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STUDY ON THE PERFORMANCE EVALUATION MODEL S OF
SMALL AND MEDIUM ENTERPRISESIN ROMANIA

lonela-Car men, Pirnea’

Abstract:

In the current economic context, market by the globalization of the requirements of the European
integration process, there is a growing interest in the business performance, so that they substantially
improve their competitiveness in the European requirements.

The paper highlights some of the results of a study conducted by the author in the doctoral program.
One aim of this study was to determine the usability of business excellence models to assess the performance
of small and medium enterprises in Romania.

The research was conducted by the author in 2011-2012, in 173 small and medium enterprises in
Romania. The research has shown that small and medium enterprises in Romania are concerned with the use
of a business excellence model either Romanian or European model. Although uses a model of excellence in
business, yet they meet certain criteria of the EFQM European Excellence Model.

Keywords: performance evaluation , SME, social responsibility, Romania

JEL Classification: C52, L25

1. Introduction

The importance of performance evaluation in other contexts than the financial one
was highlighted since the mid-20th century by various theorists and practitioners. One of
the developers of the idea of performance assessment at the individua level and aligning
objectives at individual performance with organizational level was Peter Drucker. Peter
Drucker introduced the concept of management by objectives in 1954 in his book ,The
Practice of Management”. Peter Drucker has supported the idea that all employees should
have drawn personal performance goals to be anchored and paragraphs organizational
strategy.

Recent years are marked by a number of concerns regarding the definition and
evauation of the enterprise performance. Being efficient means being the begt, to fight for
the best. Performance is success, competitiveness, action, continuous effort, the
optimization and projected future. Indreasing competitiveness is a key factor for both
SMEs and large enterprises. Enterprise performance involves the same challenges in the
context of a national economy as in a global economy, namely efficiency, effectiveness,
competitive advantage.

A somewhat more comprehensive view on performance is obtained if defined and by
reference to the conduct and results. Such a definition is that of Brumbach (1988) who
considered that “ performance means both behaviors and results. Behavior emanating from
the performer and transform performance from abstract to concrete action. Not just tools
for obtaining results, behaviors are, by themselves, and outcomes - product made to
exercise and cerebral tasks— and can be judged apart from results’ . (Rizea and Parpande,
2009). This definition leads to the conclusion that performance when managing the
performance of teams and individuals, should be considered as inputs (behavior) and
outputs (results).

According to the authors Zybaczinski and Manole, the enterprise performance can be
seen from many points of view (Niculescu and Lavalette, 1999):

" PhD teaching assistent, , Constantin Brancoveanu” University, Pitesti, Faculty of Management Marketing in
Business Affaires, Rm.Vacea, Romania, pirneacarmen@gmail.com




- tehnical performance are the effective use of available resources in the organization
and is measured primarily by prductivity. Therefore, increasing the technical performance
is affected by the increase in productivity;

- economic performance means achieving at high levels of business activity overall
results compared to objectives, competition and the years preceding;

- social performance are adapting to the needs of customers and their purchasing power
by offering products / services of technically good and reasonably priced. The organization
shall provide employees with a favorable and satisfactory wages,

- performance management, business is adapting to the needs and cultural conditions of
both the company and the envitonment in which it operates. From here, there were many
management models, such as the Japanese model, the Swedish moddl, the Anglo-Saxon
model, American €tc.

In the economic practice, enterprise performance to be productive and effective at the
same time. Performance eval uation of an enterprise can be achieved usng models and todls.

2. Resear ch methodology and results
Research highlights some of the results of doctoral research conducted by the author.
The research methodology was based primarily on an analysis of the literature and a
guestionnaire in 173 enterprises in Romania, in 2012. Thus tha main goals of this research
are (fig. no. 1):
- identify the characteristics of performance evaluation models of SMEs,

Fig. no. 1 — Research methodology on SM Es per formance evaluation

Research Specific Factors of
objectives »  characteristics influence Main dimensions
Strategy for Search Engines (Science Direct, Business Source Elite, Emerad Journas
sample Database, Kluwer Journal and Blackwell Publishing Journals)
identification Proceedings of PM S Conferences (Performance Management Systems)
Selection Main areas. operational management, Main domain: performance
criteria » organizational development, performance measurement
measurement systems, SME

l l Topic included: performance
evaluation model system

Subjects included: performace evaluation
system for SMEs

Topic excluded: studies before
, v 1980

Tipology: Proceedings of Conferences and
internal reports

I I

Research methodology: empirical research

Typology: article in

Research methodol ogy:
description and empirica research

Source: adapted by Garengo, P., Biazzo, S. si Bititci, U.S., Performance measurement systems in SMEs:
Areview for a research agenda, International Journa of Management Reviews, vol.7, no.1, pp.25-47, 2005



- highlighting the factors influencing the performance evauation of SMEs;
- typology of performance evaluation models of small and medium enterprises,
- study on the use of business excellence models to assess the performance of SMEs
in Romania.
Given the abjectives of the author in making this research, the research results are
presented below.

2.1. The research results on the characteristic of performance assessment models
of small and medium enterprises

Garengo P., Biazzo S. and Bititci U.S. (2005), in their paper ,, Performance measurement
sysems in SMEs. A review for a research agenda’, were able to identify five common
characterigtics regarding the performance evaluation. These features are presented asfollows.

a) Difficulty on the involvement of small and medium enterprises in measuring
project performance

Businesses that take part in these projects rarely continue with the lack of time
available for non-operational activities and to involve a small number of entrepreneurs or top
managers in such projects.

b) Small and medium enterprises either do not have a performance evaluation
model, or they have but do not use it properly

Many enterprises ofetn implement only a part of the general model, while other
entrprises change tha structure of th model without taking into account carefully changes.

¢) Implementation of performance management in SMIEswasrarely a holistic approach

SMEs do not implement integrated performance management systems and do not
have knowledge of performance evaluation models.

d) Measuring the performance of SMEsis informal

Within SMEs, planning is usually absent or limited to operating levels, that if the
performance is measured.

e) SMEs have limited resources for data analysis

SMEs usually use more tables than the version graphics, making it more difficult in the
interpretation of information. Only SMEs with experience in quality management began to
develop agraphical presentation of the information it gathers.

2.2. Research results on the factors that influence small and medium enterprises
performance evaluation

Many researchers say that there are a number of factors specific to small and medium
enterprises, which can even be obstacles in the implementation and use of a performance
measurement system. They are listed below.

a) Lack of human resources

SMEs have limited human resources. All personnd involved in management
activities of daily labor, with no time spent and additional activities such as implementing
a system of performance evaluation.

b) Management capacity

A managerial culture, most often missing in an enterprise. Therefore management
tools and techniques are seen as techniques with small benefits for enterprise.

¢) Limited capital resources

The impact of resources for the implementation of a performance evaluation system
in SMEs is directly proportional with the implementation in large enterprises.

d) Reactive approach

Lack of methodologies and strategies to support the explicit control orientation promotes
both short-term and reactive approach to managing activities within the enterprise.

€) Tacit knowledge and less attention given to the formalization process



One of the main obstacles to organizational development in SMEs is the lack of
leadership and lack of aformalized management process itself.

f) Misconception regarding the performance evaluation

SMEs most often do not understand the benefits of implementing a performance
appraisal system, these systems are perceived as a cause of bureaucratization and an
obstacle to SME flexihility.

2.3. Research results on the typology of performance evaluation models of small

and medium enterprises

To excel in business is to be better than others, to be higher especially by
performance management and financial. If we evaluate and compared the performance of
some benchmarks by an enterprise, we can determine a level of excellence in its specific
business (Olaru si Pirnea, 2011).

Internationally, the evaluation of the performance can be achieved by the following
models and tools:

a) European modd —resulted in EFQM European Quality Award criteria.

b) National Business Excellence Models:

e American model — resulted in American Award for Quality Malcolm Baldrige
criteria;

e Canadian model — materialized on the criteria: leadership, planning, customer
focus, human resources, process management, beneficial supplier relationships,
organizational performance;

¢ Japanese model — materialized into CWQC principles;

e Australian model — materialized on the criteria: leadership, strategy and
planning process, data, information and knowledge, human resources, customer
ans market focus, processes, products and services, results;

¢ Romanian Award for Quality J.M.Juran — materialized in increased confidence in
the quality both at micro and macro level, simulating a modern management style
based on teamwork and customer division that owns.

c) Balanced scorecard tool (BSC) analyzes the dtrategic decisions from four
dimensions: finacial focus, customer focus, internal focus and organizational learning focus.

d) The, Performance Prism’ model is materialized in the categories of partners whose
importance has grown in recent years: vendors, labbyists sandardization bodies. Performance
Prismis a model proposed by Cranfield University. Based on the expectations of partners, the
model seeks to partially reduce thisareaisvirtually ignored by the BSC and itsimprovement.

€) The Skandia Navigator model focuses primarily on measuring and managing
intellectual capital. One of the most popular models of performance management is the
Swedish company Skandia, developed in the early 1990s. A team led by L.Edvinsson
proposed a performance management model based primally on intellectua capital. Initial
model used by Skandia, is a development of the BSC, which focuses primarily on measuring
and managing intellectual capital.

f) The Organizational Performance Profile model is materialized on the criteria
leadership, direction, environment and values, responsibility, coordination and contral,
skills, motivation, external orientation, innovation.

g) The ,7 S modd is used as a tool for addressing global enterprise, alows a
systematic and comprehensive view of the organization highlighting the diversity of the
levers that determine the effectiveness, organizational performance and the need for
harmony/ balance of these.

h) The dashboard is a tool for performance measurement, is based n the pyramid
objection and concentration information from the tip of the pyramid.



i) Benchmarking is the measure of performance of an enterprise that is focused on
the following basic idea “to be competitive you have to compare, and to compare you need
to measure” .

2.4. Research results of the study on the use of business excellence models to

assess the performance of SMEsin Romania

Research highlights some of the results of a study conducted by the author, based on
the survey of 173 enterprises.

According to this study, the proportion of businesses using business excellence
models is relatively low. Thus only 1,15% of SMEs involved in research are using
Romanian model of business excellence J.M.Juran, while 21,4% of enterprises are using
the EFQM European Excellence Model (fig. no. 2).

Fig. no. 2 — Share of business excellence models used in small and medium enter prises
participating in resear ch conducted by the author

1.15%
21.40%

® Romanian model of Business
77.45% Excellence JM .Juran
B EFQM European Excellence
<. Model
& Do not use any model of
business excellence

Source: according to the research conducted by the author

Therefore, it can be estimated that SMEs are concerned with the use of a model of
excellenc in business or Romanian or European model. Although European EFQM model
of excellence in business is quite attractive and can be used as a framework adapted to the
characteristics ans specific situations, small and medium enterprises are not interested for
the adoption of such a model.

The EFQM European model was revised in 2010 as a result of new challenges in the
business environment.

According to the research results, participating enterprises to the research, although thay
use a model of business excellence, yet they meet certain criteria of the EFQM European
Excellence Model. The research showed that while 77,45% of small and medium enterprises
are not using any modd of business excellence, thy largely meet the criteria of the EFQM
Business Excdllence.

Survey results revealed that although a number of 134 SMEs are nor using any model
of business excellence, thay still meets the criteria fully or largely “business performance’,
impact on society” and ,, customer satisfaction” (fig. no. 3).

Another important criterion that enterprises meet largely is* processes, products and
services’, respectively 73,8% of enterprises.



Fig. no. 3—Thefullfillment of the criteria of the European EFQM modél of excellence
in small and medium enter prisesinvolved in the conducted research

Share of enterprises[%)]
e | ——
Human resources |

Strategy |

Partnerships and resources ‘
Poces ol o,
Customer satisfaction | ﬁ
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Source: according to the research conducted by the authors

It can be seenin Figure no. 3 that there are enterprises that meet the criteria by which
alimited extent such as:
e criterion ,partnership and resources’ is met dightly to 11,6% of enterprises
participating in the research;
e criterion , strategy” is met dightly by 5,8% of enterprises;
e criterion ,, human resources’ isfulfilled by 22,5% of enterprises.
The only criterion that is not met by 4,6% of all small and medium enterprises in the
research is the criterion of ,,leadership” .

3. Conclusions

According to the research conducted by the author, the performance of an enterprise is
influenced by factors coming from the external environment and factors derived from
internal environment or factors that can be controlled: clear lines of action, the efficient
execution, effective operations. An enterprise focusing on these factors can get high and
sustainable performance. None of these factors, the performance can not be sustained.

Research results based on questionnaire survey shoed that most SMESs participating
in the research, although not used for the performance evaluation any business excellence
model, they nonetheless meet wholly or largely European EFQM excellence model criteria
in business. Thus, only 1,15% of SMEs involved in the research are using Romanian
model of business excellence J.M.Juran, while 21,4% of enterprises are using the EFQM
European Excellence Model. Also, while 77,45% of small and medium enterprises that
included 134 in research does not use any model of business excellence, they still meets
the criteria largely EFQM business excellence model.

This research can provide a starting point for future researches.
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STUDIU PRIVIND MODEL ELE DE EVALUARE
A PERFORMANTEL OR INTREPRINDERILOR
MICI SI MIJLOCII DIN ROMANIA

lonela-Car men, Pirnea’

Rezumat:

Tn contextul economic actual, marcat de globalizarea fenomenelor si de exigeryele procesului
integrarii europene, exista un interes crescut Tn ceea ce priveste performanzele Tntreprinderilor, astfel Tncat
acestea sa-si Tmbunatageasca substangial competitivitatea, la nivelul exigenselor europene.

Lucrarea evidensiaza o parte din rezultatele unui studiu realizat de autor in cadrul programului de studii
doctorale. Unul dintre obiectivele acestui studiu I-a reprezentat determinarea gradului de utilizare a modelelor de
excelenya Tn afaceri pentru evaluarea performanselor Tntreprinderilor mici si mijlocii din Roméania.

Cercetarea s-a realizat de catre autor, in perioada 2011-2012, in 173 de Tntreprinderi mici si mijlocii din
Roménia. Reaultatde cercetarii au evidensiat faptul ca ntreprinderile mici si mijlocii din Romania nu sunt
preocupate de utilizarea unui model de excelenya in afaceri, fie modd roménesc sau european. Desi nu utilizeazi un
mode de excelena Tn afaceri, ele indeplinesc, totusi, anumite criterii ale modelului european EFQM de excelenya.

Cuvinte cheie: evaluarea performanselor, IMM, responsabilitate sociala, Romania
Clasificare JEL: C52, L25

1. Introducere

Importanta evauarii performantei intr-un context diferit de cel financiar a fost evidentiata
nca de lajumatatea secolului 20 de catre diferiti teoreticieni si practicieni. Unul dintre dezvoltatorii
ideii de evauare a performantel la nivel individud si dinierea obiectivelor de performanta de la
nivel individua cu cele de la nivel organizationd a fost Peter Drucker. Peter Drucker a introdus
conceptul de management prin obiectivein 1954 in cartea sa,, The Practice of Management”. Peter
Drucker a suginut ideea potrivit careia toti angajatii ar trebui i aiba trasate obiective de
performanta personde care si fie ancorate puternic si dineate la strategia organizationala.

Ultimii ani sunt marcati de o serie de preocupari in ceea ce priveste definirea si evaluarea
performantelor unel intreprinderi. A fi performant Thseamna afi cel mai bun, alupta pentru a fi
cel mai bun. Performanta Thseamna succes, competitivitate, reusita, actiune, efort continuu, fiind
esentia atét pentru Tntreprinderile mici si mijlocii, c& si pentru Tntreprinderile mari. Performanta
une Tntreprinderi presupune acelessi provocari Tn contextul unei economii nationde ca si n
contextul unei economii globale, respectiv eficienta, eficacitate, avantaje competitive.

O viziune ceva mai cuprinzatoare asupra performantei se obtine daca este definita si prin
referire la comportament si larezultate. O astfel de definitie este cea alui Brumbach (1988) care
considera ca ,,performanya insearma atat comportamente, cat si rezultate. Comportamentele
emang de la performer si transforma performansa din nosiune abstracta Tn acriune concreta.
Nefiind doar instrumente de obfinere a unor rezultate, comportamentele sunt, prin ele insele, si
rezultate — produsul efortului fizic si cerebral depus pentru executarea sarcinilor — i pot fi
judecate aparte de rezultate’ (Rizeasi Parpandd, 2009). Aceasta definitie a performantel ducela
concluzia ca, atunci cand se gedtioneaza performanta echipelor si indivizilor, trebuie luate Tn
considerare atét intrarile (comportamentul), cét si iesirile (rezultatele).

Potrivit autorilor Zybaczinski si Manole, performanta unei Tntreprinderi poate fi
privita din mai multe puncte de vedere (Niculescu si Lavalette, 1999):

- performanza tehnica reprezinta utilizarea eficace a resurselor disponibile n
organizatie si se masoara in principal prin productivitate. Prin urmare, cresterea
performantei tehnice este influentata de cresterea productivitatii;

* Asistent universitar doctor, Universitatea ,Constantin Bréncoveanu”, Pitesti, Facultatea de Management
Marketing Th Afaceri Economice, Rm.Valcea, Roménia, pirneacarmen@gmail.com
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- performansa economica desemneaza atingerea unor niveluri cat mai ridicate ae
rezultatelor de ansamblu ale activitatii Tntreprinderii, comparativ cu obiectivele stabilite,
concurenta si Situatia din anii anteriori;

- performanya sociala reprezinta adaptarea la nevoile dientilor si la puterea lor de
cumparare, prin oferirea unor produse/servicii bune din punct de vedere tehnic si la un pret
rezonabil. Tntreprindereatrebuie si asigure anggjatilor un climat favorabil si salarii satisfacatoare;

- performanya manageriala reprezinta adaptarea la nevoile ntreprinderii si la conditiile
culturale, atét ale intreprinderii, cét si dle mediului Tn care aceasta Tsi desfasoara activitatea. De
aici, au aparut si numeroase modele de management, cum ar fi: modelul japonez, modelul
suedez, modelul anglo-saxon, modelul american etc.

In practica economica o Tntreprindere performanti trebuie si fie in acelasi timp
productiva si eficace. Evaluarea performantelor unei intreprinderi se poate realiza folosind
modele si instrumente specifice.

2. M etodologia cercetarii si rezultate

Cercetarea pune Tn valoare o parte din rezultatele cercetarii doctorale realizate de
autor. Metodologia de cercetare s-a axat, in principal, pe o analiza a literaturii de
specialitate, precum si pe aplicarea unui chestionar in 173 de intreprinderi din Roménia, in
anul 2012. Astfel, printre obiectivele principale ale acestei cercetari se numara (fig. nr. 1):

- identificarea caracteristicilor speficice modelelor de evaluare a performantelor
Tntreprinderilor mici si mijlocii;

Fig. nr. 1 —Metodologia cer cetirii cu privire la evaluar ea performantelor

intreprinderilor mici si mijlocii

Obiectivele Caracteristici Factorii de
cercetarii > specifice influenta Dimensiunile principale
Strategia de Motoare de cautare (Science Direct, Business Source Elite, Emerald Journals
identificare Database, Kluwer Journal and Blackwell Publishing Journals)
a probelor Proceedings de la Conferintele PMS (Performance Management Systems)
Criterii de Domenii principae: Management Domeniul principa:
selectare » operational, dezvoltare organizationas, masurarea performantei
sisteme de masurare a performantei, IMM
l l Topic inclus: model de sistem
de evaluare a performantel

Subiectul inclus; Sistemul de evaluare a
performantelor IMM-urilor

Topic exclus. studii Tnainte de
v 1980

Tipologie: Proceedings ale Conferintelor si
rapoarte interne

! I

Metodologia cercetirii: cercetare empirica

Tipologia: Articol din jurna

Metodologia cercetarii:
descriere si cercetare empirica

Sursa: adaptat dupa Garengo, P., Biazzo, S. si Bititci, U.S., Performance measurement systems in SMEs:
Areview for aresearch agenda, International Journal of Management Reviews, vol.7, nr.1, pp.25-47, 2005
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- evidentierea factorilor care influenteaza evaluarea performantelor IMM-urilor;
- tipologia modelelor de evaluare a performantelor Tntreprinderilor mici si mijlocii;
- studiu privind utilizarea modelelor de excelenta in afaceri pentru evaluarea
performantelor Tntreprinderilor mici si mijlocii din Roméania.
Avand Tn vedere obiectivele urmarite de autor Tn realizarea acestel cercetari,
rezultatele cercetarii sunt prezentate in continuare.

2.1. Rezultatele cercetarii privind caracteristicile specifice modelelor de evaluare a
performantelor Tntreprinderilor mici si mijlocii

Garengo P, Biazzo S. si Bititci U.S. (2005), Tn lucrarea Performance measurement systemsin
SMEs A review for a research agenda au reusit s identifice cinci caracteridici comune privind
eval uarea performantel or intreprinderilor. Aceste caracteridtici sunt prezentate Th continuare:

a) Dificultatea implicarii intreprinderilor mici si mijlocii in proiecte de masurare a
performanzel or

Tntreprinderile care iau parte la aceste proiecte rareori continua cu ultimafaza din cauza
lipsel timpului disponibil pentru activitatile non-operationale si pentru implicarea unui numar
mic de antreprenori sau de top-manageri n astfel de proiecte.

b) Tntreprinderile mici si mijlocii fie nu au un model de evaluare a performanzelor,
fiell au Tnsa nu-I folosesc corespunzitor

Multe Tntreprinderi deseori pun Tn aplicare doar o parte a modelului general, in timp
ce dte intreprinderi modifica structura modelului fara a lua Tn considerare cu atentie
modificarile efectuate.

¢) Implementarea managementului performansei Tn IMM-uri a fost rareori o
abordare holistica

IMM-urile nu implementeazi sisteme integrate de management a performantel si
nici nu au cunostinte cu privire la modelele de evaluare a performantelor.

d) Mdasurarea performanselor IMM-urilor este informala

In cadrul IMM-urilor, planificarea este, de obicei, absenta sau limitata numai la
nivelurile de exploatare, astain cazul n care performanta este masurata.

€) IMM-urile dispun de resurse limitate pentru analiza datelor

IMM-urile folosesc, de obicei, mai mult varianta cu tabele decét varianta cu grafice,
ceea ce face totul mai dificil Tn ceea ce priveste interpretarea informatiilor. Doar IMM-urile
cu experienta Tn managementul calitatii au inceput si dezvolte o prezentare grafica a
informatiilor pe care le aduna.

2.2. Reaultatele cercetarii privind factorii care influenfeazi evaluarea performanyelor
Tntreprinderilor mic si mijlocii

Multi cercetatori afirma ca exista o serie de factori specifici intreprinderilor mici si
mijlocii, care pot reprezenta chiar obstacole in procesul de punere in aplicare si de utilizare
aunui sistem de masurare a performantei. Acestia sunt prezentati Tn continuare.

a) Lipsaresurselor umane

Intreprinderile mici si mijlocii au resurse umane limitate. Tot personalul este implicat
n activitati de gestionare a muncii de zi cu zi, neavand timp alocat si pentru activitatile
suplimentare, cum ar fi punerea in aplicare a unui sistem de evaluare a performantelor.

b) Capacitatea manageriala

O cultura manageriala, de cele mai multe ori, lipseste Tntr-o intreprindere, prin
urmare ingrumentele si tehnicile manageriale sunt percepute ca fiind, tehnici cu beneficii
mici pentru intreprindere.

¢) Resurse de capital limitate

Impactul resurselor necesare pentru punerea in gplicare a unui sistem de evaluare a
performantelor in IMM-uri este direct proportional cu punereain aplicare in intreprinderile mari.
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d) Abordarea reactiva

Lipsa de metodologii si de strategii explicite pentru a sprijini procesul de control
promoveazi atét o orientare pe termen scurt, cét si 0 abordare reactiva pentru gestionarea
activitatilor Tn cadrul intreprinderii.

e) Cunoasterea tacita si atensia scazuta acordata la formalizarea proceselor

Unul dintre principaele obstacole in caea dezvoltarii organizationale in cadrul IMM-urilor
este lipsa de conducere si lipsa unui sistem formalizat de management a procesului Th sine.

f) Concepria gresita privind masurarea performanyelor

IMM-urile de cele mai multe ori nu inteleg avantgjele punerii n aplicare a unui
sstem de evaluare a performantelor, aceste sisteme fiind percepute ca o cauzi de
birocratizare si un obstacol Tn calea flexibilitatii IMM-urilor.

2.3. Rezultatele cercetarii privind tipologia modelelor de evaluare a performantelor

intreprinderilor mici si mijlocii

A excelain afaceri Tnseamna a fi mai bun decét altii, ale fi superior, Tn specia prin
performantele manageriae si financiare. Daca evaluam si comparam cu anumite criterii de
referinta performantele realizate de o intreprindere, putem si determinam un anumit nivel
de excelenya in afaceri specific acesteia (Olaru si Pirnea, 2011).

La nivel international, evaluarea performantelor intreprinderilor se poate realiza prin
urmatoarele modele si instrumente:

a) Modelul european — concretizat Tn criteriile Premiului European EFQM pentru Cdlitate.

b) Modele nasionale de excelenya in afaceri:

e Modelul american — concretizat in criteriile pentru Premiul American pentru
Cdlitate Malcolm Baldrige;

e Modelul canadian — concretizat pe criteriile: leadership, planificare, orientare
catre client, resursa umana, managementul procesului, relatii avantgjoase cu
furnizorii, performanta organizatiei;

e Modelul japonez — concretizat Tn principiile CWQC;

e Modelul australian — concretizat pe criteriile: leadership, strategie si
planificarea procesului, date, informatii si cunostinte, resurse umane, focalizare
pe client si piata, procese, produse si servicii, rezultate;

e Premiul Romén pentru Calitate JM. Juran — concretizat pe cresterea increderii Tn
calitate atét la nivel micro, cét si la nivel macro, stimularea unui stil managerial
modern bazat pe munca Tn echipa, precum si divizarea potrivit careia clientul este
proprietar.

¢) Instrumentul balanced scorecard (BSC) propune analiza deciziilor strategice din
patru perspective: axa financiara, axa client, axa procese interne si axa invatare
organizationala.

d) Modeul , Prisma performansel” este concretizat pe acele categorii de parteneri a
caror importanta a crescut in ultimii ani: furnizori, grupuri de presiune, organisme de
normalizare. Prisma performantei (Performance Prism) este un mode propus de Universitatea
Cranfield. Fiind bazat pe asteptarile partenerilor, modelul incearca si diminueze aceastd arie
partial neglijata de BSC si congtituie practic o imbunatatire a acestuia.

€) Moddul Skandia Navigator se axeaza in primul rand pe masurarea si gestionarea
capitalului intelectual. Unul dintre cele mai cunoscute modele ale managementului
performantel este cel dezvoltat de intreprinderea suedeza Skandiala inceputul anilor 1990. O
echipa condusi de L.Edvinsson a propus un model de management a performantel bazat in
primul rénd pe capitalul intelectual. Modelul utilizat initial de Skandia este o dezvoltare a
BSC, care se axeazi n primul rand pe masurarea si gestionarea capitalului intelectual.
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f) Moddul ,Profilul Organizariei Performante” este concretizat pe criteriile
leadership, directie, mediul Tnconjurator si valorile, responsabilitatea, coordonarea si
controlul, competentele, motivatia, orientarea externa, inovarea.

g) Modelul ,7 S’ este utilizat ca instrument de bazid pentru abordarea globalia a
ntreprinderii; permite o viziune largita si sistematici asupra organizatiei punand in
evidenta diversitatea pérghiilor care determina eficienta, performantele organizatiei si
necesitatea existentei armoniei/echilibrului dintre acestea.

h) Tabloul de bord este intrumentul de masurare a performantel care se bazeaza pe
principiul exceptiel si @ concentrarii piramidale a informatiilor de la baza piramidei catre
varful acestela.

i) Benchmarking-ul este instrument de masurare a performantelor unel Tntreprinderi
care se concretizeaza n urmatoarea idee de baza “pentru a fi competitiv trebuie si te
compari, iar pentru a te compara trebuie sq masori”.

2.4. Reuultatele studiului privind utilizarea modelelor de excelenta in afaceri pentru
evaluarea performangelor intreprinderilor mici si mijlocii din Romania

Cercetarea pune n valoare o parte din rezultatele unui studiu realizat, de autor, pe
baza de chestionar la nivelul a 173 de intreprinderi.

Potrivit studiului efectuat, ponderea intreprinderilor care utilizeaza modele de excelenta
n afaceri este relativ scazuta. Adtfel, numai 1.15% din intreprinderile mici si mijlocii
participante la cercetare utilizeaza modelul roméanesc al excelentei in afaceri JM. Juran, In
timp ce 21.4% din ntreprinderi utilizeaza modelul european EFQM de excelenta (fig. nr. 2).

Fig. nr. 2—Ponderea modelelor de excelenta Tn afaceri utilizate In intreprinderile
mici si mijlocii participante la cercetarea realizata

1.15%

21.40%

mModelul romanesc al
excelenter in afacer: J M Juran

m\odelul european EFQM de
excelenta

Nu utilizeaza nici un model de
excelentd in afaceri

Sursa: potrivit cercetarii efectuate de autor

Prin urmare, se poate aprecia faptul ci intreprinderile mici si mijlocii nu sunt
preocupate de utilizarea unui model de excelenta in afaceri, fie model roménesc sau
european. Desi modelul european EFQM de excelenta Th afaceri este destul de atractiv si
poate fi folosit ca un cadru adaptat nevoilor, caracteristicilor si situatiilor specifice,
Tntreprinderile mici si mijlocii nu manifesta interes pentru adoptarea unui astfel de model.

Modelul european EFQM de excelenta n afaceri afost revizuit ih 2010, ca urmare a
noilor provocari Tn mediul de afaceri.

Potrivit rezultatelor cercetarii efectuate, ntreprinderile participante la cercetare, desi nu
utilizeaza un model de excelenta in afaceri, ele indeplinesc totusi, anumite criterii ale
modelului european EFQM de excelentd. Cercetarea efectuata a evidentiat faptul ca, desi
77.45% din intreprinderile mici si mijlocii, respectiv 134 de Tntreprinderi, nu utilizeaza niciun
model de excelenta Tn afaceri, ele indeplinesc Th mare masura criteriile modelului EFOM de
excelenta Tn afaceri.
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Rezultatele studiului efectuat au evidentiat faptul ca, desi un numar de 134 de
intreprinderi mici si mijlocii nu utilizeaza niciun model de excelenta n afaceri, acestea
Tndeplinesc, totusi, Tn totalitate sau Th mare masura criteriile ,, Performanyse afacere’, ., Impact
asupra societarii” si ,, Satisfacria cliengilor” (fig. nr. 3).

Un alt criteriu important pe care intreprinderile il Tndeplinesc in totalitate sau in mare
masura este ,, Procese, produse si servicii”, respectiv 73.8% din intreprinderi.

Fig. nr. 3—Gradul deindeplinire acriteriilor modelului european EFQM de
excelenta in intreprinderile mici si mijlocii participante la cer cetarea realizata
Ponderea Tntreprinderilor [%)]
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Sursa: potrivit cercetarii efectuate de autor

Se poate observa in figura nr. 3 faptul ca exista si criterii pe care intreprinderile le
Tndeplinesc in mica masura, cum ar fi:
o criteriul ,Parteneriate si resurse” este indeplinit Th mica masura de 11,6% din
intreprinderile participante la cercetare;
o criteriul ,,Strategie” este indeplinit Tn mica masura de 5.8% din ntreprinderi;
o criteriul ,,Resurse umane” este indeplinit de 22.5% din Tntreprinderi.
Singurul criteriu, care nu este indeplinit deloc de 4.6% din intreprinderile mici si
mijlocii participante la cercetare, este criteriul ,, Leadership”.

