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FIRMA DE EXERCI¤IU- METOD( INOVATIV(  

DE ÎNV(¤ARE 
 

 

Ilinca Adnana Roxana 1 
 

 

Abstract 

Firma de exerciǚiu - ǊŜǇǊŜȊƛƴǘŇ ƻ ƳŜǘƻŘŇ ƛƴǘŜǊŀŎǘƛǾŇ ŘŜ ƞƴǾŇǚare pentru dezvoltarea 
spiritului antreprenorial, o concepǚƛŜ ƳƻŘŜǊƴŇ ŘŜ ƛƴǘŜƎǊŀǊŜ Ǔƛ ŀǇƭƛŎŀǊŜ ƛƴǘŜǊŘƛǎŎƛǇƭƛƴŀǊŇ 
a cunoǓtinǚelor, o abordare a procesului de predare-ƞƴǾŇǚŀǊŜ ŎŀǊŜ ŀǎƛƎǳǊŇ ŎƻƴŘƛǚii 
pentru probarea Ǔi ŀǇǊƻŦǳƴŘŀǊŜŀ ǇǊŀŎǘƛŎŇ ŀ ŎƻƳǇŜǘŜƴǚŜƭƻǊ ŘƻōŃƴŘƛǘŜ ŘŜ ŜƭŜǾƛ ƞƴ 
ǇǊŜƎŇǘƛǊŜŀ ǇǊƻŦŜǎƛƻƴŀƭŇΦ Firma de exerciǚiu este o ƳŜǘƻŘŇ ƛƴƻǾŀǘƛǾŇ ŘŜ ƞƴǾŇǚare ce 
ǾƛȊŜŀȊŇ ŘŜȊǾƻƭǘŀǊŜŀ ŀǇǘƛǘǳŘƛƴƛƭƻǊ ŘŜ ƳǳƴŎŇ ǇŜƴǘǊǳ ŜƭŜǾƛ ƞƴ ǾŜŘŜǊŜŀ ƞƳōǳƴŇǘŇǚirii 
ŀŘŀǇǘŀōƛƭƛǘŇǚii acestora la cerinǚŜƭŜ ǇǊƛƳǳƭǳƛ ƭƻŎ ŘŜ ƳǳƴŎŇ ǊŜƭŜǾŀƴǘΦ 

 

Cuvinte cheie: 

firma de exerciǚiu, ƞnvŇǚare, formare 

 

Introducere 

Firma de exerciἪiu este potrivitŁ pentru dob©ndirea, verificarea Ἠi 

aprofundarea cunoἨtinἪelor comerciale, formarea abilitŁἪilor, a capacitŁἪilor 

personale Ἠi a modurilor de comportament ´n toate domeniile din structurile 

´ntreprinderii, de la referent p©nŁ la ´ntreprinzŁtor. Introducerea metodei de 

´nvŁἪare prin firma de exerciἪiu, ´n ´nvŁἪŁm©ntul profesional Ἠi tehnic din 

Rom©nia s-a realizat, ´ncep©nd cu anul 2001, printr-un proiect iniἪiat ´n cadrul 

Pactului de Stabilitate pentru Europa de Sud-Est Ἠi desfŁἨurat de Centrul 

NaἪional de Dezvoltare a ĊnvŁἪŁm©ntului Profesional Ἠi Tehnic (CNDIPT) din 

Rom©nia ´n colaborare cu Ministerul EducaἪiei, CercetŁrii, Tineretului Ἠi 

Sportului Ἠi Kulturkontakt din Austria -proiectul ECO NET. 

Pornind de la rezultatele obἪinute, Ministerul EducaἪiei, CercetŁrii, 

Tineretului Ἠi Sportului, a luat decizia strategicŁ de a disemina pe plan naἪional 

aceastŁ metodŁ de predare-´nvŁἪare. Astfel, ´n perioada 2001-2004, metoda a 

fost implementatŁ ´n cadrul instruirii practice ´n 10 Ἠcoli incluse ´n proiectul 

ECO NET (´n baza Ordinului nr. 4508/2001) Cele 10 scoli pilot in proiectul 

ECO NET sunt: Colegiul Economic ĂF.S. Nittiò TimiἨoara, Colegiul Economic 

ĂTh. Costescuò Drobeta Turnu Severin, Colegiul Economic ĂIon Ghicaò BrŁila, 

Colegiul Economic Arad, Colegiul Economic ĂNicolae Titulescuò Baia Mare, 

                                                           
1 Prof. Liceul ĂMATEI BASARABò, Craiova 
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Colegiul Economic ĂIulian Popò Cluj-Napoca, Colegiul Economic ĂVirgil 

Madgearuò IaἨi, Colegiul Economic ĂTransilvaniaò Tg. MureἨ, Colegiul 

Economic ĂGeorge BariἪiuò Sibiu, Colegiul Economic ĂMaria Teiuleanuò 

PiteἨti. 

Rezultatele obἪinute au permis extinderea utilizŁrii metodei ñfirmŁ de 

exerciἪiuò la nivelul tuturor unitŁἪilor de ´nvŁἪŁm©nt cu profil servicii, prin 

introducerea conἪinuturilor specifice ´n curriculumul naἪional, ´n anul Ἠcolar 

2006-2007 (´n baza Ordinului 3172/2006) 

Obiectivul general al ´nvŁἪŁrii prin firma de exerciἪiu ´l reprezintŁ 

dezvoltarea spiritului antreprenorial, prin:  
V familiarizarea elevilor cu activitŁἪile specifice unei firme reale 

V simularea operaἪiunilor Ἠi proceselor economice specifice mediului real 

de afaceri 

V perfecἪionarea limbajului de afaceri 

V dezvoltarea de competenἪe Ἠi atitudini necesare unui ´ntreprinzŁtor 

dinamic: creativitate, g©ndire criticŁ, rezolvarea de probleme, luare de 

decizii, asumarea responsabilitŁἪii, lucrul ´n echipŁ, iniἪiativŁ, 

perseverenἪŁ, auto-organizare Ἠi auto-evaluare a resurselor individuale, 

flexibilitate. 

Obiectivele specifice ale aplicŁrii acetei metode de ´nvŁἪare se referŁ 

la: 
V dezvoltarea spiritului antreprenorial al elevilor din ´nvŁἪŁm©ntul 

profesional Ἠi tehnic 

V facilitarea trecerii absolvenἪilor´nvŁἪŁm©ntului profesional Ἠi tehnic de 

la ἨcoalŁ la viaἪa activŁ 

V dezvoltarea spiritului antreprenorial al adulἪilor prin programele de 

formare profesionalŁ continuŁ 

 

Implementarea conceptului de ñfirmŁ de exerciἪiuò ´Ἠi propune crearea 

tipului de ´ntreprinzŁtor dinamic, capabil sŁ dezvolte un nou proces de 

producἪie, sŁ aducŁ pe piaἪŁ un nou produs sau serviciu sau sŁ descopere o nouŁ 

cale de distribuἪie. 

 

Rezultatele preconizate ´n urma aplicŁrii acestei metode sunt: 

Pentru ELEVI:  

V creἨterea gradului de inserἪie pe piaἪa muncii a absolvenἪilor 

V reducerea perioadei de acomodare la locul de muncŁ 

V mai buna adaptabilitate la schimbarea locului de muncŁ 

V flexibilitate 

V asumarea iniἪiativei Ἠi a riscului. 
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V dezvoltarea spiritului antreprenorial prin realizarea de activitŁἪi 

specifice unei firme reale; 

V simularea operaἪiunilor Ἠi proceselor economice specifice mediului real 

de afaceri; 

V perfecἪionarea limbajului de afaceri; 

V facilitarea trecerii de la ἨcoalŁ la viaἪa activŁ; 

V dezvoltarea de competenἪe Ἠi atitudini necesare unui ´ntreprinzŁtor 

dinamic: creativitate, g©ndire criticŁ, rezolvarea de probleme, luare de 

decizii, asumarea responsabilitŁἪii, lucrul ´n echipŁ, iniἪiativŁ, 

perseverenἪŁ, auto-organizare Ἠi auto-evaluare a resurselor individuale, 

flexibilitate. 

 

Pentru PROFESORII COORDONATORI  : 

V realizarea de activitŁἪi practice cu elevii, cu rezultate concrete Ἠi 

mŁsurabile; 

V implementarea activitŁἪilor ´ntr-un cadru profesionist, performant, 

competitiv; 

V pregŁtirea realŁ a elevilor pentru piaἪa muncii; 

V creἨterea prestigiului unitŁἪii de ´nvŁἪŁm©nt ´n r©ndul viitorilor elevi Ἠi 

al pŁrinἪilor/tutorilor acestora; 

 

Structura Firmei de exerciἪiu 

Fiecare firmŁ de exerciἪiu este structuratŁ, ca Ἠi ´n activitatea practicŁ, pe 

departamente: departamentul resurse umane, secretariat, marketing, v©nzŁri, 

contabilitate Ἠ.a.m.d. Elevii lucreazŁ ´n cadrul departamentelor, desfŁἨur©nd 

activitŁἪile specifice acestora. Pe l©ngŁ posibilitatea contactelor, la nivel 

naἪional Ἠi internaἪional, un alt punct forte al firmei de exerciἪiu este simularea. 

Decizii greἨite, care ´n viaἪa realŁ a afacerilor pot duce la periclitarea propriei 

´ntreprinderi, nu au ´n firma de exerciἪiu nici o consecinἪŁ economicŁ realŁ. Ele 

sunt o parte importantŁ a experienἪei proprii a elevilor, un factor esenἪial al 

procesului de ´nvŁἪare. Este indicat chiar sŁ se exerseze aceste situaἪii de eἨec 

posibile ´n economia realŁ, elevii fiind astfel pregŁtiἪi pentru soluἪionarea / 

pre´nt©mpinarea lor. Firmele de exerciἪiu nu sunt ´ntreprinderi perfecte. 

Profesorului coordonator ´i este ´ncredinἪatŁ sarcina de a decide, ´n mare 

parte, ´n ce mŁsurŁ firma pe care o coordoneazŁ se aseamŁnŁ cu o firmŁ 

adevŁratŁ. 

 

Procesele simulate prin firma de exerciἪiu sunt similare celor din 

economia realŁ: 

¶ Procese de analizŁ; 

¶ Procese de planificare; 
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¶ Procese de organizare; 

¶ Procese de decizie; 

¶ Procese de execuἪie; 

¶ Procese de control. 

 

Firma de exerciἪiu ´n ´nvŁἪŁm©ntul profesional Ἠi tehnic, profilul servicii, 

reprezintŁ o componentŁ a curriculumului naἪional pentru profilul servicii Ἠi a 

curriculumului ´n dezvoltare localŁ pentru celelalte profiluri. La nivel 

extracurricular elevii participŁ la t©rguri interne Ἠi internaἪionale ale firmelor de 

exerciἪiu 

Int eracἪiunea Firmelor de exerciἪiu cu mediul extern 

Centrala ReἪelei Firmelor de ExerciἪiu (ROCT)  este un compartiment 

´n cadrul Centrului NaἪional de Dezvoltare a ĊnvŁἪŁm©ntului Profesional Ἠi 

Tehnic, ´nfiinἪatŁ prin OMECT nr 5109/25.08.2008. 

Scopul Centralei ROCT: autorizarea, coordonarea, consilierea firmelor 

de exerciἪiu din Rom©nia, dar Ἠi integrarea Ἠi reprezentarea acestora ´n reἪeaua 

naἪionalŁ Ἠi internaἪionalŁ a firmelor de exerciἪiu. 

Atribu Ἢii ROCT:  
Å coordoneazŁ activitatea reἪelei naἪionale a firmelor de exerciἪiu; 

Å simuleazŁ activitŁἪile desfŁἨurate de instituἪiile statului ´n vederea 

asigurŁrii serviciilor necesare funcἪionŁrii firmelor de exerciἪiu: 

- Registrul ComerἪului; 

- Inspectoratul Teritorial de MuncŁ; 

- Casa de Pensii; 

- Casa de AsigurŁri de SŁnŁtate Ἠi alte AsigurŁri Sociale; 

- AgenἪia pentru Ocuparea ForἪei de MuncŁ; 

- AdministraἪia FinanἪelor Publice; 

- Curtea de Arbitraj. 

Å ´ndeplineἨte rolul de bancŁ, facilit©nd circulaἪia corespunzŁtoare a 

plŁἪilor pentru activitŁἪi de decontare interne Ἠi internaἪionale; 

Å asigurŁ schimbul de informaἪii Ἠi comunicarea dintre firmele de exerciἪiu 

din reἪeaua naἪionalŁ Ἠi dintre firmele de exerciἪiu rom©neἨti Ἠi cele din reἪeaua 

internaἪionalŁ; 

Å sprijinŁ, organizeazŁ Ἠi monitorizeazŁ participarea firmelor de exerciἪiu 

la t©rguri, programe Ἠi proiecte de profil din ἪarŁ Ἠi din strŁinŁtate; 

Å organizeazŁ, desfŁἨoarŁ Ἠi monitorizeazŁ competiἪiile care se adreseazŁ 

firmelor de exerciἪiu (de exemplu, CompetiἪia Business Plan); 

Å verificŁ Ἠi certificŁ gradul de ´ndeplinire a standardelor de calitate de 

cŁtre firmele de exerciἪiu (Evaluarea ĂMarca de Calitateò); 

Å organizeazŁ activitŁἪi Ἠi programe ´n scopul formarii continue a cadrelor 

didactice privind metoda de ´nvŁἪare Ăfirma de exerciἪiuò; 
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Å participŁ la manifestŁri Ἠi proiecte internaἪionale legate de activitatea 

firmelor de exerciἪiu. 

