communication. Through the Internet you slaare a wealth
of multimedia information using words, pictures, graphics and sounds.
(Manoela Popescu, 2008, p.42).

The relationship between communication and Internet marketing is
defined by the following concepts: Internet communication, Internet riagke
Internet marketing communication, marketing communication in the online
environment . Ever since there were
concepts.

Although there is still no universally accepted definition of online
marketing, emarketing and ternet Marketing, it can be described as
representing the classic marketing extension by using electronic media and
Internet communications to consumer needs in terms of maximum efficiency.
In other words, online marketing means promoting products orcesrein the
Internet.

Regarding the high potential of online marketing in terms of productivity
gains and economic growth, are especially important the following aspects
regarding the impact of Internet use on business: reducing transaction costs,
improving access to market information, increased competition, better
allocation resources, improving firms' competitiveness and increase on this
basis, their ability to create value and compete in increasingly globalized
markets.

Over the past few years the popitha of the Internet has grown at an
incredible rate and changed its general sense, from defense to commercial
applications. The Internet consists of thousands of interconnected computer
networks on a global scale. These networks can provide servicgetmp use
to communicate with each other or to find and retrieve information worldwide.
Among these are the following serviceamail, mailing lists, newsgroups, web
pages, cybermall (Fred Palumbo, Paul Herbig, 1998)

The Internet is mainly used for digtnting digital information, such as
music, movies, and news, and companies began to discover these important
strategic benefits, grouping such information in ways more innovative. (Donna
L. Hoffman 2000)

Along with all these services online marketing daused to advertise
online, chat, video and video on demand, telephony and telephony image by
Internet, television, -eommerce, soundings of opinion environment for the
diffusion of news, environment for all types of graphics and music, opening a
remote wvorking session, discussion groups on predetermined themes,
interactive games network, banking services, etc. To use all these web
applications generally need only one program called #furiitional browser.
Examples of browsers: MS Internet Explorer, MiaziFirefox (derived from
Netscape Navigator), Opera, Apple Safari etc.
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Online marketing has certaarticularitiesin terms of integrating new
communication medium in the mix of marketing, which are leading to new
concepts such as viral marketing (imitgt the malicious), viral mobile
marketing, marketing transactional marketing conversational internet
marketing, digital marketing, interactive marketing. All these are ways of
attracting many customers with some very low cost. Internet marketing means
optimizing for Google and other search engines to the site, site maintenance,
keeping a professional and dynamic look of the site. Also, Internet marketing
requires a managed web design, a comprehensive database links, using
interactive promotional materialsievelopment of personal sale etc. Online
marketing offers the opportunity of “interactive brochure" that allow potential
customers to choose what information they want and when they want, and
delivery of individualized messages. (Manoela Popescu, 20@8).p.

Any form of promotion aims to bring the offer to the attention of potential
customers, usually through advertising. As efficiency is classic advertising has
one of the highest success rates, but specialists say this rate decreases from year
to year,as the number of the speakers increases exponentially Traditionally,
advertising has been one of the major forms of communication between a
company and its customers. In order to serve the desired role and effective
advertising can use several differenpeg of media and vehicles for different
target groups. With the advent of technology, the Internet appears as one of the
few alternative media that can be used for almost all purposes of advertising for
all market segments possible. Businesses, governpirdigiduals can create
and transmit advertisements on the Internet that can be accessed by anyone with
a computer equipped with appropriate software.

Nowadays, more and more marketing executives are convinced that the
Internet is the most interesting cimeel available for advertising activity. Online
advertising can reach the target audience anywhere, even for small companies
with limited costs, plus other business collaborators.

The methodology and main results of the research

The problem that underliedecision making marketing research is to
determine the implications of using / not using online marketing. Thus, taking
into account the nature of the problem requires research decision is Romanian
Internet user behavior.

The purpose of the marketing raseh was to assess the Romanian
Internet user behavior and is consistent with the objectives and research
hypotheses. The research was conducted between 10 and 15 April 2010.

The first goal of the research was to determine the manner of the use of
the Intenet and had as main assumptions: most respondents used the Internet
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for the first time since 2000; 50% of respondents use at least once a week
internet services.

The second objective of the research was to determine the market
segments among which Intetnese is most common when you want additional
information in order to purchase products. The main hypothesis was that most
people who use online to make a purchase decision are educated people, most
of whom are decision makers for purchases of durableupted

Identifying of where the Internet is accessed most frequently was the third
goal, it having as main hypothesis that the majority of respondents access the
internet from home.

The last objective of the research was to determine the reasons why
responénts use the services of internet. A main hypothesis was that over 50%
of respondents use the Internet for information purposes.

Picking up the source of information was carried out in conjunction with
the purpose of the research, and the objectives @mesidThus, we can say
that the source of information that will meet the requirements of accuracy,
timeliness, sufficiency, availability and relevance is the individual consumer
and user Romanian internet service, which is considered a primary source of
information, foreign company.

Conceptual and operational definition of the variables considered in
conducting the research marketing research was taken into account before the
actual research. In order to establish correlations between variables a
classificdion had to be made: that independent and dependent variables as
causes or their values are determined by the values of other variables. This
classification was carried out as well.

The method used is data collection, and the tool is used for the callectio
of information questionnaire. From the point of view of communication with
respondents, it was conducted an online survey.

Before the actual collection of data and information was necessary to
clarify how it will make subsequent analysis. For this puep@s matrix was
performed correlations.

According to research purposes, we can define the target population as the
population of either male or female, aged over 18, urban, relating to online
promotion, especially advertising, to make purchases that eequiaborious
decisionmaking process.

Research was conducted online and questionnaire distribution was done

by email.
The sample size is the numberiteims that are under investigation and is
determined using the following for mul

X p X (2-p) / Where:
1 nisthe sample size
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1 tis the coefficient corresponding probability guarantee the outcome,

1 pis the proportionfosample components that have researched feature

1 ACG is acceptable error limit.

In this case, because a probability of 95% guarantee of the result
corresponds to a coefficient of 1.96,
proportion of components ithe sample that the characteristic studied is 50%,
the sample size is 2,401 people. Due to organizational restrictions are
considered a sample of 90 people. Regarding the timing of research, it was held
from 10 to 15 April 2010.

The research phase wasreat out in accordance with the schedule of
research. Thereby was initiated the step of harvesting of data and information.
After harvesting the data was passed to the processing step that is meant to
prepare the data collected for analysis and interjpoataOnce the data was
collected, their processing involved conducting publishing activities, coding
and tabulation. Editing was to check the data collected. Coding was to award
ascending numerical symbols for each variant answer the question, having
regad to facilitating the introduction of information into the database. After
encoding operation has been completed, the data were entered in the database in
SPSS, where will be analyzed and interpreted.

The research has revealed that the first objectivieerms of Internet use
by Romanians, most of them began to use the Internet betweer2@000In
this relatively short period, the Internet has grown in rapidly becoming a
necessity. The first contact of respondents this communication was made ages
relatively low following a downward trend. Over 95% of respondents use the
Internet daily for information of the most diverse. Internet use was correlated
strongly with obtaining information, following which they decided purchase
online products and services. PEowho are addicted to the Internet and access
it at least daily, trust in-eommerce, and tend to do much more online shopping
than the rest of the system that are reluctant to sell online because of reduced
security.

Such results validate the hypothekis

In terms of defining the profile of the people who use the Internet
constantly for obtaining information and making purchasing decision, it was
observed that most people who access the Internet often are men aged between
18-35 years, passionate IT masimovies, cars. These are people with higher
education and acquiring mainly durables, phones, cars, peripherals. Among
women, the decision to purchase durable goods is taken together or by someone
else. Following the results, the eventuality is confirmed.

The following results have shown that the Internet is accessed primarily
from home. It is noteworthy that in our country, the Internet penetration rate is
quite high and that most people have an internet connection or internet access.
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Internet access frongour mobile phone or internet areas gaining ground in
Romanian user preferences. Over 60% of respondents said they access the
Internet from work. And, once again, the hypothesis is confirmed.

Romanians user preferences

Most Romanians respondents accéssinternet for the various and low
cost offer of information. They are followed by communicating with friends
and fun by playing games online. Over 80% of respondents use the Internet
both for professional and personal education and online shopping. Last
hypothesis is also validated.

Conclusions

Romanian Internet user behavior cause serious implications in terms of the
company's decision to take or not consider the Internet as a marketing tool.
Even if shortterm decision not to integrate online marketirag a
communication tool in company policy has particular repercussions in the long
run this decision will lead to a competitive disadvantage. Although Internet
marketing is a necessary condition for successful integrated marketing
campaign, this conditioms not necessarily sufficient one. Companies must
achieve a mix between traditional media and the advertising and marketing
research in order to meet their business objectives and marketing goals.

This clearly demonstrates that the Internet is a fasomatnd interesting
border are also an unprecedented communication model where individuals are
active contributors in an interactive exercise feedback loops and immediate
exchange. As such, it provides a dynamic potential for growth and
development, and ired a virtual revolution in the way society deals with
varied and interesting battles that are part of business life.
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COMMUNICATION THROUGH THE EVENT

Gheorghe Ciobotat
Pusa Tania TapligaZ

Continuously concerned in finding original and efficient means to enable them to
express themselves and to communicate better with the public, many organizations
resort with increasing frequency lately, techniques of commimation event. Taking as

its starting point the many examples offered by history, politicians and businessmen
alike, the show turns into a true marketing tool. They speculate that drives the mass
effect of impulse buying and make the event a means ofaating attention and
channel messaging promotional in nature.

communication through event, sponsorship, patronage, communication strategies JEL
Classification: M31

Introduction

Event communication is done through a series of promotional te@miqu
that are similatthrough the facthat whatever the actual method of action,
messaging is done through events.

An event can turn into a communication medium only if it is used by
companies in promotional purposes.

Practice shows that, of these occasjotis most commonly are:
inaugurations, anniversaries business, calendar holidays, fairs, exhibitions and
specialized salons, sporting events or cultural, spolical events.

In order to achieve communication objectives, the company may use
promotional events, being able to choose among many alternatives that
technology makes available, the one or ones that fit best in the communication
strategy of the organization.

Basically, efforts of this kind can be directed either to exploit the existing
events orto create special events. In the latter case, the advantage is that the
event thus created is perfectly adapted to support communication objectives,
able to convey the best conditions the desired message of targets. At the same
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time, the unique nature ttie event gives originality is increasing the impact on
the public.

Communication techniques through an event

Like any formal communicative action communication through event
implies a message that the organization wants to convey a distinct public and
aim and specific outcomes. Therefore, before to organize the event, the
company must clarify its position on a number of issues, mainly following:

1 identify the target audience (whom you address?)

1 accurate information to be transmitted (that is the message);

1 establishment, precisely the way in which he sent you (as will be

communicating the message?)

1 indication of expected results;

1 anticipating the risks involved, their importance and determining what

measures should be taken to minimize these risks.

The impotance of these explanations is related to the need to ensure
coherence of the event, the target audience, the message to be transmitted and
expected results. Once assured that consistency, obtaining optimal effects not
only depend on good organization.

Launching a promotional event implies in terms of organization, the
following steps:

|. Design Event

Il. Preparing the operation and invitations

[ll. Execution: running the event

IV. Extension of the end of the event and its effects

I.  Designing a communicatiorevent implies the following:

1. Defining the objectives of the operation, based on the general objectives
of the promotion policy and target audience.

2. Establishing how they will achieve these objectives:

- detailed construction of the operation, loakifor the most interesting
elements that will be used, as the most appropriate means of exploitation;

- development schedule and choice of possible venues;

- determining the overall material resources, financial and human
resources necessary for the opfiezent.