3. Concluzii

Potrivit cercetarii realizate, performanta unei ntreprinderi este influentatd atét de
factori proveniti din mediu extern, cé si de factori proveniti din mediul intern, respectiv
factori care pot fi controlati: directii clare de actiune, executie eficienta, operatiuni eficace.
O Tintreprindere care se axeaza pe acesti factori poate obtine performanta ridicata si
sustenabila. Fara unul din acesti factori, performanta nu va putea fi sustenabila.

Rezultatele studiului reslizat pe baza de chestionar au evidentiat faptul ca majoritatea
intreprinderilor mici si mijlocii participante la cercetare, desi nu folosesc pentru evaluarea
performantelor niciun model de excelenta Tn afaceri, indeplinesc totusi Tn totalitate sau n
mare masura criteriile modelului european EFQM de excelenta in afaceri. Astfel, doar
1.15% din intreprinderile mici si mijlocii participante la cercetare utilizeaza modelul
roménesc a excelentei in afaceri JM. Juran, Tn timp ce 21.4% din Tntreprinderi utilizeaza
modelul european EFQM de excelentd. De asemenes, desi 77.45% din intreprinderile mici
si mijlocii, respectiv 134 de ntreprinderi din cele incluse in cercetare, nu utilizeaza niciun
model de excelenta Tn afaceri, ele indeplinesc, totusi, in mare masura criteriile modelului
EFQM de excelenta in afaceri.

Acesasta cercetare poate constitui un punct de plecare pentru cercetari viitoare.
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ENTREPRENEURIAL CULTURE, PROFILE OF THE LEADER
AND ENTREPRENEURIAL ORIENTATION: EMPIRICAL
APPLICATION IN THE CASE OF THE TUNISIAN COMPANIES

Mighri Zouhayer”

Abstract:

Today, no company is safe from forces and pressures, which are exerted on it, because of a significant
number of the requirements in particular as regards competitiveness, the need for change, or the crises, the
deregulations and the cost of energy. To face this news gives, the company must reconsider its behaviors and
its practices to renew itself, to open out and reinforce its international position in the market. Some of these
practices form what one calls the entrepreneurial orientation.

For this reason, we will devote this paper for better encircling and apprehending the concept of
entrepreneurial orientation and this, by focusing on its relation with the entrepreneurial culture and the
profile of the leader in the specific case of the Tunisian companies.

Keywords: Entrepreneurial culture, profile of the leader, entrepreneurial orientation, Tunisia.

JEL Classification: L26, M14

1. Introduction

In the field of management, the entrepreneurial culture is often articulated with the
performance of the company and the effectiveness of its management. According to Kanter
(1982), the capacity of innovation of the company is dependent on the cultural standards,
the practices and the structure. This culture can aso conditioned by the level of the taking
risk (Burgelman, 1983), and of the pro-activity (Miller and Frisen, 1982). To this end,
Cornwall and Perlman (1990), analyzed the effect of the culture® on the entrepreneurial
activities such as the taking risk, the exploration of opportunities and the innovation.

Moreover, Naranjo-Vaenciaet al. (2011) showed that the capacity of innovation of the
company is conditioned by the cultural standards, the practices and the structure. In addition,
Kuratko et a. (1993) argue that the entrepreneurial culture is a crucial factor of the
installation of an entrepreneurial spirit. From his side, Birkinshaw (2003) refers to an
organizational model of entrepreneurship in which the culture of company and the style of
management are impossible elements to circumvent. At this level, through its effects on the
capacity to innovate, assume and run risks and enter new markets, the entrepreneurial culture
largely conditions the EO of the company. This is why, we consider in our research that the
organizational culture is an integral part of the company and therefore, it is assimilated as a
powerful organizational tool. Therefore, the culture of company affects the behaviors, offers
to the various fascinating parts a feeling of identity and control the decision-making. So, it
becomesintegrated in the same roots of the existence of the company.

Many factors proved to be subjacent factors of the orientation, one of them being the
culture of company (Naranjo-Vaencia, Jimenez and Sanz-Valle, 2011). According to these
authors, the entrepreneurial culture is a determining key of the strategy of innovation, and
consequently, the companies should support values and standards according to their
strategic choice. In other words, the culture of company is posed as an axial element of the
continuation of the organizations in entrepreneurial activities and arouses the interest to
jointly analyze it with the concept of entrepreneuria orientation (EO).

Therefore, the two concepts are not identical but inter-connected (Dess and Lumpkin,
2005). In other words, the EO and the organizational culture are distinct phenomena

" Faculty of Economics and Management of Sfax.
! This supports the vision, the mission and the strategies of the company.
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(Wales, Monsen and Mc Kelvie, 2011). Indeed, the EO represents the practices and the
processes of the fascinating parts of an organizational structure having for objective
creation of possibilities and taking risk, whereas the culture of company is the context in
which the activities of EO occur (Lumpkin, Wales and Endley, 2007).

In addition, a strong connection between the EO and the entrepreneuria culture can
be apprehended through the innovation. Indeed, the companies which succeed have the
capacity to absorb the innovation in their culture.

Moreover, Kanter (1983) was focused on the prerequisites to the success of the
companies in general and the innovation in particular and this, by treating the questions
relating to the categories of people whose culture is characterized by the doubt about their
own capacity to innovate such as the "old cultures' established for a long time and the
"young cultures' as those of new hi-Tech industries which are more supposed to
familiarize their members with the innovation and the change. From his side, Schein
(1983) primarily made allusion to imperative posed with regard to an organization to
develop a culture, which enables it to adapt to its environment and in same time to
maintain and develop key factors of success source of competing advantage.

On the basis of these ideas, the entrepreneuria culture can thus affect significantly and
directly the various aspects of the EO by encouraging the innovation by the means of the
individual initiative or the recruiting of highly qualified people who lead to even more
innovation. It can aso support the taking risk and the pro-activity by the introduction of good
working conditions based on confidence as for the actions of the individuals within the
organization and in their synergies with the customers and the suppliers. By opposition, it can
overpower the innovating activity, when it reinforces the presence of subcultures,
individualism or the clientelism (Miller, 2011) and in particular in a structure with human size.

2. Entrepreneurial cultureand EO

In fact, principal modeling of the organizational entrepreneurship potentially integrated
the variable culture (Zahra 1993, Lumpkin and Dess, 1996, Ireland et al., 2009). In this respect,
the functionalist current insisted on the fact that any organization has a culture through the
values, the standards, the artifacts and the beliefs. According to this vision, the perceived
culture is compared to an internal element of the company, a variable which one can examine
with other internal or external elements of the company (Cherchem and Fayolle 2010).

According to Cherchem and Fayolle (2010), this model is multidimensional and it
eva uates the dominant characteristics of the company, the leadership, the management of
the employees, the values which cement the company, the deployed strategy and the
criteria of success. In the light of the above mentioned ideas, we suppose that a central
assumption can be formulated as follows:

H.1: Theentrepreneurial cultureisa dominating factor of the EO of the company.

In fact, the literature relating to the organizational culture stressed four types of culture
that are: Hierarchical culture, culture of group, culture of market and adhocratic culture.

2.1. Hierarchical culture

The hierarchica culture is characterized by the structuring and the formalization of the
work. This cultureinsists on the interna stability, the rules and the values which are associated to
the preserving strategic posture' (Zammuto and Krakower, 1991). It ataches a particular
importance to the formalization of the procedures of production and the control of the situations.
The hierarchica culture is based on a mechanist structure which is not often favorable to the
entrepreneurial activities. So afirst fundamental assumption can be derived asfollows

H.1.1: Adronghierarchical culture exerts negative repercussions on the EO of the company.

! Conservatively oriented strategic posture
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2.2. Culture of market

This culture is mainly directed towards the realization of the results (results-oriented)
through the maximization of the production. Its essential values are the productivity, the
competitiveness, the profitability, the rational decision-making and the success. The
culture of market refers to the values of the company and the functions as those relating to
the market, i.e. of the functions based on the transactions with the suppliers, the
consumers, the partners and the collaborators (Cameron & Quinn, 2006). On the basis of
this definition a second axial assumption can be attested as follows:

H.1.2: A dominating culture of market will positively affect the EO of the company.

2.3. Culture of group

This type of culture is characterized by convivial environment in the place of work,
and divides it between the individuals. Its essential values are the flexibility, the
confidence in the human resources, the engagement and the development of human
resources. The objective of the company is to develop the team spirit, the feeling of
membership and the participation. According to Pearce and David (1983) and Jennings and
Lumpkin (1989), an innovating company is characterized by a style of participative
management. This idea leads usto formulate athird axial assumption that is:

H.1.3: A grong culture of group affects significantly and positively the EO of the company.

2.4. Adhocratic culture

This culture is characterized by the dynamism, the creativity, the taking risk and
focusing on the external environment (Dension and Spreitzer, 1991). In this culture, the
decision maker is a visionary, an innovator and a taker of risk. The company supports the
creation of new products/services and its long-term objective is to support the growth and
the acquisition of the new resources. On the basis of these ideas, a fundamental assumption
can be formulated in this manner:

H.1.4: The EO of the company is positively conditioned by the adhocratic culture.

3. Profileof theleader and EO

In this line of research, we will attest the assumption according to which the three
psychological features chosen for this study, could condition dynamics entrepreneurial
company and this starting from the second following central assumption:

H.2: The profile of the leader is a potential factor of the EO of the company.

For this end, while resorting to a well anchored literature, in order to distinguish the
personality of the leader up to what point affects entrepreneurial dynamics of its
organization, we retained the three following psychological features."Need for
achievement", "internal locus of control”, and "entrepreneurial self-efficacy”.

3.1. Need for achievement

This concept reflects the perception of an individual on his capacity to take up the
challenges to reach a persona achievement (McCle land, 1961;1965). The individuas who
have a desire of achievement can be more likely to exploit entrepreneurial opportunities in
comparison with those which have a weak desire of achievement. This idea leads us to
formulate an axia assumption subjacent with the central assumption H.2 that is:

H.2.1: The need for achievement favorably affects the EO of the company.

In fact, this assumption is inspired by the articulation between the need for
achievement and the design of a strategy or the organizational structure (Miller, 1983). The
individual caused by this need for achievement will be proactive and inclined to take risks
in order to exploit entrepreneurial opportunities in comparison with individual having a
weak desire of achievement.
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3.2. Internal locus of control

This concept is apprehended as the perception of an individual on his capacity to
control its activities and its destiny (Rotter, 1966). According to the same author, the
individuals who hold this feature believe that their success in the life emanates from their
own actions, their capacity to control and their ability. Whereas, people who refer to an
external locus of control believe that their success is more related to external factors (the
chance, the network of influential people, events...).

At thislevel, Pandey and Tewary (1979) showed that the individuals who have a fort
internal locus of control have a capacity to engage in entrepreneurial behaviors. Therefore,
an additional axial assumption can be derived from our second central assumption that is:

H.2.2: The EO of the company is favorably conditioned by the variable internal
locus of control.

3.3. Entrepreneurial self-efficacy

This characteristic returns to the perception of the individual on his capacity to
succeed specific spots. The individuals who hold this feature believe in their capacities to
raise the challenges, to introduce new products, to act on their environment, to take
risks....In the contrary case, the individuals who do not present this perception are likely to
remain in a situation of statu-quo, to be passive and not to take the risk. Moreover, Boyd
and Vozikis (1994), postulate that this feature has a positive bond with the intention and
the entrepreneurial action. In the light of this idea, we can add another formulated axial
assumption in this manner:

H.2.3: Entrepreneurial salf-efficacy of the leader favorably affects the EO of the company.

4. M ethodology and results of the estimate

This research aims at having results which make it possible to understand the relation
which exists between the entrepreneurial culture, the profile of the leader and the
entrepreneurial orientation (EO).

The sample object of our study is a sample of 180 companies and for the processing of
our data, we resorted to two methods which are: The descriptive approach which rest
primarily on the construction of the simple and cross tables of frequency to appreciate the
success of an EO according to the entrepreneuria culture and the profile of the leader. With
regard to the econometric approach, it primarily seeks to raise the explanatory factors of the
EO conceived from the side of the entrepreneurial culture and the profile of the leader.

4.1. First analysisin principal component

This part is intended to describe the general structure of the sample obtained
according to certain characteristics of 180 companies. In what follows, we will seek to
highlight the particular characteristics of these companies by relying on a multidimensional
approach. For this end, we will seek to locate the various variables measuring the
entrepreneurial culture and the profile of the leader on a factorial design. Therefore, we
will successively examine the dimensionality of the scale by means of the principa
component analysis (PCA) then, its reliability, i.e. internal coherence between the answers
by calculating a pha of cronbach and finally, we will carry out the interpretation of the axes
retained by the PCA. Thus, the scale fills the conditions for application of the factoria
analysis (KMO" = 0.699 and the test of Bartlett = 349.9).

A first analysis in principal component according to the matrix of covariances, on 7
items is launched without specifying the number of required axes. According to the

! The KMO is a redlity ranging between 0 and 1.An acceptable KMO higher than 0.5 ensures than the partial
correlations are not too significant compared to the simple correlations. The KMO is essential to obtain an
interesting PCA.. In the negative one, it can be necessary to remove certain variables.
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criterion of Kaiser (eigenvalue > 1), two factors are extracted and make it possible to putin
perspective 33.7 % of the origina variance. The first factor gives an account of 22.4% of
the origina variance and the second factor 11.3%. The correlations of the items with the
two axes extracted the PCA, after rotation vari-max, are presented below and the choice of
rotation vari-max indicates that the factors are separable.

Table 1. Factorial and exploratory analysis of the scale of the entrepreneurial
culture and the profile of theleader (With rotation VAr-max)

Factl |Fact2 Saturation

Hierarchic Culture 0.302 0.06
Culture of the market 0.206 0.116
Culture of group 0.45 0.205
Adhocratic culture 0.61 0.552
Need for achievement 0.65 0.54
Internal locus of control 0.103 0.176
Entrepreneurial self-efficacy 0.003 0.455
Variance 3.13 157

% explained Variance 22.4% 11.3%

4.2. Second analysisin principal component

To detect the most redundant variables, we will resort to a second factorial analysis
via the circle of correlation to reduce the number of the variables which congtitutes the
contained informational one of the final data base. Thus, the configuration of 7 variables
provides the best approximation of the real angles between the variables, and consequently
the best plane representation of the matrix of the correlations. Indeed, the circle of
correlation shows that, several variables are very close what trandates the presence of a
high coefficient of correlation.

The variables culture of group and need for achievement are presented by two points
diagonally opposed on the sphere which indicates that the latter are bound by a strong
negative correlation and what would make impossible saturations of the matrix of
correlation and shows that the two variables are doublets and thus make a double
employment. Moreover, the analysis of the table shows that the entrepreneurial culture
and the profile of the leader contain redundant and useless information what returns the
training of the system of recognition more complex and thus, preferable to reject it in order
to avoid the case of singularity of the matrix of correlation (det=1).

To synthesize our results, we wished to lead multidimensional approach of the
entrepreneurial culture and the profile of the leader. The second analysis in principal
component, takes into account 7 variables which are:  Culture of group, hierarchical
culture, adhocratic culture, culture of the market, as variables representative of the
entrepreneurial culture, and need for achievement, entrepreneuriad self-efficacy and
internal locus of control to apprehend the profile of the leader.
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Table 2: Principal results of the second PCA of the entrepreneurial culture
and the profile of the leader

Variables Factl Fact2 Factl Fact2
saturation | saturation | score score

Culture of group 0.15 -0.005

Adhocratic culture 0.28 -0.04

Culture of market 0.14 -0.012

Hierarchica culture 0.15 0.007

Need for achievement 0.07 0.02

Internal locus of control 0.46 -0.24

Entrepreneuria self efficacy 111 0.79

% explained Variance 53.3% 16.1%

Original variance explained 69.4%

Regulate of Kaiser:Eigenvalue > 1 Two Factors

Diagonal of the Matrix Anti Image > 0,5 Coefficient Satisfactory

The results of the table above, enables us to carry out the following analysis: The
PCA with rotation, made it possible in three iterations to synthesize the 7 variables in two
factors which explain in its turn 69.4% of the originad variance. To lead our
multidimensional approach, we will represent the 7 variables on the circle of correlation
and by reproducing the projection of these variables on the first factorial. The estimate of
this model for purpose unites was carried out according to the maximum of likelihood, and
which gives the following results:

Table 3: Results of the estimate
Dependent variable: Entrepreneurial orientation

Joint effects Marginal effects
Coefficient z-Stat Orientation
prédit==0.809
Need for achievement -0.046 -0.35 -0.009
Internal locus of control 0.41 *** 8.23 0.056
Entrepreneuria self-service 3.72 *** 10.6 -0.48
efficacy Adhocratic culture -1.07 -1.2 -0.017
Culture of market 0.024 * 2.34 0.017
Hierarchical culture 0.85 xkx 4.15 -0.12
Culture of group 0.0021 0.02 0.0003
Constant 17.1 ** 9.4
P-value 0.0000
Chi-Two 157.21
R 0.57

(*), (**), (***), respectively significant coefficients with the threshold of 10%, 5% and 1%.

Our results of the estimate show that the variables internal locus of control and
entrepreneurial self-efficacy which is representative of the profile of the leader and the
variables of the entrepreneuria culture relating to the culture of the market and the
hierarchical culture exert significant effects on the entrepreneurial orientation. By
opposition, our results show that the culture of group, the adhocratic culture and the need
for achievement are statistically non significant. In other words, the assumptions H.1.1,
H.1.2, H.2.2 and H.2.3 are validated.
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5. Conclusions

The examination of the literature relating to the EO led us to emphasize two main
categories of factors: Initially, the entrepreneurial culture via its four principa
configurations that are: Hierarchical culture, culture of market, culture of group and
adhocratic culture. Then, psychological features of the leaders which are gathered in three
principa forms: Need for achievement, internal locus of control and coil-efficacy.

Our empirical results illustrate the importance of the entrepreneurial culture and the
profile of the leader in the determination of the entrepreneurial orientation of the company.
However, this importance interests particular components as the culture of the market, the
hierarchical culture, the internal locus of control and the entrepreneurial self-efficacy.

Therefore, on the whole in the case of our sample, the Tunisian company would gain
as regards technological innovation, pro-activity, taking risk and autonomy which
consgtitute together the dimensions of the EQ, if it isinterested in the culture of the market,
the hierachic culture, the internal locus of control and the entrepreneurial self-efficacy.
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FISCAL BEHAVIOUR OF THE ECONOMIC AGENT.
FACTORSOF INFLUENCE

Nicoleta, Mihaila"

Abstract:

Defining the behaviour appears to be a relatively easy initiative, in reality, however, the definition of
this concept requires consideration of a variety of items. Coercive character of taxation and the opposition of
taxpayers to comply with taxes generate their fiscal behaviour as a form of manifestation intended to hinder
performance or application of tax laws or impose "conditions' in achieving its objective. Behaviour of
taxpayers is simmilar to searching for a optimum situation in order to satisfy their necessities; this one,
being subject of taxation, may represent the compliance to paying taxes or noncompliance on ethical, social,
economic issues. Resistance to paying taxes can take various forms of manifestation: underground economy,
fraud and tax evasion, tax abstinence.

K eywords: economic agent, tax burden, fiscal behaviour, factors of influence

JEL Classification: H26, H32

1. Aspectsregarding the taxation of the economic agent

Fiscality was and still is a major obstacle to the structural evolutions of the economic
agent. Each enterprise is touched, in its structure and objectives, in a direct way, by the tax
pressure, which produces a series of distortions in its behaviour. But influences are not
exercised only by the administrative rules, and aso by the burden of the financia tasks,
which, without a relaxation of them, under the conditions of a generalized economic and
financial blockage and of a sub-capitalization, can lead to the paralization of the activity of
the present enterprises and to prohibition for the foundation of new commercial companies
in fields needing important capital investments.

The tax payer’s attitude embraces a pshychological aspect, the tax effect depending
on more variables:

- the real amount of the tax;

- the taxpayer’ s capacity to assess the real tax burden;

- his attitude towards state and towards fiscality;

- the capacity to use the administrative rulesin favour of the taxpayer;

- the usage degree to the taxes charged.

The level of taxation is determined by several factors, such as economic performance,
effectiveness of using public spending financed by taxes, ownership, public needs set by
government policy, the degree of understanding by taxpayers for budgetary needs and
adherence to government policy, efficiency and ability to collect tax debtsto the sate budget.

By its mere existence, the tax is able to change taxpayer’ s economic and socia behaviour
through its influence on consumption and saving degree. From this point of view it should alsa
be considered the concept of marginal tax burden, resulting from the application of the tax rate
on additional income and which isrelated to the existence of tax progressivity.

Increasing of fiscal pressure will determine the taxpayer to choose between the needs that
he has to satisfy and will choose those that have the highest marginal utility. Tax incidence
varies according to the nature of the tax. Income tax influences negatively both the ability to
save and to consume intentionsin different degrees depending on social categories.

Taxes collected by state from economic agents form a tax burden that is more
pronounced as their share in the value added generated by the taxpayer is greater. Fiscal
pressure is felt and amplified by indirect taxes (VAT and excise duties) which affect sales
volume and their competitiveness through price.

" Scientific researcher, ph, Center for Financial and Monetary Research “Victor Slavescu”, Academia Romani,
Bucharest, nikmihaila@yahoo.com
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According to the present tax legidation profit and wages are the most taxed. Accordingly, the
more afirm ismore profitable, the tax burden borned by the economic agent is higher. In terms of
financing the entity, profit, ong with depreciation, represent the main dement of sdlf- financing.
The gross profit is affected by the tax, the company's self-financing capacity is reduced. But the
Sze of leviesin gross profit to the budget does not only affect self-financing activity, but also the
economic agent’ sability to pay - payment of income taxe is a negetive cash flow.

Since the economic agent is interested not only in the magnitude of the added value,
but in effective profit, fiscal pressure directly felt is given by profit tax rate. Also, as the
economic agent’s profitability and the absolute size of the profit increase, the tax burden of
enterprise increases, this being due to the linear taxation of profit.

For Romanian enterprises, besides the burdensome taxation we also should mention
that they are forced to cope with too high financing needs for their current activity as a
result of widespread and disinvestment of incipient capital markets.

The present tax system comprisesin its structure a plenty of taxes, charges and contributions
which the enterprise must pay at certain due dates, in function of exigibilates, leading, often, to
disfunctionditiesin its economic activity and in that of the treasury (cash flows).

The taxes owed by the taxpayer are in general: tax on profit/income, tax on
dividends, VAT, excises, customs taxes, contributions to social securities, the
unemployment fund, tax on buildings, taxes on the auto means, the stamp tax. To these
there add also taxes specific for some activities (taxes on fortune games, tourism tax,
advertising tax etc), as well as annual taxes for authorizations, licences, feas, penalties and
increases(interests) for the delay of the due payment of taxes. The big number of taxes and
charges which must be paid creates a high tax pressure upon the enterprise. Having in view
the other factors which act upon the economic agent’s activity: the level of demand and
supply, competition, the sales level, the cashing term, the population’s living standard,
labour productivity, etc many taxpayers hardly cope with the tax pressure, leading to its
bancruptcy or to practicing of the tax evasion in order to survive.

Defrauding taxes by some taxpayers creates unfair competition between producers.
Given the competitive system of market economy and the living standards of the
population, the price level is essential for carrying out the economic activity of an
enterprise. In this case the firm that does not pay taxes to the state can sell with lower
prices than those who pay their taxes.

2. Thetax pressure, a determinative of the economic agent behaviour

The main factor which influences upon the fisca behaviour of the economic agent represents
the multitude of tax prelevations of the economic agent, more concretely, the tax pressure.

Fiscal pressureis felt directly by taxpayers, ie the payers of taxes. The tax represents
for honest taxpayer a "necessary evil" and agreesto pay it.

But what happens when taxes exceed tolerable limits, inhibit the initiative or even
determine tax revolts? Then taxpayers fed tax burden which paralyzes their normal
behaviour in the economy and society.

Honest taxpayer complies with taxes, but, a one time, when taxes exceed certain
limits of endurance, events occur that bring serious disadvantages in ability of state to
collect these revenues. Taxpayer’s behaviour becomes abnormal by trying in every way to
evade taxes, hoping for a decreased of tax burden that becomes sometimes suffocating.

The desire of taxpayers to ensure their income before increasing tax pressure without
extra effort contributes to the development of shadow economy, which gradually replaces
the real economy-official activities making room to the underground economy. The
consequences of this are fewer taxpayers, the reduction of both tax base and inadequate
macroeconomic policiesin the area
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Economist Arthur Laffer implements graphically "Laffer curve" in 1980, an idea
experienced by Adam Smith, according to which tax rates that are too high destroy basis
on which taxation activates.

Arthur Laffer gave one of the most convincing explanation of the reationship
between tax rate the government imposes and revenues collected from it. "Laffer curve'
shows graphically the relationship between the tax rate and income from taxation.

Fig. no.1 Laffer Curve

Venituri
din taxe

T* Rata de
taxare (%)

Laffer curve shows that income from tax increases more pronounced at low levels of
taxation. As the tax rate increases, income increases at a decreasing rate, up to apoint T *
where authorities collect the maximum possible revenue - after this point, any increase in
the tax rate causes less work, increased of tax evasion, thus reducing income. At a tax rate
of 100%, as authorities collect al that taxpayers gain, work will not be encouraged
anymore.

Laffer curve also shows that the government can achieve the same level of incomein
two ways:

- by collecting taxes and duties from a small number of taxpayers (atax or levy with
ahigher level corresponding to a narrow base),

- by imposing lower taxes on alarger segment of taxpayers (asmall feeto alarge base).

We believe that tax reduction should be done on the basis of a tax reform which,
especialy for less developed countries, as our country, should aim at increasing the tax
base while reducing tax rates without affecting the revenues to budget State.

Therefore, an effective tax reform can be accomplished in two ways:
- On the one hand, if the current tax rate is higher than the optimal T *, lowering the tax
rate would increase revenue by increasing the tax base.

- On the other hand, if the tax rate is lower than the optimal T *, the growth of rate
would increase the income tax.

If there is a limit to the tax burden, the main issue is knowing if the normal tax
threshold is surpassed or not. If taxation is excessive, the only way to reduce this level is
that of giving up on tax obligations (to varying degrees). Increasing the tax burden
represents a source of conflict but not a normal motivation for work.

Regarding the fiscal pressure on the firm, it can be calculated using the formula:
Firm's tax burden =taxes paid by firm / Total value of the firm

Enterprise’s tax burden depends on share of each type of levy in total of levies as
well as the added value and the rate size of each type of levy .
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3. Factorsthat influence the fiscal behaviour of the economic agent

Coercive character of taxation and the oppositionof taxpayers to taxes generate their
fiscal behaviour as a form of manifestation intended to hinder the implementation of tax
laws or impose certain "conditions" in achieving its objective.

Fiscal behavior is generated by two main factors:

- Natural factor, derived from the free rider ingtinct of taxpayers; here are distinguished
education, traditions, training, income source, mentality and access to information;

- Ingtitutional factor, derived from regulations, trust, stability.

Taxpayers behaviour under coercive taxation may be of compliance or
noncompliance to taxes, based on ethical, social or economic issues. Resistance to paying
taxes can take various forms of manifestation: underground economy, fraud and tax
evasion, fiscal abstinence etc.

We believe fiscal behavior isinfluenced by internal and external factors of firm.

3.1. Internal factorsinfluencing fiscal behaviour

These factors, with indirect impact, might be:

- High costs required by firm activities compared to the financial resources;

- Limited material resources. This can be an impediment if there is no proper management;

- Lack of access to new technologies;

- Lower demand for services;

- Lack of experience of business owners and external factors on which they have no
control (new competitors, lack of suppliers or personnel fluctuation).

All these factors have a negative influence on the enterprise. When the tax burden is
overwhelming, adding the difficulties mentioned above, the inclination to tax evasion
increases. Therefore, we believe that an essential role in the degree of tax compliance of
the firm isits "health", more preciselly, the level of its profitability to be satisfactory.

3.2. External factorsinfluencing fiscal behaviour

Here we refer to economic agent’s size (micro, small, medium-sized enterprise),
seasonality (its activity is ongoing, seasonal - winter, summer, occasionaly), the region in
which the entity activates, its area of activity (according to NACE code).

In this respect, we consider B a coefficient expressing the impact of the influence
factor (those listed above) on the fiscal behaviour of the firm, with positive values between
0 and 1 (or 0% -100%), B € [0, 1]. We have:

B= 0, thefirmis not affected, the behaviour is correct

p= x- value when that factor has an impact on the company. The closer § is set to 1,
the more vulnerable is the firm to the factor and aims to incorrect, escapist behaviour,

B=1- escapist behaviour, factor has a major impact on the firm

We propose the following: We note Y = Cf / Fi an impact report indicating the
extent that fiscal behaviour is influenced by these factors of influence; Cf - fiscal behaviour
of the operator, Fi- influence factor (external).

B € [0;1], broken down into ranges [0;0,4];[0,5; 0,7];[0,8;1].

Also 2xi isthe multitude of economic agents falling within that sample.

Should be noted that assigned values based on intervals are generated by the statistics
provided by the White Paper (2010 edition - CNIPMMR), meaning turnover, the economic
performances of firms by region, size, etc.

Y represents:

Y € [0;0,4] the fiscal behaviour in not affected by the factor

Y €[0,5;0,7] the behaviour is influenced at a reasonable level

Y €[0,8;1] the factor has a strong negative influence
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a) F1= entity’sdimension

Tabel no.1 Fiscal behaviour depending on firm’sdimension

Y =Cf/dimension [0;0,4] [0,5;0,7] [0,8;1]
Micro - - >Xi
Small enterprise - >Xi -
Middle enterprise >Xi - -

According to estimates, micro enterprises have the lowest level of compliance; on
the opposite side are the medium ones, which are often subject to fiscal controls.

b) F2= seasonality

Tabel no. 2 Fiscal behaviour depending on firm'’s seasonality

Y=Cf/ seasonality [0;0,4] [0,5;0,7] [0,8;1]
Ongoing activity Y Xi - -
Seazonal activity® - >xi -
Occasional activity” - - >xi

We bdlieve that firms with permanent activity are honest, they comply with taxes,
one reason is that they are contained in a record at official level and fiscal control can be
performed any time.

Instead, in terms of seasonal work is well-known that during the holiday season and
holidays, most firms do not pay their fiscal obligations to the state. Also agents with
occasional activities have a reduced level of tax compliance, most often tax evasion
realizing to VAT, labor taxes.

¢) F3 =region in which the firm activates

Tabel no. 3 Fiscal behaviour depending on firm’sregion

Y=Cf/ region [0;0,4] [0,5;0,7] [0,8;1]
N-E - - > xi
SE - >Xi -

S - >Xi -

SV - - > xi

W - - >Xi
N-W - >Xi -
Center - >xi -
Bucharest-11fov >Xi - -

We believe that honest behaviour have firms from Bucharest-1lfov region, followed
by the North-West. Those with an average fiscal behaviour are regions of South-East,
South, Central. The rest (Northeast, Southwest, West), being areas that are not
economically devel oped, escape taxation.

L Activity for firmsin agriculture and tourism
2 When an event occurs : football game, competitions at international level, concerts etc
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d) F4= activity fiddd ( NACE code)
Tabel no. 4 Fiscal behaviour depending on firm’s activity field

Y=Cf/ activity field [0;0,4] [0,5;0,7] [0,8;1]
Agriculture, forestry and fishing - - >Xi
mining industry - - >xi
manufacturing - >xi -
Production and supply of dectricity, gas hot water | - - >Xi
Water supply and sanitation - > Xi -
Construction - - >Xi
Trade - - > Xi
Transport and storage - >Xi -
Hotelsand restaurants - - >Xi
Information and communication - >xi -
Financial inter mediation and insurance - >Xi -
Real estate - - >Xi
Professional, scientific, technical activities - >xi -
Public administration and defense - >xi -
Education - >Xi -
Health and social care - >Xi -
Arts, cultural, recreational activities - >Xi -
Households - - >Xi

According to recent reports (NAFA Performance Report, Public Report for 2010,
Court of Accounts of Romania, Bucharest, 2011), economic agents that have incorrect
behaviour are in agriculture (cereals, vegetables, fruits), those who operate with products
that are subject to excise duties (tobacco, alcohol, energy products), real estate, hotels and
restaurants, food industry, construction, trade.