 

Ċn concluzie avantajele firmei de exerciἪiu sunt deopotrivŁ: 

Pentru elevi 

¶ pregatirea viitorilor ´ntreprinzŁtori 

¶ pregatirea viitorilor colaboratori ´ntr-o firmŁ 

¶ crearea premiselor pentru integrarea pe piaἪa muncii 

Pentru agentii economici 

¶ angajaἪi instruiἪi conform cerinἪelor 

¶ actualizarea din mers a formŁrii profesionale 

Pentru ἨcoalŁ 

¶ contactul cu mediul extern, baza pentru alte parteneriate 

¶ cresterea calitŁἪii profesionalizŁrii elevilor 

¶ provocarea pentru profesori 

Pentru economie 

¶ reducere riscurile ´ntreprinzŁtorilor 

¶ premise pentru adaptarea rapidŁ la economia schimbŁrile de ordin 

tehnologic Ἠi social 
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FIRMA DE EXERCI¤IU-LABORATOR TEHNOLOGIC  

DIN ARIA CURRICULAR( TEHNOLOGII 
 

 
Monica Popescu1 

 

 
Abstract 

Firma de exerciǚƛǳ ǊŜǇǊŜȊƛƴǘŇ ƻ ƳŜǘƻŘŇ ƛƴƻǾŀǘƛǾŇ Ǔƛ ƛƴǘŜǊŀŎǘƛǾŇ de predare-ƞƴǾŇǚare 
pentru dezvoltarea spiritului antreprenorial, o concepǚƛŜ ƳƻŘŜǊƴŇ ŘŜ ƛƴǘŜƎǊŀǊŜ Ǔi 
ŀǇƭƛŎŀǊŜ ƛƴǘŜǊŘƛǎŎƛǇƭƛƴŀǊŇ ŀ ŎǳƴƻǓtinǚelor, o abordare a procesului de predare-ƞƴǾŇǚare 
ŎŀǊŜ ŀǎƛƎǳǊŇ ŎƻƴŘƛǚii pentru probarea Ǔƛ ŀǇǊƻŦǳƴŘŀǊŜŀ ǇǊŀŎǘƛŎŇ ŀ competenǚelor 
ŘƻōŃƴŘƛǘŜ ŘŜ ŜƭŜǾƛ ƞƴ ǇǊŜƎŇǘƛǊŜŀ ǇǊƻŦŜǎƛƻƴŀƭŇΦ LƴǘǊƻŘǳŎŜǊŜŀ ƳŜǘƻŘŜƛ ŘŜ ƞƴǾŇǚare prin 
firma de exerciǚƛǳΣ ƞƴ ƞƴǾŇǚŇƳŃƴǘǳƭ ǇǊƻŦŜǎƛƻƴŀƭ Ǔƛ ǘŜƘƴƛŎ Řƛƴ wƻƳŃƴƛŀ ǎ-a realizat, 
ƞƴŎŜǇŃƴŘ Ŏǳ ŀƴǳƭ нллмΣ ǇǊƛƴǘǊ-un proiect iniǚƛŀǘ ƞƴ ŎŀŘǊǳƭ tŀŎǘǳƭǳƛ ŘŜ {ǘabilitate pentru 
Europa de Sud-Est Ǔƛ ŘŜǎŦŇǓurat de Centrul Naǚƛƻƴŀƭ ŘŜ 5ŜȊǾƻƭǘŀǊŜ ŀ OƴǾŇǚŇƳŃƴǘǳƭǳƛ 
Profesional Ǔƛ ¢ŜƘƴƛŎ ό/b5Lt¢ύ Řƛƴ wƻƳŃƴƛŀ ƞƴ ŎƻƭŀōƻǊŀǊŜ Ŏǳ aƛƴƛǎǘŜǊǳƭ 9ŘǳŎŀǚiei Ǔi 
Culturii Ǔi Kulturkontakt din Austria ς proiectul ECO NET. 

 
Cuvinte cheie 

ŦƛǊƳŀ ŘŜ ŜȄŜǊŎƛǘƛǳΣ ǇǊƻŎŜǎ ŘŜ ƞƴǾŇǚŇƳŃƴǘΣ ŎƻƳǇŜǘŜƴǘŜΣ 

 

I. Contextualizare. 

 

1.1. Specificul unitŁἪii de ´nvŁἪŁm©nt: 

Liceul ñMATEI BASARABò din Craiova, este un liceu cu tradiἪie ´n 

´nvŁἪŁm©ntul economic doljan, an de an form©nd specialiἨti ´n domeniul 

economic, administrative, al turismului, comerἪului; un liceu care promoveazŁ 

modernizarea procesului de ´nvŁἪŁm©nt prin adaptarea continuŁ la schimbŁri, la 

cerinἪele Ἠi nevoile socio ï economice, culturale locale. Activitatea ´n firma de 

exerciἪiu este inclusŁ ´n curriculumul naἪional la liceul tehnologic, profil 

SERVICII, ´ncep©nd cu anul Ἠcolar 2006-2007. 

 

1.2. Colectivul de elevi: 

Elevii claselor a XI-a desfŁἨoarŁ practica sub forma laboratorului 

tehnologic - firma de exerciἪiu. ActivitŁἪile se desfŁἨoarŁ pe grupe de elevi c©t 

Ἠi cu ´ntreaga clasa. 

                                                           
1 Prof. Liceul òMatei Basarabò Craiova, Dolj 
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1.3 Prezentarea disciplinei ´n contextul ariei curriculare Tehnologii: 

Firma de exerciἪiu este o metodŁ didacticŁ modernŁ inovativŁ Ἠi 

interactivŁ de succes ´n Rom©nia, care are drept scop dezvoltarea spiritului 

antrepreorial al elevilor prin simularea proceselor dintr-o firmŁ realŁ. Instruit 

´ntr-un cadru atractiv, creativ Ἠi interactiv, elevul va participa voluntar Ἠi 

motivat la propria formare, dob©ndind competenἪe esenἪiale ce ´i vor uἨura 

inserἪia pe piaἪa muncii. ĊnἪelegerea Ἠi aplicarea ´n mod optim a conceptului 

ĂfirmŁ de exerciἪiuò ´i va putea oferi elevului o ´nvŁἪare activŁ, bazatŁ pe 

practicŁ, facilit©ndu-i acestuia trecerea de la ἨcoalŁ la viaἪa activŁ. 

 

a) Caracteristicile firmei de exerciἪiu:  

¶ activitatea firmelor de exerciἪiu se desfŁsoarŁ ´ntr-un laborator dotat 

corespunzŁtor pentru pregŁtirea teoreticŁ Ἠi practicŁ economicŁ; 

¶ Ἤi desfŁἨoarŁ activitatea ca o firmŁ realŁ, dar cu bani Ἠi mŁrfuri 

virtuale, ´n conformitate cu practica Ἠi legile specifice economiei 

naἪionale; 

¶ formeazŁ competenἪe necesare la locul de muncŁ, sub conducerea 

metodologicŁ a profesorului; 

¶ oferŁ agentilor economici posibilitatea de a implica ´n procesul de 
´nvŁἪare; 

¶ deciziile greἨite, care ´n realitate ar crea probleme serioase, nu au astfel 

de urmŁri ´n cazul unei firme de exerciἪiu, dar oferŁ situaἪii de ´nvŁἪare; 

 

Locul de desfŁἨurare a activitŁἪii firmei de exerciἪiu este un cabinet dotat 

cu mobilier corespunzŁtor, cu echipamente necesare ´nvŁἪŁrii, pentru efectuarea 

de operaἪii economice Ἠi comerciale care sŁ simuleze activitatea unei firme din 

sfera economicŁ realŁ. 

Scopul firmei de exerciἪiu este ca elevii sŁ dob©ndeascŁ competenἪe cheie 

aptitudini Ἠi anumite atitudini, care sŁ le permitŁ sŁ se integreze cu succes pe 

piaἪa muncii Ἠi/sau sŁ urmeze o facultate cu un anumit profil 

 

b) Valori Ἠi atitudini dezvoltate: 

¶ abilitŁἪi antreprenoriale 

¶ deprinderi de lucru ´n echipŁ 

¶ capacitate de conducere 

¶ autonomie de lucru 

¶ luarea de decizii Ἠi asumarea rŁspunderii 

¶ culegerea Ἠi prelucrarea independentŁ a informaἪiilor  

¶ g©ndirea creativŁ 

¶ aplicarea ´n practicŁ a cunoἨtinἪelor teoretice 
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¶ rezolvare de situaἪii problemŁ 

¶ perseverenἪŁ 

¶ organizarea locului de muncŁ 

 

c) ConἪinuturi  

1. Ideea de afacere (analiza mediului extern) 

Un punct forte al exersŁrii competenἪelor ´n firma de exerciἪiu este 

reprezentat de politica Ἠi strategia de marketing ´n vederea asigurŁrii viabilitŁἪii 

ideii de afaceri. Ċn acest sens se urmŁresc aspecte esenἪiale precum: 

¶ satisfacerea unei nevoi; 

¶ integrarea pe piaἪŁ; 

¶ produse/servicii de calitate; 

¶ preἪuri atractive; 

¶ clienἪi mulἪumiἪi. 

 

2. Alegerea formei juridice 

Firma de exerciἪiu este o firmŁ virtualŁ, care are un obiect de activitate 

stabilit pe baza unui studiu de piaἪŁ ´ncadrat conform clasificŁrii activitŁἪilor din 

economia naἪionalŁ (codurile CAEN armonizate cu NACE- Nomenclatorul 

ActivitŁἪilor din Comunitatea EuropeanŁ). 

Forma juridicŁ influenἪeazŁ organizarea firmei, respectiv: 

¶ numŁrul de persoane asociate; 

¶ capitalul social; 

¶ aporturile la capital; 

¶ procedura Organizarea structurala a firmei 

 

3. Procedura de ´nfiinἪare la ROCT Ἠi documentele de ´nfiinἪare 

ĊnfiinἪarea unei societŁἪi comerciale parcurge etapele prevŁzute de 

legislaἪia ´n vigoare. Respectarea acestora Ἠi corectitudinea documentaἪiei 

´ntocmite are ca obiective autorizarea constituirii Ἠi funcἪionŁrii unei societŁἪi 

comerciale. Ċn faza de ´nfiinἪare a firmei de exerciἪiu elevii se familiarizeazŁ cu 

terminologia de specialitate, etapele corespunzŁtoare, termenele de predare Ἠi 

documentaἪia aferentŁ. AngajaἪii din firma de exerciἪiu aplicŁ conἪinuturile 

teoretice pe un model funcἪional ï firma de exerciἪiu. 

 

4. Ciclul de viaἪŁ al unei firme de exerciἪiu 

Ċntr-o economie de piaἪŁ apar Ἠi dispar un numŁr foarte mare de societŁἪi. 

Crearea de noi afaceri este un fenomen Ănaturalò al oricŁrei economii sŁnŁtoase 

´n care existŁ libertatea iniἪiativei economice private; este un proces normal 
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determinat de ciclul de viaἪŁ al firmei, de condiἪiile mediului economic, social, 

geografic Ἠi politic. 

AcelaἨi lucru se ´nt©mplŁ Ἠi pe piaἪa virtualŁ a firmelor de exerciἪiu. 

Acestea parcurg, ´n existenἪa lor, un ciclu format din patru etape: 

1. ´nfiinἪare (lansare); 

2. dezvoltare(creἨtere); 

3. maturitate; 

4. declin. 

5. ActivitŁἪi specifice diferitelor compartimente 

ῐ commercial 

ῐ marketing 

ῐ financiar-contabil 

ῐ resurse umane 

ῐ secretariat ï informatics 

 

II. Proiectarea scenariului didactic 

2.1. Planificare calendaristicŁ anualŁ: Orele de laborator tehnologic de la 

urmŁtoarele module: Marketingul afacerii (1 orŁ), Planificarea operaἪionalŁ (1 

orŁ), Organizarea resurselor umane (1 orŁ), se desfŁἨoarŁ pe baza modelului de 

proiectare Ăfirma de exerciἪiu ò. Aceste ore de laborator se recomandŁ a fi 

organizate ´n orarul Ἠcolii ´n aceeaἨi zi, grupate ´n calup de 3 ore/zi pentru a 

asigura eficienἪa activitŁἪii ´n firma de exerciἪiu. 

Pentru asigurarea premiselor integrŁrii profesionale a absolvenἪilor pe 

piaἪa muncii, c©t Ἠi pentru formarea profesionalŁ continuŁ, este nevoie de 

flexibilitate Ἠi adaptare la tipurile de competenἪe identificate ca fiind necesare ´n 

prezent Ἠi mai ales ´n viitor pe o piaἪa a muncii aflatŁ ´n continuŁ schimbare Ἠi 

adaptare la cerinἪele impuse de dezvoltarea economicŁ. 

CompetenἪele generale care pot fi dezvoltate prin activitatea ´n cadrul 

firmei de exerciἪiu, alŁturi de competenἪele tehnice specializate specifice 

modulelor de pregŁtire, dau posibilitatea elevilor ca la finalul unei secvenἪe de 

pregŁtire practicŁ realizatŁ cu profesorul de specialitate sŁ: 

¶ organizeze Ἠi sŁ conducŁ activitŁἪi ´n cadrul companiilor din domeniul 

serviciilor; 

¶ fundamenteze strategii. 