3. Evaluation of the effects of options for continued operation and increase
efficiency these.

Il. Once designed event organizers can siegparing the operation.
The priority of this stage is:
1. Setting up a detailed program together with thenddr of activities.
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2. The exact distribution of the different tasks between employees so that
everyone knows their responsibilities well.
3. Budgeting operation.

ll. Ensuring the event is running smoothlyis no longer a problem,
since it was rigorously degied and carefully prepared. The execution phase
aims, mainly two aspects:

- activities in the program;

- sending promotional messages set. Without minimizing the importance
of the proper conduct of the operation in terms of organization, it must be said
that to achieve the desired results, the second is crucial.

Iv. For the organization, it is important that, once the operation is over, to
thank all those who contributed to its proper way, whether the employees of the
company or external persons / instituspmhich, in one way or another, were
involved in the proceedings (police, fire, suppliers, etc.). These thanks, in
addition to the value of a simple gesture of courtesy, they also serve to help
training and / or strengthening a positive image among persowh i ch wer
originally targeted. Thus, the event has an impact on an audience that gets
meaning a secondary target.

The phenomenon of extending the effects of an event beyond its
conclusion is possible if the organizer is considering sending partisif@nat
least some of them) some goods with symbolic, to remind them, pleasantly,
events in which attended. Here are some examples:

0 a photo or a view, taken during that event, possibly accompanied by a

letter of thanks for participation;

0 a montage of aidles in the press about the event;

o0 a gift consisting of an object is related to the theme of the event,
accompanied by a letter of thanks;

0 a videotape containing footage shot during the event, etc. This sends
reminder of the message sent during the evesntyest memory, which
promotes increased awareness and support positive image.

Communication through event is made, most often by means of two major
categories of techniques:

A. Participation in fairs and exhibitions

B. Sponsorship and patronage

Participation in fairs, exhibitions and specialized salons

In marketing literature, the fairs are including all promotional events
where are presented to the public varied products from different sectors; both
events have both a commercial position and commuwécanhe.

[=
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General fairs and exhibitions are in turn three ways:

0 events whose subject includes both goods intended for productive and
consumer goods, visited both the general public and businessmen and
professionals;

0 events organized for a wide range of rgabductive purpose,
addressing mostly businessmen and professionals;

o themed events range from the consumer goods and especially visited
by the public.

As fairs and specialized exhibitions, knowntlas specialized salonthey

are the meeting point of therganizations, whether working in a particular
industry (such as: food, restaurants, hospitality, transportation, trafficking and
freight), produce goods or services for an area of economic and social life
(sports, leisure, games, entertainment) or targeghe same audience, even if
they carry out different activities (eg beauty salons, esthetics, perfumery, hair
and beauty aimed at a female audience). In relation to general fairs and
exhibitions, promotional events specialist has some important adeantag
Because most visitors are professionals, share those interested in real products
is now much higher. It is also much easier establish professional contacts, often
embodied in finding opportunities for collaboration. In addition, professional
v i s i cononmreritssand suggestions are valuable information worth considering.
From the exhibitors point of view it is really important how do you
organize such an event. Generally, an organization which is trying to promote
products through fairs and exhibitions shitake the following steps:

I. Deciding to participate. Taking such a decision should be based on
good reasons. Usually, the reasons why an organization might be interested to
exhibit are generated by the benefits they gain for participation in such events:

DZirst, it's about concentration in a narrow space of the transaction
participants. Potential exhibitors operating current activities on an area wide
enough; a promotional event removes temporary inconvenience territorial
dispersion and favor direct cootaThis advantage is of importance at least two
aspects: on the one hand, potential customers can see the product, to be
informed about this and also, they can get special prices and, on the other hand,
the organization can easily track the feedback ¢émt@l buyers, to see which
products are in line with market requirements.

DZSecond, specific environment compels the businessmen to conclude
contracts. Dialogue with potential providers, are at the fair as exhibitors, fixed
more easily than if the discussion should take place in an office working.

D¥Vhen attending a fair or axleibition, an organization is able to observe
competitors.

26 ANALELE FACULTI 8 | | MBRKETING Y4ANNALS OF FACULTY OF MARKETING



Aware of the importance of these advantages, companies make the
decision to participate in a fair or an exhibition especially for the following
reasons:

o

(@)

when they want to launch on the market a maduct, promotional
events of this kind are for the organization, a very good opportunity to
show it to potential clients and let them test it (especially regarding the
presentation and price);

a participant in such an event has the opportunity, in iaddib
showcasing, to act in order to promote the image of the organization;
that participation in a fair favor the establishment of a large number of
direct contacts in a very short time is a very important advantage for
companies that want to enter newankets in geographical areas where
the company has not been present so far;

the possibility of engaging in promotional prices throughout the event;
most often, organizations have achieved positive results from previous
participations decide whether to elwhiagain (this assumes, of course,
an analysis of participation over several years);

some organizations are participating in a fair or exhibition of a desire
not to miss a manifestation where are also present the competitors
(because of the implication®rf financial and organization that has
such participation, a decision exclusively therefore not is
recommended.

Whatever the reasons are for wishing to be present at the fairs and
exhibitions, organization cannot decide to expose without considering anumb
of requirements:

A

A

If the organization wants to promote its products on a foreign market,
the key criteria should be the sales potential in that market;

It is very important if the products will meet the market requirements
in every respect: quality, pe¢ design, security, service, spare parts,
labeling and packaging, marking, specifications etc. Presentation of
products that do not compete with those exhibited by competitors may
not only damage the image of the organization;

Another important requiremens related to the exhibitor's ability to
produce enough to meet foreseeable demand. The organization must be
able to fulfill in the best conditions, all orders and contracts incurred
during the fair, taking care, however, and previous compliance;

For anyorganization financial restrictions are also important. First,
participation should be well established, it is necessary for large sums
of money (to rent a space large enough stand arrangement and
maintenance, organization of promotional operations,. egondly,
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organizations must have enough money to exploit market and after the
event;

A Even if the organization is able to respond positively to all the above
requirements, it should not be neglected an important aspect:
efficiency. Expected results, rdsng primarily in increased sales, the
increase of the reputation and image strengthening, justifying the
expenditure required. Otherwise, participation can be meaningless.

II. Choosing the right events Due to financial restrictions, as well as
marketirg policy, an organization cannot only participate in fairs and
exhibitions which ensures obtaining the best results. It is therefore important to
know how to choose from the multitude of events, only the one or ones that it
offers several advantages.

To m&e the decision to attend a certain event promotional organization
must make an assessment of it and assess whether it is appropriate to express.
The assessment is made on the basis of information, grouped into two
categories: information on the event amidrmation about the market.

In connection with the event, potential exhibitor must have primarily a set
of data on which to judge its quality (international recognition of its place in the
events of the same type, event history, service and qualityedffey the
organizers, etc.). In addition, information is needed about the guests (the
number of visitors of the previous editions, the number of visitors projected for
the event to take place and the characteristics of visitors), on the exhibitors of
traditional and their products, as well as information about the organization
event (place and date of, the settlement rooms and locations available, the cost
of space, services available and their costs, exposure furniture available and
rental costs, possibili to organize promotional activities related etc.).

Regarding the market the potential exhibitor must have information that
would allow it to assess the prospects which they offer (dimensions, evolution,
level of imports etc.) and the market requirememtd. s o , absolutefy s
necessary to have information on the competition and for businesses seeking to
enter a foreign market is important to ensure that there are no obstacles for the
export market.

lll. Organizing participation in promotional events.

Once an organization has decided to expose and has chosen the most
appropriate expression, attention must turn to organize the participation.
Presentation necessary organizational arrangements in the best conditions at a
fair or an exhibition involves the flolwing steps:

A Establishing project goals.

A The definition of the target audience.
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Budgeting.

Programming training activities participation.

Inform the organization's staff, suppliers and customers about their
intention to participate.

Complementary code dgs approaches.

The design of the stand.

Training the staff who will be present at the stand.

Establish procedures for evaluating the results of participation.

T > >

I > > D

Sponsorship and patronage

All experts are believing that sponsorship and patronage are ingavin
similar approach: the speaker is associating to an event or creates one himself in
order to communicate, to transmit and highlight a message; an event is created
with material or financial support of the speaker. Regarding this aspect, it is
stated thathe subject of sponsorship, as the patronage remains to do to talk
about business and the support of her operation. Also, some experts believe that
sponsorship and patronage have in common that they are based on events that
aim to have an effect valorigan and communication [...]. The similarities
between sponsorship and patronage are rooted in the very mechanism of
communication by event.

Beyond these similarities, in recent years it has tried a clear delineation of
the two promotional techniques, seqtgon necessary especially because one of
the problems faced in practice communication through event sponsorship is just
differentiation patronage. In Table 1 are shown schematically by which the
elements can be made a distinction between them.

Sponsorshp is a communication technique event which allows
association of a brand or a company with an attractive event for a specific
audience. It consists in giving to an ad called sponsor, the support material and /
or financially to carry out soctoultural andsports activities in return for a
counterbenefits determined in advance. Cousgerformance should promote
directly or indirectly the sponsor's marketing objectives. It should be noted that
typically sponsorship actions are accompanied by a numbehef @chniques
of promotion (advertising, sales promotion, public relations), where each event
there is a promo mix.

Specific communications objectives of sponsorship activities are
marketing the goals of the enterprise. This may be more or less obvious
depending on the type of relationship established between the event and the
activity of the speaker:

Alf between the business and industry in which it invests as a sponsor
there is a direct link, then the intentions of the commercial enterprise are quite
clear. In this case, the objectives of communication are aimed at either
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enhancing

t he

enterprise's

products

sponsoring sporting teams or athletes) or highlighting technological superiority

and technical performancelaeved by the company (when support is reflected
in a logistical support, technology or kndww). Sponsorship of the firms that

invest in areas with a certain relationship with their objects called sponsorship

credibility. It is particularly effective lmause it allows the speaker to present

products in a real situation.

Alf bet ween

t he

activity of

t he

eni

link, the sponsorship can be a communication technique that favors mainly the

following objectives:

o enhance knowlege of the company or brand favored by brand

name, as well as its specific symbols on different media type specific
sponsorship (in this case it is the notorious sponsorship);

o0 strengthening brand image ensuring consistency between the
transmitted image tbugh advertising and certain characteristics of
symbolic value, the field in which it intervenggough sponsorship

(support of this kind is called sponsorship image);

0 increasing enterprise's reputationto own employees, suppliers or to

distributors;

o stimulate internal cohesion.

Given the target group and also various possibilities to realize the
intentions sponsorship the speaker will have to decide what it will achieve
strategic objectives in the best way possible. Generally, it is considered that the
basic decision will be the choice of the sponsor invests. In Fig. 1 presents
schematically different areas of intervention at its disposal a sponsor.

Fig. 1- Areas where a company may intervene as a sponsAreas of

sponsorship

Sport sponsorship

Sports Federations
Sports Clubs
Sports Competitions
Sports Teams

3C

Culture sponsorship

Social sponsorship

Plastic arts
Art exhibitions
Music artists
Festivals

Science

Technical

Education
Humanitarian cause
Envinromental

protection
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As can be seen in figure 1, with its vast area of application, sponsoring
open new and many different ways to communicate. However, for those
sponsored the technique provides financing solutions to its work. Here are the
reasons that lead us to considleat sponsorship is a promotional technique
becoming more attractive, there is a tendency to turn into a real partnership.

Patronage is a communication event technique in which the speaker
named patrofi provides support, material or financial, to gaout actions of
general interest (scientific, educational, social, humanitarian, environmental,
sports, commissioning national heritage) without a direct counterpart.