Tax evasion is performed mostly to VAT (especiadly in construction, hotels and
restaurants when, for example, employees receive their salaries in "envelope'), not
declaring fair number of tourists (tourism) etc.

In conclusion, we can say that incorrect fiscal behaviour is made by small firms,
operating in regions not very economically developed (South-West, North-East), their
work is not permanent, and their field activity might be agriculture, trade, construction, or
might belong to private household sector.

According to researches, the main obstacles for the enterprise are:

- Decrease in domestic demand;

- Excessive taxation, bureaucracy;

- Delays in paying bills from private firms;

- High borrowing costs;

- Inflation, the relative instability of the national currency;

- Difficult access to credit;

- Developments in the legidlative, palitical changes, etc.

To avoid a reduced tax compliance of firms, we believe that:

- A reduction of socia securities may be a significant incentive to transfer a
significant part of the informa economy into the formal one;

- Improvement of legidation, its adaptation and strict implementation to those
applied in the EU area. In this regard, will be pursued on one hand, the efficiency of the
system of controls and record keeping in labor and taxation fields, as well as dtrictly
application of penalties and sanctions for detecting informal activities;
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- Simplification of taxes, while reducing bureaucracy;

- Reducing certain taxes that hinder the work in the formal sector, investments and
private initiative, while increasing others that are currently undersized in Romania, as well
as tax on wealth, capital or earth;

- Introduction in the fiscal basis a complex system of deductions and incentives and
its efficient application, accordind to the model of Western countries.

4. Conclusions

We believe that the fiscal behaviour of the economic agent is influenced by many
factors which act in such a manner that they determine them to comply with taxes or to
escape by practicing tax evasion.

The determinants of fiscal behaviour are:

- the real amount of the tax;

- the taxpayer’ s capacity to assess the real tax burden;

- his attitude towards state and towards fiscality;

- the capacity to use the administrative rules in favour of the taxpayer;

- the usage degree to the taxes charged.

The main factor which influences upon the fiscal behaviour of the economic agent
represents the multitude of tax prelevations of the economic agent, more concretely, the tax
pressure. Fiscal pressure decreases according to the level of taxation, deductible expenses
and the method of calculating the taxable income, all aggregated; fiscal burden also
depends on the variety of taxes.

Also, in determing the fiscal behaviour of economic agent we should consider both
internal and external factors of the enterprise. According to our research, the incorrect
fiscal behaviour is performed by small firms, operating in regions not very well
economically developed (South-West, North-East), their work is not permanent, and their
field activity might be agriculture, trade, construction, or might belong to private
household sector.
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COMPORTAMENTUL FISCAL AL AGENTULUI ECONOMIC.
FACTORI DE INFLUENTA

Nicoleta, Mihaila"

Rezumat

Definirea comportamentului pare a fi un demers relativ usor, Tn realitate, Tnsi, definirea acestui
concept presupune luarea in considerare a unei varietari de elemente. Caracterul coercitiv al sistemului
fiscal si opozsia contribuabililor faga de plata impozitelor si a taxelor genereaza comportamentul fiscal al
acestora, ca forma de manifestare destinata sa impiedice Tndeplinirea sau aplicarea unei norme fiscale sau
sa impuna anumite , condisii” Tn realizarea obiectivului acesteia. Comportamentul contribuabililor
corespunde cautarii unel situarii “ optime” care sa satisfacad trebuinsele acestora; acesta, sub incidensa
fiscalitarii, poate fi de conformare civica la plata impoztelor sau poate fi de neconformare la plata
impoztelor din considerente etice, sociale, economice. Rezistenya la plata impozitelor poate Tmbraca diverse
forme de manifestare: economia subterang, frauda si evaziunea fiscala, abstinensa fiscala.

Cuvinte chele: agent economic, presiune fiscala, comportament fiscal, factori de influensa

Clasificare JEL: H26, H32

1. Aspecte privind fiscalitatea agentului economic

Fiscalitatea a congtituit si continud si congtituie un obstacol major a evolutiilor
structurale ale agentului economic. Fiecare intreprindere este atinsi, Tn structura si
obiectivele sale, ntr-un mod direct, de presiunea fiscald, ceea ce produce o0 serie de
distorsiuni Tn comportamentul acesteia. Influentele nu sunt Thsa exercitate doar de regulile
administrative, ¢i si de povara sarcinilor financiare, care, fara o relaxare a acestora, in
conditiile unui blocaj economico-financiar generalizat si a unei subcapitalizari, pot conduce
la paraizarea activitatii Tntreprinderilor existente si la prohibitie pentru infiintarea de
societati comerciale noi Th domenii care necesita invegtitii importante de capital.

Atitudinea contribuabilului fata de fiscalitate Tmbraca un aspect psihologic, iar efectul
depinde de mai multe variabile:

- sumareala aimpozitelor si taxelor;

- capacitatea contribuabilului de a evalua sarcina fiscala reala;

- atitudinea sa fatd de stat si fata de fiscalitate;

- capacitatea de a utiliza regulile administrative Tn favoarea contribuabilului;

- gradul de obisnuinta la nivelul de fiscalitate perceputa.

Nivelul fiscalitatii este influentat si determinat de mai multi factori: performantele
economiei la un moment dat, eficienta folosirii cheltuielilor publice finantate din impozite,
necesitatile publice stabilite prin politica guvernamentala si aprobate de catre parlament,
gradul de intelegere de catre contribuabil a necesitatilor bugetare si de adeziune la politica
guvernului, stadiul democratiei dintr-o tara etc.

Prin simpla sa existenta, impozitul este Tn masura sa modifice comportamentul
economic si social a contribuabilului prin influenta exercitata asupra consumului si
gradului de economisire a acestuia. Din acest punct de vedere, trebuie luata in considerare
si notiunea de presiune fiscala marginala, care rezulta din aplicarearatei de impozit asupra

Cresterea presiunii fiscale va determina contribuabilul sa opteze Tntre nevoile pe care
le are de satisfacut si le va alege pe cele care au cea mai mare utilitate marginala. Incidenta
impozitului variaza in functie de natura impozitului. Impozitul pe venit influenteaza

" Cercetator stiintific, doctor, Centrul de Cercetari Fiananciare Monetare “Victor Slavescu”, Academia Romana,
Bucuresti, nikmihaila@yahoo.com
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negativ atét capacitatea de economisire, cét si intentiile de consum n proportii diferite in
functie de categoriile sociale.

Impozitele percepute de stat de la agentii economici constituie elemente de presiune
fiscala, care este cu atét mai pronuntatd, cu cét ponderea lor in valoarea adaugata realizata
de contribuabili este mai mare. Presiunea fiscald este resimtita si amplificata si din partea
impozitelor indirecte (TVA si accize) care, desi nu sunt suportate de Tntreprinderi,
afecteaza volumul vanzarilor si competitivitatea lor prin intermediul preturilor.

Conform actualel legidatii fiscale profitul si salariile sunt elementele cele mai impozitate.
Tn aceste conditii, cu cét o intreprindere este mai profitabila, cu atét presiunea fiscala suportata
de agentul economic este mai mare. Din punctul de vedere a finantarii la nivelul agentului
economic, profitul, alaturi de amortizare, congtituie elementul principal de autofinantare. Cu
cét profitul brut este mai afectat de impozitul pe profit, cu atét capacitatea de autofinantare a
intreprinderii este mai redusa. Dar marimea prelevarilor la buget din profitul brut a exercitiului
nu afecteaza numai activitatea de autofinantare, ci si capacitatea de plata a agentului economic
- plataimpozitului pe profit este un flux financiar negativ.

Deoarece pe agentul economic 1l intereseaza nu atét marimea valorii adiugate, cét
masa profitului realizat, presiunea fiscald resimtita direct este cea data mai aes de rata
impozitului pe profit. De asemenea, pe masuri ce creste profitabilitatea agentului
economic si marimea absolutd a profitului, presiunea fiscala la care este supusa
intreprinderea creste, acest fapt datorandu-se impozitrii liniare a profitului.

Tn cazul Tntreprinderilor romanesti, n afara fiscditatii mult prea Tmpovaritoare,
trebuie mentionat faptul ca acestea sunt nevoite si faca fata unor nevoi mult prea mari de
finantare a activitatii lor curente ca urmare a unei decapitalizari generalizate si a unei piete
de capital incipiente.

Sistemul fiscal actual cuprinde Tn structura sa o multime de taxe, impozite si
contributii pe care ntreprinderea trebuie si le achite la anumite date scadente, in functie de
exigibilate, ducand, de multe ori, la disfunctionalitati in activitatea economica a acesteia si
in ceaatrezoreriei (fluxurile de numerar).

Impozitele datorate de contribuabil sunt Tn general: impozit pe profit/venit, impozit
pe dividende, TVA, accize, taxe vamale, contributiile la asigurarile sociale, fondul de
somaj, asigurari de sanatate, impozit pe cladiri, impozit pe mijloacele auto, taxa de timbru.
La acestea se mai adauga si impozite specifice unor activitati (taxe pentru jocuri de noroc,
taxa de turism, taxa de publicitate etc.), precum si taxe anuale pentru autorizatii, licente,
amenzi, penalitati si majorari (dobanzi)de intarziere pentru neplata in termen a impozitelor.
Numarul mare de impozite si taxe ce trebuie platite creeaza o presiune fiscala ridicata
asupra intreprinderii. Avand in vedere si ceilalti factori care actioneaza asupra activitatii
agentului economic - nivelul cererii si ofertel, concurenta, nivelul vanzarilor, termenul de
Thcasare, nivelul de trai al populatiei, productivitatea muncii, etc. - multi contribuabili cu
greu mai rezista in fata presiunii fiscale, ducand la falimentul acesteia sau la practicarea
evaziunii fiscale pentru a supravietui.

Fraudarea impozitelor si taxelor de catre o parte din contribuabili creeaza concurenta
neloiala intre producatori. Avand in vedere sistemul concurential al economiei de piata si
nivelul de trai a populatiei, nivelul preturilor este elementul economic esential pentru
redlizarea activitatii unei Tntreprinderi. Tn acest caz firma care nu achita impozitele la stat
poate vinde cu preturi mai mici decét cel careTsi achita toate taxele.

2. Presiunea fiscala, factor determinant al comportamentului agentului
economic

Principalul factor care influenteaza comportamentul fiscal a agentului economic 1l
reprezintda multitudinea prelevarilor fiscale, mai concret, presiunea fiscala.
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Presiunea fiscala este resmtita Th mod direct de catre contribuabili, adica de catre
platitorii de taxe si impozite. Contribuabilul cinstit si cu spirit civic vede in impozite ,,un
rau necesar” si consimte la plata acestuia.

Dar, ce s2 intdmpla cand impozitele s taxele depasesc anumite limite suportabile, cand
inhiba initiativa sau cand determina chiar revolte fiscae ? Atunci contribuabilii resmt povara
presiunii fiscale care-i apasi, pardizandu-le comportamentul normal in economie si in societate.

Contribuabilul cingtit, Tn speta persoana fizica, consimte la plata impozitului si se
supune de bunavoie acestei poveri, dar la un moment dat, cand impozitele depasesc
anumite limite ale suportabilitatii, se produc fenomene care aduc grave deservicii dorintel
si putintel statului de a colecta aceste venituri. Comportamentul contribuabilului devine
anormal, el Tncercand pe orice cae sa se sustraga impozitului sperénd o diminuare a
presiunii fiscale ce devine uneori sufocanta.

Dorinta contribuabililor de a-si asigura veniturile redizate inainte de cresterea presiunii
fiscale, fara un efort suplimentar contribuie la dezvoltarea economiel paralele, care treptat
Tnlocuieste activitatile din economia reala-oficiala, facand loc aparitiei economiel paraele,
economia subterand. Consecintele acestui fapt sunt scaderea numarului de contribuabili,
scaderea materiel si abazei impozabile si ineficienta politicilor macroeconomice in domeniu.

Economistul Arthur Laffer, transpune grafic ,curba Laffer” Tn 1980, o idee
experimentata de catre Adam Smith, conform careiarate ale fiscalitatii prearidicate distrug
baza asupra careia actioneaza fiscalitatea.

Arthur Laffer a oferit una dintre cele mai convingatoare explicatie ardaie dintre rata de
impozitare pe care 0 impune guvernul si venitul pe care 1l colecteaza de pe urma acesteia
»Curba Laffer” arata grafic legatura dintre rata de impozitare si venitul rezultat din impozitare.

Fig. nr. 1. Curba Laffer

Venituri
din taxe

T* Rata de
taxare (%)

Curba Laffer arata ca venitul rezultat din impozitare creste mai accentuat la nivele scazute
de impozitare. Pe masura ce rata de impozitare creste, veniturile cresc cu o rata descrescitoare,
pand Tn punctul T unde autorititile colecteazi venitul maxim posibil — dupa acest punct, orice
crestere n rata de impozitare determina lucrul ma putin, accentuarea evaziunii fiscae,
reducéndu-se astfel venitul. La o rata de impozitare de 100%, deoarece autorititile colecteaza tot
ceeace e Castiga de catre contribuabili, muncanu va mai fi incurgjata.

Curba Laffer arata, de asemenea, ca guvernul poate obtine acelasi nivel a venitului
n doua feluri:

- prin colectarea de impozite si taxe ridicate de la 0 mica parte a contribuabililor (un
impozit sau o taxa cu un nivel sporit corespunzator unei baze inguste),

- prin impunerea unor impozite si taxe mici asupra unui segment mai mare de
contribuabili (o taxa mica la o baza mare).
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Suntem de parere ca reducerea fiscalitatii trebuie sa fie facuta pe baza unei reforme
fiscale care, mai ales in tirile mai putin dezvoltate - ca in cazul tarii noastre, trebuie sa
vizeze sporirea bazei de impozitare, concomitent cu reducerea cotelor de impunere, fara a
priva bugetul de stat de veniturile de care acesta are nevoie.

Prin urmare, o reforma fiscala eficace poate fi indeplinita Tn doua feluri diferite:

- pe de-0 parte, daca rata curenti de impozitare este mai mare decét rata optimala T,
reducerea ratei de impozitare ar creste venitul prin cresterea bazei de impozitare.

- pe de alta parte, daci rata de impozitare este mai mica decét rata optimala T', atunci
cresterearatei de impozitare ar creste nivelul venitului.

Daci exista o limita a presiunii fiscale, problema principald este de a sti daca pragul
de fiscalitate normala este depasit sau nu. Daca fiscalitatea este exagerata, singurul mijloc
de a diminua nivelul acesteia este acela de a renunta la obligatiile fiscale (intr-o masura
mai mica sau mai mare). Cresterea presiunii fiscale este 0 sursa de conflict si nu genereaza
0 motivatie normala pentru munca.

Tn ceea ce priveste presiuneafiscalalanivelul firmei, aceasta se poate calculadupa formula

Presiunea fiscala firm; = Impozte platite de firma /Val oarea totala a firmei

Presiunea fiscala asupra firmei depinde de ponderea fiecarui tip de prelevare in totalul
prelevarilor si in valoarea adaugata, precum si de marimearatel fiecarui tip de prelevari fiscale.

3. Factori de influenta ai comportamentului fiscal al agentului economic

Caracterul coercitiv a sistemului fiscal si opozitia contribuabililor fata de plata
impozitelor si taxelor genereaza comportamentul fiscal a acestora, ca formi de
manifestare destinata sa impiedice Tndeplinirea sau aplicarea unel norme fiscale sau si
impuna anumite ,, conditii” n realizarea obiectivului acesteia.

Comportamentul fiscal este generat de doi factori principali:

- factorul natural, derivat din instinctul de free rider al contribuabililor, aici se disting
educatia, traditiile, pregatirea profesionala, sursa de venit, mentalitate si accesul lainformare;

- factorul institutional, derivat din norme, incredere, stabilitate.

Comportamentul contribuabililor sub incidenta coercitiva a fiscalitatii poate fi de
conformare civica la plata impozitelor sau poate fi de neconformare la plata impozitelor din
considerente etice, sociae, economice. Rezistenta la plata impozitelor poate imbrica diverse
forme de manifestare: economia subterana, frauda si evaziunea fiscala, abstinenta fiscala etc.

Consideram comportamentul fiscal ca fiind influentat de factori interni ai
intreprinderii, respectiv de cei externi.

3.1. Factori interni ce influengeaza comportamentul fiscal

Factori de influenta ce tin de mediul intern al agentului economic cu impact asupra
comportamentului fiscal a acestuia, desi sunt cu impact indirect, pot fi:

- codturile preamari necesare unor activitati aefirmel fata de resursele financiare detinute;

- resurse materiale limitate. Acesta poate fi un impediment daca nu existdi o
gestionare adecvata a acestora;

- inaccesibilitatea la tehnologii noi;

- ofertainferioara de servicii;

- lipsa de experienta a proprietarilor de intreprinderi si factorii externi asupra carora
acestia nu au control (noi concurenti, lipsafurnizorilor sau fluctuatia personalului).

Toti acesti factori au influenta negativa asupra firmei. Tn momentul Tn care presiunea
fiscala devine apasitoare, la care se adauga si dificultatile amintite anterior, atunci
inclinatia catre evaziune creste. Prin urmare, suntem de parere ca un rol esential Tn gradul
de conformare fiscala a firme este ,sanatatea’ acesteia, mai precis nivelul profitabilitatii
si fie satisfacator.
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3.2. Influenge ale mediului extern asupra comportamentului fiscal al agentului economic

Aici ne referim la dimensiunea agentului economic (microintreprindere, Tntreprindere
mica, Tntreprindere mijlocie), sezonalitate (activitatea se desfasoara permanent, sezonier -
iarna, vara, ocazional), regiunea in care activeaza ntreprinderea, respectiv. domeniul
acesteia de activitate(dupa codul CAEN).

In acest sens consideram B coeficient ce exprimi impactul factorului de
influenta(cei enumerati mai sus) asupra comportamentului fiscal al firmei, cu vaori
pozitive, intre 0 si 1(sau 0%-100%), B € [0;1]. Avem, prin urmare:

B= 0, cand firma nu este influentata, comportamentul este corect;

p= x- valoare cand respectivul factor are impact asupra firmei. Cu cét  se apropie
mai mult de valoarea 1, cu atét intreprinderea este mai vulnerabila in fata factorului, iar
comportamentul tinde spre cel incorect, evazionist ;

p=1- comportament evazionist, factorul are un impact major asuprafirmel.

Propunem urmatoarele: Notam Y= Cf / Fi un raport de impact ce indica masuran
care comportamentul fiscal este influentat de respectivii factori de influenta;, Cf-
comportamentul fiscal a agentului economic, Fi- factorul (extern) de influenta.

B € [0;1], defalcat in intervalele [0;0,4];[0,5; 0,7];[0,8;1].

De asemenea , Y xi reprezinta multimea agentilor economici care se incadreaza n
respectivul esantion.

Trebuie mentionat faptul ca valorile atribuite pe baza intervalelor sunt in functie de
statisticile furnizate de Carta Albi(editia 2010- CNIPMMR), respectiv cifra de afaceri,
rezultatele economice ale firmelor pe regiune, dimensiune etc.

Y semnifica:

Y €[0;0,4] comportamentul nu este afectat de impactul factorului respectiv

Y €[0,5;0,7] comportamentul este influentat la un nivel acceptabil

Y € [0,8;1] impactul asupra comportamentului este puternic, negativ.

a) F1=dimensiunea intreprinderii

Tabel nr.1 Comportamentul fiscal functie de dimensiunea agentului economic

Y=Cf/dimensiune [0;0,4] [0,5;0,7] [0,8;1]
Microintreprinderi - - > Xi
Intreprinderi mici - Y Xi -
Intreprinderi mijlocii yxi - -

Conform estimarilor, agentii economici de tipul microintreprinderi au gradul de conformare cel
mai redus; lapolul opus se &la cal mijlocii, care sunt mai dessupusi controddor fiscae.

b) F2= sezonalitate

Tabel nr. 2 Comportamentul fiscal functie de sezonalitatea activitatii

Y=Cf/ sezonalitate [0;0,4] [0,5;0,7] [0,8;1]
Activitate permanentia > Xi - -
Activitate sezonieri’ - Sxi -
Activitate ocazional 3° - - SXi

Credem ca firmele cu activitate permanenta sunt oneste, acestea se conformeaza
fiscal; un motiv este faptul ca acestea sunt cuprinse intr-o evidenta la nivel oficial, iar
controlul fiscal poate fi efectuat oricand.

! Activitate specifica mai ales firmelor din agricultura si turism.
2 Cand are loc un eveniment : meci de fotbal, concursuri a nivel international, concert etc.
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Tn schimb, in ceea ce priveste activitatea sezonieri, este bine cunoscut faptul ca atat
perioadele sarbatorilor de iarna, cét si In perioada concediilor, majoritatea firmelor nu Tsi
platesc obligatiile catre stat. De asemenea, agentii economici cu activitate ocazionalda au un
grad de conformare fiscald redus, de cele mai multe ori evaziunea readizéndu-se la TVA,
impozitele cu forta de munca.

¢) F3 =regiunea in car e agentul economic isi desfasoar a activitatea

Tabel nr. 3 Comportamentul fiscal functie deregiunea de dezvoltare
Y=Cf/ regiune [0;0,4] [0,5;0,7] [0,8;1]
Nord-Est - - >xi

Sud-Est - >Xi -
Sud - Y Xi -
Sud-Vest - - >Xi
Vest - - >Xi
Nord-Vest - >Xi -
Centru - >Xi -
Bucur esti-lIfov >Xi -

Consider ca un comportament onest il au firmele din regiunea Bucuresti-1lfov,
urmata de regiunea Nord-Vest. Cele cu un comportament fiscal mediu sunt regiunile din
Sud-Est, Sud, Centru. Restul (Nord-Est, Sud-Vest, Vest), fiind zone care nu sunt foarte
dezvoltate din punct de vedere economic, se sustrag impozitirii.

d) F4 = domeniul de activitate(cod CAEN)

Tabel nr. 4 Comportamentul fiscal functie de domeniul de activitate

Y=Cf/ domeniu de activitate [0;0,4] [0,5;0,7] [0,8;1]
Agricultura, silvicultura si pescuit - - Y Xi
Industria extractiva - - Y Xi
Industria prelucratoare - Y Xi -
Productia si furnizarea de energie electrica si | - - >Xi
termici, gaze, apa calda

Distributia apei, salubritate - > Xi -
Constructii - - >Xi
Comert - - > Xi
Transport si depozitare - Y Xi -
Hoteluri si restaur ante - - Y Xi
Informatii si comunicatii - Y Xi -
Intermedieri financiare si asigur ari - >Xi -
Tranzactii imobiliare - - Y Xi
Activitati profesionale, stiintifice, tehnice - > Xi -
Administratie publica si aparare - > Xi -
Invatamant - Sxi -
Sanatate i asistenta sociala - Y Xi -
Activitati de spectacole, culturale, recreative - >Xi -
Activitati ale gospodariilor private - - Y Xi

Conform ultimelor rapoarte (Raportul de performanta ANAF, Raportul public pentru
anul 2010, Curtea de Conturi a Roméaniei, Bucuresti, 2011), agentii economici care tind sa
evazioneze sunt din agricultura(cerede, legume, fructe), cel ce desfasoara operatiuni cu
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produse supuse accizirii (tutun, acool, produse energetice), tranzactii imobiliare, hoteluri
si restaurante, industria alimentara, constructii, comert.

Evaziunea fiscala se redizeaza de cde mai multe ori la TVA (in specia n
constructii, hoteluri si restaurante, cand, spre exemplu, angajatii isi primesc salariile ,in
plic’), nedeclararea onesta a numarului de turisti(turism), angajarile facute , 1a negru” s.a.

Tn concluzie, putem afirma ca comportamentul fiscal incorect este redizat de citre
agentii economici mici, ce activeaza in regiuni nu foarte dezvoltate economic (Sud-Vest,
Vest, Nord-Est), activitatea acestora nu este permanenta, iar domeniul de activitate poate fi
agricultura, comertul, constructiile sau pot apartine sectorului gospodariilor private.

Conform cercetarilor, principalele piedici ale intreprinderii sunt:

- scaderea cererii interne;

- fiscalitatea excesiva, birocratia;

- Intérzierile la plata facturilor de lafirmele private;

- costurile ridicate ale creditelor;

- inflatia, instabilitatea relativa a monedei nationale;

- accesul dificil la credite;

- evolutia cadrului legidativ, schimbarile politice s.a

Pentru aevitaun grad de conformare fiscala tot mai redusa Tntreprinderilor, suntem de parere ca:

- 0 reducere a CASului ar putea reprezenta un stimulent semnificativ pentru
transferul unel parti importante din economiainformala tn cea formala;

- perfectionarea legidariei, adaptarea sa, dar si punerea stricta in aplicare, la cele
practicate Tn domeniu Tn Uniunea European. Tn acest sens, va trebui urmarita, pe de-o
parte, cresterea eficiensel controalelor si a sistemului de evidenta Tn domeniul muncii si in
cel fiscal, precum si aplicarea strictad a penalizarilor si sancsiunilor Tn cazul depistarii
activitatilor informale;

- simplificarea sistemului de taxe si impozte, concomitent cu reducerea birocratiei;

- diminuarea anumitor taxe si impozte care franeaza munca Tn sectorul formal,
invedtitiile sau initiativa privata, concomitent cu sporirea atora care in prezent sunt
subdimensionate Tn Romania, precum impozitul pe avere sau capital si cel pe pamant;

- introducerea Tn materie fiscala a unui sistem complex de deduceri si stimulente si
aplicarea sa eficienta, dupa modelul tarilor occidentale.

4. Concluzii

Consideram ca comportamentul fiscal a agentului economic este influentat de mai multi
factori, acestia actionand intr-o asemenea maniera, incat sa-l1 determine i se conformeze fiscal,
prin plata prelevarilor fiscale la stat sau sa se sustraga, prin practicarea evaziunii fiscale.

Factorii determinanti ai comportamentului fiscal sunt:

- sumareala aimpozitului;

- capacitatea contribuabilului de a evalua sarcina fiscala reaa;

- atitudinea sa fatd de stat si fata de fiscalitate;

- capacitatea de a utiliza regulile administrative Tn favoarea contribuabilului;

- gradul de obignuinta laimpozitele percepute.

Practic, un rol esential in conformarea fiscala a intreprinderii il are presiunea fiscala,
adica totalitatea obligatiilor fiscale (impozitele s contributiile social€) pe care agentul le
are de platit. Presiunea fiscala scade in functie de nivelul de impunere, cheltuielile
deductibile si modalitatea de calcul a venitului impozabil, toate cumulate; presiunea fiscala
depinde si de diversificarea impozitelor.

De asemenea, Tn determinarea comportamentului fiscal al agentului economic trebuie
mentionati atét factorii interni ai Tntreprinderii, cat si cei externi - dimensiune, sezonalitate,
regiune, domeniu de activitate al firmei. Conform cercetirii efectuate, comportamentul
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fiscal evazionist este redlizat de catre agentii economici mici, ce activeaza n regiuni nu
foarte dezvoltate economic (Sud-Vest, Vest, Nord-Est), activitatea acestora nu este
permanenta, iar domeniul de activitate poate fi agricultura, comertul, constructiile sau pot
apartine sectorului gospodariilor private.
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CUSTOMER LOYALTY —THE GUARANTEED
SUCCESS OF AN ORGANIZATION ON THE MARKET
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Abstract:

Managing customer value by offering qualitative services is considered a critical component of the
marketing strategies. Customer value ensures the loyalty buiding. Orientation towards the customer, keeping in
contact with customers, and a commitment to live up to customer expectations are the new rules of strategic
management of customer relationships. Consumers have become more willing than ever to pick the sides of
those organizations perceived as offering quality. The satisfaction and loyalty of customers, ensured by high
quality products and services that offer value for money, are essential for long-term survival, let alone the long-
term success. This article aims to address the importance of relationship marketing in ensuring the loyalty of
clients, the types of loyalty, the need for an organized database of customers as well as means to ensure
customer |oyalty.
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1. Introduction

The relationship with the customer is achieved through a continuous interaction
between the client and organization, relationship that needs to be developed and nourished.
Organizations consider the client a financial asset that must be managed and maximized
just like any other asset, though its value is not even found in accounting (Kotler p., 2004).
A big challenge for organizations is to be able to keep customers for a period as long as
possible, without considering the products or developments. Unfortunately, organizations
fail to understand the importance of building customer loyalty and they spend the largest
part of their effort to win new customers at the expense of keeping existing customers and
increasing transactions with them.

The research methodology used includes bibliographical documentation based on
three main stages. identification of literature, selecting it, synthesizing the data. The
literature is based on a series of studies, mostly conceptual. National and international
studies show a fundamental theoretical orientation towards customer loyalty. The methods
used are focused on conceptualizing and describing the terms: relationship marketing and
customer loyalty, making it necessary to examine closely these concepts taking into
account the opportunities they can offer to organizations.

We have selected the literature according to content focus (the meaning of the term
relationship marketing, customer loyalty, forms of approach, the need for creating a
database of customers and loyalty means) and analysed it to identify the points of
interaction among them. After the identification and analysis of the conceptual framework,
based on literature and/or examples, we have outlined ways to ensure customer loyalty that
could be useful to decision makers in an organization.

2. Relationship Marketing — The basis of customer loyalty

Relationship marketing has experienced greater development after the 90s, consisting
of a change in which customer satisfaction is a priority and makes the existence of the
organization, with a focus on quality and superior service. By using relationship marketing,
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the organization aims to ensure the loyaly of regular customers who become increasingly
volatile, with higher expectations and tastes more difficult to satisfy, and attracting clients
from new markets.

According to the prestigious American Marketing Association (AMA), Relationship
marketing is the marketing with the conscious aim to develop and manage long-term
and/or trusting relationships with customers, distributors, suppliers, or other partiesin the
marketing environment. (A.M.A.,., 2004, p. 17-18).

Relationship marketing is the action of gathering a faithful clientele, based on
continuous cooperation with it. It is the opposite of transactional marketing, focused on
winning new customers, making no effort to keep and satisfy the existing clients.

Chart. no.1 Compar ative analysis. Relationship marketing vs. Transactional marketing

Transactional marketing Relationship marketing

Focusing on the acquisition of new customers | Focusing on customer loyalty

Increase market share To ensure a good position in the spending
budget of the customer

Static brand sustained by advertising Permanent dialogue with the client, involved in
tranzaction

Undifferentiated marketing strategy Personalized marketing

The focusis on the tenderer's offer The focus is on a brand with high degree of
recognition

Market-oriented resource management Client-oriented resource management

Source: Kotler P., 2004

The importance of the application of the concept of "relationship marketing” is
proven by the analysis of earnings of firms or companies, earnings resulted from the
establishment of a long-term relationships with consumers. Having long-term relationship
with a consumer means having a satisfied customer, who may become a real promoter and
can even bring new customers.

Marketers have exceeded the period during which a lost customer did not pose a risk
for the company, because they had the misconception that in the market there are many
other potential customers that can be turned into actual customers. Today, it is considered
that the loss of avauable client is not only the loss of profit which would be obtained from
a specific transaction, but it means a long-term loss, much larger. In fact, the organization
loses the entire flow of sales and profits which would have been generated by a
relationship with its client over the long and medium term.

Consequently, organizations who want to capitalize the potential offered by applying
the principles of relationship marketing are calculating and monitoring an extremely
important indicator: customer value. This indicator can be interpreted in severa ways,
namely (lordache M. C., D. Parpanddl, 2009, p.65):

- ,the present value of the customer ", i.e. through the sale of services rendered to the
client that sought servicesfor the first time from the organization

- ,the future value of the same customer ", interms of potential revenue opportunities
you will be able to obtain in the period to come

- ,the value of the customer throughout his relationship with the entrepreneur” (the
vaue of the customer through its "life" alongside the organization, as the sum of the above-
mentioned two values).

