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SURVEY ON THE CONSUMPTION OF WINE IN SICILY:
SOME RESULTS

Maurizio, L anfranchi?
Carlo, Giannetto?

Abstract: The survey on consumption of wine was conducted in the period between April 20th and
July 10th of 2011 on a sample of 200 consumers of Scily. The recognition by the administration of the
product was mainly conducted at some outlets, supermarkets, wine shops and bars, interviewing a sample of
consumers directly with the "face to face" method. The purpose of the survey was conducted to understand
the needs of wine consumers and the role played by the mark of quality in the choice of purchase, and finally
the degree of appreciation and consumption of Sicilian wine.

Key words: wine, consumption trends, Scily

JEL Code: M31

1. Methodology and resear ch objectives

The methodology followed to conduct the research project was quantitative and
random. The random search refers to the identification of the prominent factors from which
springs the buying behavior of consumers. The preliminary components of the research
team have defined and devel oped the research hypotheses, they have identified the survey
guestions and constructed the questionnaire to be administered to the sample of
CONSUMers.

The construction of the questionnaire has led to questions about the definition of the
perceived quality, the habitual consumption, the price-quality ratio. The objective of the
research was to understand the buying habits and preferences of wine consumers, with
particular reference to that produced in Sicily. The research was conducted as a
motivational survey through a methodology that refersto the survey by questionnaire.

The survey on consumption of wine was conducted in the period between April 20th
and July 10th of 2011 on a sample of 200 consumers of Sicily. The recognition by the
administration of the product was mainly conducted at some outlets, supermarkets, wine
shops and bars, interviewing a sample of consumers directly with the "face to face" method.

The purpose of the survey was conducted to understand the needs of wine consumers
and the role played by the mark of quality in the choice of purchase, and finally the degree
of appreciation and consumption of Sicilian wine. The instrument used for data processing
has been the construction of a double entry table and the estimated log-likelihood ratio test
with the relevant p-value.

The significance level for the whole statistical analysis was alfa = 0.05. The log-lik
lihood-ratio test known in the statistical literature as test G was used to evaluate the
association between two qualitative variables. The questionnaire was structured in three
sections, the first tending to acquire information about the socio-demographic
characteristics of consumers surveyed (age, sex, marital status, education level).

The second section identifies the factors and the specific consumption of wine (wine
type, frequency of consumption, purchasing places, placesto eat).

Finally, the third one was to obtain information about the perception of quality, price
and preference for the consumption of Sicilian wine.

" The paper is the result of a complete cooperation and it is, therefore, of responsibility of al authors. The material
drawing up of the paragraphs 1, 3 and 5 are attributable to Maurizio Lanfranchi (mlanfranchi @unime.it); paragraphs 2
and 4 are attributable to Carlo Giannetto.

1 Prof. PhD. University of Messina, Italy- Faculty of Economics.

2 Researcher PhD. University of Messing, Italy- Faculty of Economics.




In order to assess whether the frequency of wine consumption is significantly
influenced by age was estimated by ordinal logistic regression model, known in statistical
literature as a PLUM model. In this context it was made known only a part of the research,
we refer to a next publication of the full report.

2. Social-economic char acteristics of the sample selected for the survey
The analysis was conducted on a large heterogeneous sample with different
demographic and socio-economic conditions. 200 respondents were surveyed. The survey

was conducted in Sicily (Italy).

Table 1. Summary of socio-economic characteristics of the consumers surveyed

Indication characters n° %
Sex males 102 51
females 98 49
total 200 100
age classes 70 and up 2 1
50— 69 21 10,5
30-49 43 21,5
18-29 134 67
total 200 100
civil status single 151 75,5
married 47 23,5
divorced 2 1
total 200 100
study
qualifications |degree 30 15
diploma 149 75
primary-

secondary 20 10
total 200 100

Source: Our calculations based on data collected directly

Figure 1 shows that 51% of respondents are males, the remaning 49%,
corresponding to 56 subjects, are females.

females
49%

Figure 1l — CompOsition of the sample by gender

On the basis of demographic characteristics, the target of the respondents was
divided into four age groups. members of the class, including the persons aged between
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18-29 years old, represents 67% of respondents (134 units) ; members of the second age
group (30-49 years old) are 21.5% of total (43 units); respondents included in the third age
group (50-69 years old) represented 10.5% of the sample; Finally, only 1% of respondents
older than 70 years old.