This action can be useful to the owner which has proposed the creation of
one of the fdbwing objectives:

o Strengthening or improvement of the image of the company in relation
to the target audience by starting a friendly dialogue with it. Since
often large industrial groups are perceived unfavorable (especially due
to misunderstanding by vaus audiences, the role of economic, social
and cultural role played an undertaking), it is clear that they have every
incentive to act for the community, in order to attract sympathy and to
secure a strong position economically, socially and culturally.

o Promoting corporate culture among the public: the nature of the action
taken provides clues about the impression you want to create the
public.

o Developing internal cohesion by training our employees in an action of
patronage.

Regarding areas of interventiot seems patronage enjoys an area as large
as sponsorship. Although a traditional view patronage was considered
synonymous with supporting culturevhile any support for sport was awarded
exclusive sponsorship at present most scholars have abandaagptoach.
Culture remained a privileged area for patronage.

Patronage is today an important promotional technique, prevalent in most
European countries. That specific forms of action are consistent with the new
sociocultural trends of world civilizatio make patronage means of
communication increasingly accepted by those who hold economic power.

Conclusions

Communication Marketing is a conducted program which includes
methods and communication techniques implemented in order to present the
company andits products potential consumers: to communicate important
attributes of products, to facilitate their sale and thus to contribute to
maximizing longterm effort.
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Communication event can also work to create a favorable image by
attracting publics sympathy the brand or to the organization. This time, the
technique could offer advantages in relation to advertising.

1. Balaure, Virgil, coord. Tehnici pronidnale: probleme, analize, studii de caz, Butitre
Uranus, 1999

2. Cruceru, Anca. Strategiie comunicare promid 0 n a | t 'H: E8itura ASE,e2005,

3. http://lwww.biblioteca.ase.ro/servicii/referinte/virtuale.php
http://www.biblioteca.ase.ro/resurse/resurse_electronice/teza_capitole
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ARGUMENTAREA iN BUSINEBBAN- ESEU

Badea Eufrusina?

1. Comunicarea in afaceri

Reul t el e mari |l or afacer. se reduc | 8
pe o foaie de harti e, “n speci al dact
angajati pentru acelasi scop. Lipsa comunicarii este un deficit care trebuie
corectat. Cn | i p suhideioi de deavoltare. Salusiile existh: e e d |
discutiile intre angajati si angajatori, programe de teambuildiimg; numai.

|l mportanta este ideea de a comuni ca

j ur -un mod itar, nu ambiguu. De asemenea, termenul de comunicare se
refera la mijlocul prin care reusesti sa primesti informatia care iti este transmisa,
cOt nbni dpiust or si onat t.

Actul comunicariiimplica ambele péH , at Ot pe cel car ¢
c Chtpe & | care | pri meste. E posi bil (o
erorii , dackt nu Hhi ae chteles ecept ot u
se “ntampl a, existt riscul st apart
pierdute.

Cn coenclcuozmuni carea este un success
S i emi t at or ulHmddncanttatea gle inforrid,aca eekudtat al
comunicarii. Pri mul pas ~ nHpa mlordide ¢ o mt

ideile si gandurile. De multe, datta emotiilor, ajungi sa comunici lucruri care

nu reprezinta ceea ce tu crezi cu adevarat, ceea ce poate crea confuzie, atat
pentru tine, cat si pentru interlocutor. Arsli i au subliniat
companiile care dil mai mult de 50.000 de angajatlentul de a comunica

este prima calitate cautata atunci cand vine vorba de angajarea unei
persoane Studiul, condus de Universitatea din PittsbuiBusiness School, a
relevat faptul ca talentul comunicarii, la care se adauga prima impresie la
interviu si prezentarea orala a viitorul angajat, sunt definitorii pentru includerea

lui in firma.

Cum comunici corect?

Comunicarea se realizeaza pratr mesaj, transmis de un ékhit o r car
tranziteaza un anumit <canéil .prMensiatj ude
receptor. Emi tator ul trebuie st ai a

1 Prof. ColegiuEc onomi Ki fiiCt €scuo
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dorél e st 7| transmita si ceea ce Vrea
Canalul prin care este trimis mesajul poate fi o scrisoare, un email, un apel
telefonic, o intalnire fatain - fata cu receptorul, dar nu numai.

Ceea ce este foarte important de retinut este ca receptorul nu se incadreaza
intr-o tipologie anume permanetiiil se schimba in functie de nevoi, de unde si
nevoia de a jongla cu codul in care este trimis mesajul. Ceea ce este de asteptat
sa se intample este sa primesti un feedback. El va confirma ca mesajul tau a fost
receptionat cu succes, ca nu exista nelamuriri

2 .Cum st redactezi un plan de comu

Orice plan de comunicare trehboe e st
scop a fostinfiintata aceasta organizatie?”, "Care sunt scopurile pe care le
urmareste?’, "Care suntobiectivele cheie?".

Aceste intrebareprezinta baza pentru elaborarea planului tau.

Intre timp va trebui sa te intrebi cat de bine cunoaste publicul activitatea
companiei si care este opinia sa cu privire la aceasta. Pentru a dobandi un punct de
vedere obiectiv asupra problemei vor fi reare cercetari de tererde multe ori
sunt suficiente chestionare rapide sau telefoane aplicate unui esantion reprezentativ
de subiecti. Astfel poti afla cum este cotata compania in mintea oamenilor.

Unde doréeH i s £ (aebectivugtau? Cum iti doresti sa fie cotata
organizatia ta peste un anumit interval de tispre exemplu un an, trei ani sau
poate la sfarsitul unei campanii? Doresti sa te faci cunoscut cat mai multor
oameni, si daca da de ce? Ai cdfmsea sa te ocupi de efective mai mari de
clienti, consumatori sau vizitatori

Cui te adresezi?(publicul tinta) Caror sectoare ale comunitatii te adresezi?
De exemplu te poti adresa liderilor de opinie locali, cum ar fi parlamentarului din
circumscriptiata sau editorului ziarului local, parintilor cu copii sub cinci ani, sau
celor preocupati de soarta persoanelor in varBizblicul larg” sau ‘toata lumea
sunt expresii prea vagi. Cu cat publicul tinta va fi specific at mai precis cu atat vei
avea mai ralt succes. Ai alege publicul nu inseamna sa excluzi pe toata lumea ci
doar sa cunosti mai bine un grup restrans de persoane. Afla din ce surse se
informeaza publicul tau tinta. Ce ziare citesc cei vizati? Asculta postul de radio
local? Fac parte dintr alta retea? Considera ca ziarul local nu e bun de nimic?
Toate acestea te vor ajutatsaplici strategia.

Ce mesaj dordd | st "Wmasaj ul chei e) Cnceas
clar in privinta mesajului pe care dorestildsansmiti. Mesajele cheie sunt de
obicei simple si rareori implica declaratii cu privire la politicile companiei. Ar
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trebui sa te intrebi "Ce motive avea publicul tinta sa apeleze la serviciile
noastre ?° Raspunsul ‘pentru ca suntem buni® nu este suficient. De ce suntem
buni ? "Suntem demni de incredere’ sau ‘stim despre ce vorbim™ sunt ambele
mesaje cheie. Nu este mereu necesar sa comunici in €wnnmesaj cheie

acesta poate fi incorporat in designul materialelor promotionale.

Ce metode vei folosiZTum iti poti impresiona cel mai bine publicul tinta
cu mesajul tau? Acest lucru depinde de informatiile pe care le ai despre
respectivul public. Gateste dincolo de relatia cu media. Daca discursul este cel
mai potrivit atunci foloseste conferinte, intalniri, vizite- toate pot face parte
dintr-un plan de PR. Ce zici de expuneri in vitrinele magazinelor, posta directa
sau expozitii? Metodele taleebuie sa se bazeze pe cat posibil pe informatiile
despre publicul tinta. Este inutil sa faci o multime de eforturi pentru a aparea
intr-o revista de business exceptionala, de exemplu, daca foarte putine persoane
dintre cei care alcatuiesc publicul tintéesc acel ziar saptamanalul local-ar
putea sdi fie de mai mare folos.

Strateqii

Cu alte cuvinte planul tau de actiune. Iti doresti un val puternic de
publicitate sau unul mai domol? Stabilest®biectivele si un orar revistele,
chiar cele localeiti pot tipari articolul chiar peste trei luni de la momentul cand
I-au solicitat. De exemplu, daca strategia ta presupune participarea la cat mai
multe intalniri, atunci propung8 sa participi la X intalniri pe parcursul
urmatoarelor sase luni. Fiecareetoda sau mijloc de comunicare ales va avea
propriile limite de timp. Daca nu iti stabilesti niste scopuri concrete este posibil
sati uiti bunele intentii!

Buget

Cat te vor costa toate astea?-imiume ideala bugetul tau ar acoperii toate
costurile neesare implementarii strategiei tale. In realitate trebuie Isaitezi
optiunile. Nu vei putea sa aplici tot ceaii propus asa ca indreagtaesursele
spre metodele pe care le consideri cele mai eficienkear daca nu sunt cele
mai atragatoare.

Anumite etape ale strategiei tale ar putea sa inceapa abia peste cateva luni
de la implementarea strategiei, iar in acest caz gutea sa ai timp pentru a
strange niste bani in plus. Creditorii ofera mai usor fonduri pentru o actiune
precisa daca face gardintro strategie generala de comunicare decat daca se
afla pe cont propriu.
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Evaluare

Clar - aceasta etapa iti va da dureri de cap! Dar cum altfel poti verifica
daca eforturile tale au avut success? Rezerwaereu timp pentru aceasta
operatiune- chiar daca ea presupune doar pastrarea unor articole decupate din
ziare si a unei evidente cu numarul de interviuri acordate. Facand acest lucru in
mod regulat iti poti da seama cand lucrurile nu merg asa cum iti doreai. Este un
sistem de prevenire foarte care iti da posibilitatea 4aschimbi strategia .
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COMUNICAREA IN AFAGEBEU

Platon Olimpia !
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CCit pe cel Hcear eE "pogirbime ca de mul te
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se “"ntOmpl t, existt riscul st apart
pierdue.

Pri mul pas “n cal ea #Hompwni Cinr Hir dd ar
gO©nduril e. De muflHid oari ,ajdinrg icaresntz ac oen
reprezintt ceea ce tu crezi cu adevktr
t 1 n el pentcu@nterlocutor.

AnaliH i i au subliniat f dWrhauniultdeb0.000n c o
deangajdl t al ent ul de a comunica este pr
vine vorba de angajarea unei persoaneStudiul, condus de Universitatea din
Pittsbug-Busi ness School, a relevat faptu
adaugt prima | Hprpegsxizenltariemt erwaildk a
definitori.i pentr uHii na¢il wdfeirrermat | ui "~ nt

Orice plan de comundtcara tnebeber st
tipul Cuce scopafost n fHti tn a c e a s"t¢?2 Ca sugtacopudleape

car e | eHe?uCammkuntebiectivelecheie?Acest e "~ ntrebbri
baza pentru elaborarea planului de afaceri.
Intre timp, vatrebus £ t e ~ nt r eb ide puldicul actieitatdai n e

companieii care este opinia sa cu privire
de vedere obiectiv asupra pr ob-ldemei |,

'Prof. Colegiul Economic AC. C. Kiri Hescuh
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multe ori sunt suficiente chestionare iclpsau telefoane aplicate uniketion
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oamenilor.

Undedoréld i st (aojbuinegcit? vul tLu)

CuniHdore i st f i e "l&tapesta ub anamitgneemval de &mp
-spre exempl u un an, Hutune dampami? Dol d u s o & te
faci cunoscut CCil dcdact mdat odeoam@niAi
ocupi de efective mai mari de clightconsumatori sau vizitatori?