Customer vdue for an organization can be caculated according to the following
procedure: (Ali, M., Brookson, S., Bruce, A., Eaton, J., Heller, R., Johnson, R., Langdon, K.,
Seight, S,, 2001, p.630-633):

|. Theaverage sde amount (RON annua sdesdivided by the number of transactions);
II. Thenumber of transactions aregular customer makes each year;
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I1l1. Theaverage number of yearsin which a customer buys from organizations;
IV. Theaverage number of references'recommendations a client annually makes,
V. Sdesper customer per year (I x 11);
VI. Customer salesduring the rdationship (IV x l1);
VII. Potentia gross salesfrom references/recommendations (V x 1V)
VIIl. TOTAL CUSTOMER VALUE (VI +VII)

This vaue is calculated as the present value of the stream of profits your
relashionship with the client generates, considering a medium or long period of time.

Customer value throughout his relationship with the organization is even greater if
the associated costs are lower. Carefully monitoring costs will allow the entrepreneur to
increase customer profitability.

The interest for estimating the present value of profits that customers will generate,
will increase the importance of retention strategies and customer loyalty. The more the
customer will cooperate with the organization, the higher the amount of profits for the
organization will be.

Fig. no. 1.1 Thelink between the relationship marketing and economic
success of an or ganization

Relationship Customer Customer Economic
Marketing satisfaction enthusiasm - success

Cugstomer satisfaction, loyalty and the enthusiasm of customers are considered to be
elements of mesurement for a succesfull relationship marketing. If in the past customer satisfaction
was merely a side-effect of efficient marketing, nowadays the customer loyalty is essentid and
mugt be achieved through various actions and marketing programmes, designed on the basis of
providing benefits for the clients. To have loyd customers represents the most powerful
competitive advantage of an entrepreneur because they can not be persuaded by competitors, as
long as they are managed effectively. The resources involved in maintaining relationships with
them are much lower than those needed to attract new customers and develop relationships with
them. More recently, entrepreneurs have sarted to surprise clients by anticipating expressed needs
or even by cresting non-expressed ones by implementing personalized offers.

3. Bidimensional fidelity approach

Fidelity is the inclination of consumers to purchase only from one organization, to
rebuy from the same brand or to visit the same store, if you need to repeat a purchase. It is
a behavior expressed in time, as a result of the experience gained by trying many available
alternatives. If until now, fidelity was seen as a one-dimensional behavioral approach, we
can now speak of atwo-dimensional approach: behavioural and attitudinal loyalty.

» Behavioral Fiddity:

This kind of fidelity is given by the consumer's tendency to repeat buying a service,
demonstrated by behavior that can be measured and which has a direct impact on sales
(Hammond, k., Ehrenberg, a. &, 1996). It can be defined by a series of quantitative
indicators: the number of purchases, the frequency of purchase, share purchase, probability
of purchase and the likelihood to purchase other goods/services.

There are, however controversies caused by the measurement of the clients behaviour,
surprised at some point and that doesn't allow an understanding of the factors underlying the
acquisition, and thus they may lack motivations and commitment to the company.

There are cases where the explanation to judtify repetitive behavior can be found in the
existence of other factors that were not taken into account. For example, the purchase of
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eectricity or phone services repeatedly, may be due to the lack of another vendor, financia
considerations or habit. From this perspective in which the behaviora fiddity involves merely
the repetition of the act, the term is much closer to the concept of customer retention (Philip, a.,
2009). Thereforeis necessary to analyze the attitudinal loyalty.

» Attitudinal loyalty:

To describe the concept of loyaty, some researchers consider that the act of
purchasing a good or service is determined by the intensity of preferences and affective
disposition of the customer. (Patterson, p., Smith, t., 2003, p. 107-120).

Attitudinal variables contain elements which can predict future purchases, while
behavioral variables capture the situation of present or even passed shopping. Some authors
argue that attitudinal loyalty consists of the specific desire to work with a specific provider
(Czepid, j., Gilmore, r., 1987, p. 91-94) or as a psychological attachment of a client for a
particular service provider (Butcher, k., Spark, b., O'Callaghan., 2001, pp. 313-327).

Attitudinal loyalty, based on its components, cognitive and emotional, can be andyzed
through the forms of loydlty it generates.

- the emotional loyalty is affective commitment toward a particular product or service
consisting of positive feelings and some attachment to a particular brand, manifested on the
occasion of its purchase or declared intention of acquisition.

- cognitive fidelity is psychological preference for one brand based of belief and
positive thoughts about the purchase of a product or service on manifested on the occasion
of the next purchase

To measure attitudinal loyalty the following variables are deemed relevant: the
intention to repeat purchase, willingness to recommend the service provider, unavailability
towards competitors and the ability to withstand changing a supplier (Bahjat a. Shammout,
f., 2007). Attitudinal loyalty may be the equivalent of the overall perception that the client
has about the relationship. Thus, a positive attitude can be a good indicator of relationships
between supplier and customer.

An approach only from the point of view of attitudinal loyalty may not fully capture the
loyalty process because it would not take into account the behavior that leads a particular client
to keep their service provider or in the case where there are competitors in relation with the
client and he has the same kind of fidelity, competition could not be identified.

4. Customer database - the basic component of loyalty policy

Getting precise information concerning the customer is crucia to define the attributes of an
organization, to promote their innovative goods/services, to adapt congantly to the needs of
customers and develop marketing Strategies oriented towards clients, the ultimate goa being to
acquire and retain valuable customers. Every interaction with the client can increase or decrease
the value of the relationship, but theimpact of future contacts can be anticipated easily depending
on the information and behavior that the employees earned over time. For example, in the
tourism sector, improving functional and interpersonal aspects of services (customization,
personal recognition, speed, efficiency of check-in and check-out etc.) is one of the attributes that
make the greatest contribution to the value that is represented by the clients, in two stages: at the
point of purchase and during their stay (Dubé, |., Renaghan, |. m., 1999, pp. 78-88).

Customers generally provide information about their preferences and requirements to
the hotel from the moment they decide to purchase, up to their arrival and during their stay.
In turn, managers of the hotel staff provides them with information about their services and
communicate the clients requests to different departments/functions in the hotel (for
example, room service, food and drink etc.).

To be able to centralize information, there must be made a distinction among
customers of an organization:
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- uncommon customer — he/she consumes the products of the organization only as
an exception. Because of this undifferentiated marketing, any investment in them is not
profitable;

- ocasional customer - he/she practices a differentiated marketing; frequency and
volume of purchases is important;

- regular customer — for him/her there must be applyed a concentrated mar keting
based on personal information and the data on purchases they make. They congtitute the
target for customer loyalty;

- exclusive customer - he/she purchases goods/services only from that organization
or belonging to a certain brand. The best option is applying a custom marketing since
they provide most of the profit.

This ditinction is important to maximize the ability of an organization to store data
and to establish the basic profile of the customers, in particular for those profitable.

The basic profile of the client must contain three important parts:

1. Personal information, such as name, gender, contact details, nationality, language
spoken, if the person has special physical needs, business office address (if it is a tourist
business), means of payment, etc. These include primary data (e.g. date of birth) and the
secondary (e.g., allergies, special diet).

2. Information regarding all aspects of each customer's purchase history, such as:
the typology of products purchased by the customer, the quantities ordered, the frequency
of orders, the payment behaviour (seriousness, method of payment, amount of
reimbursement), kinds of messages to which he responded favorably, the behavior about
various communication channels (for example, in the case of the Internet, the page used to
enter/exit/site supplying undertaking, length of visit, what pages were visited by the
customer, the banners that have captured your interest etc.). This information includes
"mandatory" data as well as data about behavior and blandness.

3. Complaints and customers opinions concerning quality standards of the
products/services of the supplier and the performance of the staff (especially in the field of
services), which can be collected during registration or after consumption (client
satisfaction) by printed forms or online surveys.

All the information collected should be stored and processed in the database of the
provider, to identify each client registered and recognized online based on the previous
visit details (Robledo, M.A., 2001). A database of customers includes a set of detailed
information about existing or prospective customers, organized in such a way as to be
current, accessible and usable in the interest of the supplier.

The database is made available to customer contact centers who have become
privileged networks of the suppliers who want to achieve their objectives of enlargement
of the customer database.

Among the main advantages of the use of information technology in managing
relations with customers we can mention (d. Blumberg, 2002):

* The ability to contact and manage a large number of potential customers:
creating databases and record information relating to customers is the basis of contacting
clients, particularly through web solutions;

* Speed: systems of distributed databases and web technologies allow information
sharing with customersin real time;

* The increased reactivity: the ability to quickly notice any changes in the behaviour
of consumers at different promotional actions or external factors and to react through an
adaptation of the offer;

* Personalization: ahility to adapt the offer to the customers individua needs by placing
on-line forms on the website, to alow customersto participate effectively in the design of offers;
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* Optimizing the sales potential at every contact with customers: every interaction
with customers via the web and multimedia technologies represents a favorable
opportunity for the company to make new offers.

To be successful, the supplier must firstly adopt a customer-centered cultural
mentality which implies a shift in cultura norms, organizational structures, and the way in
which employee performance is measured and rewarded. Secondly, they must develop a
functional integration among the various functions and information systems (booking,
marketing, sales, administration etc.) to accelerate the processes and to facilitate the
exchange of information for customers. Finally, they should take a strategic view of the IT
investment, make sure it is administered properly and to adopt a broad approach on the use
and integration of IT systems (Ryals, ., Knox, s., 2001, pp. 534-542).

The use of telecommunications, |IT, media and use of stored data or search data
techniques facilitates the relationship management the supplier with customers and
supports collecting and processing data from every point of interaction (Cline, r. s., 1999,
pp. 376-386). Call center, email, website, point-of-sale (POS) etc. are just some examples
of these applications. Via specific electronic devices (e.g. payment system per viewing,
interactive TV etc.), suppliers can also store immense quantities of information regarding a
customer's satisfaction, which are very useful every time the customer returns and, in
general, to assist in the marketing plan actions (frequency of purchase, specia discounts
etc.) for different market segments.

By anticipating consumer preferences and habits of certain clients, the suppliers seek
to trigger an "active psychological shock" that intensifies the beneficial effects of perception
of quality and professionalism even before consumption. Therefore, the customer profile can
be considered as an operational tool useful in evaluating the potential consumer, reducing the
risk of losing future business prospect. The potential of consumer demonstrates that when a
client has instances when he is unsatisfied, he creates a gap between him and the provider
who has lost opportunities for future business with the client.

5. Customer loyalty tools

While in the manufacturing sector there is rarely a direct contact with consumers, in
the magjority of the activities of services there is direct contact between staff with
consumers. To create and improve relationships with consumers, many entrepreneurs
create a database of customers that could be used for the design of personalized offers and
a permanent communication with consumers. These data could be related to a preference
for certain brands, principles of choice of a good/service, details on last visit etc. For
example, specia phone numbers for reservations in restaurants might be available for very
important persons, so that they could be immediately identified as key clients that deserves
attention. To encourage customers to return there must be a continuous direct
communication with them (e.g. by email), inviting them to participate in special events,
giving them special price discounts, informing them about new products/services and
possibilities for developing a business cooperation.

Organizations have a variety of handy ways to gain the loyalty of customers. Some
of them are:

- emotional loyalty — it is gained satisfying a customer by offering a customer-focused
solution and by increasing the customer’ s satisfaction over the performance of the organization;

- customer loyalty through economic conditioning — it is achieved if the client
considers any migration to another supplier disadvantageous because of its costs; the additional
costs of migration are not always real, but their determination is often tedious and turn to a
subjective appreciation; so, it comes down to loyalty to the original organization;
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- contractual loyalty — it is established by the terms of sale and purchase contracts
which are concluded between the organization and the customer;

- technically-functional loyalty - is achieved thanks to certain dependencies
between technical-functional features of the original item and the complementary products.

To improve the relationship with consumers and provide a higher level of
satisfaction, the essentia requirements of building customer loyalty, there are different
approaches in the implementation of marketing tools (L.L. Berry, a. Parasuraman, 1991):

- The first approach is focused on adding financial benefits in dealing with
consumers. For example, airlines offer bonuses in loyalty programs, car-rental companies
offer bonuses for frequent renters, hotels offer a night or two for alonger stay or for a higher
frequency in reservations, while companies give awards for frequent buyers with bonuses,
refunds, coupons etc. In this way, the organizations determine customer loyalty and so is
gaining more than if you would focus on attracting new customers to their services. However,
these financial incentives and loyalty programs could easily be imitated by competitors, so that
these tools could become insufficient in an attempt to differentiate long-term offer.

> The second approach stresses the social benefits. In this way focuses on building
strong social bonds with consumers according to their individual needs and desires. By
searching in the customer database of the hotel, a manager can personalize and customize
products and services to key customers. Organizations that use this approach transform the
unknown customers in identifiable customers in detail of their persona files. If some
consumers are served either on a undifferentiated basis or as an entire segment of the
market, others are served on an individual basis.

—> The third approach is focused on building strong relationships with consumers
on the basis of financia supplements and social assistance. For example, hotel lines open
direct telephone lines, available for specia frequent users, develop reservation systems for
travel agents and airlines. They offer special rooms for first class customers and even
airport transfers-hotel and vice versain luxury limousines.

Improving persona relationships with consumers could be carried out through
multiple modalities (Johnston, r., Clark g., 2001):

¢ Offering alevel of quality of products/services over customer expectations through
various forms such as: transparency of their use, trained staff, consultancy services etc.

« Contacts with customers-for example, such as communicating with regular users by
email or over the phone, effective communication with clients, meeting with clients,
effective feedback of information;

e Development of business system based on relationship with the customer, for
example, organizing seminars for clients, assistance in banchmarketing, networks and
organizing study visits.

e The development of social relations through special invitations, birthday gifts,
anniversary greetings etc.

The organization must be selective in forming relationships with consumers by
identifying the key importance to consumers and try to satisfy their needs in a way much
more effectively than competitors.

6. Conclusions

At the bad s of any successful business there is the number of clients and the extent of their
loyalty. Awareness of the fact that kegping existing customersis just as important, perhaps even
more important than attracting new clients, is the fundamental condition of existence of the
organization over the long term. This is due to the enormous costs necessary to attract clients,
which may be five times higher than the costs of building customer loyalty. At the sametime, the
profitability of old guest turns out to be higher than that of new clients.
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Organizations should pay particular attention to relations with customers and to allocate

financia

resources to support marketing programs aimed at continuous improvement of the

cooperation between the organization and the customer. The advertisement made by a satisfied
customer is much more effective than many other promotional actions from the organi zation.
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FIDELITATEA CLIENTILOR —GARANTUL SUCCESUL UI
PE PIATA AL UNEI ORGANIZATI|

Carmen-Maria, lordache*, Alexandrina, Sirbu™

Rezumat

Gestionarea valorii cliensilor prin oferirea servicii de calitate este considerata 0 componenta critica a
strategiilor de marketing. Valoarea clientului este ceea care construieste fidelitatea. Orientarea spre pastrarea
clienilor, contactul continuu cu clienyii, precum si angajamentul de a se ridica la asteptarile cliensilor sunt
noile reguli strategice ale gestionarea relariilor cu cliensii. Consumatorii au devenit mai doritori ca niciodata
in agi transfera fidelitatea catre acele organizayii percepute ca oferind calitate. Satisfacsia si fidelitatea
cliensilor, asigurate de o Tnalta calitate a produselor si serviciilor care ofera valoare Tn schimbul banilor, sunt
esenyiale pentru supraviesuirea pe termen lung, nemaivorbind de succesul pe termen lung.

Prezenta lucrare Tsi propune si abordeze importanya marketingului relasional in asigurarea fidditarii
clienilor, tipurile de fidelitate, necesitatea organizirii unel baze de date a clienilor precum si i nstrumente de
fidelizare a clienyilor.

Cuvinte cheie: organizarie, marketing relasional, fiddlizare, fiddlitate atitudinal z, fidelitate comportamentala

Clasificare JEL: D78, M30, M31

1. Introducere

Relatia cu clientul se redlizeaza printr-o interactiune continua Tntre client si organizatie,
relatie care trebuie dezvoltata si cultivata. Organizatiile considera clientul un activ financiar care se
trebuie gestionat si maximizat lafd caorice dt activ, desi valoarealui nici macar nu se regasestein
contabilitate (Kotler P., 2004). O mare provocare pentru organizatii este Si-gi poata padtra clientii o
perioada c& ma lunga, indiferent de produsele sau evolutia acestora. Din pacate, organizatiile
scapa din vedere importanta fiddizarii si Tsi cheltuiesc cea mai mare parte din efort pentru acéstiga
clienti noi, in detrimentul pagtrarii clientilor existenti si sporirii tranzactiilor cu acestia

Metodologia de cercetare utilizata cuprinde documentare bibliografica ce are la baza
trei etape principale: identificarea literaturii de specialitate; selectarea acesteia si
coroborarea si Sintetizarea datelor.

Literatura de speciditate are la baza o serie de cercetari, Tn mare parte conceptuale,
studii nationale si internationale care aratd o orientare teoretici fundamentala despre
fidelizare. Metodele folosite se concentreaza pe conceptualizarea si descrierea termenilor
de marketing relational si fidelizare, fiind necesara examinarea indesproape a acestor
concepte avand Tn vedere oportunitatile pe care le ofera organizatiilor.

Am selectat literatura de speciditate in functie de continutul de focalizare
(semnificatia termenului de marketing relational, fidelizare, forme de abordare, necesitatea
creerii unei baze de date a clientilor si instrumente de fidelizare), le-am analizat pentru a
identifica punctele de interactiune dintre ele. Ulterior identificarii si analizei cadrului
conceptual, pe baza literaturii de speciaitate si/sau a exemplelor, am conturat modalitatile
de fidelizare a clientelei, care ar puteafi utile factorilor de decizie dintr-o organizatie.

2. Marketingul relational —baza fidelitatii consumatorului

Marketingul relational a cunoscut o dezvoltare mai ampla dupa anii “90, constand intr-
o schimbare de optica in care satisfactia clientului devine prioritara si conditioneaza existenta
organizatiei, cu accent pe calitate si servire superioara. Prin adoptarea marketingului

’ Conf.univ.dr., Universitatea , Constantin Brancoveanu” din Pitesti, Facultatea de Management Marketing in
Afaceri Economice, Rm. Valcea, Roméania, iordache72@yahoo.com.
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relational, organizatia vizeaza fidelizarea clientilor, deveniti din ce in ce ma voldtili, cu
asteptari mai mari si mai greu de satisfacut, precum si atragerea de clienti de pe noi piete.

Potrivit prestigioasel Asociatii Americane de Marketing (AMA), marketingul
relational reprezinta ,marketingul care se concretizeaza in planificarea si executarea
activitatilor de concepere, evaluare, promovare si distribuire a ideilor, bunurilor si
serviciilor, Tn scopul realizarii de schimburi capabile si satisfaca diverse obiective
individuale si organizationale (A.M.A.,.2004, p. 17-18)".

Marketingul relational este actiunea de formare a unel clientele fidele, pe baza unei
cooperdri continue cu acesta. El este opus marketingului de tranzactional, care pune accent
pe céstigarea de noi clienti, fara a depune efortul cultivarii, in timp, aclientilor actuali.

Tab. nr.1 Analiza comparativa marketing relational versus marketing tr anzactional

M arketing tranzactional Marketing relational
Concentrarea pe achizitia de clienti noi | Concentrarea pe fidelizarea clientilor
Cregterea cotel de piata Asigurarea unei pozitii bune Tn bugetul

de cheltuidli ae clientului
Monolog de marca sustinut de publicitate | Permanent dialog cu clientul, care este
inclus Tn actul de cumparare

Marketing nediferentiat Marketing personalizat

Accentul se pune pe oferta existentid | Accentul se pune pe 0 marci cu grad
a ofertantul ui de recunoastere ridicat

Administrarea resurselor orientata spre | Administrarea resurselor orientata  spre
piata client

Sursa: Kotler P., 2004

Importanta aplicarii conceptului de ,, marketing relationa” este dovedita de analiza
castigurilor firme lor sau companiilor, castiguri rezultate de pe urma stabilirii unei relatii
pe termen lung cu consumatorii. A avea o relatie pe termen lung cu un consumator
fnseamna a avea un consumator multumit, iar acesta din urma poate deveni un adevarat
promotor care Tsi poate aduce o contribuie semnificativa la largirea bazinului clientelar al
furnizorului Tn cauza

Marketerii au depasit perioada Tn care considerau ci pierderea unui client nu
reprezintd un risc pentru companie, deoarece porneau de la premisa gresita ca exista pe
piata numerosi alti clienti potentiali ce pot fi transformati in clienti efectivi. Astazi, se
considera ca pierderea unui client valoros echivaleaza nu doar cu pierderea profitului care
ar fi fost abtinut dintr-o anumita tranzactie, ¢i Tnseamna o pierdere pe termen lung, cu mult
mai mare. In fapt, organizatia pierde intregul flux de vanzari si profituri pe care |-ar fi
generat o relatie cu clientul pe termen mediu sau lung.

Tn consecinta, organizatiile care doresc si vaorifice potentialul oferit de aplicarea
principiilor de marketing relational calculeaza si monitorizeaza un indicator extrem de
important, valoarea clientului. Acest indicator poate fi interpretat in mai multe sensuri
(lordache M. C., D. Parpandel, 2009, p. 65):

- prin , valoarea actuala a clientului”, respectiv prin prisma vanzarilor de servicii
prestate clientului care a apelat pentru prima data la organizatiei;

—>prin ,valoarea viitoare a aceluiagi client”, adica prin prisma oportunitatilor de
incasari potentiale ce vor puteafi obtinute Tntr-o perioada viitoare;

—prin ,valoarea clientului pe parcursul Tintregii durate a relasiei cu
intreprinzatorul” (valoarea clientului pe parcursul , vietii” sale alaturi de organizatie — ca
suma a primelor doua valori).
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Valoarea pentru organizatie a unui client se poate calcula respecténd urmatoarea
procedura (Ali, M., Brookson, S., Bruce, A., Eaton, J., Heller, R., Johnson, R., Langdon,
K., Sleight, S., 2001, p.630-633):

|. Vaoareavanzarii medii (vanzari anudein lei impartit lanumarul de tranzactii);
I1. Numarul de tranzactii pe care le face anual fiecare client obisnuit;
[11. Numarul mediu de ani in care un client cumpara de la organizatii;
IV. Numarul mediu de referinte/recomandari pe care le face anual un client;
V. Vanzari peclient pean (I x II);
V1. Vénzari peclient pe durata vietii relatiei (IV x 111);
VII. Vénzari potentiale brut din referinte (V x 1V)
VIIl. TOTAL VALOARE A CLIENTULUI (VI +VII)

Aceastd valoare se calculeazi ca valoare actualizata a intregului flux de profituri pe
care Tl genereaza relatia cu clientul, considerénd un orizont de timp mediu sau lung.

Vaoarea clientului pe parcursul Tntregii durate a relatiei cu organizatia este cu atét
mai mare, cu cé costurile asociate sunt mai mici. Monitorizarea atenta a costurilor va
permite Tntreprinzatorului si sporeasca profitabilitatea clientului.

Interesul pentru estimarea vaorii actualizate a profiturilor pe care le va genera
clientul si angagjatul determina o crestere aimportantei strategiilor de retentie si implicit de
fidelizare a acestora. Cu cét clientul va continua si colaboreze cu organizatia o perioada
mai indelungata, cu atét valoarea profiturilor pentru organizatie va fi mai mare.

Fig. nr. 1.1 Ssemul delegatura intre marketingul relational si succesul economical or ganizatiel

Succesul
economic

Entuziasmul
clientilor

Fidelizarea
clientilor

Marketing
relational

Satisfactia
clientilor

Satisfactia, fiddlitatea si entuziasmul clientilor sunt consderate elemente de comensurare
ae succesului marketingului relational. Daca Tn trecut satisfactia reprezenta premisa unui
marketing eficient, in prezent se impune fidelizarea clientilor prin diferite actiuni si programe de
marketing, concepute pe baza oferirii unor avantgje. A avea clienti fideli reprezinta cd mai
puternic avantaj competitiv a unui Tntreprinzator, e fiind inaccesibili concurentilor, daca sunt
gestionati eficient. Resursde antrenate Tn mentinerea relatiilor cu acestia sunt mult mai reduse
decét cele docate atragerii de noi clienti si dezvoltarea de relatii cu acestia Mai nou,
Tntreprinzatorii au trecut la entuziasmarea clientilor, surprinzéndu-i prin anticiparea nevoilor
exprimate sau chiar prin crearea celor neexprimate creeind chiar oferte personalizate.

3. Abordarea bidimensionala a fidelit:tii

Fidelitatea reprezinta inclinatia consumatorului de a achizitiona numa de la o
organizatie, de a recumpara aceeasi marcia sau de vizita acelasi magazin, daca trebuie si
repete o cumparare. Este un comportament exprimat in timp, rezultat a experientei si fata
de mai multe alternative posibile.

Daci pana acum, fidelitatea era analizata numai printr-o abordare unidimensionala,
comportamentala, Tn prezent putem vorbi de o abordare bidimensionala respectiv fidditate
comportamentala si atitudinala.

» Fidelitatea comportamentala

Acest tip defidelitate este dat de tendinta consumatorului de a repeta cumpararea unui
serviciu, lucru demonstrat prin comportament, ce poate fi masurat si care are un impact
direct asupra vanzarilor (Hammond, K., & Ehrenberg, A., 1996). Ea poate fi definita
printr-o serie de indicatori cantitativi: numar de cumparari, frecventa de cumparare, cota de
client, probabilitatea cumpararii, probabilitatea de a cumparasi ate bunuri/servicii.
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Exista insi si controverse legate de faptul ca se acorda o aentie scazuta motivatiilor si
anggamentului fata de firma, masurarea comportamentului clientilor reprezentand o Stuatie Satica,
surprinsa laun anumit moment si care nu permite intelegerea factorilor care stau la baza achizitiel.

Sunt cazuri in care explicatia pentru a justifica un comportament repetitiv se poate regas
n existenta unor dti factori care nu au fost luati Tn calcul. De ex., achizitia repetata de servicii
de electricitate, telefonie se poate datora inexistentei unui at furnizor, unor considerente
financiare sau obisnuintei. Din aceasta perspectiva comportamentald, in care fidelitatea
presupune repetarea actului de cumparare, termenul se apropie mai mult de conceptul de
retentie a clientilor (Filip, A., 2009). Seimpune deci si andizafidelitatii atitudinale.

» Fidelitatea atitudinala

Pentru a descrie conceptul de fidelitate, unii cercetatori considera cia actul de
cumparare a unui bun sau serviciu este determinat de intensitatea preferintelor si de
dispozitia afectiva a clientilor (Patterson, P., Smith, T., 2003, p.107-120).

Variabilele atitudinal e contin elemente cu gjutorul carora se pot previziona achizitiile
din viitor, Tn timp ce variabilele comportamental e surprind situatia cumparaturilor prezente
sau chiar dgja trecute. Unii autori apreciaza fidelitatea atitudinala ca dorinta specifica de a
lucra cu un anumit furnizor de servicii (Czepidl, J., Gilmore, R., 1987, p.91-94) sau ca
atasament psihologic a unui client pentru un anumit furnizor de servicii (Butcher, K.,
Spark, B., O'Callaghan., 2001, p. 313-327).

Fidelitatea atitudinala, pe baza componentelor sale, cognitive si emotionale, se poate
anaiza prin prismaformelor de fidelitate pe care le genereaza:

- fidelitate emorionala este angajamentul afectiv fata de un anumit produs sau
serviciu format din sentimente pozitive si un anumit atasament fata de un anumit brand,
manifestata cu ocazia cumpararii acestuia sau a declararii intentiel de achizitie.

- fidelitate cognitiva este preferinta psihologica pentru un brand formata din
convingeri si ganduri pozitive despre achizitionarea unui produs sau serviciu manifestate
CU Ocazia urmatoarei cumparari.

Pentru masurarea fidelititii atitudinale se considera ca fiind relevante urmatoarele
variabile: intentia de repetare a cumpararii, dorinta de a recomanda furnizorul de servicii,
indisponibilitate fata de ofertele concurentilor sau tendinta de a rezista la schimbarea
furnizorului (Bahjat A., Shammout F., 2007). Fidelitatea atitudinala poate fi echivalentul
perceptiei globale pe care clientul o are despre relatie. Astfel, o atitudine pozitiva poate fi
indicatorul unei bune relationari ntre furnizor si client.

O abordare doar din prisma fidelitatii atitudinale nu poate surprinde complet
procesul de fidelizare, deoarece nu ar lua in calcul comportamentul care-l determina pe un
anumit client sia-si pastreze furnizorul de servicii sau, in cazul in care exista concurenti fata
de care are acelasi tip de fidelitate, acestia nu ar putea fi identificati.

4. Baza de date a clientilor —componenta de baza a politicii defidelizare

Obtinerea de informatii precise privind clientul este cruciala pentru a defini
atributele unui organizatii, pentru a promova bunuri/servicii inovatoare si adaptate
permanent la nevaile clientilor si a dezvolta strategii de marketing orientate catre clienti,
scopul final fiind acela de a dobandi si pastra clienti valorosi. Fiecare interactiune cu
clientul poate creste sau scade valoarea relatiei, dar impactul viitoarelor contacte poate fi
anticipat usor in functie de informatiile si de comportamentul angajatilor castigate de-a
lungul timpului. De ex., in sectorul turistic, Tmbunatitirea aspectelor functionale si
interpersonale de servicii (personalizare, recunoasterea personald, rapiditate, eficienta
check-in si check-out, etc) este printre primele atribute care aduc cea mai mare contributie
avalorii care este reprezentata prin clientii, in doua faze-cheie: la punctul de cumparare si
in timpul sederii oaspetelui (Dubé, L., Renaghan, L. M., 1999, p.78-88.).
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Clientii furnizeaza, in general, informatii cu privire la cerintele si preferintele lor
catre hotelier din momentul deciziei de cumpérare, pana la sosirea lor precum si Tn timpul
sederii lor. La réndul lor, manageri de hotel si personalul le ofera informatii cu privire la
serviciile oferite si le comunica cererile lor de la diferite departamente / functii din cadrul
hotelului (de exemplu, room service, mancare si bautura etc.).

Pentru a centraliza cét mai bine informatiile, trebuie realizata distinctia intre clientii
unui organizatie:

- cliensi exceprionali — ce nu consuma produsele organizatiei decét ca exceptie,
acesta practicand un marketing nediferenriat, orice investitie in e nefiind rentabila;

- cliensi ocazionali — pentru care se practica un marketing diferengiat, frecventa si
volumul cumpararilor fiind importante;

- cliengi obignuifi — pentru care se aplica un marketing concentrat conceput in baza
informatiilor personale si a datelor privind achizitiile pe care le fac. Acestia congtituie
segmente tinta pentru fidelizare;

- clienfi exclusivi — cei care cumpara produse/servicii numai de la organizatia
respectiv. sau ce apartin unei anumite marci si pentru care se aplica un marketing
personalizat intrucét ei asigurd mare parte din cifra de afaceri si implicit profit.

Aceasta distinctie este importanta pentru a maximiza capacitatea tntreprinzatorul ui
de astoca date si acongtitui profilul de baza a clientului, Tn specia pentru cei profitabili.

Profilul de baza a clientului trebuie si contina trel parti importante:

1. Informarii personale, cum ar fi cele legate de nume, sex, detalii de contact,
nationalitate, limba vorbita, dacd persoana are nevoi fizice speciale, adresa biroului de
afaceri (daca este un turist Tn interes de afaceri), mijloace de plata etc. Acestea includ
datele principale (ex. data nagterii) si cele secundare (ex. aergii, dietd speciala).