¶ elaboreze oferta de produse Ἠi servicii a companiei; 

¶ ἪinŁ evidenἪa contabilŁ a companiei; 

¶ efectueze analiza eficienἪei economico-financiare a companiei 

 

2.3. CompetenἪe generale vizate: 

CompetenἪa generala vizata prin firma de exerciἪiu o reprezintŁ 

dezvoltarea spiritului antreprenorial, prin: 
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¶ familiarizarea elevilor cu activitŁἪile specifice unei firme reale 

¶ simularea operaἪiunilor Ἠi proceselor economice specifice mediului real 

de afaceri 

¶ perfecἪionarea limbajului de afaceri 

¶ dezvoltarea atitudini necesare unui ´ntreprinzŁtor dinamic: creativitate, 
g©ndire criticŁ, rezolvarea de probleme, luare de decizii, asumarea 

responsabilitŁἪii, lucrul ´n echipŁ, iniἪiativŁ, perseverenἪŁ, auto-

organizare Ἠi auto-evaluare a resurselor individuale, flexibilitate.. 
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Abstract 

²ƛǘƘ ǘƘŜ ƛƴŎǊŜŀǎƛƴƎ ƎƭƻōŀƭƛȊŀǘƛƻƴ ƻŦ ƳŀǊƪŜǘǎΣ ŦƻǊ Ƴŀƴȅ ŎƻƳǇŀƴƛŜǎΩ ƳŀǊƪŜǘ 
opportunities seems to end. This causes 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 and global 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 and develop 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 behavior Romanian Internet and 
determine the implications resulting from the use or non-use online marketing. 

 
Keywords 

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%, the Internet 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 company. Experience has shown the 

                                                           
1 Lecturer PhD, Dimitrie Cantemir Christian University, Faculty of Marketing 
2 Lecturer PhD, Dimitrie Cantemir Christian University, Faculty of Marketing 
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need for a company that acts proactively market 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, ARPANET was divided 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 estimated 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). (Pallab Paul, 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 connect more. 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 single firm; connected wirelessly to a so-

called hotspot or Active Point, using techniques WLAN or Wi-Fi; in 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 access the information 

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 to use 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 communication itôs the base of the internet. The Internet 

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 can share 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 marketing, 

Internet marketing communication, marketing communication in the online 

environment. Ever since there were many theoristôs fascinated by these 

concepts. 

Although there is still no universally accepted definition of online 

marketing, emarketing and Internet 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 or services on 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 popularity 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 services that people use 

to communicate with each other or to find and retrieve information worldwide. 

Among these are the following services: e-mail, mailing lists, newsgroups, web 

pages, cybermall (Fred Palumbo, Paul Herbig, 1998) 

The Internet is mainly used for distributing 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 can be used to advertise 

online, chat, video and video on demand, telephony and telephony image by 

Internet, television, e-commerce, soundings of opinion environment for the 

diffusion of news, environment for all types of graphics and music, opening a 

remote working session, discussion groups on predetermined themes, 

interactive games network, banking services, etc. To use all these web 

applications generally need only one program called multi-functional browser. 

Examples of browsers: MS Internet Explorer, Mozilla Firefox (derived from 

Netscape Navigator), Opera, Apple Safari etc. 
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Online marketing has certain particularities in terms of integrating new 

communication medium in the mix of marketing, which are leading to new 

concepts such as viral marketing (imitating 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 materials, development 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, 2008, p. 42). 

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 different types 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, governments, individuals 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 channel 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 underlies decision 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 research 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 Internet 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 Internet use 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 durable products. 

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 

respondents 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 considered. Thus, 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 

classification 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 collection 

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 purpose, a 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 require a laborious 

decision-making process. 

Research was conducted online and questionnaire distribution was done 

by email. 

The sample size is the number of items that are under investigation and is 

determined using the following formula (CŁtoiu Iacob et all, 2002 p.124): n = t 

x p x (1-p) / Where: 

¶ n is the sample size 
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¶ t is the coefficient corresponding probability guarantee the outcome, 

¶ p is the proportion of sample components that have researched feature 

¶ ACG is acceptable error limit. 

In this case, because a probability of 95% guarantee of the result 

corresponds to a coefficient of 1.96, the acceptable limit error is Ñ 2%, and the 

proportion of components in the 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 was carried 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 interpretation. Once 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 

regard 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 objective, in terms of Internet use 

by Romanians, most of them began to use the Internet between 2000-2004. In 

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. People who are addicted to the Internet and access 

it at least daily, trust in e-commerce, 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 hypothesis 1. 

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 music, movies, 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 from your 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 access the internet 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 short-term decision not to integrate online marketing as 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 condition is 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 fascinating and 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 indeed 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 
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Abstract 

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 communication 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 of attracting attention and 
channel messaging promotional in nature. 
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Introduction  

Event communication is done through a series of promotional techniques 

that are similar through the fact that 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 occasions, the most commonly are: 

inaugurations, anniversaries business, calendar holidays, fairs, exhibitions and 

specialized salons, sporting events or cultural, socio-political 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 or to 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 of the 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: 

¶ identify the target audience (whom you address?) 

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

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

communicating the message?) 

¶ indication of expected results; 

¶ anticipating the risks involved, their importance and determining what 

measures should be taken to minimize these risks. 

The importance 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: 

I. Design Event 

II. Preparing the operation and invitations 

III. Execution: running the event 

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

 

I.  Designing a communication event 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, looking for 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 optimal event. 

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

efficiency these. 

 

II.  Once designed event organizers can start preparing the operation. 

The priority of this stage is: 

1. Setting up a detailed program together with the calendar 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. 

 

III.  Ensuring the event is running smoothly is no longer a problem, 

since it was rigorously designed 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 / institutions, which, 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 persons which werenôt 

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 participants (or at 

least some of them) some goods with symbolic, to remind them, pleasantly, 

events in which attended. Here are some examples: 

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

letter of thanks for participation; 

o a montage of articles in the press about the event; 

o a gift consisting of an object is related to the theme of the event, 

accompanied by a letter of thanks; 

o a videotape containing footage shot during the event, etc. This sends 

reminder of the message sent during the event, his best 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 communicative one. 
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General fairs and exhibitions are in turn three ways: 

o events whose subject includes both goods intended for productive and 

consumer goods, visited both the general public and businessmen and 

professionals; 

o events organized for a wide range of real productive 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, known as the specialized salons, they 

are the meeting point of the organizations, 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 targeting the 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 advantages. 

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 

visitorôs comments and 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 must take 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: 

ǅ First, 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 contact. This 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 of potential buyers, to see which 

products are in line with market requirements. 

ǅ Second, 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. 

ǅ When attending a fair or an exhibition, an organization is able to observe 

competitors. 
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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 new product, 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); 

o a participant in such an event has the opportunity, in addition to 

showcasing, to act in order to promote the image of the organization; 

o 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 new markets in geographical areas where 

the company has not been present so far; 

o the possibility of engaging in promotional prices throughout the event; 

o most often, organizations have achieved positive results from previous 

participations decide whether to exhibit again (this assumes, of course, 

an analysis of participation over several years); 

o 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 implications for 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 a number 

of requirements: 

Á If the organization wants to promote its products on a foreign market, 

the key criteria should be the sales potential in that market; 

Á It is very important if the products will meet the market requirements 

in every respect: quality, price, 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; 

Á Another important requirement is 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; 

Á For any organization 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, etc.). Secondly, 
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organizations must have enough money to exploit market and after the 

event; 

Á 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, resulting 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 

marketing 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 make 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 and information 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 quality offered by 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, possibility 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 requirements. Also, itôs absolutely 

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. 

 

III. 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 following steps: 

Á Establishing project goals. 

Á The definition of the target audience. 
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Á Budgeting. 

Á Programming training activities participation. 

Á Inform the organization's staff, suppliers and customers about their 

intention to participate. 

Á Complementary code design approaches. 

Á The design of the stand. 

Á Training the staff who will be present at the stand. 

Á Establish procedures for evaluating the results of participation. 

 

Sponsorship and patronage 

All experts are believing that sponsorship and patronage are involving a 

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 that the 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 valorization 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, separation 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. 

Sponsorship 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 socio-cultural and sports activities in return for a 

counter-benefits determined in advance. Counter-performance should promote 

directly or indirectly the sponsor's marketing objectives. It should be noted that 

typically sponsorship actions are accompanied by a number of other techniques 

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: 

Å If 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 the enterprise's products (appropriate materials producerôs sports 

sponsoring sporting teams or athletes) or highlighting technological superiority 

and technical performance achieved by the company (when support is reflected 

in a logistical support, technology or know-how). Sponsorship of the firms that 

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

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

products in a real situation. 

Å If between the activity of the enterprise and event it isnôt a direct 

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

following objectives: 

o enhance knowledge 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); 

o strengthening brand image, ensuring consistency between the 

transmitted image through advertising and certain characteristics of 

symbolic value, the field in which it intervenes through sponsorship 

(support of this kind is called sponsorship image); 

o increasing enterprise's reputation to 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 sponsor Areas of 

sponsorship 
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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 consider that 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 patron ï provides support, material or financial, to carry out 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 following 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 various 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 intervention, it seems patronage enjoys an area as large 

as sponsorship. Although a traditional view patronage was considered 

synonymous with supporting culture - while any support for sport was awarded 

exclusive sponsorship at present most scholars have abandoned this approach. 

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 

socio-cultural trends of world civilization 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 and its products potential consumers: to communicate important 

attributes of products, to facilitate their sale and thus to contribute to 

maximizing long-term effort. 
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Communication event can also work to create a favorable image by 

attracting publics sympathy to the brand or to the organization. This time, the 

technique could offer advantages in relation to advertising. 

 
Bibliography  

1. Balaure, Virgil, coord. Tehnici promoἪionale: probleme, analize, studii de caz, BucureἨti: 

Uranus, 1999 

2. Cruceru, Anca. Strategii de comunicare promoἪionalŁ. BucureἨti: Editura ASE, 2005, 

3. http://www.biblioteca.ase.ro/servicii/referinte/virtuale.php 

http://www.biblioteca.ase.ro/resurse/resurse_electronice/teza_capitole 



 

ANALELE FACULTŀŝII DE MARKETING ¼ ANNALS OF FACULTY OF MARKETING 33 

 

ARGUMENTAREA ÎN BUSINESS - PLAN - ESEU 
 

 
Badea Eufrusina 1 

 

 

1. Comunicarea in afaceri 

ReuἨitele marilor afaceri se reduc la mai mult dec©t un plan de marketing 

pe o foaie de hartie, ´n special dacŁ la baza afacerii sta un colectiv de oameni, 

angajati pentru acelasi scop. Lipsa comunicarii este un deficit care trebuie 

corectat. Ċn lipsa ei, nu exista feedback-ul ideilor de dezvoltare. Solutiile exista: 

discutiile intre angajati si angajatori, programe de teambuilding, Ἠi nu numai. 

Importanta este ideea de a comunica ,de a transmite mesajul tŁu celor din 

jur ´ntr-un mod clar, nu ambiguu. De asemenea, termenul de comunicare se 

refera la mijlocul prin care reusesti sa primesti informatia care iti este transmisa, 

c©t mai puἪin distorsionatŁ. 

Actul comunicarii implica ambele parἪi, at©t pe cel care trimite mesajul, 

c©t Ἠi pe cel care ´l primeste. E posibil ca de multe ori mesajul sŁ fie primit cu 

erori , dacŁ nu chiar ´nteles cu totul greἨit de cŁtre receptor. Iar cŁnd acest lucru 

se ´ntampla, existŁ riscul sŁ aparŁ grave confuzii, timp pierdut sau afaceri 

pierdute. 

Ċn concluzie, comunicarea este un success atunci c©nd atat receptorul, c©t 

si emitatorul ´nteleg ´n acelaἪi mod cantitatea de informaἪie, ca rezultat al 

comunicarii. Primul pas ´n calea comunicarii corecte, este sa iἪi pui in ordine 

ideile si gandurile. De multe, datorita 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. AnaliἪtii au subliniat faptul cŁ ´n 

companiile care deἪin mai mult de 50.000 de angajati, talentul de a comunica 

este prima calitate cautata atunci cand vine vorba de angajarea unei 

persoane. Studiul, condus de Universitatea din Pittsburg - Business 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 printr-un mesaj, transmis de un emiἪŁtor, care 

tranziteaza un anumit canal. Mesajul ajunge sŁ fie decodificat Ἠi primit de cŁtre 

receptor. Emitatorul trebuie sŁ ai aibŁ foarte clar ´n minte mesajul pe care 
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doreἨte sŁ ´l transmita si ceea ce vrea sa rezulte in urma transmiterii mesajului. 

Canalul prin care este trimis mesajul poate fi o scrisoare, un email, un apel 

telefonic, o intalnire fata - in - fata cu receptorul, dar nu numai. 

Ceea ce este foarte important de retinut este ca receptorul nu se incadreaza 

intr-o tipologie anume permanent. El 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 sŁ redactezi un plan de comunicare 
Orice plan de comunicare trebuie sŁ punŁ ´ntrebarea fundamentala `Cu ce 

scop a fost infiintata aceasta organizatie?`, `Care sunt scopurile pe care le 

urmareste?`, `Care sunt obiectivele cheie?`. 
 

Aceste intrebari reprezinta 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 necesare cercetari de teren - de 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 doreἨti sŁ ajungi? (obiectivul tau) Cum iti doresti sa fie cotata 

organizatia ta peste un anumit interval de timp - spre 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 capacitatea 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 

circumscriptia ta sau editorului ziarului local, parintilor cu copii sub cinci ani, sau 

celor preocupati de soarta persoanelor in varsta. `Publicul larg` sau `toata lumea` 

sunt expresii prea vagi. Cu cat publicul tinta va fi specific at mai precis cu atat vei 

avea mai mult succes. A-ti 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-o alta retea? Considera ca ziarul local nu e bun de nimic? 

Toate acestea te vor ajuta sa-ti aplici strategia. 

 

Ce mesaj doreἨti sŁ transmiἪi? (mesajul cheie) ĊncearcŁ sa fii cat mai 

clar in privinta mesajului pe care doresti sa-l transmiti. 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 ar 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 cuvinte un mesaj cheie - 

acesta poate fi incorporat in designul materialelor promotionale. 