Cui te adresezi?publicul "iHtL )
CLtror sect oalHte adeteri? De exemplu, teHadresa
liderilor de opinie locali, cum ar fi parlamentarului din circumstdiga sau

editorul ui z Tia culcdpiusub cln@ anieséu, celop preocitike

soarta persoanglo ~ n “vRAurbsltitc. u | |l arg sau " toat/|
vagi . Cu H®ttLtpubl fcubpecificat mai pr
succes. AH al ege publ i cul nu “~nseamnt st

cundi mai bineungruprestns de per soane.

Afl Lt din ce surse s#t'HCefiacerciiescaceit p L
vizaH? Ascul tt postul deo raalétt® riConal dekF
ziar ul | ocal nu e bun de-"HaplichstrateGia. Toat e

Cemesajdordd i s £ " (mesajd aheie)

I ncearct st fii T“ebn@ebajulunae care Hddei -| sh p
transmiH Mesajele cheie sunt de obicei simte r ar eor i "Heap !l i ct
privire | a politicil e cemotvearmveapubliculAr t
"Hntt st apeleze |l a serviciile voastre
suficient. De ce suntem burdimdésprecBunt e
vorbim™ sunt ambele mesaje hei e . Nu este mefieunne
cuvinte un mesajcheie-acesta poate fi il ncorpor a:
promdidnale.

Ce metode vei folosi?

C u mMiHp6'Hmpresiona cel mai bine publiciHnt £ cu mesaj ul
lucru depinde de inforitlle pe care le ai despre respectiyjuu b | i cHe GOn C
dincolo de reliHa cu medi a. Dact discursul €
folosétie-l: conferiri@l , " nt a ©ftoaie pat face parte diatmeplan de
PR. Ce zici de expunerdt “~di rvecttit®? ned e
Met odel e tale trebuie st'tledesprepuwlecade pe
"Hnt t. Este iHmeildestefbaciur bo preehvtirsut ta
business exceHo n a | t d e e x e iHp peuspaneddmtcetcei aea r t

38 ANALELE FACULTI 8 | | MBRKETING Y4ANNALS OF FACULTY OF MARKETING



al ctt blicesat puci t esstcp takcne@n azliuvalr | dte a | S
p e s tarra dptu'kHBe de mai mare folos.

Strateqii _
Cu alte cuvint @Hun'pldosCund valtphternic dee a c
publicitate sau unul mai domol? Staltie"Hobiecivele 'H un orar, revistele,

chiar céH epdtoctailptri articol ul chiar |
llau solicitat. De exempl u, dact strat
mul t e “"nt ©l ni ¥H , stat pac it i cpirpapparcusul X
ur mkt okhs el bouni . Fiecare metodt sau mi
propriil e | i mi Habildtienits scopyi condetecekte posibil -
s £Hii"Hounele intefid

Buget

COt te vor co®tumedtecaa tbe, absutgeeat?u || nttiru
costurile necesare i mpl ementHimitezi st r a

opHuni | e. Nu Vv ei "Haiytomus #s tc ta p fiddsureeltpd tk ¢
spre metodele pe care le consideri cele maiegfier c hi ar dact nu
ma i atrAmgiumiotaed eet ape al e strategiei t
cOteva | uni de | a 1 mpl ement aruetae as tsrka t
pentru aHetb@nge ni pl us . 'tor Grrd@identruoor i i |
acHune ©precist dacktrfactegipargendan alth
dact se aflt pe cont propriu.

Evaluare

RezeHvmer eu ti mp pldneicrhu aa c edaascttt eoap €
doar ptstrarea un areiHaung evidael ec ud encuunptart uel
interviur.i acordat e. F a ¢H@o'tHd daac esseta mlau ©
lucrurile nu merg 8 ¢ (Hdoredi. Este un sistem de prevenire foarte bun,
carke dt p o s-iHzhinbistrategiee.a st

In conduzie,comunicareae st e uUun succes atunci C

Hemidt or®l e d n Hmmodacargitatea de inforriid, ca rezultat al
comuni ckrii

ANALELE FACULTI 8 | | MBRKETING Y4ANNALS OF FACULTY OF MARKETING 38



THE INFLUENCE OF THE POLITICAL ENVIRONMENT
ON THE LIFE EXPENCTANCY OF THE PEOPLE/
INFLUENA MEDULUI POLITIC ASUPRA SPEREN
DE VIi&( A POPULAIEI

Adina Mu Fetescu?
Robert Chira 2
Tatiana Corina Dosescus

The security environment is an essential element for the development of any economic
activity and also for creating an adequate liviegvironment for the population. If a
certain state is a member of an international organization that represents a guarantee
for respecting minimum standards for human rights and economic freedom. The
political environment is made up of the following elemtg the government, the
politicians, the pressuring groups, that have an obvious impact on the life expectancy of
the population, with major differences even inside big cities.

H governance quality, corruption, government, politicians, life exapcy.

| M21

Introduction

Any economic activity is based in a fundamental way on the political and
security environment in a country. In an extreme case, the lack of security is a
sever impediment for developing any significant economic activity the
attributions of a market economy disappear.
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Content

In the process of making a decision of being present on a certain market,
any manager has to take into consideration the most important elements of the
political and security environment.

1. Forces with major impact over the political environment:

The political environment is influenced by the international situation of
the country, alsmature of the social economic system and the corruption, an
important element of the governance quality. Als® composing elements of
the political environment, such as the government, politicians or pressuring
groups, are influencing the companyods

1.1. The international situation of a country

The first step in analyzing thgolitical and security environment is the
situation on an international level of the respective country. A state that is a
member of the main international organizations, such as United Nations,
International Monetary Fund, World Commerce OrganizatiokVorld Bank,
has for sure responsible political governance that is respecting certain minimum
standards regarding human rights and economic freedom. Any company can
decide to be present in such a market without putting in danger its activity.

1) United Naions Organizations represents the main international political
organization. It was founded in 1945, after the Second World War, having in
present 192 member states. As it i s
status of member of the United Natiorssdpened to all stated that are pace
willing and accept the obligations contained by these Cart and which are
capabl e and desire t o ful fildl t hes
Organizations has the mission to ensure world peace, to respect human rights,
international cooperation and has respect for the international law.

If the member status of United Nations does not represent a guarantee
regarding one countries governance quality, the existence of a conflict between
one country and the internationatdons is the prove of real, present and future
problems. It is the case of Iraq until 2003, of Popular Republic Korea until
2007, of Republic of Sudan (Darfur crises) and others. The political and country
risk can compromise any economic activity of foreigompanies in the
respective countries.

2) One of the international organizations that are playing a major role in
ensuring security is the North Atlantic Treaty Organization. This is a political
military alliance that was created in the year 1949, iggisg The Treaty of
North Atlantic, in Washington, on 4 April.
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Table no.1

No. N.A.T.O. member states Year of joining
N.A.T.O.
1. Belgium 1949
2. Canada 1949
3. Denmark 1949
4, France 1949
5. Great Britain 1949
6. Island 1949
7. Italy 1949
8. Luxenmburg 1949
9. Norway 1949
10. Netherlands 1949
11. Portugal 1949
12. United States of America 1949
13. Greece 1952
14. Turkey 1952
15. Germany 1955
16. Spain 1982
17. Hungary 1999
18. Poland 1999
19. Czech Republic 1999
20. Bulgaria 2004
21. Slovakia 2004
22. Slovenia 2004
23. Estonia 2004
24. Lithuania 2004
25. Latvia 2004
26. Romania 2004
27. Croatia 2004
28. Albania 2004

This alliance was created in order to maintain a peace and solidarity

climate and to respond solitary in the ca$earmed attack against any of the

member states.
article no.
armed attack against one or many of the member states in Europe or North

The

5

wa s

specifying

America will be interpreted as an attack against everybodif so, attack of
these kind would occur, each of them, using their individual or collective right
to seltdefense, recognized by the article no. 51 of the United Nations Cart, will
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provide assistance to the part or parts that are attacked, by taking in
corsequence, all the considered necessary measures, including the use of armed
force, in order to reestablish and maintain the security in the North Atlantic
areao.

The initial goal was represented by organizing the defense against a
possible attack from thpart of Russia, which fortunately never materialized.
Unfortunately another negative event marked the history of the United States of
America and that are the assaults of September 11 2001 that were seen as a
situation that the treaty applies to.

For the narketing specialist, important information, that is helping them
decide whether or not they will expand their business to other countries, is if the
respective state is N.A.T.O. member. This status is a guarantee that this country
will have a favorable attide regarding foreign investments and the possibility
of nationalization phenomenon is virtually impossible.

One of the events that have put a mark on the political and security
environment, regional as well as international happened in the first hilé of
year 2011 in the majority of the Middle East countries. All started from the
protest of one citizen, Mohamed Bouazizi from Tunis, that set himself on fire
on December 18, 2010, due to the hard social conditions and the bad treatment
from the police. A | t hese events call ed AAr
Revolutionso have arise in countries
(with political regimes that had longevity), taking everybody by surprise. There
have been changes in the political regimesnfrTunis and Egypt and also
major protests have taken place in Algeria, Maroc, Bahrain and Syria and other
minors in Jordanian and Irag. The situation is not yet clear in countries such as
Yemen.

N.A.T.O. has intervened (through aeries bombardments) inntkenal
conflict in Libya, where the armed forces of colonel Moammar al Gaddafi
where in conflict with the rebel forces grouped in the east of the country, region
ruled at that time by a revolutionary committee from the Benghazi city. The
conflict was baed on a weak opening of the Libyan political regime to the
Occident, after decades of embargo due to the involvement of Libyan citizen in
the assault in Lockerbie, Scotland, from December 1988, when over 250
citizens died.

Libya was important oil and natal gas important supplies, having a close
political relation especially with Italy. Over the last few years, these were a
large number of tourism project investments, the potential of these country been
considerably. The hard reaction of the governmerthaf time regarding the
protest has | ead to classifying thes:é
against humanityo.
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1.2. The nature of the social- economic systems the measure that any
political organization has a certain attitude towards peiyabpriety and the
market transaction freedom. A typical socialist state will never accept the
presence of foreign product or company. In fact, the presence on such a market
(that in reality does not work like a market) is extremely difficult if not
impossible.

There are very few countries that are formally declared communists (in
2012), like China, Vietnam, Laos, North Korea, some of them accepting the
private propriety in economy, what is suggesting that in reality these countries
are no longer puresocalists. Despite that, there are countries that on an
international level, although they accept on formal bases private propriety and
market transactions, have an extremely unfavorable attitude towards foreign
companies and their products. Such an exangpMenezuela, where in some
industrial sectors the nationalization of foreign actives of the companies by the
local government is more and more fervent. A well known case is the pressures
on the Coc&ola Company from the political forces encouraged by the
countries president Hugo Chaves (from boycott campaigns until entering armed
forces inside the companyo6s propriet.y
by anttAmericanism but also its antapitalism) was also adopted by others
countries from the regiosuch as Bolivar (under president Evo Morales).