2. Informariile referitoare la toate aspectele legate de istoricul achizilor fiecarui
client, cum ar fi: tipologia produselor cumparate de client, cantititile comandate, frecventa
comenzilor, comportamentul privind efectuarea platilor (seriozitatea, modalitatea de plata,
intervalul de decontare), tipurile de mesgje la care a raspuns favorabil; comportamentul de
utilizare a diferitdlor canale de comunicare (de exemplu, Tn cazul Internetului, pagina
utilizata pentru a intra /iesi pe /din site-ul Tntreprinderii furnizoare, durata vizitei, care au
fost paginile vizitate de client, bannerele care i-au captat interesul etc.). Aceste informatii
includ date , obligatorii”, precum si datele de amahilitate si cele comportamentale.

3. Reclamariile si parerile cliensilor referitoare la standardele de calitate ale
produselor/ serviciilor furnizorului si performantele personaului (mai aes in domeniul
serviciilor), care pot fi colectate pe durata achizitionarii sau dupa consum (satisfactia
clientului), prin formulare tiparite sau chestionare online aflate pe un televizor interactiv.

Toate informatiile colectate ar trebui sa fie stocate si procesate in baza de date a
furnizorului, pentru a permite identificarea fiecarui client Tnregistrat si recunoscut on-line
pe baza detaliilor vizitei anterioare (Robledo, M.A., 2001). O baza de date cu clientii
cuprinde un ansamblu de informatii detaliate despre clientii existenti sau cei potentiali,
organizat Tn asafel, Tncét sa fie actual, accesibil si utilizabil Tn interesul furnizorului.

Baza de date cu clienti este pusa la dispozitia centrelor de contact-clienti care au devenit
retelee privilegiate defurnizorilor care doresc si-si atinga obiectivele delargire abazei de clienti.

Printre principalele avantgje ale utilizarii tehnologiel informatiei in gestionarea
relatiilor cu clientii putem mentiona (D. Blumberg, 2002):

» Capacitatea de a contacta si gestiona un numdr mare de cliensi potengiali:
crearea unor baze de date si Tnregistrarea informatiilor referitoare la clienti constituie baza
actiunilor de contactare a clientilor, Tn special prin intermediul unor solutii web;

* Rapiditate: sistemele de baze de date distribuite si tehnologiile web permit
schimbul de informatii cu clientii in timp redl;
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» Reactivitate crescutd: capacitatea de a observa rapid orice modificare a
comportamentului consumatorilor la diferite actiuni promotionale sau a unor factori externi
si areactiona printr-o adaptare a ofertei;

» Personalizare: posibilitatea de a adapta oferta la nevoile individuale ale clientilor
prin plasarea unor formulare on-line pe pagina web, de a permite clientilor si participe
efectiv la conceperea ofertelor;

» Optimizarea potenfialului de vanzari cu prilgul fiecarui contact cu clienii:
fiecare interactiune cu clientii prin intermediul tehnologiilor web si multimedia reprezinta
o0 ocazie favorabila pentru firma de aformula noi oferte personalizate.

Pentru a avea succes, furnizorul trebuie si adopte mai intdi o mentalitate culturala
centratda pe clienti, ceea ce implica o schimbare in normele culturale, structurile
organizatorice, precum si modul Tn care performanta anggjatilor este masuratd si
recompensata. Tn a doilea rand, acestea trebuie si dezvolte o integrare inter-functionala
intre diferite functii si sistemele de informatii (rezervare, marketing, vanzari, administrare,
etc) pentru a accelera procesele si si faciliteze schimbul de informatii pentru clienti. Tn cele
din urma, acestea ar trebui sa aiba o vedere strategica de investitii Tn I'T, administrat in mod
corespunzator si sa adopte o abordare larga a furnizorului privind utilizarea si integrarea
desistemeIT (Ryals, L., Knox, S., 2001, p. 534-542).

Convergenta intre IT, telecomunicatii, mass-media si utilizarea datelor stocate sau a
tehnicilor de cautare a datelor faciliteaza furnizorului gestionarea relatiel cu clientii si sprijina
colectarea si consolidarea datelor din fiecare punct de interactiune (Cline, R. S., 1999, p.376—
386). Call center, email, site-ul Web, puncte de vanzare (POS), etc., sunt doar cateva exemple
ale acestor aplicatii. Prin intermediul dispozitivelor electronice specifice (de exemplu sistemul
de plata per vizionare, TV interactiv etc.), furnizorii pot stoca, de asemenea, cantititi imense de
informatii cu privire la satisfactia unui client, care sunt foarte utile de fiecare data cand clientul
s ntoarce si, in general, pentru a guta la actiunile planului de marketing (frecventa de
cumparare, reduceri speciale etc.) pentru diferite ssgmente chele de piata.

Prin anticiparea preferintelor si obiceiurilor de consum ae clientilor nominalizati,
furnizorii urmaresc provocarea unui ,soc psihologic activ’ care intensifica efectele
benefice ale receptarii calitatii si profesionalismului, chiar inaintea consumului. Prin
urmare, fisa nominala ,Profilul clientului” poate fi considerata ca un instrument
operational util pentru evaluarea valentei potentiale a consumatorului, reducand riscul de
al pierde In perspectiva unor afaceri viitoare. Valenta potentiala a consumatorului
demonstreaza ca atunci cand un client are sentimente de insatisfactie, €l iacu € o entitate
apreciabila de oportunititi pierdute pentru afacerile viitoare.

5. Instrumente defidelizare a clientilor

Tn timp ce Tn sectorul de productie rareori exista contact direct cu consumatorii, n
maj oritatea activitatilor de servicii exista un contact direct a personalului cu consumatorii.
Pentru a creasi aimbunatati relatiile cu consumatorii, multi Tntreprinzatori creeaza o baza
de date cu clientii ce ar putea fi utilizata pentru conceperea unor oferte personaizate si o
comunicare permanenta cu consumatorii. Aceste date ar puteafi legate de preferinta pentru
anumite marci, principii de alegere ae unui bun/serviciu, detalii despre ultima vizita etc.
De ex., numerele de telefon speciae pentru rezervarile Tn restaurante ar puteafi disponibile
la persoanel e foarte importante, astfel Thcét acestea ar putea fi identificate imediat ca clienti
de importanta cheie care merita atentie. Pentru a incurgja clientii si revina trebuie
organizata o continua comunicare directd cu ei (de exemplu prin mail), invitandu-i sa
participe la evenimente speciale, oferindu-le reduceri speciale de pret, informandu-i despre
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Organizatiile au la Tndeména o varietate de modalitati prin care sa isi fidelizeze
clientii. Astfel, amintim:

- fidelizarea emorionalad — se realizeaza prin satisfacerea asteptarilor clientului de
ciatre o oferta orientata spre client si prin multumirea clientului fata de performanta
organizatiei;

- fidelizarea prin condifionare economica — se realizeaza prin aprecierea de catre
client ca fiind dezavantgjoasi orice migrare catre un alt ofertant, datorita costurilor
acesteia; costurile suplimentare ale migrarii nu sunt intotdeauna reale, dar determinarea lor
este deseori anevoioasi si se apeleazi la o apreciere subiectiva; astfel, se gjunge la
loialitate fata de rganizatia initiala,

- fidelizarea contractuald — se realizeaza prin clauzele contractelor de vanzare —
cumparare ce se incheie intre organizatie si client;

- fidelizarea tehnico — funcfionala — se realizeaza datorita unei anumite dependente
ntre caracteristici tehnice, functionale ale produsului de baza si cel complementar.

Pentru a Tmbunatati relatia cu consumatorii si a oferi un nivel mai ridicat de
satisfactie, cerinte esentidle ale fidelizarii, exista abordari diferite Tn aplicarea
instrumentelor de marketing (Berry L.L., Parasuraman A., 1991):

=> Prima abordare este orientata spre adaugarea de beneficii financiare in relariile
cu consumatorii. De exemplu, companiile aeriene oferd bonusuri Tn programe de
fidelizare, companiile de Tnchirieri auto ofera bonusuri pentru chiriasi frecventi, hotelurile
ofera 0 noapte sau doud de cazare pentru un sgjur mai lung sau pentru o frecventa mai
mare n rezervari, in timp ce societitile comerciale dau premii pentru cumparatorii
frecventi cu bonusuri, restituiri, cupoane etc. Tn acet fel, organizatiile determina loialitatea
clientilor si deci céstiga mai mult decdt daca s-ar concentra pe atragerea de noi clienti
pentru serviciile lor. Tnsa aceste stimulente financiare si programe de fidelizare ar putea fi
usor imitat de concurenti, astfel Thcat aceaste instrumente ar putea deveni insuficient Tn
Tncercarea de a diferentia oferta pe termen lung.

A doua abordare subliniazi beneficiile sociale suplimentare. Tn acest fel se
concentreaza pe construirea legaturii sociale puternice cu consumatorii Tn functie de nevoile
individuale si dorintele lor. Prin cautarea in baza de date cu clientii unui hotel se pot
individualiza si personaliza produse si servicii pentru clientii cheie. Organizatiile care
utilizeaza aceasta abordare transforma clientii din necunoscuti si nepersonalizati in clienti
identificabili Tn detaliu din fisierele lor personale. Daca unii consumatori sunt serviti in mod
nediferentiat sau ca* un segment intreg” de pe piata, altii sunt serviti pe baza individuala.

=> A treaabordare este concentrata pe congtruirea unor relarii puternice cu consumatorii
pe bazi unor suplimente financiare si prestarii sociale. De exemplu, unititile hoteliere deschid
linii telefonice directe, specia digponibile pentru utilizatorii frecventi, Tsi dezvolta Sstemele de
rezervare pentru agentii de turism si companii aeriene, oferda camere speciale pentru clientii de
prima clasi si chiar trandferuri aeroport-hotd si inversin limuzine de lux.

Tmbunatitirea relatiilor personale cu consumatorii ar putea fi efectuate prin mai
multe modalitati (Johnston R., Clark G., 2001):

 Oferirea unui nivel de calitate a produselor/serviciilor peste asteptarile clientilor
prin diferite forme, cum ar fi: transparenta folosirii acestora, persona disponibil instruit,
servicii de consultanta etc.

 Contacte cu clienti - de exemplu, cum ar fi comunicarea cu utilizatorii frecventi
prin mail sau la telefon, comunicare eficienta cu clientii, Tntalniri cu consumatorii, sistem
eficient de feedback al informatiilor;

» Dezvoltarea sistemului de afaceri pe baza de relatie cu clientul, de exemplu:
organizarea de seminarii pentru clienti, asistenta in retea si banchmarketing, organizarea de
vizite de studiu.
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* Dezvoltarea relatiilor socide prin intermediul invitatiilor speciale, cadouri de ziua
de nastere, felicitari de aniversiri etc.

Organizatia trebuie si fie selectiva in dezvoltarea relatiilor cu consumatorii prin
identificarea consumatorilor de importanta cheie si sa Tncerce satisfacerea nevoilor lor intr-
un mod mult mai eficient decét concurentii.

6. Concluzii

La baza oricarei afaceri de succes sta numarul de clienti si gradul de fidelizare a
acestora. Constientizarea de catre organizatie a faptului ca pastrarea clientilor deja existenti
este la fel de importantd, poate chiar mai importanta, decdt atragerea noilor clienti,
reprezinta conditia fundamentala de existenta a organizatiel pe termen lung. Aceasta
datorita costurilor enorme necesare atragerii clientilor care pot fi de cinci ori mai mari
decét costurile fidelizarii. Totodata, profitabilitatea vechilor clienti se dovedeste a fi mai
mare decét ceaanoilor clienti.

Organizatiile ar trebui si acorde o atentie deosebita relatiilor cu clientii si sa aoce
resurse financiare Tn vederea sustinerii unor programe de marketing ce vizeaza imbunatatirea
continua a cooperarii dintre organizatie si client. Reclama facuta de un client satisfacut este
mult mai eficienta decét multe ate actiuni promotionale la care poate apela organizatia.

Bibliografie

1. Ahmad, Bahjat, & Shammout. (2007), Evaluating an Extended Relationship Marketing
Model for Arab Guests of Five-Star Hotels. Melbourne: Victoria University

2. Ali, M., Brookson, S., Bruce, A., Eaton, J., Hdler, R., Johnson, R., Langdon, K.,
Sleight, S., Managing for Excellence, Dorling Kindersley Limited, London, 2001

3. Asociatia Americana de Marketing in Revista “Marketing News’, publicatie A.M.A.,
15.09.2004, pag. 17-18

4. Berry L.L., Parasuraman A., (1991), Marketing Services. Competition through Quality,
New Y ork, The Free Press

5. Butcher, K., Spark, B., & O'Calaghan. (2001). Evaluative and relational influences on
service loyalty. International Journal of Service Industry Management , 313-327

6. Cline, R. S. (1999). Hospitality 2000—the technology: Building customer
relationships. Journal of Vacation Marketing, 5(4), 376-386.

7. Czepid, J., & Gilmore, R. (1987). Exploring the concept of loyaly in services.
American Marketing Association , 91-94

8. D. Blumberg, Managing High-Tech Services Usng aCRM Strategy, CRC Press, dec. 2002

9. Dubg L., & Renaghan, L. M. (1999), Building customer loyalty—guests' perspective
on the lodging industry’s functional best practices (part I). Cornell Hotel and
Restaurant Administration Quarterly, 40, 78-88.

10. Filip, A., Marketingul relagional - O abordare din perspective domeniului financiar
bancar. Bucuresti: Editura ASE, 2009

11. Hammond, K., & Ehrenberg, A. (1996). Buying more and buting longer: concepts and
applications of consumer loyalty.London: London Business School.

12. lordache M. C., D. Parpandel, Rdational marketing — the prerequisite to implement tourist
companies marketing strategies, Theoretical and Applied Economics, nr.8/2009, p.65

13. Johnston R., Clark G., Service Operation Management, Prentice Hall, London, 2001

14. Kotler P., (2004), Marketingul dela A la Z, Editura CODECS, Bucuresti

15. Patterson, P., & Smith, T. (2003). A cross-cultural study of switching barriers and
propensity to stay with the service providers. Journal of Retailing , 107-120

16. Robledo, M.A. (2001), Measuring and managing service quality: integrating consumer
expectations, Managing Service Quality, Vol. 11 No. 1.).

17.Ryds, L., & Knox, S. (2001). Cross-functiona issues in the implementation of
relationship marketing through customer relationship management. European
Management Journal, 19(5), 534-542.

56



LEADERSHIP STRATEGIES FOR NIGERIA

Mary Gloria C. Njoku"

Abstract

Exploring the state of Nigerian leadership, thereis a clear indication that the nation isin distress and
therefore needs a leader who would be able to get the best out of Nigerian followers and lead the nation to
stability. This leader must be trustworthy, emotionally intelligent, firm, willing to suffer for the nation,
focused on breaking down ethnic divide, and inspiring hope in the people. The leader must be capable of
taking in varied information and solving complex problems effectively and efficiently. This paper adopts the
concept of leadership as one that involves a social influence process, a leader/leaders and followers. This
perspective is impacted by social psychological principles of social influence and clinical psychology socio-
emotional intelligence and will therefore discuss leadership for Nigeria from these perspectives.

Keywords: leadership, nation, Nigeria, stability, ethnic

JEL Classification: M54, 015

1. Introduction

Efforts to understand leadership and its components have been on for many years. In
the 1980s, the focus of studies was on investigating and comprehending the initiation of
leadership structures in varied contexts and the examination of contingency models. During
the 1990s, there was a shift to understanding the elements of leadership such as charisma,
transformational attributes, vision, ethics of leadership and motivation. The late 1990s saw a
movement towards the examination of team, strategic and global Ieadership and concepts of
followership. Now, 20 years later, with numerous studies of leadership, there is better
understanding of what makes leadership, its measurement, ethical and unethical behaviour,
contextual variables and people's perception of leadership in varied contexts.

Several scholars have expressed varied views about leadership. According to Avalio,
Sosik, Jung and Berson (2003), leadership is "a socid influence process that can occur at
the individual, dyadic, group, or strategic level, where it can be shared within a top
management team" (p.277). Katz and Kahn(1978) subscribed to a leadership definition
encompassing incremental influence that is over and above that required to be consistent
with the normal directive of an organization. Bryman (1996) synthesizing previous
descriptions of leadership suggested that the hallmark of leadership is the presence of
socia influence where a person inspires or motivates other members of a group to attain
specific group goals and objectives. Another definition posited that leadership is a concept
realized in a process where one or more persons successfully frames or defines the reality
of ather people (Smircich & Morgan, 1982).

This paper adopts the concept of leadership as one that involves a social influence
process, a leader/leaders and followers. This perspective is impacted by socid
psychological principles of socia influence and clinical psychology socio-emotional
intelligence. It should be understood that a leader must be capable of exerting power on
followersin order to motivate them to achieve the specific goals of the organization.

2. Leadership Issues

Some questions that have continued to be tabled by individuals, groups and
organizations in this information and communication technology age include issues
surrounding the impact of distance on the articulation and implementation of the vision of
the organization. When the workplace is avirtual space (e.g., internet) or when members of
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the organisation are separated by geographical space, is it still possible for the leader or
leaders to motivate other members of the organization to achieve the target goals of the
organization? Is cohesion of units still an essentia part of the establishment and if yes, do
technology and virtual space affect the cohesion of the organization?

In this age, the emphasis across organizations such as educational institutions,
professiona bodies, private and public companies is on globa positioning. When an
organization goes global, the expected outcome will be an increase in cultural diversity.
Diversity is considered an enriching factor but it poses several challenges associated with
culturd differences. How should individuals in leadership positions manage the challenges
associated with diversity in the workplace?

Perhaps, exploring leadership and the creation of meaning may help us understand
how leaders emerge and manage followers to achieve the group goals. It has been
suggested that leaders create and use impression management to lead their followers to
support their visions. This presupposes that both the individua who leads the small
business enterprise, the fortune 500 organization and the three-man robbery syndicate
achieve their goals by influencing their followers to accept their vision and work towards
achieving target goals. As it has been noted that contextual variables impact leadership, it
is proper to wonder whether cultural diversity affects the creation and management of
meaning. It has also been suggested that varied types of leaders (e.g., charismatic and
noncharismatic leaders) use different approaches to create and use meaning to guide their
followers to support their vision.

Using the framework of Smircich and Morgan (1992), it is easier to comprehend the
position of certain researchers suggesting that charismatic |eaders often emerge in times of
crisis "because they offer a viable alternative interpretation to resolve the crisis while
managing an impression of confidence and an ability to inspire followers to pursue a
solution" (Conger & Kanungo, 1998). For strategic leaders whose job it is to define the
current and future directions of their organization, creation and management of meaning to
achieve their strategic plans might be daunting because they sometimes lose their mandate
when their framing of vision and goals are incongruent or incomprehensible to their
followers or when there is a perception that the strategic plans do not assure success
(Ireland & Hitt, 1999; Aviola et a 2003; Howard, 2001).

In terms of the development of ethical or unethical leadership, research has shown
that prosocia motives, trustworthiness and morality are essential determinants of effective
leader-follower relationship. For example, studies on charismatic leaders have elucidated
the difference between leaders who are constructive (ethical) and those that are destructive
(unethical). Constructive leaders have been found to subscribe to prosocial behaviours of
empathy, trustworthiness, selfless attitude, being considerate and emphasizing collective
missions. On the contrary, destructive leaders tend to be self-centered and self-
aggrandizing, exploitative, domineering, manipulative and they use fear to promote
compliance among followers (Bass & Steidimeier, 1999; O'Connor, Mumford, Clifton,
Gessner & Connelly, 1995).

3. Leadership Models

Goleman (1995), discussing managing with the heart, wrote on the importance of
emotiona intelligence in the work place. According to Goleman (1995), a study of 250
executive managers showed that most of the managers felt that their job required them to use
their head and not their hearts. Goleman, Boyatzis and McKee (2002) in the book entitled
Primal Leadership: Realizing the Power of Emotional Intelligence presented six leadership
styles, namely, visionary, coaching, affiliative, democratic, pacesetting and commanding.
Describing the visionary leader, Goleman et al. (2002) posited that the leader formulates a
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plan for a new direction for the followers. However, the leader does not provide for the
strategies for getting the group to the desired goal. Thus, the followers have the freedom to
be innovative, take risks and try new ideas. According to Goleman and colleagues (2002),
this leadership style is most appropriate for an organization in need of a new direction and is
geared towards getting the followers to focus on anew vision for the organization.

Coaching leadership style focuses more on assisting followers one-on-one to develop
their capacity to accomplish tasks. The leader helps the group to find a relationship
between their personal goals and that of the organization. This leadership style is most
appropriate for leading individuals who aready exhibit initiative and are interested in their
professional development. However, when the leader is perceived as micro-managing the
followers, the self-confidence of the followers may be compromised (Goleman, et al.,
2002). In an affiliative style of leadership, team work and harmony among workers is
emphasized. According to Goleman, et al., leading with an affiliative strategy is best suited
for when team spirit is needed or when trust has been broken and needs to be
reconstructed, or there is a need for improved communication or increasing the morale of
followers. The challenge with this style of leadership is that individual errors might be
overlooked and subsequently lead to a feeling of tolerance for mediocrity among workers
which in turn may impact work morale and reduce productivity.

In terms of democratic leadership style, Goleman, et al. (2002) posits that its essence is
to tap the knowledge and skills of the followers in such a way that a commitment to group
outcome is achieved. However, when matters are urgent or in criss, democratic leadership
may not yield efficient results because of the time required to obtain the opinion of group
members and generate group decisons. Commenting on another leadership style,
pacesetting, the authors describe a strategy that is characterized by a high standard set by the
leader who is committed to doing things well and efficiently and demands the same of
followers. Thisleadership style becomes ineffective when members of the group are not able
to meet the standards. Because the followers will fedl that they have failed, they may become
demoralized and reduce their effort towards achieving the goals of the organization. The last
model of leadership described by Goleman, et d., isthe commanding leadership, which they
term the "military" style. The use of this strategy denotes that the leader demands a certain
behaviour from the followers in a commanding way. The challenge is that followers often
lose morale and become dissatisfied with their job. In crisis, clear command may be helpful
but under other circumstances, followers are not able to give optimal performance. Taken
together, all these styles of leadership described by Goleman et a. (2002) appear to be
impacted by the context and needs of an organization.

4. Leadership in Nigeria

Reflecting on ethical vs. unethical leadership from studies conducted in western
countries indicating that ethical leaders who exhibit empathy, trustworthiness, selfless
attitude, and focus on collective mission tend to maintain optimal leader-follower
relationships, one wonders whether similar results will be obtained in a country like
Nigeria. Considering the attributes of the ethical leader (Bass & Steidimeier, 1999;
O'Connor, Mumford, Clifton, Gessner & Connelly, 1995), it is expected that followers of
such leader will be more likely to imbibe the vision of the organization as interpreted by
the leader and achieve the group goals as a result of intrinsic motivation. Having worked in
a Nigerian educational organization for the past three years, | am challenged to believe that
the cultural milieu or mindset of the average Nigerian in the workforce seems to be
primarily centered on personal rather than group goals. It amost feels as though many
followers perceive an empathetic, selfless and considerate attitude as weakness. Imagine
working with a follower who seeks permission for a three-day off- duty to take care of
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persona health. Y ou grant the request and four hours or a day later, you get a report from
other workers that the follower is busy selling goods, commuting people with motorbike,
keke, taxi or bus. In the spirit of empathy, you call the follower to order for engaging in
such a dubious behaviour but the employee continues to seek and obtain extra work days
off duty with fictitious or flimsy excuses. Health matters and death are very serious matters
but many followers often do not reflect on the implication of misleading their leaders by
lying about such mattersin order to obtain some days off.

The most challenging type of work behaviour that takes advantage of the prosocial
leader (Bass & Steidimeier, 1999) is that which | have observed among individuals who
present themselves for employment. These individuals assure the manager that they know
their work and are capable of contributing to the organization's goals but as soon as they
are offered employment, they begin to demonstrate their incompetence. In some cases,
some of the employees "just" sit around from beginning to end of work day doing nothing
and yet, at the end of each month, they receive a salary.

Another insulting behaviour of some followers in Nigeria is the attitude of self-
aggrandizement. You expect that an empathetic, selfless leader will engender selfless
atitude among the followers. However, my experience of Nigeria has shown that
regardless of the leader's behaviour, many followers continue to seek ways to "fill their
pockets," instead of enriching their organization. In fact, | perceive a situation where many
people are struggling to get a share of the "national cake" using any available means such
as inflating the prices of goods, selling organizational resources, using organizational
resources for personal matters, and extorting money from the less privileged.

Reflecting on my experience thus far, | feel a great concern for the future of Nigeria
when | think about how leaders are supposed to exert socia influence that should lead
followers to embrace organizational or collective goals. | wonder how the types of followers
described above will move the nation's development forward. | fedl that a charismatic leader
is needed in Nigeria. Many have identified that the nation is in distress and has been in the
condition for many years. If the literature on the emergence of charismatic leader in time of
crisisis effective in the Nigerian context, it would have been the case that the nation should
have arisen from her crisis state if there has been a leader with charisma. But given that
prosocial behaviour appear to carry minimal valence for the average Nigerian worker, it feds
as though a combination of transactional and charismatic leadership may yield a better result
for the nation or rather the use of varied types of |eadership models posited by Goleman et al.
(2002) for specific situations may be more appropriate for Nigeria.

It is important to note here that there have been stories of followers who maintain
ethical business behaviour whether or not they have leaders who are ethical themselvesin
Nigeria. | have had the opportunity to experience individuals who are truly hardworking,
accountable and responsible. These individuals attend to their work because they are
intrinsically motivated to complete their job tasks well. Sometimes, | have heard people
asking these types of workers why they have chosen to be exceptional in carrying out their
tasks. These experiences | have had make me more convinced that one style of |eadership
may not be effective to get Nigeria out of distress. A leader guiding diverse followers, with
some task-oriented, some responsible and some self-centered, must be prepared to manage
each group with a style of leadership that will get them to deliver for their organization.

In reviewing all the leadership styles posited by Goleman, et al. (2002), it is apparent
that none of the strategies is totally positive. Each one has its pros and cons. Some are
suitable for crisis times while others are better for stable organizational climate.
Connecting back to my reflection on the Nigerian situation, it can be deduced that a
dialectical and charismatic leadership approach is relevant to the nation. The leader would
be better able to get the best out of Nigerian followers if the leader uses varied styles that
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match the ethics of different groups of followers and the context of the organization.
Essentially, the ability to master the minds of followers and influence them appropriately
would be necessary for the advancement of Nigeria

Further, the changing nature of the workplace, increased diversity, technological
advancements, internet generation people, environmental challenges and globa
competition will require leaders to demonstrate emotional and cultural intelligence that
will help them to be tolerant, empathetic and cooperative. Leaders must be capable of
taking in varied information and solving complex problems effectively and efficiently. It is
important to have a leader who can propound and implement solutions to Nigeria's many
challenges and break the vicious cycle of economic, social and moral distress.

Nigeria needs a leader who is capable of changing the structure and mindset of the
people. Maybe someone with the characteristics of Jerry Rawlings of Ghana who was firm,
consistent, earned the trust of Ghanaians and changed the landscape of his nation. The leader
would also need to possess Ghandi's personality such that he can pray, fast and suffer to
bring the nation out of distress. It may also be important for this leader to be a Julius Nyerere
to Nigeria and encourage the people to contribute to the welfare of the community rather
than personal aggrandizement. The leader would also need to embody the characteristics of
Nelson Mandela who refused to accept "an eye for an eye" ided insisting on holding the
country together through promotion of reconciliation between people of European and
African descent. Mandela saw and experienced the evil of racism and refused to accept a
system of ethnic divide. Nigeria needs this type of leader who will bring the people to a self-
consciousness that promotes unity. Martin Luther King Jnr. during his lifetime strove to
overcome hatred in all its ramifications and preferred the concept of working together for
social judtice. His activities and famous speech, "I Have a Dream" were instrumental to
dismantling racial segregation and inspiring hope in the people of the United States of
America. Nigeria needs a leader who will focus on stabilizing the nation, unsettling ethnic
divide and enthusing hope and unity among the people of Nigeria.

The stability of any nation usually passes through a gradual process. The whole
history of the world is a history of colonisation, wars and dispossession. For example,
Britain was conquered by the Celts who controlled the country for many years. The
Romans in turn conquered Britain from the Celts, ruled for about 400 years and also
integrated some elements of Celtic life into their lifestyle. In 450 AD, the Romans fell to
the Angles, Saxons and Jutes (three Germanic races from Northern parts of Germany). The
Anglosaxons during their reign also assimilated some elements of the culture of the people
they conquered and introduced a language which is now known as Old English. After 300
years, another group of invaders from northern Germany, the Scandinavians, conquered
many parts of Britain, having their influence in the so called Danelaw region of Britain. In
1066, the Normands conquered Britain, integrated some elements of British life into their
own and brought the French language into the country. After the 1066 conguest, the nation
was never conguered again on its own soil. It became a self-conscious nation and stopped
being merely "the conquered." In the cause of time, towards the end of 14th century, the
English Language was accepted again as the official language of their parliament
(Corbishley, Gillingham, Kelly, Dawson, Mason & Morgan, 1998; Crystal, 1995).

So, nationhood is agradual process of going through difficult experiences which will
give the people afeeling that they belong together and share a common destiny. This must
be the road for Nigeria. We are just 50 years. We don't have enough experiences as a
nation. We must allow the process of nationhood to run its course. We must be patient with
ourselves. Trying to crush the baby, Nigeria, before it is old enough to take its place among
the nations of the world will not be the right thing to do. It is only a charismatic leader who
will understand that what is needed is the creation of stable structures and a redirection of
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the mindset of the people to focus on selflessness that will sustain the growth of the baby.
We must pray for such aleader to emerge and lead us.
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TRENDS OF NATURAL RESOURCES MARKET
IN A GLOBALIZED WORLD ECONOMY
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Abstract

Natural resources are not homogeneous in nature, having certain features in the productive process
that require grouping them into different categories by different criteria. Consequently, natural resources
cannot be addressed all at once, but only distinctly, according to relevant criteria selected based on the
proposed goals. Changing approaches based resources (materials) to the knowledge, from quantity to
quality, from mass products to new concepts of higher added value, follows a development that is based on
eco-efficiency and sustainable products and services. In this respect, integrated research will become key
factors towards global processing. Also, global digitalization requires a new approach on the role of
information in the development of economy and increase of competitiveness.

Keywords: economy, mining industry, natural resources market, property rights regime, total
economic value, information and communication technology
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1. Introduction

The knowledge of the crisis and the clear economic value of resources may impose a
series of initial constraints as short-term relatively high costs, but in the same time, such
effective increases may also provide incentives for economic innovations necessary to any
problem which may arise in times of crisis. Optimistic predictions are often supported by
old innovations responsible for the lack of raw materials and energy (Virmani, 1985).

The modern industrial economy lies in a remarkable number of options which
require compliance with environmental and natural resource exploitation (Kula, 1994). The
technological changes generating new substitutes increase the productivity of the old ones.
The way of improving these processes include:

1. Increase production per unit of resources entered into the economic process, for
example, the decrease in the amount of coal needed to generate a kWh.

2. The discovery of new metals, synthetic fibers, plastics, etc.

3. Productivity growth in mining processes.

4. Productivity growth in extraction processes and discovery of resources.

5. Develop techniques for waste reuse and recyclable materials.

6. Develop techniques for deep mining or other abundant resources.

One of the mgjor effects of these technological developments is the reduction of
economic dependence on some expensive resources and a progressive widening of the
range of raw materials used. Limiting the analysis to the crisis of these natural resources
used as raw materials in the production process, we notice that they impose higher
economic costs as their degree of depletion increases (Hotelling, 1931). This automatically
requires increased fund allocation for innovation. The conventional approach is generally
optimistic about the ability of the economic system to overcome such constraints of the
long-term natural resources crisis in a globalized economy.