 

Ce metode vei folosi? Cum iti poti impresiona cel mai bine publicul tinta 

cu mesajul tau? Acest lucru depinde de informatiile pe care le ai despre 

respectivul public. Gandeste dincolo de relatia cu media. Daca discursul este cel 

mai potrivit atunci foloseste-l: conferinte, intalniri, vizite - toate pot face parte 

dintr-un plan de PR. Ce zici de expuneri in vitrinele magazinelor, posta directa 

sau expozitii? Metodele tale trebuie 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 tinta citesc acel ziar - saptamanalul local s-ar 

putea sa-ti fie de mai mare folos. 

 

Strategii 
Cu alte cuvinte planul tau de actiune. Iti doresti un val puternic de 

publicitate sau unul mai domol? Stabileste-ti obiectivele si un orar revistele, 

chiar cele locale, iti pot tipari articolul chiar peste trei luni de la momentul cand 

l-au solicitat. De exemplu, daca strategia ta presupune participarea la cat mai 

multe intalniri, atunci propune-ti sa participi la X intalniri pe parcursul 

urmatoarelor sase luni. Fiecare metoda sau mijloc de comunicare ales va avea 

propriile limite de timp. Daca nu iti stabilesti niste scopuri concrete este posibil 

sa-ti uiti bunele intentii! 

 

Buget 
Cat te vor costa toate astea? Intr-o lume ideala bugetul tau ar acoperii toate 

costurile necesare implementarii strategiei tale. In realitate trebuie sa-ti limitezi 

optiunile. Nu vei putea sa aplici tot ce ti-ai propus asa ca indreapta-ti resursele 

spre metodele pe care le consideri cele mai eficiente - chiar 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 s-ar putea sa ai timp pentru a 

strange niste bani in plus. Creditorii ofera mai usor fonduri pentru o actiune 

precisa daca face parte dintr-o 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? Rezerva-ti mereu 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 bun care iti da posibilitatea sa-ti schimbi strategia . 
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COMUNICAREA ÎN AFACERI-ESEU 
 

 
Platon Olimpia 1 

 

 
Abstract 

Comunicarea este esenǚƛŀƭŇ ƞƴ ƻǊƛŎŜ ŘƻƳŜƴƛǳ ŀƭ ŜȄƛǎǘŜƴǚei umane. ¡ƛ ƞƴ ŘƻƳŜƴƛǳƭ 
ŀŦŀŎŜǊƛƭƻǊ ƛƳǇƻǊǘŀƴǘŇ ŜǎǘŜ ƛŘŜŜŀ ŘŜ ŀ ŎƻƳǳƴƛŎŀΣ ŘŜ ŀ ǘǊŀƴǎƳƛǘŜ ƳŜǎŀƧǳƭ ǘŇǳ ŎŜƭƻǊ Řƛƴ ƧǳǊ 
ƞƴǘǊ-ǳƴ ƳƻŘ ŎƭŀǊΣ ƭƛǇǎƛǘ ŘŜ ŀƳōƛƎǳƛǘŀǘŜΦ ¢ŜǊƳŜƴǳƭ ŘŜ ŎƻƳǳƴƛŎŀǊŜ ǎŜ ǊŜŦŜǊŇ ƭŀ ƳƛƧƭƻŎǳƭ 
prin care reuǓeǓǘƛ ǎŇ primeǓti informaǚƛŀ ŎŀǊŜ ƞǚƛ ŜǎǘŜ ǘǊŀƴǎƳƛǎŇΣ ŎŃǘ Ƴŀƛ Ǉǳǚin 
ŘƛǎǘƻǊǎƛƻƴŀǘŇΦ ReuǓƛǘŀ ƞƴ ŀŦŀŎŜǊƛ ƞƴǎŜŀƳƴŇ Ƴŀƛ Ƴǳƭǘ ŘŜŎŃǘ ǳƴ Ǉƭŀƴ ŘŜ ƳŀǊƪŜǘƛƴƎΣ ƞƴ 
ǎǇŜŎƛŀƭ ŘŀŎŇ ƭŀ ōŀȊŀ ŀŦŀŎŜǊƛƛ ǎǘŇ ǳƴ ŎƻƭŜŎǘƛǾ ŘŜ ƻŀƳŜƴƛ ŀƴƎŀƧŀǚi pentru acelaǓi scop. 
[ƛǇǎŀ ŎƻƳǳƴƛŎŇǊƛƛ ŜǎǘŜ ǳƴ ŀǎǇŜŎǘ ŎŀǊŜ ǘǊŜōǳƛŜ ƞƴƭŀǘǳǊŀǘΦ Lƴ ƭƛǇǎŀ ŜƛΣ ƴǳ ŜȄƛǎǘŇ ŦŜŜŘōŀŎƪ-ul 
ideilor de dezvoltare. SoluǚƛƛƭŜ ŜȄƛǎǘŇΥ ŘƛǎŎǳǚƛƛƭŜ ƞƴǘǊŜ ŀƴƎŀƧŀǚi Ǔi angajatori, programe de 
team building Ǔi nu numai. 

 

Actul comunicŁrii implicŁ ambele pŁrἪi, at©t pe cel care trimite mesajul, 

c©t Ἠi pe cel care ´l primeἨte. E posibil ca de multe ori mesajul sŁ fie primit cu 

erori , dacŁ nu chiar ´nἪeles cu totul greἨit de cŁtre receptor. Iar c©nd acest lucru 

se ´nt©mplŁ, existŁ riscul sŁ aparŁ grave confuzii, timp pierdut sau afaceri 

pierdute. 

Primul pas ´n calea comunicŁrii corecte, este sŁ ´Ἢi pui ´n ordine ideile Ἠi 

g©ndurile. De multe ori, din cauza emoἪiilor, ajungi sŁ comunici idei care nu 

reprezintŁ ceea ce tu crezi cu adevŁrat, ceea ce poate crea confuzie, at©t pentru 

tine, c©t Ἠi pentru interlocutor. 

AnaliἨtii au subliniat faptul cŁ ´n companiile care deἪin mai mult de 50.000 

de angajaἪi, talentul de a comunica este prima calitate cautatŁ atunci cŁnd 

vine vorba de angajarea unei persoane. Studiul, condus de Universitatea din 

Pittsburg - Business School, a relevat faptul cŁ talentul comunicŁrii, la care se 

adaugŁ prima impresie la interviu Ἠi prezentarea oralŁ a viitorului angajat, sunt 

definitorii pentru includerea lui ´ntre angajaἪii din firmŁ. 

Orice plan de comunicare trebuie sŁ raspundŁ la ´ntrebŁri fundamentale de 

tipul Cu ce scop a fost ´nfiinἪatŁ aceastŁ organizaἪie? Care sunt scopurile pe 

care le urmŁreἨte? Care sunt obiectivele-cheie? Aceste ´ntrebŁri reprezintŁ 

baza pentru elaborarea planului de afaceri. 

Intre timp, va trebui sŁ te ´ntrebi c©t de bine cunoaἨte publicul activitatea 

companiei Ἠi care este opinia sa cu privire la aceasta. Pentru a dob©ndi un punct 

de vedere obiectiv asupra problemei, vor fi necesare cercetŁri de teren - de 
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multe ori sunt suficiente chestionare rapide sau telefoane aplicate unui eἨantion 

reprezentativ de subiecἪi. Astfel poἪi afla cum este cotatŁ compania ´n viziunea 

oamenilor. 

 

Unde doreἨti sŁ ajungi? (obiectivul tŁu) 

Cum ´Ἢi doreἨti sŁ fie cotatŁ organizaἪia ta peste un anumit interval de timp 

- spre exemplu un an, trei ani sau poate la sf©rἨitul unei campanii? DoreἨti sŁ te 

faci cunoscut c©t mai multor oameni Ἠi dacŁ da, de ce? Ai capacitatea sŁ te 

ocupi de efective mai mari de clientἨi, consumatori sau vizitatori? 

 

Cui te adresezi? (publicul ἪintŁ) 

CŁror sectoare ale comunitŁἪii te adresezi? De exemplu, te poἪi adresa 

liderilor de opinie locali, cum ar fi parlamentarului din circumscripἪia ta sau 

editorului ziarului local, pŁrinἪilor cu copii sub cinci ani sau celor preocupaἪi de 

soarta persoanelor ´n v©rstŁ. `Publicul larg` sau `toatŁ lumea` sunt expresii prea 

vagi. Cu c©t publicul ἪintŁ va fi specificat mai pr®cis, cu at©t vei avea mai mult 

succes. A-Ἢi alege publicul nu ´nseamnŁ sŁ excluzi pe toatŁ lumea, ci doar sŁ 

cunoἨti mai bine un grup restr©ns de persoane. 

AflŁ din ce surse se informeazŁ publicul tŁu ἪintἪ. Ce ziare citesc cei 

vizaἪi? AscultŁ postul de radio local? Fac parte dintr-o altŁ reἪea? ConsiderŁ cŁ 

ziarul local nu e bun de nimic? Toate acestea te vor ajuta sŁ-Ἢi aplici strategia. 

 

Ce mesaj doreἨti sŁ transmiἪi? (mesajul- cheie) 

IncearcŁ sŁ fii c©t mai clar ´n privinἪa mesajului pe care doreἨti sŁ-l 

transmἪi. Mesajele cheie sunt de obicei simple Ἠi rareori implicŁ declaraἪii cu 

privire la politicile companiei. Ar trebui sŁ te ´ntrebi ce motive ar avea publicul 

ἪintŁ sŁ apeleze la serviciile voastre. RŁspunsul `pentru ca suntem buni` nu este 

suficient. De ce suntem buni ? `Suntem demni de ´ncredere` sau `Ἠtim despre ce 

vorbim` sunt ambele mesaje- cheie. Nu este mereu necesar sŁ comunici ´n 

cuvinte un mesaj- cheie - acesta poate fi incorporat ´n designul materialelor 

promoἪionale. 

 

Ce metode vei folosi? 

Cum ´Ἢi poἪi impresiona cel mai bine publicul ἪintŁ cu mesajul tŁu? Acest 

lucru depinde de informἪtiile pe care le ai despre respectivul public. G©ndeἨte 

dincolo de relaἪia cu media. DacŁ discursul este cel mai potrivit, atunci 

foloseἨte-l: conferinἪe, ´nta©lniri, vizite - toate pot face parte dintr-un plan de 

PR. Ce zici de expuneri ´n vitrinele magazinelor, poἨtŁ directŁ sau expoziἪii? 

Metodele tale trebuie sŁ se bazeze pe c©t posibil pe informἪtiile despre publicul 

ἪintŁ. Este inutil sŁ faci o mulἪime de eforturi pentru a apŁrea ´ntr-o revistŁ de 

business excepἪionalŁ, de exemplu, dacŁ foarte puἪine persoane dintre cei care 
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alcŁtuiesc publicul ἪintŁ citesc acel ziar - sŁptŁm©nalul local sau fliere impŁrἪite 

pe stradŁ s-ar putea sŁ-Ἢi fie de mai mare folos. 

 

Strategii 
Cu alte cuvinte, planul tŁu de acἪiune. ĊἪi doreἨti un val puternic de 

publicitate sau unul mai domol? StabileἨte-Ἢi obiectivele Ἠi un orar, revistele, 

chiar cele locale, ´Ἢi pot tipŁri articolul chiar peste trei luni de la momentul c©nd 

l-au solicitat. De exemplu, dacŁ strategia ta presupune participarea la c©t mai 

multe ´nt©lniri, atunci propune-Ἢi sŁ participi la X ´nt©lniri pe parcursul 

urmŁtoarelor Ἠase luni. Fiecare metodŁ sau mijloc de comunicare ales va avea 

propriile limite de timp. DacŁ nu ´Ἢi stabileἨti niἨte scopuri concrete, este posibil 

sŁ-Ἢi uiἪi bunele intenἪii!  

 

Buget 
C©t te vor costa toate astea? Intr-o lume idealŁ, bugetul tŁu ar acoperi toate 

costurile necesare implementŁrii strategiei tale. In realitate trebuie sŁ-Ἢi limitezi 

opἪiunile. Nu vei putea sŁ aplici tot ce Ἢi-ai propus, aἨa cŁ ´ndreaptŁ-Ἢi resursele 

spre metodele pe care le consideri cele mai eficiente - chiar dacŁ nu sunt cele 

mai atrŁgŁtoare. Anumite etape ale strategiei tale ar putea sŁ ´nceapŁ abia peste 

c©teva luni de la implementarea strategiei, iar ´n acest caz s-ar putea sŁ ai timp 

pentru a str©nge niἨte bani ´n plus. Creditorii oferŁ mai uἨor fonduri pentru o 

acἪiune precisŁ dacŁ face parte dintr-o strategie generalŁ de comunicare dec©t 

dacŁ se aflŁ pe cont propriu. 

 

Evaluare 
RezervŁ-Ἢi mereu timp pentru aceastŁ operaἪiune - chiar dacŁ ea presupune 

doar pŁstrarea unor articole decupate din ziare Ἠi a unei evidenἪe cu numŁrul de 

interviuri acordate. Fac©nd acest lucru ´n mod regulat , ´Ἢi poἪi da seama c©nd 

lucrurile nu merg aἨa cum ´Ἢi doreai. Este un sistem de prevenire foarte bun, 

care ´Ἢi dŁ posibilitatea sŁ-Ἢi schimbi strategia . 

 

In concluzie, comunicarea este un succes atunci c©nd at©t receptorul, c©t 

Ἠi emiἪŁtorul ´nἪeleg ´n acelaἨi mod cantitatea de informaἪie, ca rezultat al 

comunicŁrii. 
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Abstract 

The security environment is an essential element for the development of any economic 
activity and also for creating an adequate living environment 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 elements: 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. 
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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 and 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, also nature of the social - economic system and the corruption, an 

important element of the governance quality. Also, the composing elements of 

the political environment, such as the government, politicians or pressuring 

groups, are influencing the companyôs activity on the respective market. 