Table no.2

The foreign companies exposure to political risk is due to:

Legitimate actions of the governme Actions of factors tha

authorities are not controlled by

authorities

Losing - total or partial expropriation; - war, revolution,
control over| - forced disinvestment; coup d' ®t g
some - confiscates; - terrorism;
actives of| - breaking contracts or requesti| - strike;
the supplementary guarantees; - blackmail,
company
The - unfavorable treatment towards lo¢ - nationalist buyerg
reduction off companies; and sellers;
the - restrictions in having access to lo¢( - threats or evel
expected | financial markets, labor markets | attacks from hostilg
eanings others production factors; political groups;

- price, production and other compan

activities control;

- restrictions regarding currenciesr

profit repatriation;
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- minimum requests for the added va
locally;

Source: after Torre and Neckar, 1990

1.3. Corruption, an important element of the govenance quality

A very important element taken into consideration in evaluating the
governance quality in a country that is not confronted with an internal or
external conflict is the corruption of the public administration. The corruption is
associated wit the arbitrary of the political decision. It is true that as much as a
company is oriented to the usual consumers (good for large consumption), that
much the corruption has a lower impact. As a company is largely involved in
transactions with public authtes, it can be severely affected by this negative
phenomenon

One of the most well known indexes that are measuring the corruption
from a certain country is calculated and publishiegd the nonrprofit
organizationTransparency International. The scaseppreciated from 1 to 10,

1 been considered the highest degree of corruption, and 10 for a country with no
corruption.

According to this corruption index, in the year 281t6e following results
were registered:

a) Among the least corrupt countries wencmention: Denmark (score
9,0), New Zeeland (score 9,0), Finland (score 8,9), Sweden (score 8,8),
Switzerland (score 8,6), Norway (score 8,5), Singapore (score 8,4) and others.

b) A high corruption index is registered in countries such as: Somalia
(scorel,0), North Korea (score 1,2), Syria (score 1,3),

¢) Romania has a score of 4,8.

Another aspect, besides the political and military security dimension, often
ignored in analyzing international marketing environment is linked to breaking
the law and insecity due to organized crime activities, that can impose
significant costs to the developing companies activities as well as limiting their
strategies on the respective markets.

The World Economic Forufrhas realized a classification of the countries
accordng to the costs imposed to the companies by street violence and the
organized crime.

4 From Tore, JoséNeckar, David Forecasting Political Risk for International Operations
in Global Strategic Management: the Essenti@isd edition, JohkViley and Sons, 1990;

5> For example, an IT company that is selling hardware equipments to public authorities.

5Transparency International Corruption Perceptions Index 2018ccesed to
http://www.transparency.org/policy_research/surveys_indices/cpi;
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Table no. 3

Costs imposed to the companies by street violence

Countries with law costs | Countries with high costs
(1 = the lowest cost) (1 = the highest cost)

1 |lIsland 1 | Guyana

2 | Finland 2 | Venezuela

3 | Germany 3 | El Salvador

4 | Singapore 4 | Guatemala

5 | Denmark 5 | Jamaica

6 | Austria 6 | Honduras

7 | Switzerland 7 | Chad

8 | Hong Kong 8 | Trinidad and Tobago
9 | Norway 9 | Mexico

10 | Jordanian 10 | Angola

Source: World Economic Forurgp06

It is remarkable the dominance of this classification by the dLatin
American countries in this Anegativebo
countries that have experienced devastating civil conflicts. More important than
this index is the aanized crime. According to the same source these can
impose significant cost for a multinational company that is activating in such a
country:

Table no. 4
Costs imposed to multinational companies
by the organized crime
Countries with law costs | Countries with high costs
(1 = thelowest cost) (1 = the highest cost)
1 |lIsland 1 | Jamaica
2 | Finland 2 | Chad
3 | Denmark 3 | El Salvador
4 | Singapore 4 | Guyana
5 | Jordanian 5 | Venezuela
6 | Austria 6 | Guatemala
7 | Germany 7 | Macedonia
8 | Norway 8 | Bulgaria

7

http://www.weforum.org/en/initiatives/gcp/Global%20Competitiveness%20Report/index.htm
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9 | Switzerland 9 | ltaly
10 | Portugal 10 | Nigeria
Source: World Economic Forum, 2006

This classification is dominated by the Lafimerican countries. This
dimension of insecurity is imposing significant hidden costs (cost for protection
services, insurance costs and ashdor a country to be present on such a risky
market. For example, in a country such as Brazil, it is estimated that violence
(street violence as well as organized crime) is costing the national economy
approximately 5% per year for GBP

1.4. Elements b the political environment that are influencing the
companyo6s activity:

The political environment includes the following elements: the
government, the politicians, the pressuring groups.

1) The governmert represents a group of persons that are running a
certain state, at a certain moment, in the benefit of the citizens.

The government has implications on any company, through the following
activities: the legislation about the working hours and the minimum wage on
the economy (some companies are relocatiegproduction in countries where
they pay a smaller wage to the employees); through taxes, it can determine the
increase of the price for some products and the lost of many customers by the
company; through its agencies, the government regulates grading the
population (allowance for minor children, mother allowances for raising small
children and others); the government is helped in order to fulfill its many
economic and social objectives, by many organizations.

2) Politicians are part, with smakkxceptions, of certain political parties. A
party’ represents an organized movement summand in order to participate on
the political life, so it will conquer eventually, a partial or total power, in order
to prevail the interests and the ideas of its mensib

It is important for a multinational company that wants to enter on a new
market to know the main political groups, their ideology and the chances to be
at the government. The attitude towards private propriety, honest competition
and others represemportant information for any companies.

8 According to thdnstitute of Applied Economic Researfrom Brazilia, citet in *** The
Economist- Fight in the favelasdthi 10th August 2007, pag. 46;
% Pontier D. - Introduction a la politique1995.
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3) Thepressuring groupsare not buyers for the company's products, but
despite that they have an indirect influence on their activity.

The pressuring groups can have two meanings:

a) they can be understood as pexsons that are fighting for a general
cause, having a long time in mind (for instance trnaiens);

b) Persons with a specific goal in mind, achievable on short term and after
the materializing their objective they dissolve (for instance groups that are
protesting against the demolition of a building).

Pressuring groups can affect the company in the following ways:

e they can mobilize to do negative commercials to the companies that
they consider to bring damage to the society (for instance they try o sto
animal testing, to launch campaigns against natural fur coats, to stop the
companies that are involved in polluting the environment, even to organize
protest in certain countries are seen as symbol for Americanism, such as
McDonalds and others);

e some ofthem do not want publicity, but the possibility to instruct the
company about the concerning reasons (thy send specialist directly to the
companies in order to discus way to diminish pollution for instance);

e in extreme cases they have taken direct actag@nst the company
that they do not agree, even destructing their private propriety (well known
cases are the attack against a lab that tests products on live animals, Huntingdon
Life Sciences, and direct actions against the farmers that where intending t
participate on the genetic change of the harvest).

Even the companies can create certain pressuring groups in the sector they
activate in (for instance The Association of Direct Sales, having as members
Zepter International, Avon Cosmetics Romania, ahers).

2. Case Study Glasgow City

Glasgow city is the biggest city in Scotland, being after London and
Birmingham the third city as size in Great Britain. Is is located on river Clyde.
The beginning of the city is thought to be as far as the VI cenburyjts
development starts in the VIIith century due to the sugar and tabaco
transactions developed in this area. The harvor created here had imprtant linkes
to the North America and the West of India.

The administrative unit is represented by Glasgow Cibyncil, that is
responsible for multiple activities, from schools, museums administration to
colecting the garbage and other. The members are elected by the citizens.
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An interesting element is the major gap regarding the citizens life
expectancy in diffeent parts of the town, as followthe life expenctanc
varies from 54 years in the poor neighborhoods, such as Carlton, up to 82 years
in the luxury side Lenzie. There is a gap of 28 years between the est and the
west side of the city.

The short life ofthe people in the poor side of the town is due to hart
diseases, diabetes and others, caused mainly by the lack of financial resources,
but also to extremly high violence cases.

Local authorities are frequently summoned to interfere in this case. A way
that proves to be inefficient is encouraging the population to eat healthy, by a
campaign of displaying posters that are showing the benefits of eating healthy.

Conclusions:

The reasons why the marketing personnel have to keep up with the ever
changing polical environment:

e in the majority of wesEurope countries, the political situation is
relatively stable, but in less developed countries, a certain amount of instability
can affect the companies that are investing in the respective markets;

e companies araffected by any change in the government system;
changing governments means new taxes that can affect the field the companies
activates in;

e the governments are responsible for protecting the populations interest,
in general, imposing large sets of redioins for the companies (such as
controlling pollution, that can translate for the company in higher costs);

e politicians have a great influence on the population, as well as on the
companies, through the decision in what way the state resources will be
allocated (the names of the sector that represent these funds destination);

e The political international environment involves the actions of
international organizations, such as: United States Organization, European
Union and others.
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Fig. 2: Firma de exeiwu Perfectdeco SRL,
prof. coordonator HanéMihaela Ramona

eco SRL
R .

Fig. 3: Pliantul firmei de exeré@u Perfectd

~ FE PERFECTDECO SRL

Orice client vine client,dar pleaca pristen!
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ASPECTS OF DESIGNING AND IMPLEMENTING
SUSTAINABILITY THRGH ETHICS PRINCIPLES

# OEOOET A 1" a1l aA.

Diana Apostol 2
Daniela Penus

This study focuses on a kind of development that lends itself to very different
interpretations on equity and (allocative) efficiency or meeting the needs, for example
if the needs of future generations are as important as the needs of the present
generation; the task for the present generations is to provide to future generations the
same base / level of capital and efficienaye@k sustainability (Hartwick 1977; Gutes
1996 Pearce and Atkinson 1998; Dietz and Neumayer 2006); other papers argue that
duty towards the future generations must include, above all, the environmental quality
and sustainability, the economy being a subsystem of the nature which failed to
integrate nto the regeneration cycle and its inherent ability (Goodland 1996, Holling
1996; Ayres, van den Bergh, and Gowdy 2000, Harris 2003; Daly 2008), or the current
level of consumption, greenhouse gas emissions and exploitation of nature is
unsustainable andtaan alarming level of gravitgtfong sustainbility.

sustainable development, Human Development Index, sustainable degrowth,
calitative/cantitative growth

AIMS AND BACKGROUND Definition of sustainable development

concept includes all the elemts of the development structure: economics,

development, ecology, theology, i.e. allocation and needs, sustainability, equity

inter / intragenerational or justice. The duty to the next generations constitutes

a normative target, whether questioned imtef preserving the ability of the
economy t o me et t hese needs (t he

e C

degradation under the impact of the economy and consumption (the

environmentalistsé thesis). Il n both

C

within the concept of growth and development. In this context, we focus on 55

references for euristic understanding the complex process of sustainability.
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1. The trinomial aspects of sustainability

The duty to the next generations constitutes a normative tavbether
guestioned in terms of preserving the ability of the economy to meet these
needs (the economistsod6 thesis) or en\
of the economy and consumption (the e
a concept of famess seems included within the concept of growth and
development. To simplify, regardless of focusing on needs and / or the
environment, the development interferes with the equity and the justice. In other
words, human development can be sustainableatés the present and future
needs the same way, i.e. on condition of fairness or justice; the conceptis multi
criterial (Toman, Lile, and King 1998; Baumgartner and Quaas 2010).

If the human development task is to meet the main human needs, this can
not happen unless the ability of future generations to meet their own needs is
not diminished or neglected. However, at the current level of allocation,
distribution and consumption one can not consider only the current level of
resources, freezing or even dmpgizing the regional disparities and
inequalities, but also the fact that the imbalances generated by the exploitation
of resources and emissions into the atmosphere, a series of climate changes,
biodiversity losses, etc., simply become irreversible. H@nean umbrella
concept could be plausible on the condition of a general operationalization, but
the difficulties of appropriating concepts such as human development and
sustainability, whether in the form of weak / strong sustainability, are current
(Neumayer 2004, 2010).