Each great discovery, from fire to nuclear energy, had good and bad parts. It depends on
how it was used by humans, for or againgt themselves. Even the process of industrialization in
itself had positive and negative aspects. It al depends on how it is done, for what purpose and
how it isintegrated into the social and economic structures of the respective company.
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Each time something new appeared there were the optimists, who saw in change new
opportunities for progress and the pessimists, who feared apparent or unexpected incidents
may arise from the new created context. In reality, mankind has permanently faced sow or
abrupt changes, evolving or obsolete, deeper or more superficial, but it eventualy found al the
resources and ability to solve these problems (Tietenberg, 1992, Smith, 1993).

Today, for example, there are many arguments supporting the thesis that even major
crigs, such as energy or raw materias, accelerate progress, forcing people to search for new
“ways’ in the development of new “breakthroughs’, in finding new options. Every time the
“cogts’ of such animpact are higher. Also, one has to find a new approach to these problemsin
their broader context, economic, social, technological, cultural and ideological. Thus, either we
would not understand them or we will partially understand their meanings, and solutions would
not be other than partial. There are many signals indicating that we can only go one way, that
of “knowing more about the least.” The too narrow view of the specialist, the “tunnd” vision,
may turn into a handicap of understanding interdependencies. The attempt of a more precise
evaluation on phenomena or processes with high specialization arise “barriers’ in the way of
noticing and handling complexity. We are in a period when we equaly need integrative
synthesis, holistic visons. From this point of view, the problems regarding the minera
resources depletion acquire specia significance. Therefore, it is worth reflecting on the idea
that as earth is finite so are its resources. This is obvioudy true, but the error presented as
irrefutable proof of the final catastrophe is to take the finite for exhaustible. With very few
exceptions, the huge volume of earth’s mineral resources is not lost by extraction and use, but
it continues to form an integral part of the planet's resources. They can be temporarily
incorporated in inputs or consumer goods, they can be chemically combined with other
dements, and however they remain indestructible (Hartwick& Olewiler, 1986).

New technologies have proven their capacity to find ways to extract resources from
various geological formations. Also, through them, we can recover materias that have
aready been used once or several times.

However, the gloomy forecasts on the depletion of mineral resources have drawn the
atention of the contemporary world by even urging economic slowdown.

2. Actual Content

The increasing demand for metals, directly influenced by the industrialization
processes, together with the continuous reduction of the amount of metal obtained from the
mining, determined and will determine the increase of mining production. In fact, in recent
years at world level was recorded a trend of continuous decrease in the content of useful
substances from ore mining and an increase in the size of mining mass extracted to obtain
the same amount of metal which leads to higher material and energy costs. Therefore, the
main restriction in metal consumption shall be in the future the “energy cost”, as tota
energy consumed to produce one ton of metal, from ore extraction to obtaining the basic
metals (steel, aluminum and electric copper, lead and refined zinc, etc.). This cost increases
rapidly as the content of metal from the mining mass extracted decreases.

The decreased useful content form the exploited deposits also involve special
technologies for the recovery of alarger quantity of metals from the extracted mining mass
subject to processing, which in turn leads to a considerable increase in investment, energy
and production costs and raise special problems of environmental protection. Therefore, in
the past few years, special attention is paid to the recovery and reuse of metals, which
besides bringing energy savings help in conserving the world’ s metal resources.

Under these conditions, the dependence on the demand of metals at the economic
development level is reduced. One important aspect these days is to save minera
resources, particularly the defective ones, to recycle and reuse them and to raise awareness

64



of recovery. In fact, structura modification occurring in the globa economy, the
emergence and development of new industries with low consumption of metals, but with
high volume of human resources, entail new economic policy guidelines of the states.

Also, subject to structural changes taking place in the world economy, new guidelines
appear in the metal demand. Currently, we are witnessing a new phenomenon which
manifests itself in a growing number of countries, namely, the gradual reduction of
dependence of the industrial development on the natural resources. In countries where raw
materials and energy is reduced gradually, depending on either the accelerated development
of processing industries, or the stagnation or reduction of interna reserves, the share of
imports in total consumption of resources is becoming greater. Illustrative of this case are
Japan, the U.S. and some European countries, which cover most metal needs from imports.

New geologica discoveries shdl continue to enrich the picture of minera reserves in the
world, providing globa demand for certain resources il remaining a difficult problem of the
contemporary world due to more or less economic reasons. Newly discovered deposits generdly
have harder extraction conditions, being located in less accessible locations or having lower contents
of ussful substances, which reguire new technologiesfor the recovery of useful substances.

The increased dependence of national industries on the world commodity market
may lead to imbalances and disruptions in the global economy. Given the palicies of the
developing countries, owning mineral resources, of protecting their own raw material base
and developing processing industries to exploit the local natura riches, special importance
is given to restructuration and reorientation of their economies towards top branches, with
low energy and material consumption (Olsen, 1970).

Despite the policy of reducing specific consumption due to the introduction in
production of technical progress, the demand is reduced. At world level, both now and in the
medium and short term forecasts global demand for metas, especialy the base ones, is
satisfied, although certain disorders may appear due to postponement of some projects, lack of
funds or because of the diminishing absorption capacity of the volume of metal production by
the industry. The problem of ensuring metal resources may not represent a problem even on
longer term. The current situation does not allow precise answers to the question: how long the
earth reserves can keep up with the rapid growth and demand for mineral exploitation?

Along with the global economic development, the new procurement possibilities for
resources from different parts of the world, the countries' dependence on the world market
is becoming increasingly important (Pearce, 1989).

Natural availability of the different metal resources, their geographical distribution and
geopalitics, the cost of their extraction and preparation, the energy consumption, transport etc.,
give a perfect overview on how these resources are placed according to the level of economic
development. In the future we believe this proportion shall be decisively influenced by energy
and extraction costs, mainly due to the transition to ores with lower useful content, with high
degree of impurities and more difficult operating conditions (Pearce 1981, 1977).

The development of national economies based on an intense industrialization process from
many countries in the world economic system had led, as we stated earlier, to a growing demand
for metals, tempered in recent years by the economic crisis. Whether they dispose or not of metal
reserves, in their economic development process and industrialization, most countries have given
specia attention to metallurgy, as priority industry field ensuring the conversion of resourcesin
raw materials necessary for other industries (Bator, 1958, Meade, 1981).

Industrial developed countries, which have reserves of metal resources (such as:
U.SA., Audtralia, Canada, Sweden, etc.), search, first to protect their national heritage and
then to exploit as much as they can these resources. For example, the U.S.A, a bauxite
importing country, despite its high quality reserves, in order to protect them undertakes
extensive research to extract alumina using different substitutes like: clay, kaolin etc.
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Although these procedures to obtain aluminum need more energy than through
conventiona processes, from bauxite, in order to reduce the dependence of these resources
on the world market the countries allocate substantial funds for research in this area. Also,
both by using the most advanced technologies for extracting and processing metals and by
the policy of restructuring industries towards increasing those fields with low consumption,
superior capitalization of metals and bigger profits are aimed.

Industrial developed countries, which do not have metal resources (such as: Japan,
Italy, Switzerland, etc.) or have insufficient amounts, orient their production towards high
efficiency and low cost fields. Through the high processed products these countries offer
for sale on the world market, they cover the necessary expenses for importing resources.
Japan is quite a convincing example, if we take into account this country has low natural
reserves of metals, but is one of the biggest metal consumers. In the same time, it offers
high-tech products at reasonable prices on the world market.

The developing countries, with metal resources, orient their economic policy on the
one hard to develop the nationa first processing industry (primarily), and on the other hand
to market these resources on the world market at reasonable prices. However, these
countries in order to cover domestic demand for superior manufactured products have to
export considerable quantities of ores.

In the new economic conditions, favored by the development of transports and
capital and technology transfers, covering the need for raw materials is partly or entirely
based on imported resources.

For most non-energy mineral resources, the known reserves are concentrated in certain
regions or countries which represent, in fact, the most important manufacturing regions.
These attract large capital investments in order to exploit these deposits. Also, the mining
activities, provided with adequate social and economic infrastructure, stimulate research and
development of mining on the same territories or in neighboring regions, more accessible
and which offer greater economic benefits. As such, the interrelations between the three
activities of research, prospecting and extraction, stimulate development, with influences
both from the exploitation of mineral reserves and from the extension of exploitation, mainly
in countries with tradition. These processes were slowed with the onset of the world
economic crisis. Economic decrease in industrialized countries has led to lower imports and
hence the appearance of commaodity price fluctuations on the world markets. Therefore, the
operating activities of mineral deposits and the various industrial manufacturing processes
are not as closely related as before; the non-ferrous metal industry and the metal industry, for
example, develop independently from the place of extraction of the respective resources.

The close dependence between the metallurgical and the processing industries, one the
one hand, and the minera resources, on the other hand, was present since the beginnings of
industrial  development. This dependence was gradualy reduced with the change of
industrial centers and gradual depletion of rich reserves from the consuming regions, as well
as the penetration of technological progressin all areas including transportation.

Changes occurring worldwide in terms of minerals supply sources supporting the
industry development and the transition from self-consumption of raw materials to
importers, especialy over long distances, have caused many economic and technological
changes. Thus, import of raw materials began to be the basis for development of certain
industries in more and more countries(.

Despite efforts to find new perimeters and widening the geographical area of
operation, the extraction of minerals remains concentrated in a relatively small number of
countries. Taken as a whole, the world’s mineral production is concentrated in proportion
of 70-75% in 12 countries, of which approx. 50% are developing countries. By increasing
the mining capacity also the export availabilities have increased, thus creating the premises
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for more intense trade in this area. The ore trade flows are extended from regiona and
neighboring level, to large and very large distances.

Seven major producing countries (Australia, Brazil, Canada, Sweden, Russia, India
and China) export more than half the world production of iron ore. It is worth mentioning
that two of the seven magjor countries exporting metal ores decreased their production
especialy after 1990. Thus, the former USSR, by subdividing in independent countries, has
lost its status as large producer of iron ore. In addition to Russia states such as Ukraine,
Latvia, Belarus have emerged, leading to redistribution of power in the extraction and export
of minerals. But Russia remains a worldwide major producer and exporter of iron ore.

Sweden, adopting a series of regulations for environmenta protection, decreased
both the iron ore production and the metalurgical production, considered as heavily
polluting and energy-consuming.

Expanding minerals international trade has been possible due to the introduction of new
technologies of concentration, agglomeration and transportation over long distances. To ensure
efficient transportation from the extraction location to the consumer, a special importance was
given on the quality of the ore. For example, by increasing the content of iron from 51% to
62% trangportation costs of useful content are reduced with 20%. M oreover, the shipping, auto
and rail capacity increased, in order to reduce long distance transport costs (Oriordan, 1988).

Economic development and the use of advanced primary processing technologies
determined a new globa division of mineral production. Thus, an increasing share of
world production of mineral raw materia is processed in developed countries and a
relatively small amount in the developing countries, which own significant non-energy
mineral resource deposits. For example, only 10% of the total production of extracted
bauxite is processed and converted into aluminain the countries where it is extracted from.
In the case of iron ore and manganese the part which is processed in the countries of origin
is of approx. 15-30% for zinc, approx. 50% for lead and approx. 70% for nickel. On
average, developing countries process locally only 30% of the extracted ores, the
remaining 70% being processed in the importing countries. A special case is China which,
in recent years, has experienced a strong economic growth, and reached to impact on the
price of raw materials worldwide (McKelvey, 1972, Barnett, 1963).

The big differences between countries and regions, as well as between minerals in
the different levels of processing, depend on a series of factors such as: the necessary of
investment and the investment power of the countries;, the degree of integration of
production in the respective industries; the level of required technologies and the specific
energy consumption; energy capacity of the respective countries; the size and evolution of
demand etc. These factors have certain mobility, an evolution according to the technical
progress and level of economic development of the countries, to the pace of this
development, as well as to the stability and political and economic interests of these
countries and the international organizations in those areas.

The countries with mineral raw materials tend, through their economic devel opment
programs, to capitalize their natural riches by developing the respective industries,
processing such wealth and gradually restricting exports of raw materials.

Achieving these goals shall be possible if the mineral processing expands and
intensifies, which will influence the global trade restructuring in terms of goods flows on
groups of countries and, in particular, flows of metallurgical goods. Moreover, the balance
of international trade with metallurgical goods reflects the effects of the development level
of some countries, but also the restructuring necessary in the world economy and in the
trade rel ations between countries (Pearce, 1990).

Increasingly strong is the desire of many developing countries, producers of natural
resources, to move to industrialization by extending the processing of minerals extracted. At
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the same time, some developed importing countries build in the developing countries
industrial units of extraction and primary processing of natural resources in order to obtain
intermediates, especidly through direct investment and providing long-term loans repayable
in products. This support may be explained by the fact that the developed countries are
interested in ensuring their supply of raw materials, while avoiding the expansion on their
territories of heavily polluting and energy-intensive processes. Therefore, by the high
processing of intermediates imported from the developing countries, the countries with
tradition in metallurgy may obtain many economic, environmental and energy advantages.

The customs tariff system is used, frequently, by the developed countries, on the one
hand to stimulate the developing countries to export raw minerals, and on the other hand to
stop them — from the economic point of view —from exporting manufactured goods. Thus,
tariffs increase with the transition to higher stages of processing.

The industrial development increases the demand for mineral resources. Even if we
reduce the specific consumption, the recycling of materials and the use of substitutes, the
demand for non-energy mineral resources shal experience significant growth, without
taking into account the real possibilities to satisfy such need. Therefore, on the one hand
the exploitable reserves have a certain evolution based on the research activity and
geologic exploration, like that of ore extraction, and on the other hand the possibilities of
expanding the supply with mineral raw materials are more and more limited.

A more optimistic perspective of the globa economy trends, particularly of the
emerging economies, was released within the Global Economic Forum 2013, respectively
in the Global Information Technology Report 2013". Information Technology and
Communications (IT&C) alow the globalization of the digitalization of economic
operations and the improved efficiency of resource use, thus generating immense effectsin
increasing labor productivity, economic growth and the creation of jobs. Thus, according
to the report authors, the digitalization of emerging markets will increase the living
conditions of over half a billion people over the poverty level in the following decade. In
the last two years, digitalization has generated an increase at the global economy level by
193 hillion USD and the creation of aver 6 billion jobs. The report authors have identified
correlations between the expansion of 3G communications and economic increase. Thus,
in countries where the expansion of 3G communications has grown by 10% between 2008
and 2011, the GDP per capita has registered a 0.15% annual growth rate.

Private and governmental investments in technologies specific to informational
society, in the digitalization of production and services are becoming a solution for the
revitalization of global economy. The global expansion of Internet connections allows both
the digitalization of economies, and the implementation of e-government services. For
example, in Uruguay, technology exports of small and medium-sized enterprises have
increased from 50 million USD in 2000, to 225 million USD in 2010
(http://www.wef orum.org/reports/gl obal -information-technol ogy-report-2013).

Globa digitalization requires not only a new vision on the role of knowledge in the
development of economy and in increasing competitiveness, but also on resources. IT&C
dlows the increase of efficiency in using current resources, as well as orientation towards new
types of resources, including immateria resources, such as information. The use of digita
communication aso alows the reduction of transport charges, and, for certain immaterial
goods and services, it equates an extremely fast and aff ordable means of transport.

* According to the data supplied by http://www.internetworldstats.com/stats.htm, the number of Internet
connections has grown, globally, by 566.4% between 2000 and 2012, as 34.3 % of the global population is
currently connected to the Internet.
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3. Conclusions

It would be wrong to believe that these facts are just situational, and it would also be
wrong not to notice that behind them there are much deeper economic and social reasons.
However, as time passes it becomes increasingly clear that it is not just about solving some
practical, economic, financial, monetary, technological problems or problems regarding the
economic restructuring policies or the industry, even though these are urgent and inevitable.
There are “ degp currents of change” (Johansen, 1982) which forecast changes in much wider
areas, in concepts, in values mainly due to the global crisis and the global problems arising
from it. Therefore, together with the immediate restructuring of fields such as industry,
technology, raw materias, energy etc., it is necessary to better clarify the directions of
change in multiple areas. Access to energy and raw materials is essential for a developing
world. Also, the access to technologies is extremely important in a globalizing world, in
order to stop the depletion of these.

Under the context of informational society, information continues to grow in establishing
itself as a fundamental resource of the new economy and it plays an ever more important role
in globally redistributing wealth, in the evolution of global economy and even of humanity.
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TENDINTE PE PIATA RESURSELOR NATURALE
INTR-O ECONOMIE MONDIALA GLOBALIZATA

Cristian, Sima’, Eleonora-Mihaela, Constantinescu™

Rezumat:

Resursele naturale nu sunt omogene, ele avand anumite caracteristici Tn procesul de productie care
necesita gruparea lor in diferite categorii in funcfie de diferite criterii. Prin urmare, resursele naturale nu
pot fi studiate impreund, ci doar Tn mod distinct, Tn conformitate cu criteriile relevante selectate pe baza
obiectivelor propuse. Schimbarea abodarilor referitoare la resurse (materiale) spre cunoastere, de la
cantitate la calitate, de la produse ih masa la noi concepte cu o valoare mai mare, duce la o dezvoltare care
se bazeazi pe eco-eficientd, precum si pe produse si servicii sustenabile. Tn acest sens, cercetarea integratd
va deveni factor cheie spre prelucrarea la nivel mondial. De asemenea, digitalizarea globala necesita o noua
abordare cu privire larolul de informafii Tn dezvoltarea economiei si cresterea competitivitafii.

Cuvinte-cheie: economie; industrie minierd; piara resurselor natural; regimul drepturilor de
proprietate; valoare economica totala; tehnologia informafiei si a comunicatiilor.

Clasificare JEL: A10, F62

1. Introducere

Cunoasterea crizei si valorii economice certe a resurselor poate impune o serie de
constrangeri initiale sub forma costurilor relativ ridicate pe termen scurt, dar, in timp,
asemenea cresteri efective furnizeaza incentive pentru inovatiile economice necesare
micsorarii oricarei probleme a crizei. Predictiile optimiste sunt adesea sprijinite analog cu
vechile inovatii raspunzatoare de lipsa materiilor prime si energiel.

Economia industriala moderna rezida tntr-un remarcabil numar de optiuni ce impun
respectarea exploatarii resurselor naturale si a mediului. Producerea schimbiarilor
tehnologice care genereaza noi substituenti sporeste productivitatea celor vechi. Calea de
Tmbunatatire a acestor procese include:

1. Cresterea productiei pe unitatea de resursa intratd Tn procesul economic, de
exemplu, descresterea cantitatii de carbune necesara pentru generarea unui Kwh;

2. Descoperirea unor noi metale, fibre sintetice, mase plastice etc.;

3. Cresterea productivitatii Tn procesele extractive;

4. Cresterea productivitatii proceselor de extractie si descoperire a resurselor;

5. Dezvoltarea tehnicilor pentru reutilizarea materialelor refolosibile si deseurilor;

6. Dezvoltarea tehnicilor pentru exploatarea la mare adancime sau a altor resurse mai
abundente.

Unul dintre efectele mari ale acestor dezvoltiri tehnologice este reducerea
dependentei economice de unele resurse scumpe si largirea progresiva a bazei de materii
prime folosite. Limitand analizele la criza acestor resurse naturale utilizate ca materii prime
in procesul de productie, observam ci acestea impun costuri economice din ce in ce mai
ridicate, asimilate cu cresterea gradului de epuizare a acestora. Acest fapt va impune
automat alocarea sporita a fondurilor pentru inovare. Abordarea conventionald este, in
general, optimista asupra abilitatii sistemului economic de a invinge asemenea constrangeri
ale crizei resurselor naturale pe termen lung Tntr-o economie globalizata.

Fiecare mare descoperire, de lafoc si pana la energia nucleara, a avut in easi binele
si raul. Depinde de cum afost folosita de om, in favoarea sau Tmpotriva sa. Chiar procesul
de industrializare Tn ansamblu contine aspecte pozitive si aspecte negative. Totul depinde
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de modul cum este realizat, Th ce scop si cum este integrat Tn structurile social-economice
ale societatii respective.

De fiecare datd cand a aparut noul au existat optimistii, care au vazut Tn schimbare
noi oportunitati pentru progres si pesimistii, care se temeau de incidentele aparente sau
chiar a acelor nebanuite ae noului context ce se crea. In redlitate, omenirea a fost in
permanenta confruntata cu schimbari mai lente sau mai abrupte, evolutive sau revolute,
ma superficiadle sau mai profunde, dar ea a gasit totdeauna, pana la urma, resursele,
capacitatea de a rezolva aceste probleme.

Astizi, de exemplu, sunt aduse multe argumente Tn sprijinul tezel ca insesi crizele
Mmajore, cum este si cea energetica si de materii prime, accelereaza progresul, obligand la
cautarea unor noi “deschideri” la realizarea unor noi “strapungeri”, la noi optiuni.
Tntotdeauna “costurile’ unui astfel de impact sunt mai ridicate. De asemenes, trebuie gasita
0 modalitate de abordare a acestor probleme Tn contextul lor mai larg, economic, social,
tehnologic, cultural, ideologic, a valorilor. Astfel, sau nu vom ntelege nimic, sau le vom
ntelege numai partial semnificatiile, iar solutiile nu vor putea fi nici ele decét partiale.
Exista numeroase semnale care indica faptul ci nu se poate merge numai pe un singur
drum, acela “de a cunoaste cdt mai mult despre c& mai putin”. Optici prea ingustd a
speciaistului, viziunea “tunel” se poate transforma intr-un handicap a ntelegerii
interdependentelor. Tncercarea unei evaluari cat mai precise asupra unor fenomene sau
procese cadt mai specializate ridica “bariere’ impenetrabile Tn calea sesizarii si stapanirii
complexitatii. Ne aflam intr-o perioada Tn care avem nevoie, Tn masura egala, de sinteze
integratoare, de viziuni holistice. Tratarea prin prisma acestor abordari a problemelor
legate de epuizabilitatea resurselor minerale capata o semnificatie deosebita. Prin urmare,
meritd s reflectam la binecunoscuta idee dupa care paméantul fiind finit, tot asa sunt si
resursele lui. Acest lucru este evident adevarat, dar eroarea prezentata ca dovada irefutabila
a catastrofei finale este aceea de a confunda finitul cu epuizabilul. Cu foarte putine
exceptii, volumul imens al resurselor minerale din scoarta terestra nu este pierdut odata cu
extragerea si folosirea lor, ci continua si formeze o parte integrantd a resurselor planetel.
Ele pot fi Tncorporate temporar Tn mijloace de productie sau in bunuri de consum, ele pot fi
combinate chimic cu alte elemente, dar, cu toate acestea, € e raman indestructibile.

Noile tehnologii si-au dovedit calitatea de a gasi moduri de extragere a resurselor din
cele mai diverse formatiuni geologice. De asemenea, cu gjutorul acestora, se pot recupera
materiale care au fost dgja folosite o data sau de mai multe ori.

Totusi, previziunile sumbre asupra epuizabilitatii resurselor minerale, au atras atentia lumii
contemporane, indemnand chiar laincetinirea ritmului de crestere economica.

2. Contextul actual

Cererea crescanda de metale, influentata in mod direct de procesele de industrializare,
concomitent cu diminuarea continua a cantitatii de metal obtinuta din masa miniera extrasa, a
determinat si va determina si Tn viitor sporirea productiei miniere. De altfel, pe plan mondia
se Tnregistreaza n ultimii ani o tendinta de diminuare continua a continutului de substante
utile din minereurile de exploatare si 0 crestere a dimensiunii masel miniere extrase pentru
obtinerea aceleiasi cantitati de metal, ceea ce antreneazi costuri materiale si energetice
ridicate. De aceea, principala restrictie a consumului de metale o va constitui, in viitor,
“costul energetic” conceput ca energie total consumata pentru producerea unei tone de metal,
de la extragerea minereului din zacamént si pana la obtinerea metalelor de baza (otel,
aluminiu si cupru electric, plumb si zinc rafinat etc.). Acest cost sporeste rapid, odata cu
scaderea continutului de metal din masa miniera extrasa.

Scaderea continutului util din zacamintele exploatate implica de asemenea, tehnol ogii
speciae de recuperare a unei cantitati cat mai mari de metale din masa miniera extrasa si
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supusi prelucrarii, care antreneaza la randul lor o sporire considerabild a cheltuielilor de
investitii, a eforturilor energetice si a costurilor de productie si ridica probleme deosebite
de protgjare a mediului inconjurator. De aceea, in ultimul timp o atentie deosebita se
acorda recuperarii si refolosirii metalelor care, pe langa faptul ca aduc economii de resurse
energetice, contribuie la conservarea rezervelor mondiale de resurse metaifere.

Tn aceste conditii se reduce dependenta cererii de metale de nivel de dezvoltare
economica. Se pun acum probleme deosebite de economisire a resurselor minerae, n
special a celor deficitare, de reciclare si refolosire a acestora si de ridicare a gradului de
valorificare. De atfel, modificarile structurale petrecute Tn economia mondiala, aparitia si
dezvoltarea unor noi ramuri cu consumuri reduse de metale, dar care incorporeaza un
volum sporit de resurse umane, determina noi orientari ale politicii economice a statelor.

Totodata, sub incidenta modificarilor structurale care se petrec Tn economia mondiala,
apar si noi orientari ale raportului n care se afla cererea de metal, in special a celor de bazi si
nivelul de dezvoltare economica. Tn prezent, asistim la un fenomen nou care se manifesti
ntr-un numar tot mai mare de tari si anume diminuarea treptatd a dependentei dezvoltarii
industriale de existenta resurselor naturale. Tn tirile unde baza de materii prime si energia se
reduc treptat, in functie fie de dezvoltarea accelerata a ramurilor prelucritoare, fie de
stagnarea sau reducerea rezervelor interne, pondereaimportului Tn totalul consumului resurse
este din ce in ce mai mare. Exemplificatoare in acest sens este situatia Japoniei, S.U.A. si a
unor tari din U.E., caresi acopera, in cea mai mare parte, necesarul de metale din import.

Noile descoperiri geologice vor continua si Tmbogateasca tabloul rezervelor
minerale de pe glob, asigurarea cererii mondiale pentru unele resurse raiméanand Tnca o
problema dificila a lumii contemporane din motive mai mult sau mai putin economice.
Zacamintele noi descoperite, Th general au conditii mai grele de extractie, fiind situate Tn
locuri mai putin accesibile, sau au continuturi reduse de substante utile, ceea ce necesita
noi tehnologii de recuperare a substantelor utile.

Dependenta din ce In ce mai mare a industriilor nationale de piata mondiaa a
materiilor prime, Tn specia a celor deficitare, poate conduce, la un moment dat, la noi
dezechilibre si perturbari ale economiei mondiale. Avand n vedere politica tarilor Tn curs
de dezvoltare, posesoare de resurse minerale, de protejare a bazei proprii de materii prime
si de dezvoltare a unor ramuri prelucratoare care si valorifice superior bogatiile naturale
autohtone, se pun problemele deosebite de restructurare si de reorientare a economiei lor
spre ramurile de varf, cu consumuri materiale si energetice reduse.

Cu toata politica de reducere a consumurilor specifice, datoritda introducerii n
productie a progresului tehnic, se reduce aceasta cerere. La nivel global, atét n prezent, cét
si Tn prognozele pe termen mediu si scurt, cererea mondiala de metale, in special a celor de
bazi, este satisfacuta, desi pot aparea uneori dereglari datorita amanarii executarii unor
proiecte din lipsi de mijloace financiare sau din cauza diminuarii capacitatii de absorbtie a
volumului productiei de metale de catre industrie. Problema asigurarii resurselor metalifere
probabil nu se pune nici pe termen mai lung. Situatia actuala nu permite formularea cu
precizie a raspunsurilor la intrebarea cét timp rezervele terestre vor putea tine pasul cu
cresterea rapida a exploatarii si a cererii de minerae.

Odata cu dezvoltarea economica mondiala, cu aparitia posibilitatilor de procurare a
resurselor din diferite colturi ae lumii, dependenta tarilor de piata mondiaa este din ce in
ce ma stransa.

Disponibilitatea naturala a diferitelor resurse metalifere, distribuirea lor geografica si
geopolitica, costul extractiei si prepararii acestora, consumurile de resurse energetice pe
care le necesita, transportul lor etc., dau imaginea de ansamblu a raportului Tn care se afla
aceste resurse fata de nivelul de dezvoltare economica. Tn viitor, consideram ci acest raport
vafi influentat Tn mod hotarétor de costurile energetice si de cele de extragere a metalelor,
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mai ales datorita trecerii la minereuri cu continuturi din ce in ce mai scazute, cu grad mare
de impuritati si cu conditii dificile de exploatare.

Dezvoltarea economiilor nationale bazata pe un intens proces de industridizare a
multor tari din sistemul economic mondial, a antrenat, asa cum am aratat anterior, o cerere
crescanda de metale, temperata in ultimii ani de criza economica. Fie ca dispun sau nu de
rezerve de minereuri metalifere, Tn procesul lor de dezvoltare economici si de
industrializare, magjoritatea tarilor au acordat o atentie aparte metalurgiei, ca ramura
industriald prioritard care asigura conversia resurselor Th materii prime de prima prelucrare
necesare celorlalte ramuri industriale.

Tarile dezvoltate industrial, care poseda rezerve de resurse metdifere (ca S.U.A.,
Australia, Canada, Suedia etc.) cauta, pe de o parte, si-si protejeze patrimoniul national,
iar, pe de altd parte, si-si valorifice superior aceste resurse. De exemplu, S.U.A., tara
importatoare de bauxita, desi dispune de rezerve de calitate superioara, pentru protejarea
acestora intreprinde ample cercetari pentru extragerea auminei, utilizand diferite
substituente ca: argila, caolinul etc.

Desi pentru obtinerea auminiului prin aceste procedee se consuma mai multa energie
decé Tn cazul procedeelor clasice, din bauxiti, pentru a reduce dependenta de piata
mondiala a acestor resurse, statul aloca fonduri substantiale pentru cercetari in acest
domeniu. Totodatd, atét prin utilizarea celor mai avansate tehnologii de extragere si
prelucrare a metalelor, cét si prin politica de restructurare a ramurilor industriale n directia
cresterii celor cu consumuri reduse, se urmareste valorificarea superioara a metalului si
obtinerea unor profituri cat mai mari.

Tarile dezvoltate industrial care nu poseda resurse metalifere (ca: Japonia, Itdia,
Elvetia, etc.) sau au aceste resurse n cantitati insuficiente Tsi orienteaza, Tn ultimul timp,
productia Tn directia ramurilor cu inata eficienta si consumuri reduse. Prin produsele
superior prelucrate pe care aceste tari le ofera spre vanzare pe piata mondiala, ele Tsi acopera
cheltuielile necesare achizitionarii resurselor din import. Exemplul Japoniel este destul de
convingator, daca ne referim la faptul ca aceasta tara dispune de o bazi redusi de materii
metalifere, dar este unul din cei mai mari consumatori de metal. Tn acelasi timp, ea ofera
produse de Thalta tehnicitate care se comercializeaza la preturi avantgjoase pe piata mondiala.

Tarile n curs de dezvoltare, posesoare de resurse metalifere, Tsi orienteaza politica
economica pe de o parte spre dezvoltarea industriei nationale de prima prelucrare (in
primul rénd), iar, pe de alta parte, spre comercializarea acestor resurse pe piata mondiaa la
preturi avantgjoase. Totusi, aceste tari, pentru asi acoperi necesarul intern de produse
superior manufacturate sunt nevoite si exporte cantitati apreciabile de minereuri.

In noile conditii economice, favorizate de dezvoltarea transporturilor si a
transferurilor de capita si de tehnologii, acoperirea necesarului industrial de materii prime
se face, partial sau in intregime, pe baza resurselor importate.