 

1.1. The international situation of a country 

The first step in analyzing the political 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 Organization or World 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 Nations 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 is written in the United Nations Cart, Ăthe 

status of member of the United Nations is opened to all stated that are pace 

willing and accept the obligations contained by these Cart and which are 

capable and desire to fulfill these obligationsò. The United Nations 

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 international forums 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 foreign companies 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, by signing 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. Luxemburg 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 case of armed attack against any of the 

member states. 

The article no. 5 was specifying that: ĂThe parts are deciding that an 

armed attack against one or many of the member states in Europe or North 

America will be interpreted as an attack against everybody so, if an attack of 

these kind would occur, each of them, using their individual or collective right 

to self-defense, 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 

consequence, all the considered necessary measures, including the use of armed 

force, in order to reestablish and maintain the security in the North Atlantic 

areaò. 

The initial goal was represented by organizing the defense against a 

possible attack from the part 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 marketing 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 attitude 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 half of the 

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. All these events called ĂArab Springò or ĂJasmine 

Revolutionsò have arise in countries that seem to be especially political stable 

(with political regimes that had longevity), taking everybody by surprise. There 

have been changes in the political regimes from Tunis and Egypt and also 

major protests have taken place in Algeria, Maroc, Bahrain and Syria and other 

minors in Jordanian and Iraq. The situation is not yet clear in countries such as 

Yemen. 

N.A.T.O. has intervened (through aeries bombardments) in the internal 

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 based 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 natural 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 government of that time regarding the 

protest has lead to classifying these actions by the United Nations as Ăcrimes 

against humanityò. 
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1.2. The nature of the social - economic system is the measure that any 

political organization has a certain attitude towards private propriety 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 pure socialists. 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 example is Venezuela, 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 Coca-Cola Company from the political forces encouraged by the 

countries president Hugo Chaves (from boycott campaigns until entering armed 

forces inside the companyôs propriety). The Hugo Chaves revolution (marked 

by anti-Americanism but also its anti-capitalism) was also adopted by others 

countries from the region, such as Bolivar (under president Evo Morales). 

 

Table no.2 

The foreign companies exposure to political risk is due to: 

 Legitimate actions of the government 

authorities 

 

Actions of factors that 

are not controlled by 

authorities 

Losing 

control over 

some 

actives of 

the 

company 

- total or partial expropriation; 

- forced disinvestment; 

- confiscates; 

- breaking contracts or requesting 

supplementary guarantees; 

- war, revolution, 

coup d'®tat 

- terrorism; 

- strike; 

- blackmail; 

The 

reduction of 

the 

expected 

earnings 

 

- unfavorable treatment towards local 

companies; 

- restrictions in having access to local 

financial markets, labor markets or 

others production factors; 

- price, production and other companies 

activities control; 

- restrictions regarding currencies or 

profit repatriation; 

- nationalist buyers 

and sellers; 

- threats or even 

attacks from hostile 

political groups; 

 



 

ANALELE FACULTŀŝII DE MARKETING ¼ ANNALS OF FACULTY OF MARKETING 45 

- minimum requests for the added value 

locally; 

Source: after Torre and Neckar, 19904; 

 

1.3. Corruption, an important element of the governance 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 with 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 authorities, it can be severely affected by this negative 

phenomenon5. 

One of the most well known indexes that are measuring the corruption 

from a certain country is calculated and published by the non-profit 

organization Transparency International. The score is appreciated 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 20166, the following results 

were registered: 

a) Among the least corrupt countries we can mention: 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 

(score 1,0), North Korea (score 1,2), Syria (score 1,3), 

c) 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 insecurity 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 Forum7 has realized a classification of the countries 

according to the costs imposed to the companies by street violence and the 

organized crime. 

                                                           
4 From Tore, Jose, Neckar, David ï Forecasting Political Risk for International Operations 

in Global Strategic Management: the Essentials, 2nd edition, John Wiley and Sons, 1990; 
5 For example, an IT company that is selling hardware equipments to public authorities. 
6Transparency International Corruption Perceptions Index 2010, accesed 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 

(1 = the lowest cost) 

Countries with high costs 

(1 = the highest cost) 

1 Island 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 Forum, 2006 

 

It is remarkable the dominance of this classification by the Latin-

American countries in this Ănegativeò top (8 out of 10), even before the African 

countries that have experienced devastating civil conflicts. More important than 

this index is the organized 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 

(1 = the lowest cost) 

Countries with high costs 

(1 = the highest cost) 

1 Island 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 Italy 

10 Portugal 10 Nigeria 

Source: World Economic Forum, 2006 

 

This classification is dominated by the Latin-American countries. This 

dimension of insecurity is imposing significant hidden costs (cost for protection 

services, insurance costs and others) for 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 GDP8. 

 

1.4. Elements of the political environment that are influencing the 

companyôs activity: 

The political environment includes the following elements: the 

government, the politicians, the pressuring groups. 

1) The government 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 relocating the production 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 granting aid to 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 small exceptions, of certain political parties. A 

party9 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 members. 

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 represent important information for any companies. 

 

                                                           
8 According to the Institute of Applied Economic Research from Brazilia, citet in *** The 

Economist - Fight in the favelas, 4th ï 10th August 2007, pag. 46;  
9 Pontier, D. - Introduction a la politique, 1995.  
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3) The pressuring groups are 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 the persons that are fighting for a general 

cause, having a long time in mind (for instance trade-unions); 

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: 

è they can mobilize to do negative commercials to the companies that 

they consider to bring damage to the society (for instance they try to stop 

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); 

è some of them 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); 

è in extreme cases they have taken direct actions against 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 to 

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, and others). 

 

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 century, but its 

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 City Council, 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 different parts of the town, as follows: the life expenctancy10 

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 of the 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 political environment: 

è in the majority of west-Europe 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; 

è companies are affected by any change in the government system; 

changing governments means new taxes that can affect the field the companies 

activates in; 

è the governments are responsible for protecting the populations interest, 

in general, imposing large sets of restrictions for the companies (such as 

controlling pollution, that can translate for the company in higher costs); 

è 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); 

è The political international environment involves the actions of 

international organizations, such as: United States Organization, European 

Union and others. 
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FIRMA DE EXERCI¤IU  

¦ UN PAS SPRE CARIER( - ESEU 
 

 
Mihaela Ramona (ÁÎÅĦ1 

 

 
Rezumat 

{ŎƘƛƳōŀǊŜŀ ƞƴ ŜŘǳŎŀǚƛŜ ǊŜǇǊŜȊƛƴǘŇ ƻ ƴŜŎŜǎƛǘŀǘŜ ƻōƛŜŎǘƛǾŇΣ ŘŜǘŜǊƳƛƴŀǘŇ ŘŜ 
ǘǊŀƴǎŦƻǊƳŇǊƛƭŜ ŎŀǊŜ ŀǳ ƭƻŎ ƞƴ ǎƻŎƛŜǘŀǘŜΣ ƭŀ ƴƛǾŜƭ ŎǳƭǘǳǊŀƭΣ ǇƻƭƛǘƛŎΣ ŜŎƻƴƻƳƛŎΣ ŎƻƳǳƴƛǘŀǊΣ 
ǊŜŦƭŜŎǘŀǘŜ ƞƴ Ǉƭŀƴ ǇŜŘŀƎƻgic. 

 

Firma de exerciἪiu reprezintŁ o metodŁ interactivŁ de ´nvŁἪare pentru 

dezvoltarea spiritului antreprenorial al elevilor, ´n vederea integrŁrii Ἠi aplicŁrii 

interdisciplinare a cunoἨtinἪelor Ἠi aprofundarea practicŁ a competenἪelor 

dob©ndite de elevi/ studenἪi ´n pregŁtirea profesionalŁ. 

AceastŁ metodŁ de ´nvŁἪare a fost introdusŁ ´n Rom©nia ´ncep©nd cu anul 

2001, prin proiectul ECO NET iniἪiat ´n cadrul Pactului de Stabilitate pentru 

Europa de Sud-Est Ἠi desfŁἨurat de Centrul NaἪional de Dezvoltare a 

ĊnvŁἪŁm©ntului Profesional Ἠi Tehnic (CNDIPT) din Rom©nia ´n colaborare cu 

Ministerul EducaἪiei Ἠi Culturii Ἠi Kulturkontakt din Austria. 

Scopul firmei de exerciἪiu poate fi sintetizat ´n urmŁtoarele: dob©ndirea 

cunoἨtintelor Ἠi deprinderilor necesare dezvoltŁrii unei afaceri proprii, 

promovarea valorilor etice Ἠi morale, care sŁ le permitŁ viitorilor absolvenἪi sŁ 

devinŁ cetŁἪeni responsabili ai unei societŁἪi deschise, reducerea Ἠomajului, 

posibilitatea elevilor sŁ ia contact cu realitatea economicŁ ceea ce le va stimula 

creativitatea. 

Colegiul Tehnic Ioan CiordaἨ, BeiuἨ a avut oportunitatea sŁ gŁzduiascŁ 

derularea activitŁἪilor din cadrul proiectului POSDRU, intitulat ĂPrimii paѽi ´n 

carierŁ prin firma de exerciѿiuò. Proiectul s-a desfŁἨurat sub patronajul 

Colegiului Economic ĂIulian Popò, Cluj-Napoca, fiind Ἠi beneficiarul 

proiectului, Liceului cu Program Sportiv BistriἪa, Colegiului Economic 

ñFrancesco Saverio Nittiò TimiἨoara ï partenerii proiectului. 

Dezideratul fundamental al proiectului a fost pregŁtirea elevilor din clasa a 

XI-a pentru o integrare Ἠi inserἪie mai facilŁ pe piaἪa muncii. 

Grupul ἪintŁ al proiectului a fost constituit din 1000 de elevi din regiunile 

NV Ἠi V ale ἪŁrii, Ἠcoala noastrŁ implic©nd ´n mod activ 19 elevi. Prin 

intermediul activitŁἪilor ´ntreprinse ´n cadrul firmelor de exerciἪiu nou ´nfiinἪate, 

                                                           
1 Prof. ec. Colegiul Tehnic Ioan Ciordas Beius 
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elevii au fost motivaἪi ´n vederea dezvoltŁrii acelor cunoἨtinἪe Ἠi aptitudini ce 

pot fundamenta crearea Ἠi mai ales menἪinerea unei activitŁἪi economice ´n viaἪa 

realŁ. Contactul direct cu sarcinile ce ´i revin coordonatorului de firmŁ, dar Ἠi 

subalternilor acestuia, solicitŁrile decizionale privind managementul Ἠi 

marketingul firmei, au avut menirea sŁ-i responsabilizeze pe elevi Ἠi sŁ-i 

implice chiar Ἠi emoἪional, uit©nd de multe ori cŁ, momentan, ei sunt doar niἨte 

actori ai unei simulŁri. 

Ċn cadrul proiectului proiectului POSDRU, ĂPrimii paѽi ´n carierŁ prin 

firma de exerciѿiuò, au fost ´nfiinἪate trei firme de exerciἪiu la nivelul Colegiului 

Tehnic Ioan CiordaἨ. 

Pornind de la premisa cŁ lucrŁrile mari au ´n spate ´nceputuri mici, firma 

de exerciἪiu Perfectdeco SRL doreἨte ca acest grandios obiectiv, privit cu mare 

´ncredere de cŁtre elevi, sŁ fie atins ´n scurt timp. 

Titlul proiectului, ĂPrimii paѽi ´n carierŁ prin firma de exerciѿiuò, ne 

desconspirŁ faptul cŁ deocamdatŁ elevii nu pot face mai mult dec©t ceea ce se 

prezintŁ deoarece ñnu avem destule resurse financiare Ἠi nu ocupŁm funcἪii 

reale ´n cadrul firmei, totul fiind fictiv, dar foarte bine organizat Ἠi ´ntr-o 

corelanἪŁ bunŁ cu realitateaò.Ċn cadrul firmei de exerciἪiu sunt simulate toate 

activitŁἪile economice pe baza unui model ´nchis. SituaἪiile economice sunt 

iniἪiate de cŁtre profesor iar relaἪiile comerciale cu clienἪii, instituἪiile fiscale, 

bancare Ἠi ´ntreprinderile de servicii sunt prezentate de cŁtre profesor. 

Activitatea ´n cadrul firmei a debutat cu ´ntocmirea documentelor de 

constituire ale firmei de exerciἪiu Ἠi trimiterea acestora pe platforma ROCT ´n 

vederea eliberŁrii certificatului de ´nregistrare si activŁrii firmei pe aceastŁ 

platforma dedicatŁ elevilor Ἠi profesorilor lor coordonatori. Ċn etapa de 

constituire a firmei s-a stabilit obiectul de activitate al firmei Ἠi elevul cu rol de 

administrator. 

DupŁ constituirea firmei, s-a dat startul activitŁἪilor propriu zise dintr-o 

firmŁ de exerciἪiu. Este vorba despre stabilirea compartimentelor din cadrul 

structurii organizatorice a firmei, Ἠeful fiecŁrui compartiment Ἠi ceilalἪi membri 

ai compartimentului. OdatŁ cunoscute funcἪiile tuturor elevilor din cadrul 

firmei, s-au elaborat fiἨele de post care conἪin descrierea postului Ἠi cerinἪele 

postului. UrmŁtorul pas a fost ´ntocmirea contractelor individuale de muncŁ 

pentru fiecare angajat. Din acest moment, ne-am putut desfŁἨura activitŁἪile 

viitoare conform specificului postului, cu respectarea cerinἪelor din fiecare fiἨŁ 

de post. 

Astfel, elevii din cadrul compartimentului financiar-contabil au realizat 

tranzacἪii de v©nzare-cumpŁrare, documentele specifice fiind oferta, comanda, 

factura Ἠi ordinul de platŁ, pe care elevii le-au ´nregistrat Ἠi pe platforma ROCT. 