Obvious difficulties are arriving from all directions: in terms of the weak
sustainability, the main problem is that the substitution of manufactured capital
to the natural environment is particularly problematic specially in termsief si
effects which are not entirely known (exhausting the resources, threatening the
biodiversity, sustaining a higher level of €@to the atmosphere, etc.), even if,
for example, the economic effect of deforestation is compensated by the
benefits and / othe socieeconomic advantages of installing a toys factory on
her turf, while in terms of the strong sustainability, reducing the exploitation
and / or the natureconomy deal could put into the question the satisfaction of
needs, re / adjusting the capitbase which would be available for future
generations, on the direction of its reduction.

Now, if a multicriterial solution is technically better prepared to meet the
complexity and the plurality of the environmental, social and economic issues
and chaknges and more easily to operationalize, instead it disadvantage us in
the thinking of a sustainable coherent or intrinsically consistent paradigm,
because the methodologies, the objectives and / or the policies of different
insights are rather conflicing Wi | | ard and Harder 2003
and Penu 2012; BLl tceanu and Apost ol
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This is the reason why authors like Neumayer (2010) have shown the
difficulty of keeping high levels of human development with high levels of
environmental sustaingity, and others like Ost (2007) have argued for a more
environmenisociety dialectic approach doubled by consecutive endorsement of
the growth and development and environmental protection, the simultaneous
endorsement being the main problem of sustagnaavelopment solutions.
Clearly, a multicriterial solution (ecological, ethical, economic, social) is
problematic, but it is inevitable if we are to develop a truly sustainable model of
growth and development.

We believe that a solution for sustainableelepment which to constitute
the new path of the world economies should combine focusirzasic needs
(efficient allocation and human development)steady statgenvironmental
sustainability) or, which is the same, the reintegration of the econonay as
subsystem of the natural world between the natural limits of absorption,
regeneration or ecosystem resilience (Commoner 1980, Holling 1996, Capra
1997, 2005), a program for sustainable degrowth for the North economies is
undoubtedly taboo for the philgsioy and the economic policies of the last 150
- 200 years, but now it is probably the time to think about it in other terms (see
the degrowth debate inspired by The Club of Rome and the texts of Geergescu
Roegen Levallois 2010, Demarie et al 2011, Scliszi Kallis, and Martinez
Allier 2010 , the Declaration of Paris Conference, 2008), simultaneously, the
old paradigm of the industrialized economies based on continuous growth and
comparative advantages could be abandoned in the South. Chichilnisky (2001,
2006) indicates that something like that is already happening internationally by
reviewing the attitude regarding the public goods (air; €@issions etc.) and
socializing the negative externalities (which are regarded as public goods
private produced andnt er nati onally regul ated in
Kyoto-Protocol) with the inherent costs cover by the manufacturer.

2. Institutional aspects of designing and implementing thérinomial
aspects of sustainability

Human Development Indicator/Repor the new tools and methodologies

GDP <criticisms have brought econom)
we have already seen in ul Hag or Amartya Sen. Moving towards measuring
instruments of quality rather than quantity of growth and development, is
pr obabl y at todayodos debate center. HL
such tool, it focuses on what we have called in this paper the qualitative
development / increase, is particularly related to the name of Haq and Sen and
includes measurements of mandicators of human development, like income
(poverty, inequality, etc.), health (life expectancy, mortality rate, etc.) and
education (literacy, primary education, etc.).
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A few positions may be formulated here. Criticisms that have been made
to HDI are muliple. Perhaps the main criticism is that the index of
development, although focused on the qualitative dimension of growth, is
conflict with a series of environmental targets, namely other indicators of
quality: its focusing exclusively on the needs hidbe challenges the
environment has brought to economy (Dasgupta 2006, 2007). A number of
efforts of styling indicators and expansion of their use have been made, as we
have them today in HDR (Human Development Report, UNDP,
http://hdr.undp.org/en/), andtusive index integrating a number of indicators
such as deforestation, ecological footprint, political participation etc., under one
and the same umbrella of development starting with the year 2010 (Zambrano
2011). Critics like Neumayer (2004, 2010) ortfman and Farrington (2010)
made clear the difficulties of convergence between indicators.

The efforts to expand the index reflect the increasing need for a
multidimensional approach, etc. Cheibub (2010) insists on Amartya Sen's line
over HDI expansion imrder to include a number of political capabilities. His
main reproach is that GDP and generally the indicators based on per capita
income are insufficient and inaccurate when there is a question of reflecting the
gualitative increase level, namely of coete capabilities available to an
individual t o achieve oneds own goa
institutions generally affect the political opportunities and / or capabilities of
individuals. This requires a correction and augmentation of the feiDthe
measurement of political and civil freedom of individuals. Without going into
details, Cheibub introduces an indicator that takes into account a series of
measures to capture democracy, political and civil freedom, broadly " this may
mean the ocawence of competitive elections, or the existence of a menu of
practices that indicate the ability of citizens to express their opinions and act on
them, or specific patterns of authority, or government accountability”. HDI
augment at i on 0 s doubtediydsimple and mtuiti@ely eaccassible.
Therefore, political capabilities should be descriptive, reliable and clearly
i mpl ement able as any of HDI indicator
progress / regress. The main advantage is that pbltichcivil augmentation
of human development index inclusively enables observing some connections
between political and social capabilities. For example, Sen (2004) argues that
major food crises have occurred in undemocratic or authoritarian regimes. This
means that democracy can be a vehicle for development in the line of revenues
equalization / raising. Connections can also be seen where, for instance,
countries with higher levels of HDI have low indicators ofpolitical and civil
freedom such as Cuba; ¢ime contrary India is at the other end from Cuba,; it
has small HDI values and high political and civil values.
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Similarly, Harding and Wantchekon (2010) argue for the connection
between social, political and civic variables of development index. If
democrag can cause economic development, then economic development
cannot in turn cause democracy. For them, the positive impact of democracy
institutions on development originates mainly from the provision of
accountability structures. By providing these struesy democracy offers
development opportunities. Obviously, if factors such as information and
participation are absent there, development opportunities may be missed.

Now, the views that emphasize the conflict rather than a-tHdeetween
development ariables are very many. Zambrano (2010) argues that these focus
more on what the index does not measure or are to be found found only at the
level variables implicitly contained in the development variables such as
sustainability or social inclusion. Howew tradeoffulproblems between
development indicators cannot be avoided when meeting the needs interferes
with the environment, as unsustainable as it is. Dasgupta (2006) for example,
makes no distinction bet ween HDI an
sugainability. Both indicators are likely to obscure environmental degradation.

Kuhlman and Farrington (2010) argue that there is a conflict between
development and sustainability perticularly generated by the confusion between
development targets and ecdlmg targets. Such a confusion is included right
in the Brundtland Report (1987) when it understanding, for example, that
environmental preservation is as important for the present generations as for the
future one. Therefore, and to avoid the confusidwg ¢ifference between
present and future generations is to Kuhlman and Farrington the difference
between development and sustainability. A balance must be struck between the
needs of the present (wellbeing) vs the needs of future generations
(sustainabiliy), but without claiming that they represent different facets of the
same coin. Under these conditions, focusing on issues of the present
generationsd devel opment or wel fare c
of how or what policies we should develto preserve environmental quality
needed by future generations. The whole question then revolves around natural
capitalds substitutability, namely ho
in order to meet the needs of the present. Kuhlman and Farriagjoie that
weak / strong sustainability need not be conflicting in these conditions, but
rather complementary: use of natural capital at the expense of future
generations generates capital that raises to the wellbeing level of present and
future generatins. This is extremely important, and the collaboration between
ecologists and economists, between the development of-ink@imed
ecological policies the economic decisions to be taken becomes crucial from
this moment on.
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Neumayer (2004, 2010) is more pmessive when arguing that the
countries with high levels of HDI record very high levels on sustainability
indicators, for instance ecological footprint (especially CO2 emissions are taken
into account). That seems to exclude a very strong convergenaeebdiwman
development variables / HDI and ecological targets. HDI fails to consider

sustainability iIin measuring present g
sustainability indicators (here as Genuine Savings) are only focused on the
ability to prov d e uti ity I n the future wit

measurement (Neumayer 2004); sustainable progress in human development
may be unsustainable if past progress has been achieved via reducing existing
(natural / manufactured) stocks of capitabvidusly, Zambrano (2010) has no
reason to be extremely sure of the internal t@ffieof current human
development variables, when their implications on the deal with natural
environment are so uncertain, even if it is not explicitly included therein.
Neumayer (2010) argues that development and sustainability have to learn from
each other, i.e. with the emphasis that development places on a wider range of
capabilities, sustainability has a tangential point with development, namely that
people derive utilif from many other things than income: economic / human
development should be at the same time about much more than the income
increase per capita. However, Neumayer does not believe that an adjustment of
HDI could allow adding / reviewing some items in erdto include
sustainability. In terms of weak / strong sustainability, this means that achieving
a high level of HDI cannot be done strong in terms of strong sustainability.
Neumayer's evidence indicates that economies with high levels of HDI have
strongeconomies in terms of weak sustainbility; and vice versa: countries with
low levels of HDI reflect great difficulties in achieving savings in the sense of
weak sustinability. Without going into further details, Neumayer sees in a state
of conflict how devlepment and sustainability can be achieved rather than in a
state of complementarity, as resulted from the indicators used (HDI and
Genuine Savings).

Hughes et al (2011) are by far very clear about the relation relationship
between human development tasg@ind environmental constraints and, we
would say, convergent with the results provided by Neumayer (2010). Their
results show that the impact of ecological constraints or slow down economies
progression, or directly, or through a variety of indirect waygler disastrous
conditions, on the contrary, they can reverse it. For them, the least developed
countries are the most vulnerable in relative terms, while middle income
countries may suffer the greatest impact of constraints in absolute terms.
Developedeconomies are the most resilient or stable (resilience) to ecological
constraints. Without going into further details, Hughes et al have separated HDI
variables and found that the education component could continue growing
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while the other variables coulédc or d decl i nes under t h
Finally, no matter how manny efforts of methodological approach may be
made, multidimensional and / or muttiiteria solutions remain difficult. That

does not mean that efforts should be abandoned.

3. Globalization and trinomial operations

Countrieso movement, i n t er ms of
regulations, to the approaching impact that their economies have on the
environment, experienced a series of implementations. Kyoto Protocol is
probably the ma example. Its key significance is that climate changes and
ozone layer damage (probably the most important environmental challenges)
not only cannnot be ignored anymore, but they require implementing and
assuming environmental targets at state level tiroagreements, legal
regulations in terms of international law etc.; another meaning is that
environmental challenges cannot be left to the markets, which tend to deepen
rather than to redress the ecosystem degradation by the inherent mechanism of
free prces, the development of comparative advantages, traditional
underpricing t he natur al environment
benefits and socializing costs / negative externalities etc. Percival (1998)
expresses this very well: "It is much easigr understand why the
environmental laws are needed than it is to comprehend how they came to be
adopted. Whether described as a tragedy of the commons, a problem of
externalities, or a fregder problem, the reasons why the marketplace alone
will not provide sufficient clean air, clean water, and other public goods are
well understood. But while a powerful case can be made that collective action
to protect the environment is in society's best interests, it is hard to understand
how market failures can bedressed through a political process that itself is
prone to problems of freeders and factional influence".