Pentru majoritatea resurselor minerale neenergetice, rezervele cunoscute sunt
concentrate Tn anumite regiuni sau tari care congtituie, de altfel, si cele ma importante
regiuni prelucratoare. Acest fapt determina atragerea unor investitii mari de capital pentru
exploatarea respectivelor zacaminte. Totodata, activititile extractive, avand asigurate
infrastructurile economico-sociale corespunzatoare, stimuleaza dezvoltarea activitatilor de
cercetare si exploatare pe aceleasi teritorii sau n regiunile limitrofe, mai usor accesibile si
care oferd avantgje economice mai mari. Ca atare, interdependentele existente intre cele
trei activitati de cercetare, prospectare si extractie, stimuleaza dezvoltarea, existand
influente reciproce intre exploatarea unor rezerve de minereuri si extinderea exploatarii
zacamintelor de resurse minerale, in principal in tarile cu traditie. Aceste procese au fost
Tncetinite odata cu aparitia crizei economice mondiale. Descresterea economica n tari
puternic industridlizate a condus la diminuarea importurilor si, implicit, la aparitia
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fluctuatiilor pretului materiilor prime pe pietele mondiale. De aceea, intre activitatile de
exploatare a zacamintelor de substante minerale si diferitele procese de prelucrare
industriala nu mai exista o strénsi legitura; industria siderurgica si metalurgia neferoasa,
de exemplu, se dezvolta independent de locul de extractie aresurselor respective.

Dependenta stransa dintre industria metalurgica si cea prelucratoare, pe de o parte, si
resursele proprii de minereuri, pe de dta parte, a existat la Tnceputurile dezvoltirii
industriale. Aceasta dependenta s-a redus treptat, odata cu schimbarea centrelor industriale
si epupizarea treptata a rezervelor bogate din regiunile consumatoare, ca si penetrarea
progresului tehnologic, Tn toate domeniile, inclusiv Tn cel a transporturilor.

Schimbarile ce sau produs pe plan mondia, Tn ceea ce priveste sursele de
aprovizionare cu substante minerale care sustin dezvoltarea industriei si trecerea de la
Situatia de autoconsumator de materii prime la cea de importator, mai ales de la mari
distante, au provocat multiple transformari din punct de vedere economic si tehnologic.
Astfel, importul de materii prime a Tnceput si constituie baza dezvoltarii unor ramuri
industriale nationale in tot mai multe tari.

Cu toate eforturile de descoperire a noi perimetre si de largire a ariei geografice de
exploatare a zacamintelor cunoscute de substante minerale, extractia acestora raméane
concentrata Intr-un numar relativ restréns de tari. Luata Tn ansamblu, productia mondiala de
substante minerale este concentrata in proportie de 70-75% in 12 tari, din care aproximativ
50% le reprezinta tarile In curs de dezvoltare. Prin cresterea capacitatilor miniere au sporit
Tn acest domeniu. Fluxurile privind schimburile comerciale cu minereuri se extind de la
nivelul regiona si al tarilor vecine la nivel mondial, la distante mari si foarte mari.

Sapte tari mari producatoare (Australia, Brazilia, Canada, Suedia, Rusia, India,
China) exporta mai mult de jumatate din productia mondiala de minereuri feroase. De
subliniat este faptul ca doua din cele sapte tari mari exportatoare de minereuri feroase si-au
micsorat productia, mai aes dupa 1990. Astfel, fosta URSS, prin descompunerea in tari
independente, si-a pierdut statutul de mare producitor de minereuri feroase. Pe langa
Rusia, au aparut state cum sunt Ucraina, Letonia, Belarus, ceea ce a determinat
relmpartirea puterii ih ceea ce priveste extractia si exportul de minereuri. Rusia raiméne
Tnsa un principal producator si exportator de minereu de fier pe plan mondial.

Suedia, adoptand o serie de reglementiri Tn favoarea protectiei mediului Tnconjurator,
ascazut atat productia de minereu de fier, cét si productia metalurgica, considerata ca fiind
puternic poluanta si mare consumatoare de energie

Extinderea comertului international cu minereuri a fost posibila ca urmare a
introducerii noilor tehnologii de concentrare, aglomerare si de transport la mari distante.
Pentru a asigura eficienta transportului de lalocul de extractie pana la consumator s-a pus un
accent deosebit pe calitatea minereurilor. De exemplu, prin marirea continutului de la51% la
62% Fe se reduc cheltuidlile de transport pe unitatea de continut util cu 20%. Totodata, a
crescut capecitatea de transport maritim, auto si feroviar, depunandu-se eforturi pentru
reducerea cheltuielilor de transport, Th cazul transportului minereurilor la mari distante.

Dezvoltarea economica si utilizarea unor tehnologii avansate de prelucrare primara au
determinat 0 noua Tmpartire a productiel mondiae de minerale. Astfel, o parte tot mai mare a
productiei mondiale de materii prime minerale este prelucrata in tarile dezvoltate, iar o parte
relativ restransa in tarile in curs de dezvoltare posesoare de importante zacaminte de resurse
minerale neenergetice. De exemplu, doar 10% din totalul productiei de bauxita extrasi este
prelucrata si transformata Tn alumina si aluminiu in tirile posesoare de zacaminte. Tn cazul
minereului de fier si de mangan extras partea care se prelucreaza in tarile posesoare de
zacaminte este de circa 15-30% la zinc, de circa 50% la plumb si de circa 70% la nichel. n
medie, tarile in curs de dezvoltare prelucreaza local doar 30% din productia de minereuri
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extrase, restul de 70% fiind supus prelucririi in tarile importatoare.Un caz aparte il reprezinta
Chinacare, in ultimii ani, a cunoscut o puternica crestere economica, gjungand si influenteze
hotarétor pretul materiilor prime pe plan mondial.

Diferentele mari intre tari si regiuni, precum si intre minerale in ceea ce priveste gradele
diferite de prelucrare, depind de o serie de factori, cum ar fi: necesarul de invedtitii si puterea
invedtitionala a tarilor; gradul de integrare a productiei in industriile respective; nivelul
tehnologiilor cerute si a consumurilor specifice de energie; Thzestrarea din punct de vedere
energetic a tarilor respective; marimea si evolutia cererii etc. Acesti factori au 0 anumita
mobilitate, 0 evolutie in timp, Tn functie de progresul tehnic si de nivelul dezvoltarii economice
a tarilor, de ritmul acestei dezvoltari, precum si de dabilitatea si interesele paolitice si
economice pe care le au diferitele Sate si organisme internationale in zonele respective.

Tarile care poseda materii prime minerale tind, prin programele lor de dezvoltare
economica, spre valorificarea propriilor bogatii naturale pe baza dezvoltarii ramurilor
industriale respective, prelucrarii acestor bogatii si restréngerii treptate a exporturilor de
produse minerale brute.

Realizarea acestor deziderate este posibila dacid va avea loc extinderea si adancirea
proceselor de prelucrare a productiei de minerale, ceea ce va influenta restructurarea
comertului mondial Tn ceea ce priveste fluxurile de marfuri pe grupe de tari si, Tn special,
fluxurile marfurilor din domeniul metalurgic. De atfel, balanta comertului international cu
marfuri ale industriei metalurgice reflecta efectele nivelului de dezvoltare a unor tari, dar
si necesitatea restructurarilor care trebuie si aiba loc Th economia mondiala si in relatiile
comerciae dintre tari.

Din ce in ce mai puternic se manifesta ihsa dorinta multor tari Tn curs de dezvoltare,
producatoare de resurse naturale, de a trece la industrializare prin extinderea prelucrarii
mineralelor extrase. Tn acelasi timp, unele tari importatoare dezvoltate se ocupa de crearea,
n tarile in curs de dezvoltare, a unor complexe industriale de extractie si de prelucrare
primara, a resurselor naturale pentru a obtine semifabricate, Tn special prin efectuarea de
investitii directe si prin acordarea de credite pe termen lung rambursabile prin produse.
Acest sprijin este explicat de faptul ca tirile dezvoltate sunt interesate de asigurarea bazei
proprii de aprovizionare cu materii prime, evitand totodata extinderea pe propriile teritorii
a unor procese tehnologice puternic poluante si energointensive. De aceea, prin prelucrarea
superioara a semifabricatelor importate din tarile in curs de dezvoltare, tarile cu traditie in
domeniul metalurgic pot obtine multiple avantaje cu efecte favorabile din punct de vedere
economic, ecologic si energetic.

Sistemul tarifelor vamale este folosit, Tn mod frecvent, de tarile dezvoltate, pe de o
parte, pentru stimularea tarilor Tn curs de dezvoltare si exporte minerale brute, iar pe de
altd parte, pentru a le impiedica pe cae economici si exporte produse manufacturate.
Adtfel, tarifele vamale cresc odata cu trecereala stadii superioare de prelucrare.

Dezvoltareaindustriala determina cresterea cererii de resurse minerale in proportii tot
ma mari. Chiar in conditiile reducerii sensibile a consumurilor specifice, ae reciclarii
materiale si ae folosirii Tnlocuitorilor, cererea de resurse minerale neenergetice va
acesteia. Ca atare, pe de o parte, rezervele exploatabile cunosc o anumita evolutie Tn
functie de activitatea de cercetare si de explorare geologica, precum si de cea de extractie a
prime minerale sunt tot mai limitate.

O perspectiva mai optimista asupra tendintelor economiei mondiale, Th special asupra
economiilor emergente, a fost lansatda Th cadrul Forumului Economic Mondial 2013,
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respectiv in Global Information Technology Report 2013, Tehnologiile informatiei si
comunicatiilor (TIC) permit globalizarea digitalizarii activitatilor economice si
eficientizarea utilizirii resurselor, ceea ce genereaza efecte comensurabile Tn cresterea
productivitatii muncii, cresterea economica si crearea de locuri de munca. Astfel, conform
autorilor raportului, digitalizarea pietelor emergente va ridica nivelul de trai a peste o
jumatate de miliard de oameni deasupra pragului de siracie in urmatorul deceniu. Tn ultimii
doi ani, digitalizarea a generat o crestere la nivelul economiel mondiale cu 193 miliarde
dolari SUA si crearea a peste 6 milioane de locuri de munca. Autorii raportului au
identificat corelatii Tntre extinderea comunicatiilor 3G si cresterea economica. Astfel, n
tarile Tn care extinderea comunicatiilor 3G a crescut cu 10% in perioada 2008-2011, PIB-ul
pe locuitor aavut o rata de crestere anuala de 0,15%.

Invedtitiile private si  guvernamentale in tehnologiile specifice societatii
informationale Tn digitalizarea productiel si serviciilor devin o solutie de revitalizare a
economiei mondiale. Exinderea conexiunilor la Internet la nivel global permite atét
digitalizarea economiilor, cét si implementarea serviciilor de e-government. Spre exemplu,
in Uruguay, exporturile de tehnologie ale Tntreprinderilor mici si mijlocii au crescut de la
50 milioane dolari SUA 1in 2000, la 225 milioane dolari SUA 1in 2010
(http://www.weforum.org/reports/global -information-technol ogy-report-2013).

Digitalizareala nivel globa impune nu doar o noua viziune asupra rolului cunoasterii
in dezvoltarea economiel si cresterea competitivitatii, dar si asupra resurselor. TIC permit
atét cresterea eficientel utilizarii resurselor actuale, dar si orientarea spre noi tipuri de
resurse, inclusiv imateridle, asa cum este informatia Utilizarea comunicarii digitale
permite inclusiv reducerea cheltuililor de transport, iar, pentru unele bunuri imateriale si
servicii, echivaleaza cu o cale de transport extrem de rapida si de ieftina.

3. Concluzii

Ar fi gresit si se considere ca aceste redlitati sunt doar conjuncturale, cum ar fi la fel
de gresit si nu se observe ci in spatele lor stau cauze mult mai profunde, cum ar fi cele de
naturd economici sau sociald. Cu toate acestea, pe masura ce trece timpul, devine tot mai
evident ca nu este vorba doar de rezolvarea unor probleme practice, economice, financiare,
monetare, de tehnologie sau de restructurari Tn politicile economice sau in cele industriale,
desi acestea sunt stringente si inevitabile. Exista “curenti de schimbare de profunzime”,
care preconizeaza mutatii Tn planuri mult mai ample, a conceptelor, a valorilor datorita, in
primul rand, crizei mondiale si a problemelor globale ivite din cauza acesteia. De aceea,
concomitent cu restructurarile imediate Tn domeniul industrial, a tehnologiilor, a
materiilor prime, energiei etc. este necesar un efort mai sustinut de clarificare a directiilor
de schimbare in planuri multiple. Dezvoltarea natiunilor depinde, n primul rand, de
resurse. Accesul la energie si materii prime este pimordia pentru o lume in plina
dezvoltare. De asemenea, accesul la tehnologii este deosebit de important Tntr-o lume Tn
plin proces de globalizare, pentru a putea stopa procesul de epuizare a acestora.

Tn contextul societatii informationale, informatia se impune tot mai mult ca resursa
fundamentala a noii economii si joaca un rol tot mai important Tn redistribuirea bogatiei la
nivel global, in evolutia economiei mondiale si chiar a umanitatii.

" Tn conformitate cu datele furnizate de http://www.internetworldstats.com/stats.htm, numarul conexiunilor la
Internet a crescut, la nivel global, cu 566,4% n perioada 2000-2012, gjungandu-se ca in prezent 34,3 % din
populatia globului si beneficieze de conexiune Internet. Cea mai mare ratd de crestere Tn perioada 2000-
2012, de 3606.7%, s-a Tnregistrat, conform sursel citate, in Orientul Mijlociu.
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METAPHORSOF THE CRISIS—-A REFLECTION
OF THE GLOBAL FINANCIAL SITUATION

Crigtina, Chifane’

Abstract:

This article focuses upon the conceptualisation of the metaphors of the crisis highlighting the variety
of both conventional and creative metaphors following their occurrence in the economic articles published in
the English weekly journal The Economist over a period of five years (2007-2011) thus covering the
American recession from August 2007 to June 2009 and the Euro-zone crisis starting in late 2009. Our
intention is to prove that metaphors of the crisis have the power to reflect and influence the global financial
situation. In our analysis we shall employ the instruments of cognitive linguistics portraying the target-
domain of the crisis in terms of diverse source-domains be they recurrent such as in the case of medical,
military, liquidity or natural disasters metaphors or unexpected as it happens in the so-called miscellaneous
category of metaphors of the crisis. Resorting to a qualitative research method this article is meant to offer a
bird’ s-eye-view upon the problem of the metaphors of the crisis by identifying the most important source-
domains with the observation that cultural specificity and the speakers' intentions leave room for further
metaphorical elaborations. Last but not least, we aim at paving the way for future comparative studiesin the
field of cognitive linguistics with the purpose of paralleling English and Romanian linguistic corpora to
envisage the similarities and differences between the two.

Keywords. conceptual metaphors, financial crisis, source-domain, target-domain

JEL Classification: G01, Z00, Z19

1. Introduction

Generating multiple debates and controversies, the global financial crisis has been
inherently ascribed various metaphorical meanings. In the following pages, we shall tackle
the problem of the conceptualisation of the metaphors of the crisis enhancing their
diversity and recurrence in the English weekly journal The Economist. We consider that
such an analysis is representative for the interest that both ordinary people and economic
specialists have shown regarding the birth and the development of the financial criss.
Furthermore, we shall try to prove that in many cases financia concepts related to the
crisis are metaphorically structured.

The emergence of numerous metaphors of the crisisisin accordance with Lakoff and
Johnson's theory according to which “The most fundamental values in a culture will be
coherent with the metaphorical structure of the most fundamental concepts in the culture’
(1980: 128). The difference is that the crisis is not a fundamental value of a culture, but a
reflection of the unfortunate global financial situation. Nevertheless, the principle remains
the same in the sense that metaphors of the crisis have a structure dependant on the most
important concepts in the respective culture. From this perspective, the present article
could be easily expanded in an attempt to demonstrate that metaphors of the crisis in
different cultures relate to the same basic concepts holding valid all over the world.
Moreover, metaphors concerning the crisis are not only conventional metaphors, that is
metaphors that one might expect to come acrossin such a context, but aso imaginative and
creative adding new and interesting meanings to a globa phenomenon. Since “new
metaphors [ ...] can have the power to define reality” (ibid.: 133), peopl€'s reactions to the
financial crisis become a consequence of its metaphorical perception.

" PhD Assistant Professor, “Constantin Brancoveanu” University from Pitesti, Faculty of Management Marketing in
Economic Affairs, Briila, cristinachifane@yahoo.com
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2. Theor etical Aspects

In our analysis of the metaphors of the crisis, we shall adopt Lakoff’s definition of
the metaphor which “has come to mean cross-domain mapping in the conceptual system”
(1993: 2). What is more, we shall detail upon the metaphors of the crisis under the form
TARGET-DOMAIN IS SOURCE-DOMAIN or TARGET-DOMAIN AS SOURCE-DOMAIN.
The resulting mappings include a set of ontological correspondences that characterise the
source and the target domains and project the former patterns into the latter ones. Some of
them are universal while others are widespread and some seem to be culture-specific.

Moving even further, Fauconnier and Turner consider that besides the source and target
domains “all conceptual projections involve middle spaces that are indispensable sites for
central mental and linguistic work” (1994: 4). Therefore, they have drawn up a four space
model showing that the most abstract middle spaces are the GENERIC ones which reflect
“the roles, frames and schemas common to the source and target spaces’ (ibid.: 5) whereas a
fourth kind called BLENDED “combines specifics from source and target, yielding an
impression of richer, and often counterfactual or ‘impossible’ structure” (ibid.). Unlike the
two-domain model, the many-space model reveals a large number of aspects which would
have otherwise been overlooked and helps us understand the complexity of factorsleading to
and explaining the emergence of metaphors. In this respect, we are indebted to Fauconnier
and Turner who have rethought conceptual metaphors describing them as “mental
constructions involving many spaces and many mappings in elaborate integration networks
constructed by means of overarching genera principles’ (2008: 2).

Another interesting study which we have taken into consideration when dealing with the
structure of the metaphors of the crisis was Koller’s cognitive study Metaphor and Gender in
Business Media Discourse (2004) which focuses on the aggressive effects and the gender-
biased working climate caused by the prevalence of metaphors on war and evolutionary
struggle in business media texts. From her point of view, the war metaphor “helps to
‘masculinise’ both the business media discourse and related socia practices’ (5) perpetuating
the idea that business is a men dominated field of activity. The same idea holds valid in the
specific case of the metaphors of the crisis especialy since reaching a solution is possible only
after along struggle with gains and losses of dl the parties involved in the process.

Investigating the structure of the metaphors of the crisis, we are also interested in seeing
if there are “certain restrictions in terms of which source domains can serve particular target
domains, as well as congraints on metaphorica entailments that can apply to particular target
domains’ (Evans and Green, 2006: 301). Contrary to what Lakoff (1993) believes we consider
that the Invariance Principle that predicts which metaphorica entailments are incompatible
with the target-domain may be sometimes overlooked giving rise to unexpected metaphors.
The fact that we shall identify various source-domains for the target-domain of the financial
crisis proves that the conceptual metaphor theory is based on the actions of consequently
“hiding and highlighting” (Evans and Green, 2006: 303) certain aspects of the source-domain.

As Cameron (1999) warns us, a conceptual metaphor theory should not leave aside
other important aspects such as the linguistic, discursive, contextual and pragmatic ones
hence his plea for “applied linguistic metaphor theory and research concerned with the
linguistic as meshed with the socia and with the cognitive” (4). Likewise, Charteris-
Black’s (2004) corpus approach to critical metaphor analysis is relevant for an
investigation of metaphors of the crisis because it manages to combine traditional and
cognitive semantic with a pragmatic approach in order to pinpoint to the importance of
metaphor in persuasive language due to its influence on people’ s opinions and judgements.

Last but not least, we are thankful to Tomoni’s study Conceptual Metaphorsin Financial
Discourse: The ‘ Romanian Way' of Thinking, Speaking and Writing Finances (2012) based on
a metaphorical analysis of the Romanian financia-banking discourse with the stated purpose
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of revealing “not only the types of conceptual metaphors (and their linguistic counterparts), but
also the motivations behind metaphor sdection and the intended effects’ (148). Her corpus-
based quantitative and qualitative research represents an useful tool in helping us compare the
conceptualisation of the financial metaphors in different cultural systems especialy since in
future studies our intention is to parallel the use, structure and frequency of the metaphors of
the crisisin both English and Romanian economic journalistic texts.

3. Resear ch M ethodology

In this article we purport to investigate the metaphors used for the conceptualisation of
the global financia crisis. The necessary data for our qualitative analysis has been gathered
from both the print and online editions of the English weekly journal The Economist ranging
over a period of five years from 2007 to 2011 with the American recession from August
2007 to June 2009 and the Euro-zone crisis garting in late 2009. Our English corpus of
examples covers the outbreak of the financia crisis and the first years of economic recovery
in the US as well as the similitudes with the outbreak of the Euro-zone crisis highlighting the
evolution of the metaphorical discourse regarding the crisis.

Since our analysis is not quantitative we are mainly interested in identifying the most
important target-domains which have been associated with the globa financia crisis
establishing their function in shaping the common image about the causes, the development
and the effects of the economic crises. Following Rohrer and Vignone (2012) we have
proceeded to a thorough analysis of the economic journalistic texts in order to comprehend
them, to identify the kind of metaphors we were looking for, to establish the source-domains
and their respective mappings and to understand the logic and coherence of a certain metaphor.

4. Analysis of Results

Studying the metaphors of the crisis in the English weekly journal The Economist
shows that this financial phenomenon has given birth to various source-domains. The most
important metaphors which we are going to detail upon are those corresponding to the
medical, military, liquidity or natural disaster domains. Besides these source-domains,
other interesting mappings view the financial crisis as an anima (most specifically a
predator), as degradation, even as death or as an alien invasion, as a machinery, a game, a
movie or a theatre play. All these miscellaneous mappings will be treated separately and
are meant to prove the richness of the metaphorical associations with reference to the
global financia crisis as a topic which has troubled economic specialists and has urged
journalists to write numerous articles.

In addition, we mention the fact that tracking down metaphors of the crisis both in
the American recession period and during the emergence of the Euro-zone crisis we are
able to identify some recurrent patterns in the use of metaphorical discourse related to the
outbreak and development of a financial crisis with the proviso that unexpected innovative
metaphors may appear at any moment.

4.1. Medical Metaphors of the Crisis

For two researchers at the University of Belgrade, Silaski and Durovi¢ “the
prevailing conceptual metaphor in the language of business and economics’ is “THE
ECONOMY IS A PERSON metaphor” (2010: 131). Their contrastive study of the
conceptualisation of the globa financial crisis in English and Serbian focuses on the
perception of THE ECONOMY IS A SICK PERSON metaphor “in need of an urgent
remedy for various diseases or illnesses’ (ibid.: 129). Our analysis highlights the frequent
usage of the same metaphor with the difference that we think that a more adequate
conceptualisation would be that of the metaphor CRISIS IS A DISEASE with adjacent
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mappings regarding firstly its symptoms and later its possible cure and the recovery of the
patients suffering from the respective disease.

At the outburst of the global financia crisis, journalists write of a diagnosis
establishing the fact that the crisis should be understood in terms of a disease thus creating
at least the illusion that a future cure is possible: “fear of an even more alarming form of
contagion are surfacing” (E, 18 — 25 Aug 2007); “The housing market's malaise is
deepening all the while.” (E, 22 — 29 Sept 2007); “The rea source of pain is the rise in
borrowing costs in both America and Europe” (ibid.); “Eventualy, the infection spread
from managed funds to the banks' own books.” (E, 19 — 26 Oct 2007). The magnitude of
the problem is metaphorically pictured by means of powerful terms such as malaise or
contagion and as the crisis gradualy develops the economic journalistic texts resort to the
same medical terminology: “As the economic pain intensifies there will be a political price
to pay” (E, 19 — 26 Jul 2008); “the economic weakness will spread” (E, 24 — 30 Jan 2009);
everybody witnesses a “ persistent economic weakness’ (E, 13-19 Jun 2009).

Throughout the years of the crigis, its manifestation has been thoroughly depicted in
terms of its symptoms which affect the patients, be they economies in generd, financial
ingtitutions or prices: “the retailer’s profits would suffer” (E, 18 — 25 Aug 2007); “This
week’s symptoms were a 12-year low in housing starts and a doubling of foreclosuresin a
year” (E, 22-29 Sept 2007); the journalists write of “ailing banks” or “a sick economy” (E,
24 -30 Jan 2009); “investment spending was weak” (ibid.); the crisis “left the banks
crippled” (ibid.); “The rouble, a symbol of the Kremlin's power, islooking sick” (E, 7 -13
Febr 2009); “As ail prices fdl, the rouble will naturally weaken” (ibid.); journalistic texts
also deal with “depressed prices’ (E, 14 -20 Febr 2009), “ailing giants — Citygroup and
Bank of America’ (ibid.), “troubled assets’ (E, 18-24 Apr 2009), “a banking system that
is plagued by fragmentation and poor profitability” (E, 9-15 May 2009), “nervous foreign
banks’ (E, 13 — 19 Jun 2009) or “painful reforms” (ibid.).

With the hope that the global financial crisis would come to an end, metaphorical
language revolves around a possible cure and future recovery: “sooner or later, more
surgery looks inevitable” (E, 19 -26 Oct 2007); one may witness “signs of economic
recovery” (E, 29 Aug — 4 Sept 2009) although “Many central bankers worried that the
recovery would be feeble and fragile” (ibid.); since “There is amaost unanimous support
for one set of remedies’ (E, 3 —9 Oct 2009) “America s big banks ar e getting healthier”
(E, 24 — 30 Oct 2009) and the beginning of 2009 saw “some tentative signs of healing in
the credit markets’ (E, 7 — 13 Febr 2009), “the revival of corporate-bond markets’ (ibid.)
and “healthy returns’ (E, 14 -20 Febr 2009); by March 2009 “it was easier for banks to
return to health” (E, 28 Febr - 6 Mar 2009) and to find “substantial remedies for the
global dump” (E, 11 — 17 Apr 2009), but “ despite signs of improvement the economy still
needs intensive care’ (E, 16 — 22 May 2009) and “a prolonged convalescence is the best
that can be expected” (ibid.).

4.2. Military Metaphors of the Crisis

People’'s conceptual system of thought has aways referred to the competitive and
combat side of mankind hence the conceptualisation of the metaphor CRISIS IS WAR,
widely spread in the weekly issues of The Economist in the interval 2007 — 2011. Tomoni
(2012: 150) acknowledges the prolific character of the war/combat metaphor in the
financial discourse especially in those documents issued amidst the crisis. Besides the
ideological motivations and purposes, such metaphors might be employed in order to
induce afeeling of solidarity for both employees and customers.

With respect to war and combat in general, various mappings and sub-metaphors
could be easily used. From the onset of the financial crisis investors and banks have been
portrayed as opponents or combatants in a war in which they blame each other without
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being ready to assume responsibility: “investors are taking it out on the banks that
peddled the securities by dumping their shares, and the banks ar e taking it out on those
that sold them by demanding more collateral on their loans” (E, 16 — 23 Aug 2007). Since
during any deflagration there are expected casualties, more or less conventional metaphors
describing the process are most likely to occur such as in the examples “Conventional
funds have been hardest hit” (ibid.) or a paragraph in which the journalist refers to “two
of the biggest banking casualties of the carnage in America’ s mortgage market” (E, 15 —
22 Dec 2007). The battle itself is described in detail with “central banks struggling to
prevent money markets from drying up” (E, 18 — 25 Aug 2007). Under the circumstances,
financial goals become military objectives. “More than 20 central banks have explicit
inflation targets’ (E, 19 — 26 Oct 2007).

In order to reach their objectives, the combatants have to use weapons hence the use
of metaphorical language: “Having exhausted their usual ammunition, the world’s big
central banks are still trying to kick-start their economies with unconventional policies’ (E,
22 — 28 Aug 2009). The same will happen later in the case of the Euro-zone crisis: “The
euro zone has the firepower to solve this crisis’ (E, 1 -7 Oct 2011). Moreover, the
strategies used on the battlefield are not always fair: “At least the banks would not be
holding the whole country hostage’ (E, 7 — 13 Febr 2009) and “Letting a currency drop
might prompt a massive ondaught” (ibid.). Attack and defence are consequently
employed: “Accounting rules are under attack. Standard-setters should defend them.
Politicians and banks should back off.” (E, 11 —17 Apr 2009). Finaly, the situation on the
battlefield becomes so complicated that you no longer recognise your enemy: “Deflation
has become a more dangerous enemy than inflation” (E, 25 Apr — 1 May 2009).

4.3. Liquidity Metaphors of the Crisis

The ingtability usually associated with the aquatic element is probably the reason
behind the employment of numerous liquidity metaphors in the description of the global
financial crisis such as in the following examples: “the Bank of Japan (BoJ) cut interest
rates, flooding the economy with cheap cash” (E, 15 — 22 Dec 2007); “in the United States,
banks lent against cash flow” (ibid.); “European economies sink” (E, 24 — 30 Jan 2009);
“the global economy has stopped sinking” (E, 4 -10 Jul 2009).

Similar liquidity metaphors are used when referring to the Euro-zone crisis: “the euro
zone is trying to redesign itself even as it sinks’ (E, 1 — 7 Oct 2011). Once again, the
similarity proves the frequency and re-occurrence of the liquidity metaphors in describing
financial instability. The very fact that economic systems need liquidities to survive is yet
another example of the importance of the aquatic metaphors in financia discourse.

4.4. Natural Disasters Metaphors of the Crisis

Identified and investigated by Rohrer and Vignone (2012: 18), the conceptua
metaphors ECONOMIC PROBLEMS ARE NATURAL DISASTERS include more
specific sub-domains such as hurricanes, earthquakes, nuclear accidents etc. What interests
us here is the general association leading to the conceptua metaphor CRISIS IS A
NATURAL DISASTER with the connotation that the financial crisis could not have been
avoided. Sub-domains vary ranging from the more genera to the more specific ones. “this
trio of Americans have saved the world economy from calamity” (E, 11 — 17 Oct 2008);
“the urgent task is to prevent a grave multi-country banking crisis from becoming a global
economic catastrophe” (ibid.); “this financia crisis has badly damaged the public
finances’” (E, 13 -19 Jun 2009); “Central banks were also caught up in the storm when it
finally broke” (E, 19 — 25 Oct 2007). Mention is also made of “economic turbulence’ (E,
14 -20 Febr 2009) or of “banking catastr ophes’ (E, 13 — 19 Jun 2009).
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Like in the case of their American counterparts, in 2011 Europe's companies are
described as preparing for the worst with remarks of the following type: “This is not a
calamity it is easy to plan for.” (E, 8 -14 Oct 2011) or “An euro-zone break-up would be a
catastrophic event” (ibid.).

4.5. Miscellaneous Metaphors of the Crisis

The abundance of metaphors of the crisis does not make them easy to categorise
therefore we feel obliged to enhance the complexity of the conceptualisation of these
metaphors by referring to some of the most interesting examples that we have come across
during our research.

In close connection with the medica metaphors of the crisis we have identified the
conceptual metgphors CRISIS IS DEGRADATION or CRISIS IS MADNESS and CRISIS IS
REBIRTH. Examples could be easily parallded: “ The public finances also deteriorated sharply
as some of the costs of the recent banking rescues came into the officid figures’ (E, 24 -30 Jan
2009) - “The quedtion is whether [the central banks] can stop asset markets going wild” (E, 19 —
26 Oct 2009) —“ The economy is showing new signs of life’ (E, 3— 10 Apr 2008).