Tot ´n cadrul acestui compartiment care se ocupŁ cu obἪinerea Ἠi gestionarea 

eficienŁ a resurselor bŁneἨti, elevii au calculat Ἠi virat salariile angajaἪilor, 
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contribuἪiile Ἠi impozitele aferente cu ajutorul bancii virtuale ROCT, prin 

intermediul contului deschis la aceastŁ bancŁ. Elevii Ἠi-au ´nsuἨit Ἠi exersat 

competenἪe necesare lucrului ´ntr-un compartiment financiar-contabil real. 

De o realŁ importanἪŁ ´n cadrul firmei de exerciἪiu a fost Ἠi 

compartimentul marketing, responsabil cu promovarea Ἠi creἨterea v©nzŁrilor 

firmei de exerciἪiu Perfectdeco SRL. Elevii angajaἪi ´n acest compartiment au 

realizat diverse materiale promoἪionale, cum ar fi: broἨuri, pliante, cataloage, 

cŁrἪi de vizitŁ, calendare, afiἨe, oferte promoἪionale cu diverse ocazii, site-ul 

firmei. Acestea au fost foarte apreciate Ἠi premiate de cŁtre juriul prezent la 

T©rgul firmelor de exerciἪiu din Oradea. 

Elevii din cadrul compartimentului de aprovizionare au stabilit relaἪii 

contractuale cu diverἨi furnizori de materii prime, materiale Ἠi servicii necesare 

´n cadrul firmei de exerciἪiu Ἠi ´n concordonἪŁ cu obiectul acesteia de activitate. 

 

Fig. 1: Firma de exerciѿiu Perfectdeco SRL, 

prof. coordonator Haneѽ Mihaela Ramona 
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Fig. 2: Firma de exerciѿiu Perfectdeco SRL,  

prof. coordonator Haneѽ Mihaela Ramona 

 
 

Fig. 3: Pliantul firmei de exerciѿiu Perfectdeco SRL 
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Fig. 4: Standul firmei de exerciѿiu Perfectdeco SRL  

´n cadrul T©rgului firmelor de exerciѿiu din Oradea 

 
 

Una dintre cele mai antrenante acἪiuni a fost plasarea propriu-zisŁ a 

roadelor muncii elevilor, produselor promovate de fiecare firmŁ de exerciἪiu la 

T©rgul Firmelor de ExrciἪiu, organizat la nivel de judeἪ la Oradea, prilej cu care 

o echipŁ de la BeiuἨ a obἪinut locul I Ἠi astfel s-a calificat pentru etapa regionalŁ 

de la Cluj. 

Obiectul de activitate al fiecŁrei firme de exerciἪiu a fost atent ales, ´n 

principal dupŁ criteriile eficienἪei Ἠi utilitŁἪii produselor pe piaἪa actualŁ, Ἠi nu ´n 

ultimul r©nd ´n funcἪie de cererea perceputŁ ´n urma aplicŁrii unor chestionare 

de prospectare a pieἪei. Astfel, C.T. Ioan Ciordaѽ, BeiuἨ se poate m©ndri cu 

iniἪierea a 3 firme de exerciἪiu, av©nd urmŁtoarele obiecte de activitate: 

agroturism, producerea Ἠi comercializarea de prŁjituri Ἠi produse proaspete de 

patiserie, organizarea de evenimente. Firma de exerciἪiu Perfectdeco SRL are ca 

obiect de activitate organizarea de evenimente (nunἪi, botezuri, banchete, 

evenimente corporate, petereceri private). 

 

Concluzii 

CunoἨtinἪele Ἠi abilitŁἪile dob©ndite pe aceastŁ cale, credem cŁ vor 

funcἪiona precum niἨte rŁsaduri pentru generaἪiile viitoare, st©rnind ´n r©ndul 

elevilor nu doar curiozitatea, ci Ἠi dorinἪa de explorare Ἠi independenἪŁ. 
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FIRMA DE EXERCI¤IU ¦ O METOD( DE SUCCES  

ÎN FORMAREA COMPETEN¤ELOR ELEVILOR 
 

 
AncuĪa 2áÄÕÃ1 

 

 
Rezumat 

Condiǚiile impuse de realitatea cotidianŇ Ǉǳƴ ƞƴǘǊ-o luminŇ nefavorabilŇ metodele 
tradiǚƛƻƴŀƭŜ ƞƴ ŎŀǊŜ ǇǊƻŦŜǎƻǊǳƭ ŜǎǘŜ ǳƴ ǘǊŀƴǎƳƛǚŇtor de informaǚie, iar elevul un receptor 
ǇŀǎƛǾΣ ŜŎƘƛǇŀǘ ƞƴ Ŧƛƴŀƭ Ŏǳ ŎŀǇŀŎƛǘŇǚi, deprinderi Ǔƛ ƞƴŘŜƳŃƴŇri ǾŀƭŀōƛƭŜ Ƴŀƛ Ƴǳƭǘ ƞƴ ǓcoalŇ 
ŘŜŎŃǘ ƞƴ ŜǾƻƭǳǚia sa ulterioarŇ. Testarea Ǔi evaluarea acestora se face deficitar, 
feedback-ǳƭΣ ŜƭŜƳŜƴǘ ƴŜŎŜǎŀǊ ŀǘŃǘ ǇŜƴǘǊǳ ǇǊƻŦŜǎƻǊƛΣ ŎŃǘ Ǔi pentru elevi, apare sporadic 
sau deloc. Conexiunea inversŇ este absolut necesarŇ ƞƴ ǇǊƻŎŜǎǳƭ ŘŜ ƞƴǾŇǚare deoarece, 
pe de o parte, oriunde este nevoie de obǚinerea unui anumit rezultat este necesarŇ 
verificarea eficienǚei informŇrii (a comenzii), iar pe de altŇ parte, pentru cŇ ƞƴ ǇǊƻŎŜǎŜƭŜ 
ƞƴǘŃƭƴƛǘŜ ƞƴ ƞƴǾŇǚŇƳŃƴǘΣ ƛƴŦƻǊƳaǚia profesorului nu este recepǚionatŇ ƞƴ ƳƻŘ ǇŀǎƛǾ ŘŜ 
cŇǘǊŜ ŜƭŜǾΣ Ŏƛ ŜǎǘŜ Ƴŀƛ ƞƴǘŃƛ ƞƴǚeleasŇ, apoi prelucratŇ Ǔi memoratŇ. Profesorul trebuie sŇ 
ŦƛŜ ƛƴŦƻǊƳŀǘ ƭŀ ǊŃƴŘǳƭ ǎŇu privind efectuarea asimilŇrii de cŇtre elev a informaǚiilor 
recepǚionate. 

 

Conceptul didactic de Ăfirma de exerciἪiuò, realizeazŁ interfaἪa dintre 

nevoile sociale Ἠi abilitŁἪile necesare rezolvŁrii acestor nevoi, fiind un program 

emancipator pentru elevii Ἠi tinerii implicaἪi. AceἨtia vor ajunge la un moment 

dat sŁ aducŁ soluἪiile adecvate pentru problemele curente. Din aceste motive, 

consider cŁ acest program este orientat cŁtre viitor, studiind trecutul, dar Ἠi 

prezentul, av©nd deschidere cŁtre nou Ἠi modern. 

Conceptul dezvoltŁ g©ndirea criticŁ, g©ndirea lateralŁ, g©ndirea complexŁ 

Ἠi dinamicŁ, creativitatea Ἠi forἪa de a duce la ´ndeplinire un scop, de a atinge 

potenἪialul personal maximal, rigoarea de a executa o munca bine fŁcutŁ Ἠi 

responsabilitatea ´n dirijarea eforturilor proprii, ´n luarea de decizii sau ´n 

organizarea sistemului socio-economic. 

Metoda de studiu propusŁ prin acest concept didactic este activŁ, ea 

permite elevului satisfacerea trebuinἪelor sale de activitate, de cercetare, de 

creativitate, de comparare Ἠi de ´nἪelegere a cunoἨtinἪelor prin el ´nsuἨi sau ´n 

colaborare cu alἪi colegi, elevi, ´n loc sŁ primeascŁ de-a gata de la profesor sau 

din manualul Ἠcolar. 

Specific metodei este faptul cŁ se cere elevului efort personal, ´n cadrul ei, 

activitatea senzorio-motorie av©nd un rol important. Prin aceastŁ metodŁ, 
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pedagogia contemporanŁ realizeazŁ un salt calitativ incluz©nd o gamŁ largŁ de 

metode ´n sprijinul activismului. Un ´nvŁἪŁm©nt bine conceput va permite 

manifestarea iniἪiativei, a spontaneitŁἪii, a creativitŁἪii elevului c©t Ἠi dirijarea, 

´ndrumarea sa, dar ´n toate cazurile va fi vorba de relaἪii de cooperare ´ntre 

profesor Ἠi elevi. RelaἪiile de cooperare ´ntre cadre didactice Ἠi elevi constituie 

aspectul fundamental al modelului de activitate ´n cadrul conceptului didactic al 

Ăfirmei de exerciἪiuò. 

Competenѿele sunt concepute ca ansambluri structurate de cunoἨtinἪe Ἠi 

deprinderi dob©ndite prin ´nvŁἪare, care permit identificarea Ἠi rezolvarea ´n 

contexte diverse a unor probleme caracteristice domeniului de studiu. Rolul lor 

este de a orienta demersul didactic cŁtre achiziἪiile finale ale elevului. 

CompetenἪele dezvoltate prin firma de exerciἪiu contribuie la formarea 

unor persoane autonome, capabile de a formula rŁspunsuri la o mare diversitate 

de situaἪii Ἠi sarcini de lucru Ἠi de a asuma roluri fundamentale, pe care o 

persoanŁ este probabil cŁ le va ´ndeplini ca adult ´ntr-o societate a cunoaἨterii Ἠi 

´ntr-o lume a schimbŁrilor rapide. 

Ċn cadrul activitŁἪilor desfŁἨurate prin firma de exerciἪiu se dezvoltŁ 

g©ndirea criticŁ, g©ndirea lateralŁ, g©ndirea complexŁ Ἠi dinamicŁ, creativitatea 

Ἠi forἪa de a duce la ´ndeplinire un scop, de a atinge potenἪialul personal 

maximal, rigoarea de a executa o muncŁ bine fŁcutŁ Ἠi responsabilitatea ´n 

dirijarea eforturilor proprii, ´n luarea de decizii sau ´n organizarea sistemului 

socioeconomic. 

DesfŁἨurarea activitŁἪii didactice ´n cadrul firmei de exerciἪiu, presupune 

utilizarea unei game diversificate de metode activ-participative. Astfel, prin 

acest concept didactic se folosesc Ămetode specifice de educaἪie tehnologicŁ: 

studiul de caz, simularea, ´nvŁἪarea prin descoperire.ò (Diaconu, Jinga, 2008) 

Prin utilizarea conceptului didactic de firmŁ de exerciἪiu, elevul observŁ, 

acἪioneazŁ Ἠi mediteazŁ asupra existenἪei, dob©ndeἨte noi informaἪii Ἠi 

desprinde noi semnificaἪii. Scopul firmei de exerciἪiu este ca elevii sŁ 

dob©ndeascŁ competenἪe cheie, care sŁ le permitŁ sŁ se realizeze cu succes ´n 

lumea realŁ. 

CompetenἪele cheie dezvoltate prin acest concept didactic sunt: 

V abilitŁἪi antreprenoriale 

V deprinderi de lucru ´n echipŁ 

V capacitate de conducere 

V autonomie de lucru 

V luarea de decizii Ἠi asumarea rŁspunderii 

V culegerea Ἠi prelucrarea independentŁ a informaἪiilor  

V g©ndirea creativŁ 

V aplicarea ´n practicŁ a cunoἨtinἪelor teoretice 

V rezolvare de situaἪii problemŁ 
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V perseverenἪŁ 

V organizarea locului de muncŁ 

Organizarea ´nvŁἪŁm©ntului sub forma unei companii care ´Ἠi desfŁἨoarŁ 

activitatea pe o piaἪŁ determinatŁ Ἠi subordonatŁ legislaἪiei ´n vigoare ´n ἪarŁ Ἠi 

strŁinŁtate, stabileἨte ´n ce mŁsurŁ, cum, unde Ἠi c©nd se aplicŁ cunoἨtinἪele 

dob©ndite pe parcursul procesului de ´nvŁἪare. 

Sistemele educaἪionale se confruntŁ, cu dezvoltarea rapidŁ a societŁἪii 

informaἪionale, unde abilitŁἪile Ἠi deprinderile de manipulare a informaἪiei sunt 

absolut necesare pentru a supravieἪui. 

Ċn acelaἨi timp, gŁsirea unui loc de muncŁ ́n ziua de azi presupune cŁ 

solicitantul este capabil sŁ g©ndeascŁ critic Ἠi strategic pentru a-Ἠi rezolva 

problemele, cŁ poate ´nvŁἪa ´ntr-un mediu aflat ´ntr-o continuŁ schimbare, cŁ ́Ἠi 

poate construi cunoaἨterea pe surse numeroase, din mai multe perspective, cŁ 

este capabil sŁ colaboreze la nivel local Ἠi regional. 

Ċn concluzie, viitorul depinde ´n special de creἨterea capacitŁἪii de 

´nἪelegere Ἠi acἪiune umanŁ, dependente la r©ndul lor de sistemul educaἪional 

care trebuie sŁ adopte o nouŁ atitudine faἪŁ de cunoaἨtere, faἪŁ de dezvoltare, 

faἪŁ de viaἪŁ Ἠi sŁ punŁ accentul pe participare Ἠi iniἪiativŁ ́n rezolvarea 

problemelor reale, concrete, ale societŁἪii. 
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Abstract 

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 efficiency (weak 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 into 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 and at an alarming level of gravity (strong sustainbility). 