At the same time, the magnitude and severity of ecological challenges
clearly require new forms of international cooperation. Obviously problems
include the impact of chlorofluorocarbons (CFC's), loss of biodiversity, acid
rains, SO2 etc. Ozone layer damage was instrumented by the Montreal Protocol
in 1987. This restricted the use of CFC's in industrial products. IPCC
(Intergovernmental Panel onli@ate Change) reported for the first time in
1996 that the humaimduced emissions of greenhouse gases had an
environmental impact. Climate risks are very well known, and include a
number ofrisks with a catastrophic potential, such as icecaps meltiagegels
rising by 2 | feet in the next 50 ye.
meteorological hazards such as floods, tornadoes, hurricanes or tsunamis.
Chichilnisky asserts that the greenhouse effect is the typical example of a
problem where imrnational cooperation is required, because no country can
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instrument the problem byitself (Chichilnisky 2006, p.6). Meanwhile, most of
the earth's ecosystems damage is caused by economic incentives. Thus,
deforestation is about 14%, agriculture 13%, imdals activity 24%, and
energy consumption 49% in the picture of human economic activity generating
greenhouse effect gas emissions (in 1990). CO2 and CFC's reflect the largest
share among the greenhouse effect gases generated by human activity (p.7).
Findly, cooperation and conclusion of international agreements are based on
"ethical / philosophical considerations (eg, the principle that every individual on
earth has equal emission rights), economic-besefit analyses (weighing the
economic costs of abement against the losigrm environmental benefits), or
some combination of these considerations” (Bosetti and Frankel 2011). A
thorough analysis of the reasons and problems involved in creating agreements
such as those in Montreal and Kyoto is perforrbgdunstein (2006). In other
words, multicriteria approaches seek to inform the decisions and policies
internationally.

The fact that the U.S.A signed the Montreal Protocol but refused to sign
the Kyoto Protocol is of little relevance to us. It is sigwht, on the contrary,
that a number of public assets such as CO2 emissions, ozone layer damage, etc.
have entered into the sphere of international legal regulation and became
international law (Chichilnisky 2001). It is even more important that therayste
of constraints and targets is developed trying to meet the criteria of justice such
as intra / inter generational equity. In other words, how the costs are distributed
seeks to reflect both general concepts of law and ethics, like everyone's equal
right to pollute, inequality and disparities between countries and regions, etc.
Chichilnisky (2001, 2006) notes that property rights system introduced by the
Kyoto Protocol is likely to adjust the gap between rich and poor countries in
terms of costs and polion rights. Regulation of atmosphere and treating it as a
public asset has allowed the allocation of a number of pollution rights by
countries depending on the inherent amount of emissions produced by each of
them. CO2 emissions treatment as privately peed public assets is what, for
instance, allows poor countries to continue polluting and forces rich countries to
cut emissions. Since pollution rights can be traded on the market, this means
that the attainment of environmental targets such as redu€2ge@iissions to
550pm could be achieved by effectively exploiting the mechanism and
efficiency of markets. With a greater need to pollute, obviously rich economies
will pay more for it and try at the same time to become effective or to pollute
less.

Conclusion
Multi-dimensional and mulitriteria approaches here is what we think
best describes the conceptual issues of sustainable development. Human
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development, economic justice, sustainability or sustainable development
trinomial is undoubtedly somethinigke this: it combines elements of ethics
with the ones of capabilities and targets development and / or ecological
constraints. At the same time, the duty to the needs of present generations
should not hide the debt to future generations. At the heasustinable
development there are justice and / or equity. Finally, what is clear is that an
analytical conceptual construction of sustainable development can only be
multidimensional and obviously, a muttiteria one; so that a concept of
sustainable elvelopment is simultaneously normative and analytical, in other
words, multidimensional and / or a mdtiteria one.
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INNOVATIVE MARKETING RESEARCH METHODS FOR
TARGETING CONSUMERS

Eleonora Mihaela Constantinescu!
I[vona Stoica?
Gheorghe Marinescu 3

The artificial intelligence (Al) causes a paradigm shift in the approach towards
economical pheamena, marketing strategies, also, towards the means and ways of
communication. The innovative digital techniques allow both the reshaping of reporting
to consumer mechanisms and the creation of new and high achieving ways of
remodeling its behavior. Thevelution of the dialogue between human and artificial
intelligence can be debated also from the perspective of transforming both the vision
and of the techniques used in contemporary, high achieving marketing.

| artificial intelligence, digital méeting, big data, behavioral science

1. Introduction

Humanity probably stands on the verge of some type of transformations
that transcend boundaries of phases of its evolution so far. Artificial intelligence
has not only generated new tools of creation aadagement of information,
but also a new kind of reality awareness.

Reality is reshaping and rethinking itself. We can already speak of an
existential mix consisting of virtual and physical space that turns into the new
evolution of human civilization andnplicitly, of the structure and operation of
businesses. Those who want to remain in the market must anticipate its trends
and be one step ahead of their event. New digital technologies allow the
collection of a huge volume of data and aldmir analyss and instant
processing.
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Aln the context i n which it i's est
digital data will be, globally, 40 trillion gigabytes, and every citizen of the
planetwill return5200g i g a b(iyttp:/évevw3.weforum.org/docs/WEF_Glob
alinformationTechnology _Report_2014.pdf), the way in which a company
relates to the market will benefit from the tools of storage and processing of
data with unprecedented historical efficiency.

Big data has allowed the introduction of new criteria of ecoiom
performance, both at the company and national level, and has revolutionized
marketing strategies and tools.

Al allows not onlya company's globaimage creation, but also assessing
its instant visibility to the planetary scale. Current digital commiioica
infrastructure enables over 3.2 billion peoplehtove access to the internet.
Also, information and communication technologies (ICT) are permanently
providing us with solutions that increase the speed and volume of transmitted
data. Basically, ICT ebles, for the first time ilmuman history, a fascinating
and spectacular encounter between two concepts: global and personal.
Innovative digital technologies alloveollecting animpressive volume of
information from and about people, their instantaneossedination on a
global basis and, at the same time, extremely precise market targeting and direct
communication with each person. Nowadays, the winner takes it all and manage
it best.

2. The multidisciplinary approach on consumer behavior in the
digital era

New strategies of marketing found that the simple monitorirBigpData
is no longer enough. The consumer awareness surpassed the stage creating
immense databases based on sdeimographic criteria. New market analysis
techniques have revealed thatfeliént people can make decisions that have
similar characteristicshtps://www.blueoceanstrategy.com/blog/sed-ocean
trapsyou-shouldknowl).

Processing information based on psychological criteria, creating new types
of consumer profiles, forming persalized messages and the identification of
optimal media channels to reach each person represents a new level of
evolution in marketing. To achieve it, requires a multidisciplinary approach.
Specialists in digital technology have to work together with pshgists in
order to develop a synergistic plan.

Practice has proven that a predictive analysis of the big date is much more
effective when collaborating with behavioral science. Creating new types of
behavior patterns benefit from the substantial suppdiered by digital
technology (companies are able to get over 5000 points for each of the 230
million American consumers) (http://www.corporatestrategy.comdieshnvs-
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blueocean/) and from the psychographic criteria for interpretation of their
behavior.Thus, it becomes possiblee microtargeting ofthe market and the
introduction of new types of approach. Not only that, personalized messages
can be createdyeing much more persuasive, but it can afske customized
packages of channels that can trainsiew types oposts, in order to eliminate

the risk of sending the right message on the wrong media anthwioly the
needed impact. The objective of such marketing campaigns can be extremely
ambitious: not only that it can accurately know tdemsumes behavior, but it

can also be changed. It can move on from readingaatidipating market
trends,to changing them.

Another considerable advantage provided by the most modern digital
platforms is communicating in real time. The monitorind3af Data, the data
analysis, its interpretation and even measuring the ROI (return of investment)
can be accessed instantly. Digital technology offers-pigiision instruments
for measuring phenomena that involve subtle psychological mechanisms, such
as the purchasg decisions of consumers.

3. Innovative research methods used by organizations

Big Dataand new analytical platforms of digital communication

The analysis of market evolution reveals that new technology
advancements lead to the consecration of new methudsasingly effective
and persuasive, to sell. The advent of the printing press was followed quickly
by setting up promotional posters, advertisements, publications, and so on, to
catalogues. Radio and television have become, after launch, media cliannels
the dissemination of advertising messages, and the Internet marked the start of a
new era of promo communication.

The huge capacity of information storage that exists today opened a new
horizon in the evolution of communication techniques. SpecialstéCT
estimate great evolutions of information management capacity in the near
future. Big date creates a new environment of performance for companies, but
also the possibility of a more precise knowledge of the market and its evolution
trends.

A For acies Bigdatarepresents a development opportunity when the
tools to use them are made. The use of digital platforms has become a necessity
to make use of the information, for example, to evaluate the visibility globally,
there are digital platforms whiccan monitor over 150 million Web sites, more
than 10 of the most important social networks, and monitoring results can be

translated into 187 | anguageso (www.t
nAl so, the fact t hat more than 80

i ma g awwotalkyalker.com), they add a special value to the operational

reconnai ssance I maging technol ogi es.
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monitoring of visibility: social analysis, listening, feeling smart spike analysis,
spot e me r g(iwwwgalkwaltker.oma).sltds nolonger being analyzed

just the number of mentions relating to a company and its products, but also the
type of reactions and their intensity. And everything happens in real time.

It is possible to estimate a trend to increase the role of coiation on
social networksFacebookreported sales revenues of $8.03 billion in the first
quarter of the year 2017, meaning $4.23 for each existing user, globally,
compared to $3.32 for the same period in the previous year
(http://www.cnbc.com/2017/05/0facebookaveragerevenueperuserarpuql-
2017.html).

It is important not only the volume of digitaiformation, but alsothe
manner in which these are analyzed and interpreted. The need for awareness
and the consumer knowledge show us the dawn of aagewand a fabulous
develop of digital platforms which allow structuring Biig Data depending on
the client. Contemporary marketing faces a new challenge: in the huge volume
of digital communication there argisible consumptiontrends, complex
consumer mfiles and new communication strategies.

Blue Ocean Strategy

Is a very efficient marketing method, used by INSEAD Blue Ocean
Strategy Institute, which first appeared in 2005. It was initiated by professors
W. Chan Kim and Renee Mauborgne together witht®fahe developers of
strategic marketing software simulations such as Markstrat and Markops.

In a fiercely competitive market, identifying the need and opportunities for
development are crucial for maintaining market value.

Eusediu Margasoiu is attempgirio implement the Blue Ocean Strategy
here, in Romania. He is a prestigious Romanian marketing consultant at The
Network in partnership with IAA School of Marketing and Communications.

Members are split into teams of 3 to 5 for a bogus company and itier tra
gives the assignment for a 6 year development simulation of the company,
under various market situations, with the condition that there is profit. The
software simulation implies identifying the development opportunities for the
firm, t hectmaork ett @ st meacompanyds produ
changes, earning market valwue, addres
itéds referring to.

Throughout the market simulation, the team uses the Six Paths structure
through which the participamtan see the market conditions in accordance with
its limits.

Each team thus develops its own Blue Ocean Strategy and, based on these
informations, has the possibility to also study Red Ocean elements, giving
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teams the opportunity to compete against cdemassisted companies,
studying the effects of the results to strategic decisions made in real time.

This method can be considered innovative due to its new way of creating
and discovering new markets.

The L6Oreal Company i s t heto then e A
ESTRAT international competition. It is an international competition, students
around the world are participating and depending by scores they win or lose.

Whenit comesto RedOcean(https://www.blueoceanstrategy.com/blog/si
x-red-oceantrapsyou-should-know/) for example, Google was initially set up
as a simple search engine. No one thought it would later become a Blue Ocean
itself through its functions, contri
work through the speed with which it sortsamhation, documents, images,
and more.

According to the same reference abc
created Google Glass in the hopes that people will use computers as
accessories, neglecting the fact that because of its high price and intense
promotion it was perceived by its target audience as a gadget rather than the
revolutionary experience of human interaction with technology, as it was
thoughtout. The Google search engine became a blue ocean without intending
to, which was beneficial. Hosver Google Glass was intended as a blue ocean
and yet it wasnot strategically wel/l
might cause serious invasion of privacy issues.