In relationship with the military metaphors of the crisis journalists have resorted to
the conceptua metaphor CRISIS IS A GAME in which we longer have the opponents or
combatants from the battlefield, but players engaged in a competitive game even if “none
of the player s know how much he has lost” (E, 16 — 23 Aug 2007) and “Working out who
has won and who has lost in this round will take a long time” (ibid.). On the same
wavelength, financial ingtitutions may change into actors playing their part in the
reaisation of the conceptual metaphor CRISIS IS A MOVIE/PLAY: “Centra banks have
played a starring role” (E, 19 — 26 Oct 2007) or “Commercial banks prepare, reluctantly,
to take centre stage’ (E, 30 Aug — 5 Spt 2008). A similar reference is present in the
description of the Euro-zone crisis: “ The Greek government is playing what few cards it
till has’ (E, 28 May — 3 Jun 2011).

Another interesting example of conceptual metaphor related to our topic is CRISIS IS
AN ANIMAL (most probably a predator or a wild animal) metaphor which makes
reference to the sweeping effect of the crisis: “When growth is steady, the belief that the
business cycle can be tamed is understandably high (E, 22 — 29 Sept 2007) or “the
recession isbiting hard” (E, 14 -20 Febr 2009).

Some of the most unexpected examples round up the lit of conceptual metaphors of the
crisis as we can notice from the following examples: CRISIS IS DEATH since one can speak
of “dead markets’ (E, 11 — 17 Apr 2009), CRISIS IS A TOXINE because of “banks toxic
asets’ as well as “noxious assts’ (E, 14 -20 Febr 2009) or CRISIS IS AN ALIEN
INVASION because “banks were on the wrong planet” (ibid.). Redundancy may even give
rise to the conceptual metaphor CRISIS IS FASHION since we read that “collateralised-debt
obligations (CDOs) and collateralised-loan obligations (CLOs) came into vogue’ (E, 16 — 23
Aug 2007) and journalists write of “the European Central Bank’ s extravagance” (ibid.).

5. Conclusions

Metaphors of the crisis hve been generally chosen by the journalists working for the
English weekly journa The Economist in order to reflect the global financia situation thus
showing people’'s concern and interest in the development or perhaps the
underdevelopment of economies. The very fact that the financial crisis is described by
means of specific source-domains may further influence people’s perception of economic
instability.

Although in many instances journalists have employed conventional metaphors of the
crisis there are aso interesting examples of new creative metaphors adding savour and
beauty to the language.
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The purpose of the present article was to provide a general perspective upon the main
types of metaphors of the crisis as they have been identified in the economic articles written
for The Economist. Far from being exhaustive, our research has configurated some major
source-domains for the taget-domain of the crisis with the future intention to continue
exploring the matter into detail. Adopting a qualitative analysis as our research method, we
have provided interesting examples of frequently employed conceptual metaphors of the
crisis such as medical, military, liquidity or natural disasters metaphors. The fact that we
have been able to identify a mixed category of the metaphors of the crisis which does not
belong to any of the categories above proves the idea that metaphors are worth analysing
from avariety of angles the socio-cultural and the pragmatic ones included.

Last but not least, we have come up to the conclusion that when you establish a
certain source-domain for a target-domain you hide some of its aspects whereas
highlighting others. In redlity, the common elements as well as the different elements of
the source and target-domains generate the emergence of metaphors whose more detailed
anaysis in terms of generic and blended spaces would reveal the complexity of the
metaphorical mechanism.
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METAFORE ALE CRIZEI —O REFLECTARE
A SITUATIEI FINANCIARE GLOBALE

Crigtina, Chifane’

Rezumat:

Acest articol se axeaza pe conceptualizarea metaforelor crizel evidenysiind atét varietatea metaforelor
convensionale, cat si acelor creative si urmarind aparifia lor n articolele economice publicate n
saptamanalul englezesc The Economist pe o perioada de cinci ani (2007-2011), acoperindu-se astfel
recesiunea americana din august 2007 pana Tn iunie 2009 si criza din zona euro Tnceputa la sfarsitul lui
2009. Intenvia noastra este sa dovedim ca metaforele crizel au puterea sa reflecte si sa influenseze situaria
financiard globald. Tn analiza noastra vom folosi instrumentele lingvisticii cognitive portretizand domeniul-
finta al crizei In funncrie de diverse domenii-sursa fie ca acestea sunt recurente ca in cazul metaforelor
medicale, militare, ale lichiditafii sau ale dezastrelor naturale, fie ca sunt neasteptate, cum se Tntdmpla n
aga-numita categorie a metaforelor mixte ale crizei. Apeland la o metoda de cercetare calitativa, acest
articol este menit sa ofere o perspectiva de anasamblu asupra problemel metaforelor crizei prin identificarea
celor mai importante domenii-sursa cu observaria ca specificitatea culturala si intenyiile vorbitorilor lasa loc
pentru elaborari metaforice ulterioare. Nu Tn ultimul rénd, intefionam sa deschidem calea spre viitoare studii
comparative in domeniul lingvisticii cognitive cu scopul de a ageza in paralel corpusuri lingvistice englezesti
si romanesti pentru a sublinia asemandrile si deosebirile dintre acestea.

Cuvinte-cheie: metafore conceptuale, crisa financiara, domeniu-sursa, domeniu-finta

Clasificarea JEL: G01, Z00, Z19

1. Introducere

Datorita faptului cd a generat dezbateri si controverse multiple, crizei financiare
globale i s-au atribuit Tn mod inerent sensuri metaforice variate. Tn paginile urmatoare vom
aborda problema conceptualizarii metaforelor crizei evidentiind diversitatea si recurenta
acestora h saptaménalul englezesc The Economist. Consideram ca o astfel de analiza este
reprezentativa atét pentru interesul pe care at&t oamenii obisnuiti cét si specidistii Tn
economie l-au aritat Tn ceea ce priveste aparitia si dezvoltarea crizei financiare. Tn plus,
vom Tncerca sa dovedim ca Tn multe cazuri conceptele financiare legate de criza sunt
structurate metaforic.

Aparitia a numeroase metafore ale crizei este in concordanta cu teoria lui Lakoff si
Johnson potrivit careia ,Cele mai importante valori dintr-o culturd vor fi in relatie cu
structura metaforica a conceptelor fundamentale dintr-o cultura” (1980: 128). Diferenta
este cd nu poate fi vorba de o valoare fundamentala in cazul crizei, ci de o reflectare a
stuatiel financiare globale nefericite.Totusi, principiul raméne acelasi in sensul ca
metaforele crizel au o structurd dependenta de cele mai importante concepte din cultura
respectiva. Din aceasta perspectiva, articolul de fata ar putea fi cu usurinta extins intr-o
incercare de a demonstra ci metaforele crizei din culturi diferite se referid la aceleasi
concepte de baza valabile Tn toatd lumea. Ba mai mult, metaforele privitoare la criza nu
sunt doar metafore conventionale, adica metafore pe care te-ai astepta si le int@lnesti intr-
un asemenea context, ci si metafore imaginative si creative adiugand sensuri noi si
interesante unui fenomen global. De vreme ce ,metaforele noi [...] pot avea puterea de a
defini realitatea’ (ibid.: 133), reactiile oamenilor fata de criza financiara devin o consecinta
aperceptiel e metaforice.

" Asist. univ. dr., Universitatea ,,Constantin Brancoveanu” din Pitesti, Facultatea de Management Marketing Tn Afaceri
Economice, Briila, cristinachifane@yahoo.com
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2. Aspecte teor etice

In analiza pe care o Tntreprindem asupra metaforelor crizei vom adopta definitia
metaforei a lui Lakoff conform careia aceasta ,a guns si desemneze o cartografiere
Tncrucisata Tn sistemul conceptua” (1993: 2). De asemenea, vom detalia metaforele crizel
sub forma DOMENIU-TINTA ESTE DOMENIU-SURSY sau DOMENIU-TINTA CA
DOMENIU-SURSA. Cartografierile care rezulta includ un set de corespondente ontologice
care caracterizeaza domeniile sursi si tinta si proiecteaza modelele celor dintéi asupra
celorlate. Unele dintre acestea sunt universale in timp ce atele sunt raspandite si unele par
sa fie specifice din punct de vedere cultural.

Mergand chiar mai departe, Fauconnier si Turner consideri ca pe langa domeniile sursa
si tintd ,toate proiectiile conceptuale implica spatii de mijloc care sunt locatii indispensabile
pentru lucrari centrale mentale si lingvistice (1994: 4). De aceea, acestia au trasat un model
spatia cvadruplu araténd ca cele mai abstracte domenii de mijloc sunt cele GENERICE ce
reflecta , rolurile, Tncadrarea si schemele comune spatiilor sursa si tinta” (ibid.: 5) n timp ce
spatiile MIXTE ,,combina ceea ce este specific din domeniile sursi si tinta, oferind impresia
unei structuri mai bogate si adesea contrare redlitatii sau chiar imposibile” (ibid.). Spre
deosebire de modelul dual, modelul spatial multiplu dezvaluie un numar mare de aspecte
care dtfel ar fi fost omise si ne gjuta sa intelegem complexitatea factorilor care conduc lasi
explica aparitia metaforelor. Tn aceasta privinta, le suntem indatorati Iui Fauconnier si Turner
care au regandit metaforele conceptuale descriindu-le drept ,, constructii mentale care implica
multe spatii si multe cartografieri in retele integratoare elaborate construite prin intermediul
unor principii generaeierarhizante” (2008: 2).

Un alt studiu interesant pe care I-am luat Tn considerare cand am tratat structura
metaforelor crizei a fost studiul cognitiv a lui Koller Metaphor and Gender in Business
Media Discourse (2004) care se bazeazi pe efectele agresive si pe o atmosfera de lucru
diferentiata in functie de gen cauzate de predominanta metaforelor pornind de la razboi si
de lalupta evolutionara in textele jurnalistice de afaceri. Din punctul ei de vedere, metafora
razboiului ,, contribuie la masculinizarea discursului mediatic de afaceri si a practicilor
sociae adiacente” (5) perpetuand ideea ca afacerile reprezinta un domeniu de activitatea al
barbatilor. Aceeasi idee isi pastreaza validitatea in cazul specific a metaforelor crizei in
special de vreme ce gasirea unei solutii este posibila doar dupa o lupta indelungata cu
castiguri si pierderi ae tuturor partilor implicate Tn acest proces.

Inestigdnd structura metaforelor crizel suntem de asemenea interesati si vedem daca
exiga ,anumite restrictii Tn functie de care domeniile sursa pot servi domenii tinta particulare si
daca exista constréngeri asupra substraturilor metaforice care se pot aplica anumitor domenii
tinta” (Evans and Green, 2006: 301). Contrar a ceea ce crede Lakoff (1993), noi consideram ca
Principiul Invariantei care prevede care substraturi metaforice sunt incompatibile cu domeniul-
tinta poate fi uneori trecut cu vederea dand nastere unor metafore neasteptate. Faptul ca vom
identifica domenii-sursa variate pentru domeniul-tinta a crizei financiare doevdeste ca teoria
metaforelor conceptuale se bazeazi pe actiuni consecutive de ,ascundere si evidentiere”
(Evans and Green, 2006: 303) a anumitor aspecte ale domeniului-sursa.

Dupa cum ne avertizeaza Cameron (1999), teoria metaforel o conceptuale nu ar trebui
si lase deoparte alte aspecte importante cum ar fi cele lingvistice, discursive, contextuale si
pragmatice, de aici pledoarialui pentru , teoria si cercetarea lingvistica aplicata a metaforei
care s aiba in vedere partea lingvistica combinata cu cea sociala si cognitiva” (4). De
asemenea, abordarea lui Charteris-Black (2004) bazatia pe corpusuri lingvistice si aplicata
andizei critice a metaforei este relevanta pentru investigarea metaforelor crizei deoarece
reuseste si combine semantica traditionala si cognitiva cu o abordare pragmatica pentru a
reliefa importanta metaforei in limbajul persuasuv datorita influentel asupra opiniilor si
judecitilor de valoare.
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Nu n ultimul rand, Ti suntem recunoscitori lui Tomoni pentru studiul sau Conceptual
Metaphors in Financial Discourse: The ‘Romanian Way' of Thinking, Speaking and Writing
Finances (2012) bazat pe 0 analiza metaforica a discursului financiar-bancar roméanesc cu scopul
declarat de a descoperi ,nu doar tipurile de metafore conceptuale (si echivaentele lor
lingvidtice), ci si motivatiile care staul la baza selectiel metaforelor precum si efectele urmarite”
(148). Andliza sa cantitativa si caitativa bazata pe corpusuri lingvitice reprezinta un instrument
folodtor care ne gjuta si comparam metafore financiae din sisteme culturde diferite T specia
de vreme ce n sudii viitoare intentia noastra este sa comparam folosireg, sructura si frecventa
metaforelor crizei atét Tn texte jurndistice economice englezesti cét si romanesti.

3. Metodologia cer cetarii

In acest articol ne propunem si investigim metaforele folosite pentru
conceptualizarea crizei financiare globale. Datele necesare pentru o analiza calitativa au
fost culese atét din editiile tiparite cét si din cele online ale siptaméanalului englezesc The
Economist pe o perioadd de cinci ani din 2007 pana in 2011 acoperind recesiunea
americana din august 2007 pana Tn iunie 2009 si criza din zona euro Tnceputa la sfarsitul
anului 2009. Corpusul englezesc de exemple acopera izbucnirea crizei financiare si primii
ani ai revenirii economice Tn Statele Unite precum si similitudinile cu izbucnirea crizei din
zona euro evidentiind evolutia discursului metaforic legat de criza.

De vreme ce analiza noastra nu este una cantitativa, suntem in principal interesati de
identificarea celor mai importante domenii-tinta care au fost asociate cu criza financiara
globala stabilindu-le functia Tn modelarea unel imagini comune Tn legatura cu cauzele,
dezvoltarea si efectele unel crize economice. Urméndu-i pe Rohrer si Vignone (2012), am
ntreprins 0 analiza detaliata a textelor jurnalistice economica pentru a le intelege, a
identifica tipurile de metafore cautate, a stabili domeniile-sursi si cartografierile acestora si
aintelege logica si coerenta unei anumite metafore.

4. Analiza rezultatelor

Studierea metaforelor crizei Th saptaiménalul englezesc The Economist aratd ci acest
fenomen financiar a dat nastere unor domenii-sursa variate. Cale mai importante metafore asupra
carora ne vom opri sunt acelea corespunzatoare domeniilor medical, militar, al lichiditatii si a
dezagtrelor naturale. In afari de aceste domenii-surss, dte cartografieri interesante au in vedere
crizafinanciara inteleasi caun animal (mai specific, caun animal de prada), cadegradare si chiar
ca moarte sau ca o invazie extraterestra, ca 0 masinarie, un joc, un film sau o piesa de teatru.
Toate aceste cartografieri mixte vor fi tratate separat si sunt menite si dovedeasca bogatia
asocierilor metaforice cu referire la criza financiara globala ca un subiect care i-a preocupat pe
specidistii in economie si i-aThdemnat pe jurndisti Si scrie numeroase articole.

Tn plus, mentionam faptul ca prin depistarea metaforelor crizei atét Tn perioada recesiunii
americane cét si In perioada aparitiei crizei din zona euro suntem n stare si identificam unele
modele recurente Tn folosirea discursului metaforic legat de izbucnirea si dezvoltarea crizel
financiare cu amendamentul ca metafore inovatoare neasteptate pot aparea in orice moment.

4.1. Metafore medicale ale crizel

Pentru Silaski and Durovi¢, doi cercetitori de la Universitatea din Belgrad,
»metafora conceptualda predominanta in limbagjul economic si de afaceri” este , metafora
ECONOMIA ESTE O PERSOANA” (2010: 131). Studiul lor contrastiv asupra
conceptualizarii crizei financiare globale Tn engleza si s&rbid se bazeazd pe perceptia
metaforel ECONOMIA ESTE O PERSOANA BOLNAVA , care are nevoie de un remediu
urgent pentru boli si suferinte variate” (ibid.: 129). Analiza noastra evidentiaza folosirea
frecventa a aceleiasi metafore cu diferenta ca noi credem ci o conceptualizare mai
adecvati ar fi aceea a metaforei CRIZA ESTE O BOALA cu cartografieri adiacente n
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primul rand privitoare la smptomele acesteia si ulterior la un tratament si la o posibila
recuperare a pacientilor care sufera de boala respectiva.

La Tnceputul crizei financiare globale, jurnalistii scriu despre un diagnogtic stabilind
faptul ca aceasta ar trebui inteleasa ca 0 boala crend astfel cel putin iluzia ca un tratament
viitor este posihil: ,,teamade o forma si mai darmanta de contagiune iese la suprafata” (E, 18
— 25 Aug 2007); ,Maladia peietei imobiliare se adanceste cu totul.” (E, 22 — 29 Sept 2007);
~Adevirata sursi a durerii ete cresterea costurilor imprumuturilor atét in America cét si in
Europa’ (ibid.); ,In cdle din urm3, infectia se raspandeste de la fondurile bancilor la registrele
acestora.” (E, 19 — 26 Oct 2007). Magnitudinea problemel este descrisa metaforic prin
intermediul unor termini puternic expresivi cum ar fi maladie sau contagiune si pe masura ce
criza se dezvolta treptat textile jurnalistice economice apeleaza la aceeasi terminologie
medicala: ,,Pe masura ce durerea economica se intensifica, vatrebui platit un pret politic” (E,
19 — 26 Jul 2008); , dabiciunea economica se varaspandi” (E, 24 — 30 Jan 2009); toata lumea
este martora la o ,,débiciune economica persistenta” (E, 13-19 Jun 20009).

De-a lungul anilor crizei, manifestarile acesteia au fost descrise n detaliu in functie
de simptomele care au afectat pacientii, economiile Tn general, ingtitutiile financiare sau
preturile: , profiturile retailerilor ar suferi” (E, 18 — 25 Aug 2007); ,, Simptomele din
aceasi saptaména au fost o scadere pe 12 ani a autorizatiilor de constructie si o dublare a
prescriptiilor intr-un an” (E, 22-29 Sept 2007); jurnalistii scriu despre ,,banci bolnave” sau
,0 economie bolnava” (E, 24 -30 Jan 2009); ,investitiile au fost anemice’ (ibid.); criza ,a
schilodit bancile” (ibid.); ,,Rubla, un simbol al puterii Kremlinului, pare bolnava” (E, 7 -
13 Febr 2009); ,Pe masura ce pretul petrolului scade, rubla se va imbolnavi in mod
natural” (ibid.); textele jurnalistice se referd de asemenea la , preturi deprimate” (E, 14 -20
Febr 2009), ,giganti bolnavi — Citygroup si Banca Americii” (ibid.), , active tulburate”
(E, 18-24 Apr 2009), ,un sistem bancar care este contaminat de fragmentare si
profitabilitate scazuta” (E, 9-15 May 2009), ,banci striine nervoase’ (E, 13 — 19 Jun
2009) sau “reforme dureroase” (ibid.).

Cu speranta ca criza financiara globala se va sfarsi, limbajul metaforc se invérte in
jurul unui posibil tratament si a unei viitoare recuperari: ,mai devreme sau mai tarziu se
pare ca mai multe operatii chirurgicale vor fi inevitabile” (E, 19 -26 Oct 2007); suntem
martorii ,,semnelor recuperarii economice” (E, 29 Aug — 4 Sept 2009) desi ,Multi
bancheri importanti se temeau ca recuperarea vafi ezitanta si fragila” (ibid.); de vreme
ce ,Exista un consens aproape unanim pentru un set de remedii” (E, 3 — 9 Oct 2009)
»Bancile mari ale Americii se vindeca” (E, 24 — 30 Oct 2009) si Tnceputul lui 2009 a fost
martorul ,unor Tncercari de vindecare a pietelor de credit” (E, 7 — 13 Febr 2009), ,a
Tnzdravenirii pietei obligatiunilor” (ibid.) si “a semnelor deinsinatosire” (E, 14 -20 Febr
2009); pana in martie 2009 , a fost mai usor pentru banci sa se Tnsinatoseasca” (E, 28
Febr - 6 Mar 2009) si sa gaseasca ,,remedii substantiale pentru prabusirea globala” (E, 11
— 17 Apr 2009), dar ,in ciuda semnelor de Tnsinatosire, economia are Tnca nevoie de
terapie intensiva” (E, 16 — 22 May 2009) si de , 0 perioada prelungita de convalescenta
care este cel mai bun lucru pe care cinevail putea astepta’ (ibid.).

4.2. Metafore militare ale crizei

Sistemul conceptual de gandire a oamenilor a facut mereu referire la partea
competitiva si combativa a omenirii si de aici conceptuaizarea metaforei CRIZA ESTE
RAZBOI, larg raspandita In numerele siptaimanale ale revistei The Economist in intervalul
2001-2011. Tomoni (2012: 150) recunoaste caracterul prolific al acestei metafore in
discursul financiar in special n acele documente elaborate in mijlocul anilor de criza. Tn
afara de motivatiile si scopurile ideologice, asemenea metafore pot fi utilizate pentru a
induce u sentiment de solidaritate atét Tn randul angajatilor cét si in cel al clientilor.
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Tn ceea ce priveste razboiul si lupta in general, variate cartografieri si sub-metafore
pot fi folosite cu usurinta. De la Thceputul crizel financiare, investitorii si bancile au fost
portretizati ca oponenti sau combatanti intr-un razboi in care au dat vina unii pe ceilati
fara a fi pregatiti si-si asume responsabilitatea: , investitorii omoaria bincile detinatoare
de garantii prin renuntarea la actiuni si bancile i omoara pe cei care le-au vandut
hértiile de valoare prin stabilirea unor garantii suplimentare pentru Tmprumuturi” (E, 16 —
23 Aug 2007). De vreme ce in timpul oricarei deflagratii sunt asteptate pierderi, este
probabil sa apara metafore mai mult sau mai putin conventionale care descriu acest proces,
ca in exemplele ,,Fondurile conventionale au fost puternic lovite” (ibid.) sau un paragraf
n care jurnalistul serefera la, doua dintre cele mai mari pierderi bancare ale car nagiului
de pe piata ipotecara americana” (E, 15 — 22 Dec 2007). Batalia insasi este dscrisa n
detaliu cu , banci centrale care se lupta pentru a preveni devalorizarea pietelor monetare”
(E, 18 — 25 Aug 2007). Tn aceste condiitii, telurile financiare devin obiective militare: ,Mai
mult de 20 de banci centrale au tinte explicite ale imflatiei” (E, 19 — 26 Oct 2007).

Pentru asi atinge obiectivele, combatantii trebuie si foloseasca arme, de aceea si
folosirea limbaului metaforic: ,, Epuizéndu-si munitia obisnuita, bancile centrale mari ae
lumii Tnca mai Tncearca si-si redreseze economiile cu politici neconventionale” (E, 22 — 28
Aug 2009). Acelasi lucru se va intdmpla mai tarziu in cazul crizei din zona euro: ,, Zona
euro are putere de foc pentru a rezolva aceasta criza” (E, 1 -7 Oct 2011). in plus,
strategiile folosite pe campul de lupta nu sunt Tntotdeauna cingtite: ,, Cel putin bancile nu
vor lua ostatica intreaga tard” (E, 7 — 13 Febr 2009) si ,,Sa lasi moneda de schimb sa se
deval orizeze poate conduce la un linsaj masiv” (ibid.). Aatacul si apararea sunt prezentate
consecutiv: , Regulile de contabilitate sunt sub asediu. Cei care stabilesc standardele ar
trebui si le apere. Politicienii si bancile ar trebui si seretraga.” (E, 11 —17 Apr 2009). In
cele din urma, situatia de pe campul de lupta devine atét de complicata Thcét gungi n
ipostaza sa nu Tti mai recunosti dusmanul: , Deflatia a devenit un dusman mai periculos
decét inflatia’ (E, 25 Apr — 1 May 2009).

4.3. Metafore ale lichiditarii

Instabilitatea de obicel asociata cu elementul acvatic este probabil motivul din spatele
fologirii a numeroase metafore ale lichiditatii Tn descrierea crizei financiare globale, cain
exemplele urmatoare: ,, Banca Japoniel (BJ) a redus rata dobanzilor inundand economia cu
numerar mai ieftin.” (E, 15 — 22 Dec 2007); ,in Statele Unite, bancile au Tmprumutat
Tmpotriva fluxului de numerar” (ibid.); ,, economiile europene se scufudi” (E, 24 — 30 Jan
2009); , economia globala nu se mai scufunda” (E, 4 -10 Jul 2009).

Metafore similare ae lichiditatii sunt folosite pentru a se face referire la criza din zona
€uro: ,, zona euro incearca si se remodeleze chiar cand se scufundi” (E, 1 —7 Oct 2011). Inci o
datid, asemanarea dovedeste frecventa si regparitia metaforelor lichiditatii Tn descrierea
ingabilitatii financiare. Chiar faptul ca sstemele economice au nevoie de lichiditati pentru a
supravietui este un exemplu Tn pluspentru importanta metaforelor acvatice in discursul financiar.

4.4, Metafore ale dezastrelor naturale

Identificate si investigate de Rohrer and Vignone (2012: 18), metaforele conceptuale
PROBLEMELE ECONOMICE SUNT DEZASTRE NATURALE includ mai multe sub-
domenii specifice cum ar fi uraganele, cutremurele, accidentele nucleare, etc. Ceea ce ne
intereseaza pe noi aici este asocierea generala care conduce la metafora conceptuala
CRIZA ESTE UN DEZASTRU NATURAL cu conotatia ca aceasta nu ar fi putut fi
evitata. Sub-domeniile variaza de la cele mai generale pana la cele mai specifice: , acest
trio de americani a salvat economia lumii de la calamitate” (E, 11 — 17 Oct 2008);
.Sarcina urgenta este si prevenim o criza bancard internationald grava si devina o

~n

catastrofa economica globala” (ibid.); ,aceasta criza financiara a avariat grav finantele
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publice’ (E, 13 -19 Jun 2009); ,, Bancile centrale au fost surprinse de furtuna cand aceasta
aizbucnit” (E, 19 — 25 Oct 2007). Se mentioneaza de asemenea ,, tur bulente economice”
(E, 14 -20 Febr 2009) sau ,, catastrofe bancare” (E, 13 — 19 Jun 2009).

Ca si In cazul echivaentelor lor americane, Tn 2011 companiile europene sunt
descrise Tn timpul pregatirilor pentru tot ceea ce putea fi mai rau prin remarci de tipul
urmator: ,,Aceasta nu este o calamitate pentru care este usor sa te pregatesti.” (E, 8 -14
Oct 2011) sau ,, O prabusire a zonei euro ar fi un eveniment catastrofal” (ibid.).

4.5. Metafore mixte ale crizel

Abundenta metaforelor crizei nu le face usor de Tncadrat ntr-o categorie de aceea ne
simtim obligati sa evidentiem complexitatea conceptualizarii acestor metafore referindu-ne
launele dintre cele mai interesante exemple pe care le-am ntalnit Tn timpul cercetarii.

n legatura strénsi cu metaforele medicale de crizel, am identificat metaforele conceptuale
CRIZA ESTE DEGRADARE sau CRIZA ESTE NEBUNIE si CRIZA ESTE RENASTERE.
Exemplde pot fi cu usurinta asezate in parald: ,, Finantele publice se deterioreaza de asemenea
rapid pe masura ce undle costuri e savarii recente a bancilor au devenit cifre oficiae’ (E, 24 -
30 Jan 2009) — , Intrebarea este daca [bancile centrale] pot opri nebunia pietelor de active” (E,
19 —26 Oct 2009) —,,Economiada noi ssmne deviata” (E, 3— 10 Apr 2008).

Tn relatie cu metaforele militare ale crizei, jurnaistii au recurs la metafora conceptuala
CRIZA ESTE UN JOC in care nu mai avem oponentii sau combatantii de pe cdmpul de lupta,
Ci jucatori anggjati Intr-un joc competitivi chiar daca , niciunul dintre jucatori nu stie cé de
mult apierdut” (E, 16 —23 Aug 2007) si ,,Iti valuamult timp si iti dai seama cine a castigat si
cine a pierdut in aceasta runda” (ibid.). Pe aceessi linie, indtitutiile financiare se pot
transforma in actori care fsi joaca rolul in vederea redlizarii metaforel conceptuale CRIZA
ESTE UN FILM/O PIESA DE TEATRU: ,Bincile centrale au jucat un rol principal” (E,
19 — 26 Oct 2007) sau ,Bancile comercide se pregatesc, cu reticentd, sa joace rolul
principal” (E, 30 Aug — 5 Spt 2008). O referinta similara apare in descrierea crizei din zona
euro: , Guvernul Greciei Tsi joaca putinele carti ramase” (E, 28 May — 3 Jun 2011).

Un at exemplu interesant de metafora conceptuala legatd de acest subiect este
metafora CRIZA ESTE UN ANIMAL (cel mai probabil un animal de prada sau un animal
silbatic), metaford care face referire la efectul navalnic a crizei: ,Cénd cresterea este
stabila, credinta ca ciclul de afaceri poate fi imblanzit este cu siguranta crescuta” (E, 22 —
29 Sept 2007) sau , recesiuneamusca tare” (E, 14 -20 Febr 2009).

Unele dintre cele mai neasteptate exemple completeaza lista metaforelor conceptuale
ale crizei dupa cum putem observa din exemplele urmatoare: CRIZA ESTE MOARTE de
vreme ce putem vorbi de , piete moarte’ (E, 11 — 17 Apr 2009), CRIZA ESTE O TOXI NA
datorita ,activelor bancare toxice” si a ,activelor nocive’ (E, 14 -20 Febr 2009) sau
CRIZA ESTE O INVAZIE EXTRATERESTRA deoarece ,bincile erau pe o alta
planeta” (ibid.). Redundanta poate chiar si dea nastere metaforei conceptuale CRIZA
ESTE MODA de vreme ce citim ci ,obligatiunile garantate de debit (OGD) si
obligatiunile garantate de credit (OGC) erau lamoda” (E, 16 — 23 Aug 2007) si jurnalistii
scriu despre ,, extr avaganta Bancii Centrale Europene” (ibid.).

5. Concluzii

Metaforele crizei au fost Tn general alese de jurndistii care lucreaza pentru saptamanalul
englezesc The Economist pentru a reflecta situatia financiara globala aratand astfel preocuparea
si interesul oamenilor pentru dezvoltarea sau poate subdezvoltarea economiilor. Chiar faptul ca
o0 astfel de criza este descrisa prin intermediul unor domenii-sursa specifice poate influenta mai
departe perceptia oamenilor asuprainstabilitatii economice.
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Desi in multe situatii jurnalistii au folosit metafore conventionale ale crizei, exista
de asemenea exemple interesante de metafore creative noi care adauga savoare si
frumusete limbgjului.

Scopul articolului de fata afost sa ofere o perspectiva generalda asupra principalelor
tipuri de metafore ae crizei dupa cum au fost acestea identificate Tn articolele scrise pentru
revista The Economist. Departe de a fi exhaustiva, cercetarea noastra a configurat unele
domenii-sursa mgjore pentru domeniul-tinta a crizei cu intentia viitoare de explora
problema in detaliu. Adopténd o andliza cdlitativa ca metoda de cercetare, am oferit
exemple interesante de metafore ale crizel frecvent utilizate cum ar fi metaforele medicale,
militare, ale lichiditatii sau ae dezastrelor naturale. Faptul ci am fost in stare sa
identificaim o categorie mixta de metafore ae crizei care nu corespunde niciuneia dintre
categoriile mentionate mai sus, dovedeste ideea ca metaforele merita sa fie analizate dintr-
o varietate de unghiuri inclusiv din punct de vedere socio-cultural si pragmatic.

Nu Tn ultimul rénd, am gjuns la concluzia ci atunci cand se stabileste un anumit
domeniu-sursa pentru un domeniu-tintd se pot ascunde unele aspecte ale sale si in acelagi
timp se pot evidentia altele. In realitate, elementele comune ca si elementele diferite ale
domeniilor-sursa si tinta genereaza aparitia metaforelor a caror analiza mai detaliata n
functie de spatiile generice si mixte ar dezvalui complexitatea mecanismului metaforic.
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