 
Keywords 

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

 

AIMS  AND BACKGROUND  Definition of sustainable development 

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

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

inter / intra-generational or justice. The duty to the next generations constitutes 

a normative target, whether questioned in terms of preserving the ability of the 

economy to meet these needs (the economistsô thesis) or environmental 

degradation under the impact of the economy and consumption (the 

environmentalistsô thesis). In both cases, a concept of fairness seems included 

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 target, whether 

questioned in terms of preserving the ability of the economy to meet these 

needs (the economistsô thesis) or environmental degradation under the impact 

of the economy and consumption (the environmentalistsô thesis). In both cases, 

a concept of fairness 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 sustainable if it faces the present and future 

needs the same way, i.e. on condition of fairness or justice; the concept is 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 emphasizing 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. However, an 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 terms of side 

effects which are not entirely known (exhausting the resources, threatening the 

biodiversity, sustaining a higher level of CO2 into the atmosphere, etc.), even if, 

for example, the economic effect of deforestation is compensated by the 

benefits and / or the socio-economic advantages of installing a toys factory on 

her turf, while in terms of the strong sustainability, reducing the exploitation 

and / or the nature-economy deal could put into the question the satisfaction of 

needs, re / adjusting the capital base 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 challenges 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 conflicting (Willard and Harder 2003; BŁlŁceanu, Apostol, 

and Penu 2012; BŁlŁceanu and Apostol 2012). 
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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 sustainability, and others like Ost (2007) have argued for a more 

environment-society dialectic approach doubled by consecutive endorsement of 

the growth and development and environmental protection, the simultaneous 

endorsement being the main problem of sustainable development 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 sustainable development which to constitute 

the new path of the world economies should combine focusing on basic needs 

(efficient allocation and human development) to steady state (environmental 

sustainability) or, which is the same, the reintegration of the economy as a 

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 philosophy 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 Georgescu-

Roegen - Levallois 2010, Demarie et al 2011, Schneider, 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, CO2 emissions etc.) and 

socializing the negative externalities (which are regarded as public goods 

private produced and internationally regulated in the form of emissionsôrights - 

Kyoto-Protocol) with the inherent costs cover by the manufacturer. 

 

2. Institutional aspects of designing and implementing the trinomial 

aspects of sustainability 
Human Development Indicator/Report or the new tools and methodologies 

GDP criticisms have brought economyôs openness to other indicators, as 

we have already seen in ul Haq or Amartya Sen. Moving towards measuring 

instruments of quality rather than quantity of growth and development, is 

probably at todayôs debate center. HDI (Human Development Index) is one 

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 main indicators 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 multiple. 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 hides the 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/), an inclusive 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) or Kuhlman 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 in order 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 

qualitative increase level, namely of concrete capabilities available to an 

individual to achieve oneôs own goals. For Cheibub, civil and political 

institutions generally affect the political opportunities and / or capabilities of 

individuals. This requires a correction and augmentation of the HDI for the 

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 occurrence 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 

augmentationôs conditions are undoubtedly simple and intuitively accessible. 

Therefore, political capabilities should be descriptive, reliable and clearly 

implementable as any of HDI indicators, to allow observation of a democracyôs 

progress / regress. The main advantage is that political and civil 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; on the 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 

democracy 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 structures, 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 trade-off between 

development variables 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. However, trade-offulproblems 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 between HDI and GDP in relation to ecosystemôs 

sustainability. 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 ecological 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 confusion, the difference 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 

(sustainability), but without claiming that they represent different facets of the 

same coin. Under these conditions, focusing on issues of the present 

generationsô development or welfare could leave us with a clear mind in terms 

of how or what policies we should develop to preserve environmental quality 

needed by future generations. The whole question then revolves around natural 

capitalôs substitutability, namely how much and / or how we can afford to use 

in order to meet the needs of the present. Kuhlman and Farrington argue 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 generations. This is extremely important, and the collaboration between 

ecologists and economists, between the development of well-informed 

ecological policies the economic decisions to be taken becomes crucial from 

this moment on. 
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Neumayer (2004, 2010) is more impressive 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 convergence between human 

development variables / HDI and ecological targets. HDI fails to consider 

sustainability in measuring present generationsô wellbeing; and vice versa, most 

sustainability indicators (here as Genuine Savings) are only focused on the 

ability to provide utility in the future without including current welfareôs 

measurement (Neumayer 2004); sustainable progress in human development 

may be unsustainable if past progress has been achieved via reducing existing 

(natural / manufactured) stocks of capital. Obviously, Zambrano (2010) has no 

reason to be extremely sure of the internal trade-off of 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 utility 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 order to 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 

strong economies 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 development 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 targets and 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 ways; under 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. 

Developed economies 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 could record declines under the constraintsô impact. 

Finally, no matter how manny efforts of methodological approach may be 

made, multidimensional and / or multi-criteria solutions remain difficult. That 

does not mean that efforts should be abandoned. 

 

3. Globalization and trinomial operations 
Countriesô movement, in terms of costs, policies and international 

regulations, to the approaching impact that their economies have on the 

environment, experienced a series of implementations. Kyoto Protocol is 

probably the main 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 through agreements, 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 prices, the development of comparative advantages, traditional 

underpricing the natural environmentôs property / services, concentrating 

benefits and socializing costs / negative externalities etc. Percival (1998) 

expresses this very well: "It is much easier to 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 free-rider 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 be redressed through a political process that itself is 

prone to problems of free-riders 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 on Climate Change) reported for the first time in 

1996 that the human-induced emissions of greenhouse gases had an 

environmental impact. Climate risks are very well known, and include a 

number of risks with a catastrophic potential, such as icecaps melting, sea levels 

rising by 2 İ feet in the next 50 years, the incidence and violence increase of 

meteorological hazards such as floods, tornadoes, hurricanes or tsunamis. 

Chichilnisky asserts that the greenhouse effect is the typical example of a 

problem where international 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%, industrial 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). 

Finally, 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 cost-benefit analyses (weighing the 

economic costs of abatement against the long-term 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 performed by Sunstein (2006). In other 

words, multi-criteria 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 significant, 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 the system 

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 pollution 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 produced 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 reducing CO2 emissions 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 multi-criteria approaches ï 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 something like 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 heart of sustainable 

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 multi-criteria one; so that a concept of 

sustainable development is simultaneously normative and analytical, in other 

words, multidimensional and / or a multi-criteria one. 
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Abstract 

The artificial intelligence (AI) causes a paradigm shift in the approach towards 
economical phenomena, 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. The evolution 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. 
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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 and management 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 and, implicitly, 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 also their analysis and instant 

processing. 
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ñIn the context in which it is estimated that in 2020, the total volume of 

digital data will be, globally, 40 trillion gigabytes, and every citizen of the 

planet will  return 5200 gigabytesò (http://www3.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 economic 

performance, both at the company and national level, and has revolutionized 

marketing strategies and tools. 

AI allows not only a company's global image creation, but also assessing 

its instant visibility to the planetary scale. Current digital communication 

infrastructure enables over 3.2 billion people to have 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 enables, for the first time in human history, a fascinating 

and spectacular encounter between two concepts: global and personal. 

Innovative digital technologies allow collecting an impressive volume of 

information from and about people, their instantaneous dissemination 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 monitoring of Big Data 

is no longer enough. The consumer awareness surpassed the stage creating 

immense databases based on socio-demographic criteria. New market analysis 

techniques have revealed that different people can make decisions that have 

similar characteristics (https://www.blueoceanstrategy.com/blog/six-red-ocean-

traps-you-should-know/). 

Processing information based on psychological criteria, creating new types 

of consumer profiles, forming personalized 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 psychologists 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 support offered by digital 

technology (companies are able to get over 5000 points for each of the 230 

million American consumers) (http://www.corporatestrategy.com/red-ocean-vs-
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blue-ocean/) and from the psychographic criteria for interpretation of their 

behavior. Thus, it becomes possible the micro-targeting of the market and the 

introduction of new types of approach. Not only that, personalized messages 

can be created, being much more persuasive, but it can also make customized 

packages of channels that can transmit new types of posts, in order to eliminate 

the risk of sending the right message on the wrong media and not having the 

needed impact. The objective of such marketing campaigns can be extremely 

ambitious: not only that it can accurately know the consumer's behavior, but it 

can also be changed. It can move on from reading and anticipating market 

trends, to changing them. 

Another considerable advantage provided by the most modern digital 

platforms is communicating in real time. The monitoring of Big Data, the data 

analysis, its interpretation and even measuring the ROI (return of investment) 

can be accessed instantly. Digital technology offers high-precision instruments 

for measuring phenomena that involve subtle psychological mechanisms, such 

as the purchasing decisions of consumers. 

 

3. Innovative research methods used by organizations 

Big Data and new analytical platforms of digital communication 

The analysis of market evolution reveals that new technology 

advancements lead to the consecration of new methods, increasingly 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 channels for 

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. Specialists in ICT 

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. 

ñFor companies, Big data represents 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 which can monitor over 150 million Web sites, more 

than 10 of the most important social networks, and monitoring results can be 

translated into 187 languagesò (www.talkwalker.com). 

ñAlso, the fact that more than 80 percent of the posts contain social 

imagesò (www.talkwalker.com), they add a special value to the operational 

reconnaissance imaging technologies. ñNew concepts are used in the 
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monitoring of visibility: social analysis, listening, feeling smart spike analysis, 

spot emerging trendsò (www.talkwalker.com). It is no longer 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 communication on 

social networks. Facebook reported 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/2017/05/03/facebook-average-revenue-per-user-arpu-q1-

2017.html). 

It is important not only the volume of digital information, but also the 

manner in which these are analyzed and interpreted. The need for awareness 

and the consumer knowledge show us the dawn of a new age and a fabulous 

develop of digital platforms which allow structuring of Big Data depending on 

the client. Contemporary marketing faces a new challenge: in the huge volume 

of digital communication there are visible consumption trends, complex 

consumer profiles 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 with StartX, the 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 attempting to 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 the trainer 

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, the marketôs reaction to the companyôs products and according to market 

changes, earning market value, addressing a target, this being the ñblue oceanò 

itôs referring to. 

Throughout the market simulation, the team uses the Six Paths structure 

through which the participants can 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 computer-assisted 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 LôOreal Company is the one who introduced Romania to the 

ESTRAT international competition. It is an international competition, students 

around the world are participating and depending by scores they win or lose. 

When it comes to Red Ocean (https://www.blueoceanstrategy.com/blog/si

x-red-ocean-traps-you-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, contributing to the simplification of employeesô 

work through the speed with which it sorts information, documents, images, 

and more. 

According to the same reference above, tell us about Googleôs case, they 

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 

thought-out. The Google search engine became a blue ocean without intending 

to, which was beneficial. However Google Glass was intended as a blue ocean 

and yet it wasnôt strategically well planned because there was the risk they 

might cause serious invasion of privacy issues. 

That is why managers should avoid creating red oceans and think more 

about how to get to blue oceans. 

According to blueoceanstrategy (https://www.blueoceanstrategy.com/blog

/six-red-ocean-traps-you-should-know/), there are several errors which 

managers canôt anticipate because of poor targeting, and so a discrepancy 

occurs between what is meant and what is interpreted by the receiver. 

 

Table 1 ï Red vs. Bleu Ocean Strategy 

 



 

ANALELE FACULTŀŝII DE MARKETING ¼ ANNALS OF FACULTY OF MARKETING 76 

4. Psychography methods 
It is necessary to analyse individuals and categorize them in different 

typologies based on psychographic criteria, including personality, social class, 

attitude, interests, hobbies, and life style. However, the psychographic criterion 

which defines the consumerôs behavior is life style. Among the methods which 

determine life styles is VALS, the nonogram model or the enneagram of 

personality etc. 

 

Figure 1. Psychograhic marketing elements 

 
Source: http://jamesdesigns.com/Psychographic-Marketing.php 

 

Practically, the psychographic variables explain why individuals buy 

certain products and not others, why lies behind their motivations and are 

complementary 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 of marketing strategies. Big Data allows the construction of more 

complex market images, with instantaneous access. The way to the consumer, 

by means of digital technologies, becomes much 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 previous decades, 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 of Big Data it became a great advantage in marketing 

campaigns and we can conclude there is a great need for multidisciplinary 

approaches. Both psychology and information technology meet to generate a 

new vision on the consumer's awareness, a new model, much more dynamic 

and complex, of the consumer's behavior. Not only multiplies in a manner 

unable to foresee in the past, the number of sources of information about a 

consumer, but new criteria appear due to the sciences of behavioral analysis and 

structuring. 