That is why managers should avoid creating red oceans and think more
about how to geto blue oceans.

Accordingto blueoceanstrategittps://www.blueoceanstrategy.com/blog
[six-red-oceantrapsyou-shouldknow/), there are several errors which
managers <canbot anticipate because of
occurs between what mseant and what is interpreted by the receiver.

Table 1i Red vs. Bleu Ocean Strategy
Red Ocean Strategy Blue Ocean Strategy

Focus on current customerns Focus on noncustomerns

= Compete in existing markets » Create uncontested markets 1 serve

+ Beat the competition = Make the competition irrelevant

« Exploit existing demand * Create and capture new demand

* Make the value-cost trade-off * Break the value-cost trade-off

+ Align the whole system of a firm's + Align the whole system of a firm's
activities with its strategic choice of activities in pursuit of differentiation
differentiation QR low cost AND low cost

[=
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4. Psychography methods

It is necessary to analyse individuals and categorize them in different
typologies based on psychographic criteria, including personality, sdassl,
attitude, interests, hobbies, and life style. However, the psychographic criterion
which defines the ¢ on amomgthednetholdsenhiechv i o r
determine life styles is VALS, the nonogram model or the enneagram of
personality etc.

Figure 1. Psychograhic marketing elements

Behavior

Marketing
Segments

Attitudes

Source: http://jamesdesigns.com/Psychograptacketing.php

Practically, the psychographic variables explain why individuals buy
certain products and not others, why lies behind their motivations and are
complemetary to demographic variables which tell us who the buyers are.

5. Conclusions

One could say that the information society opens up new horizons for
remodelling ofmarketing strategie®ig Data allows the construction of more
complex marketmages, with ingtntaneous access. The way to the consumer,
by means of digital technologies, beconmesch shorter and can be reached
much faster, sometimes without cost. The consumer himself, as he moves in
virtual reality, becomes much more visible. If in the previousades, the great
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problem was represented by the access to data about the consumer, now the
approach becomes more nuanced.

Using analysis oBig Data it became a great advantage in marketing
campaigns and we can conclude there is a great neechuitidisciplinary
approaches. Both psychology and information technologgt to generate a
new vision on the consumer's awareness, a new model, much more dynamic
and complex, ofthe consumer's behavior. Not only multiplies in a manner
unable to foreseen the pastthe number of sources of information about a
consumer, but new criteregpeardue tothe sciences of behavioral analysis and
structuring.

Unquestionably, artificial intelligence (Al) is inserted in both the reality in
which it carries out human existendeecoming a constitutive part of it, and
also inthe mechanisms and tools with which we relate to it. In the increasingly
fierce competitionof selling and being one step ahead of the changes in the
market, the performancenarketing picks up the most adwaed trends of
paradigm change, generated by the dialogue between human and artificial
intelligence.

Today we are trying to understanding consumer behavior by using various
methods, which allows collaboration between digital technology and behavior
sciencs. Tomorrow, the market will beonqueredby those whoare already
anticipating technological changes and also modifications of the interpretation
of data, thahasn't been produced yet.
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The didactic concept that is at the foundation of this method is learning through
practice. It is a simulation of the activity from inside a real company. Pupils have a
strong motivation to work with such a teaching modelchase they can put into
practice the theoretical knowledge and they can gain new professional skills.

| simulated enterprise, ROCT, learning through practice.

TheA Si mul at e d reprasentsramodel ®fea deal company, being
a method of praatal approach for content integration. Also, this method is
designed to form personal aptitudes and competences necessary in the
economic field, from lowevel positions to tofevel management positions.

I nside a fAsimul at ed epyditereptpdsisBoas) t h e
either as a manager or as an employee, in this way being responsible for their
tasks and form their entrepreneurship
enterpriseo al/l processes and viiesansac
the company being structured in classic departments: human resources,
administrative office, marketing, logistics, accounting etc.

The entire activity of the fAsimul at
the national law that all real companiespect.

The method fisi mul ated enterpriseo h

1 Virtual: there are no money and no goods.

{1 Realistic: it uses national commercial laws, information flux and

documents circuit.

The constitution of a AROCMRdImartiaad en
Branch of Fictive Companies) demands. The documentation required to start a
Asi mul at ed enterpriseo I s slightly s
because of the necessity to ease the correspondence between the companies and
ROCT. Yet, he documentation is mainly according to the O.U.G. 76/2001 with
following changes and during classes their real form is presented.

'!Professor Economic College fADimitrie Cante
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A constituted and authorized fsi mul
or two school years (when pupils are in the XKXdirgrade), but is taken by the
next generation.

Usually, the main authorized companies are the ones that have as main
activity wholesale commerce ofr ser vi
banks model, production or retail companies are not approved.

The documentation is elaborated in two copies: one is sent by post office
at ROCT, and the other one is kept at the fictive company.

After the registration and authorization of the company, a registration
certificate and its annexes are issued.

All paymentfeturn operations between different fictive companies made
through the ROCT VIRTUAL BANK. For the success of these operations all
fictive companies from Romania have to open a domestic and a foreign account
at the ROCT- Virtual Bank. This procedure isalid only for the casfilow
operations, the supply/sale operations being executed directly between the
companies.

One of the main key components of the learning process is the simulation
of failure and successful situations. Wrong decisions, that in ifeatduld
jeopardize the company itself, i n a
negative impact because of the virtual character of all situations and operations.

The accumulation of certain abilities, skills and professional habits is
possible throgh simulations of different situations that happen inside a real
company. It is necessary that this simulation is multiple as structure and
consistency.

Different keycompetences (e.g. team work, interdisciplinary use of
knowledge, communication skills, ility to take decisions) enable the pupils to
obtain professional abilities and certain flexibility that are necessary on the
labor market nowadays. At the same time, the pupil can discover through
di fferent positions hel dceitamsomdie fora fs
future professional development. In this way, the skills obtained practicing this
learning method inside an education establishment can help a young employee
to reduce his period of accommodation at his new work place, being already
familiar with certain activities from inside a company, this thing being also
benefic for the employer.

The power of a Asimulated enterpri.
t hat are made inside the national a
enterprisé and al so by the communication w
Asi mul ated enter pr i s ecompanynoeot@ eompdny, o N
other economic agents, state institutions etc.
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I nside a fAsimul ated enter prcorgeat®y a r
is made: economics, accounting, commercial correspondence, foreign
languages, informatics, law and legislation, marketing, management etc.

The didactic concept that is at the base of this methle@ising through
practice. It is a simulation ofthe activity from inside a real company. The
motivation is really strong for the pupils to work inside this kind of enterprise
because they can put into practice the theoretical knowledge and they can adopt
new professional skills.

Next, we have anexamptef a fAsi mul ated enteropri
at the Economic Coll ege ADimitrie Can

A. Company description

1. Companyds name: F.E. ASVECO EVENT S

The name of the simulated company it is not only a simple denomination
of the company but also shows that the company was founded of the concept
and objective of sustainable development, for creating a better way of life for us

and future generations. The name ASVE
abbreviation for the county where the canp has its headquarters, and
AECOO0 i mplies the integration of soci

of the company.

2. Companyo0s coordinates:

Headquartei 1 7A Lecca Morariu Street, Ec
Cantemiro Suceava

Motto T A The s ucrcevansis mof basad on luck; it is more
connected to the way it is organized. It is not a thing that you should wait for,
but a thing that should be achieved; and the company <SvEco Events> knows
this thing!o

Logo-

¥* SVECO EVENTS

Slogani

"(andeste verde , ocrleste naura !

Web page www.svecoeverst.com

The web page was created regarding the principles of easy usage and of
nicely design that attract the mind. Every element was well thought and nothing
was left to be settled by chance. They arranged the content, the links and the
banners in such a maer that every visitor, every potential client, could find
very easily what he is looking for.
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SvEco Events company knows how important the internet is for the
success of the business and this is why they invested a lot of time, effort and
money for the eation of an exquisite web site, full of different useful
functions.

Education establishment Ec onomi ¢ Col |l ege ADI mi
Suceava

3. Teacher coordinatar Cheaburu Carmen Constanta

4. Contact detail$ Ungurean Camelia, General Manager

Address: 10 Viorului Street, C8 building, apartment 18, Suceava

Phone no: 0744987250

E-mail: sandu.alexandra@yahoo.com

6. CAEN codei 7487

7. Unique registration code2201612 /12.11.2007

8. Business entity F.E. SVECO EVENTS is a Limited company and it
has the nextharacteristics:

- the shareholders liability is limited to shares;

- the activity control can be perform by the shareholders themselves, with
the exception when a censor is needed (the number of the shareholders is more
than 15);

- a shareholder can regifrom the company according to the Constitutive
Act and Law 31/1990 modified and republished;

- for the financing and development of the company, a limited body can
invoke an external party for capital contribution, which is interested in this
mattertbb ecome a shareholder; in this way
and the party will become a partner.

9. Main activityi SvEco Events has as main activity event planning:
weddings, baptisms, anniversaries, surprise parties (private for a company or
for a children birthday), balls, business meetings, receptions, dinner parties. The
services provided by SvEco Events are:

-room decorations according to the
different topics;

- guest conveyance;

- renting of means of trapsert (limousine, carriage);

- fire works;

- corporate events;

- new service : expositions and conferences planning on different topics of
present interest, especially the promotions of bio goods.

B. Launching a new service on the Romanian market
The compay "SvEco Events" will launch a new service on the Romanian
market. It will consist in promoting the organic products provided by
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companies who wish to use our services, in addition to the task of organizing
events.

Companies that are interested in promgtiheir products are informed
that this service will be achieved through conferences and exhibitions. This
service will be done at the office of "SvEco Events" in the auditorium of the
Economic College "Dimitrie Cantemir".

Please note that the promotioiilwe achieved through various strategies:
logo, business cards, fliers, slogan, posters, website, press articles,
advertisements, media and others.

"SvEco Events" has proposed itself to organize conferences and
exhibitions that take into account issuésittare usually missing or are not
completely respected in Romania. To this end, we want to improve the event
process having in mind the organization of valuable and effective conferences
and exhibitions. We will take into consideration the format; thdiaafon of
the participants (those that will form the audience and also the lecturers); the
selection of the best participants and of the highest quality audience; the
organization of entertainment activities, in addition to the daily conferences
schedulemaking exceptional promotional materials for the relevant audience.

We believe that our program to promote organic products and sustainable
development, alongside our special competence in event management, the talent
and effort of the 17 employees camntribute to solving the larger social and
environmental problems which the entire planet is facing today. This is how we
take responsibility for the people and for the environment.

If you are interested in acquiring this new service please contact us at:
Economic College "Dimitrie Cantemir'Suceava, 17 A Lecca Morariu Street,
tel: 0751253870, 0230/520462, Fax: 0230/520462, Email:
mail@svecoevents.com!
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An effective way to harness the activity of the simulated enterprises is by
organi zi ng mt efirSprmusleastée dF aEi r 0 .

Preparing for the fair sets a new challenge for the simulated enterprises.
Meeting business partners and direct communication with them is possible only
through business fairs. Students can negotiate in real time, they can learn how
to conduct business and they develop-selfifidence.

The experience of leading direct negotiations and the team spirit that is
gained throughout the process can be practiced successfully only in a
ASIi mul ated Enterprisesod Hhadaxecudtion ofAlfet er
deliveries, the signing of contracts and settlement of invoices will also make
students more experienced.

The role of the fair:

- Recognition of student work;

- A way to express creativity;

- Conducting direct transactions with othenalated enterprises;

-Promoting locally the concept of

- The possibility of obtaining funding sources for activities of the
enterprise;

- Involving parents and the local community within the work of the
students.

Objectives:

- Motivation to achieve results;
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