Unquestionably, artificial intelligence (AI) is inserted in both the reality in 

which it carries out human existence, becoming a constitutive part of it, and 

also in the mechanisms and tools with which we relate to it. In the increasingly 

fierce competition of selling and being one step ahead of the changes in the 

market, the performance marketing picks up the most advanced 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 

sciences. Tomorrow, the market will be conquered by those who are already 

anticipating technological changes and also modifications of the interpretation 

of data, that hasn't been produced yet. 
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Rezumat 

Firma de exerciǚiu apaǊŜ ƞƴǘǊ-ǳƴ ŎƻƴǘŜȄǘ ƞƴ ŎŀǊŜ ƳŜŘƛǳƭ ŘŜ ƞƴǾŇǚare este o parte 
ŘƛƴŀƳƛŎŇ Ǔƛ ƛƴǘŜƎǊŀƴǘŇ ŀ ǾƛŜǚƛƛ ƴƻŀǎǘǊŜΣ ŀŘǳŎŃƴŘ ǳƴ ƛƳǇŀŎǘ ŘŜƻǎŜōƛǘ ŀǎǳǇǊŀ ǇŜǊŎŜǇǚiei 
elevilor privind viaǚŀ ǊŜŀƭŇΦ /Ŝ ŜǎǘŜ ƻ ŦƛǊƳŇ ŘŜ ŜȄŜǊŎƛǚiu? Firma de exerciǚiu este modelul 
ǳƴŜƛ ƞƴǘǊŜǇǊƛƴŘŜǊƛ cu scop didactic, permiǚŃƴŘ ǎƛƳǳƭŀǊŜŀ ŀŎǘƛǾƛǘŇǚilor dintr-o 

ƞƴǘǊŜǇǊƛƴŘŜǊŜ ǊŜŀƭŇ2Φ tŜƴǘǊǳ ǇǊƻŦŜǎƻǊǳƭ ŎƻƻǊŘƻƴŀǘƻǊΣ ŀŎŜŀǎǘŇ ŀŎǘƛǾƛǘŀǘŜ ŀŘǳŎŜ ƳǳƭǘŜ 

ǇǊƻǾƻŎŇǊƛΣ ƳǳƭǘŜ ŜŦƻǊǘǳǊƛ Ǔi multe satisfacǚii, dar cel mai important o relaǚie cu elevii 
ŎŀǊŜ ƴǳ ǎŜ Ƴŀƛ ƞƴŎŀŘǊŜŀȊŇ ƞƴ ǘƛǇŀǊǳƭ ǇǊƻŦŜǎƻǊ ς ŜƭŜǾΦ OƴǘǊ-ƻ ŦƛǊƳŇ ŘŜ ŜȄŜǊŎƛǚiu toǚi 
ƭǳŎǊŜŀȊŇΣ ǳƴ ǇǊƻŦŜǎƻǊ ŎŀǊŜ ŜǎǘŜ ŘŜǾƻǘŀǘ Ǔƛ ǎŜ ƛƳǇƭƛŎŇ ŜǎǘŜ ƳŜǊŜǳ ƞƴ ƳƛƧƭƻŎǳƭ ŜƭŜǾƛƭƻǊΣ ƴǳ 
Ƴŀƛ ǎǘŇ ƭŀ ŎŀǘŜŘǊŇΣ ƴǳ Ƴŀƛ ŜȄƛǎǘŇ ōŀǊƛŜǊŜ ŘŜ ŎƻƳǳƴƛŎŀǊŜΦ 9ǎǘŜ ŀǘŃǘ ŘŜ ōƛƴŜ ǎŇ ŎǳƴƻǓti Ǔi 
ŀƭǘŜ ǇŇǊǚi ale vieǚƛƛ ŜƭŜǾƛƭƻǊΣ ǎŇ Ǔǘƛƛ ŎŜ ƞƛ ǇŀǎƛƻƴŜŀȊŇ Ǔƛ ƭŀ ǊŃƴŘǳƭ ǘŇǳ ǎŇ ƞƛ ƭŀǓƛ ǎŇ ǘŜ 
ŎǳƴƻŀǎŎŇΦ 

 

EducaἪia 

Pentru mulἪi dintre noi cuv©ntul ĂeducaἪieò este unul pe care ´l ´nt©lnim la 

tot pasul Ἠi poate nu realizŁm ce reprezintŁ el de fapt, ce impact are asupra 

noastrŁ. EducaἪia ´ncepe odatŁ cu naἨterea noastrŁ Ἠi dureazŁ pe tot parcursul 

vieἪii, John Dewey spun©nd cŁ ĂeducaἪia nu este pregŁtirea pentru viaἪŁ, 

educaἪia este viaἪa ´nsŁἨiò. 

Ċntreaga civilizaἪie reprezintŁ efortul, at©t de asimilare, de transformare a 

naturii potrivit aspiraἪiilor Ἠi trebuinἪelor societŁἪii, ale umanitŁἪii Ἠi ale 

individului, c©t Ἠi grija de a asigura acomodarea individului, a personalitŁἪii la 

naturŁ Ἠi la exigenἪele societŁἪii. Ċn acest context se ivesc numeroase conflicte Ἠi 

contradicἪii; ´n focul lor ca ´ntr-un furnal, se forjeazŁ, se realizeazŁ Ἠi se 

definitiveazŁ personalitatea omului; sacrificŁm Ἠi ´nmorm©ntŁm unele dorinἪe, 

spre a salva altele3. 

O parte a educaἪiei are loc ´n ἨcoalŁ, Ἠi ´n acest sens, profesorul are o 

rŁspundere Ἠi o responsabilitate deosebitŁ, de a pregŁti niἨte tineri pentru viaἪŁ. 

M. A. Bloch (1968), considerŁ cŁ òarta pedagogicŁ, este ´nainte de toate arta de 

                                                           
1 Prof. ec. Colegiul Tehnic ĂIoan CiordaἨò, BeiuἨ 
2 Geta Boe, Cristina Cacaliceanu, Gabriela Ciobanu, Florica Kemenski, Filofteia 

Mitrache, Carmen RŁbonŞu, Din ĸcoalŁ ´n viaŞŁ prin firma de exerciŞiu, Ed. DidacticŁ ĸi 

pedagogicŁ, R.A.. Bucureĸti, 2005, p. 20. 
3 Pavelcu, V. , InvitaŞie la cunoaĸterea de sine, Ed. ĸtiinŞificŁ, Bucureĸti, 1970 
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a te pune la dispoziἪia copiilor, de a simpatiza cu ei, de a le ´ntelege universul, Ἠi 

de a le sesiza interesele care ´i animŁò. 

 

Firma de exerciἪiu 

Activitatea firmelor de exerciἪiu este o metodŁ nouŁ de instruire a elevilor, 

care exerseazŁ ´ntr-un mediu virtual toate activitŁἪile care au loc ´ntr-o firmŁ 

realŁ: ´nfiinἪare, organizarea pe compartimente, derularea tranzacἪiilor Ἠi alte 

activitŁἪi specifice. Acest lucru presupune ca fiecare menbru al firmei sŁ aibŁ o 

funcἪie Ἠi odatŁ cu ea sarcinile Ἠi responsabilitŁἪile aferente. 

DupŁ cum Ἠtim din experienἪŁ, cunoἨtinἪele teoretice sunt o bazŁ pentru 

activitatea noatrŁ viitoare. Cu toἪii cred cŁ suntem de acord cu faptul cŁ meseria 

se ´nvaἪŁ cu adevŁrat la locul de muncŁ. ĊnsŁ, totuἨi sŁ nu neglijŁm aspectele 

teoretice ale educaἪiei, fŁrŁ de care nu Ἠtim sŁ luŁm o decizie corectŁ sau o cale 

de acἪiune potrivitŁ. 

Firma de exerciἪiu oferŁ ocazia elevilor de a ´nvŁἪa totul practic, folosind 

cunoἨtinἪele asimilate din mai multe domenii: contabilitate, economie, drept, 

Ἠtiinte juridice, organizarea Ἠi gestiunea resurselor umane, etc. 

Din experienἪa rolului de profesor coordonator se poate afirma cŁ firma de 

exerciἪiu ´i maturizeazŁ pe elevi, ei trebuie sŁ formeze echipe, sŁ colaboreze, sŁ 

conducŁ, sŁ ia decizii, sŁ creeze, sŁ reprezinte firma Ἠi toate aceste lucruri sunt 

uneori dificil de realizat. Ċn unele cazuri, unii elevi lucreazŁ mai mult, alἪii mai 

puἪin, sunt nevoiἪi sŁ colaboreze cu colegi cu care poate nu au relaἪii de 

prietenie, Ἠi toate acestea creazŁ de multe ori tensiune Ἠi nemulἪumiri. Cu toate 

acestea, aἨa-zisele neplŁceri ´i maturizeazŁ Ἠi ´i va ajuta mai t©rziu sŁ ia decizii 

´nἪelepte. Ċn cadrul firmei de exerciἪiu se fac Ἠi greἨeli, ´nsŁ aspectul virtual al 

activitŁἪii nu atrege consecinἪe economice reale. 

De asemenea prin intermediul firmelor de exerciἪiu se creazŁ parteneriate 

prin relaἪii cu alte Ἠcoli din ἪarŁ Ἠi strainŁtate. Elevii au ocazia de a vizita alte 

oraἨe sau ἪŁri prin intermediul t©gurilor firmelor de exerciἪiu. Pentru fiecare 

t©rg, firmele de exerciἪiu ´Ἠi vor amenaja un stand, Ἠi ´Ἠi vor promova firma Ἠi 

produsele prin intermediul cataloagelor, pliantelor Ἠi fluturaἨelor. O altŁ 

activitate importantŁ ´n domeniul firmelor de exerciἪiu o reprezintŁ ĂCompetiἪia 

Business Planò, care se desfŁἨoarŁ la nivel de ἨcoalŁ, apoi la nivel regional Ἠi ´n 

final nivelul naἪional. Aceste competiἪii Ἠi amenajŁri ale standurilor necesitŁ 

multe ore de muncŁ Ἠi efort susἪinut. 

 

Concluzii 

Ċn chip de concluzie, putem menἪiona cŁ firma de exerciἪiu asigurŁ 

Ădob©ndirea de calificŁri ï cheie (capacitatea de a lucra ´n echipŁ, g©ndire 
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interdisciplinarŁ, competenἪe lingvistice), ´l fac capabil pe elev sŁ aibŁ 

mobilitate Ἠi flexibilitate ´n lumea activŁ Ἠi profesionalŁ internaἪionalŁò4. 
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Abstract 

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 model because they can put into 
practice the theoretical knowledge and they can gain new professional skills. 

 
Keywords 

simulated enterprise, ROCT, learning through practice. 

 

The ñSimulated enterpriseò represents a model of a real company, being 

a method of practical approach for content integration. Also, this method is 

designed to form personal aptitudes and competences necessary in the 

economic field, from low-level positions to top-level management positions. 

Inside a ñsimulated enterpriseò the pupils can occupy different positions, 

either as a manager or as an employee, in this way being responsible for their 

tasks and form their entrepreneurship skills. At the same time, in a ñsimulated 

enterpriseò all processes and transactions are based on real company activities, 

the company being structured in classic departments: human resources, 

administrative office, marketing, logistics, accounting etc. 

The entire activity of the ñsimulated enterpriseò takes place according to 

the national law that all real companies respect. 

The method ñsimulated enterpriseò has two main characteristics: 

¶ Virtual:  there are no money and no goods. 

¶ Realistic: it uses national commercial laws, information flux and 

documents circuit. 

The constitution of a ñsimulated enterpriseò is based on ROCT (Romanian 

Branch of Fictive Companies) demands. The documentation required to start a 

ñsimulated enterpriseò is slightly simplified from the one used in reality 

because of the necessity to ease the correspondence between the companies and 

ROCT. Yet, the documentation is mainly according to the O.U.G. 76/2001 with 

following changes and during classes their real form is presented. 

                                                           
1 Professor Economic College ñDimitrie Cantemirò Suceava, Romania 
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A constituted and authorized ñsimulated enterpriseò is not closed after one 

or two school years (when pupils are in the XI or XII grade), but is taken by the 

next generation. 

Usually, the main authorized companies are the ones that have as main 

activity wholesale commerce or services. ñSimulated enterpriseò based on 

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 payment/return operations between different fictive companies made 

through the ROCT ï 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 is valid only for the cash-flow 

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 real life could 

jeopardize the company itself, in a ñsimulated enterpriseò it cannot have a 

negative impact because of the virtual character of all situations and operations. 

The accumulation of certain abilities, skills and professional habits is 

possible through simulations of different situations that happen inside a real 

company. It is necessary that this simulation is multiple as structure and 

consistency. 

Different key-competences (e.g. team work, interdisciplinary use of 

knowledge, communication skills, ability 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 

different positions held inside a ñsimulated enterpriseò a certain domain for 

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 ñsimulated enterpriseò is determined by the transactions 

that are made inside the national and international market of ñsimulated 

enterpriseò and also by the communication with the external environment of the 

ñsimulated enterpriseò: cooperation with mother-company/mentor company, 

other economic agents, state institutions etc. 
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Inside a ñsimulated enterpriseò a real synergy of interdisciplinary contents 

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 method is learning through 

practice. It is a simulation of the 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 an example of a ñsimulated enterpriseò set up by our pupils 

at the Economic College ñDimitrie Cantemirò Suceava: 

A. Company description 

1. Companyôs name: F.E. ñSVECO EVENTSò S.R.L. 

The name of the simulated company it is not only a simple denomination 

of the company but it 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 ñSVECOò is a compound word: ñSVò is the 

abbreviation for the county where the company has its headquarters, and 

ñECOò implies the integration of social, economic and environment dimensions 

of the company. 

2. Companyôs coordinates: 

Headquarter ï 17A Lecca Morariu Street, Economic College ñDimitrie 

Cantemirò Suceava 

Motto ï ñThe success of an event is not based 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!ò 

Logo - 

 
Slogan ï 

 
Web page - www.svecoevents.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 manner 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 creation of an exquisite web site, full of different useful 

functions. 

Education establishment ï Economic College ñDimitrie Cantemirò 

Suceava 

3. Teacher coordinator ï Cheaburu Carmen Constanta 

4. Contact details ï Ungurean Camelia, General Manager 

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

Phone no: 0744987250 

E-mail: sandu.alexandra@yahoo.com 

6. CAEN code ï 7487 

7. Unique registration code ï 2201612 / 12.11.2007 

8. Business entity ï F.E. SVECO EVENTS is a Limited company and it 

has the next characteristics: 

- 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 retire from 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 

matter to become a shareholder; in this way, the companyôs capital will increase 

and the party will become a partner. 

9. Main activity ï 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 type of party, clientôs request, 

different topics; 

- guest conveyance; 

- renting of means of transport (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 company "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 promoting their 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 promotion will be 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 issues that are 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; the implication 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 

schedule; making 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 can contribute 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 

organizing a ñSimulated Enterprisesô Fairò. 

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 self-confidence. 

The experience of leading direct negotiations and the team spirit that is 

gained throughout the process can be practiced successfully only in a 

ñSimulated Enterprisesô Fairò. After the ending of the fair, the execution of the 

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 other simulated enterprises; 

- Promoting locally the concept of the ñsimulated enterpriseò; 

- 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; 