18- 29 | '134

30-49 | '43
50- 69 | : '7-1

70and up

L~

Figure 2 — Composition of the sample by age

With reference to the qudifications, it is possible to note that the maority of
respondents, 75% (149 units), graduated, only 15% have a college degree, while the
remaining 10% (20 units), have graduated middle or elementary school.

10%

m degree

diploma

primary-secondary

75%

Figure 3 — Composition of the sample under study

Another variable considered in the sample for the survey is conducted on marital
status. 75.5% (151 units) of the respondents are single (unmarried), 23.5% (47 units) are
married and only one person reported being divorced.

3. Analysisand interpretation of data collected

Respondents were administered a questionnaire consisting of ten questions aimed to
assess, in particular, the wine consumption and buying habits, the characteristics which a
quality wine must have, and the reasons to choose from a wide range of wines. The first
question asked the respondents to mention the wine consumption frequency. From the
replies it can be seen that there are two opposing groups fed, on the one hand those who



consume wine from time to time, not more than once per month (19.5%), on the other
hand, those who consume it regularly, in fact, 34.5 % say they consume it at least 2 to 3
times aweek.

Figure 4 —What is your wine consumption?

In particular, as shown in Graph no. 4, 17% of regular consumers prefer to taste the
wine every day. Regarding the place of consumption, the majority of respondents prefer at
home or the restaurant (74%).

4%

OBar-Restaurant @At home Oeverywhere

Figure 5—Where do you prefer to consume wine mainly?

Only a small proportion of respondents, about 4% prefers to consume wine at the
bar. Maybe this place can be a pleasant meeting point but not the ideal place to savor or
enjoy aglass of quality wine.

With regard to the propensity of expenditure and to the habits of wine consumption,
two questions have been formulated; the first related to the maximum expenditure for the
purchase of a single bottle, the second refers to the rough budget for the purchase of wine
in one year.

Regarding the first question, 42.5% of respondents said they were willing to spend an
amount not exceeding 10 € for a single bottle of wine, only 26% of consumers would be
willing to buy a bottle at a price above the 10 €.
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Figure 6 — How much would you be willing to spend on a bottle of wine?

When asked which would be the average annual expenditure for the purchase of
wine, most of the answers were between 10 and 100 euros (35.5%), significant,
approximately 27% is the percentage of those who are positioned on a top-end buying, on
average, between 101 and 250 euros.

More than 500 € 6%

1

Between 251 € and 500 € 12%

10 15 20 25 30 35 40

o -
w

Figure 7 — How supposedly do you spend in a year for the purchase of wine?

Only 6% of respondents are willing to spend an amount in excess of 500 euros to
deal with such consumption.

To know the consumption habits, they were also asked about the place where they
for buy wine. The mgority of respondents (37%) replied from the manufacturer. This
shows that the average consumer is still looking for a genuine product, and that the seller
prefers to meet the person, the raw materials and techniques used. This finding is important
because it reflects the consumer’s preference towards a short chain, which allows us to
contain the costs of intermediation.



m Producer
m Wine
W Supermarket

m Discount

Figure 8 — What is your usual place of purchase?

29% of respondents prefer to buy that product in supermarkets and hypermarkets.

Only 10% discount on wine purchases, a sign that they tend to buy more quality
wine.

Subsequently, the respondent is asked which are the factors that determine the
quality of the wine. For this application, he had the opportunity to provide a multiple
choice.

The extrapolated data is interesting, in fact, about 60% of respondents matched the
quality of the wine according to the origin area (30%) or more specifically the designation
of origin (29%). This shows that the average consumer feels protected only if there is an
officia recognition that guarantees the quality of the product.

30,0
25,0
w 20,0
v
o
o 15,0
2
= 10,0
5,0
0,0 '
Brand Geograp Territory Biologic Other
hic area of origin certificati
on
|m Seriel 19,9 30,0 29,6 10,4 10,1

Figure 9 — What are the factors that determine the quality of wine?

Only 10% of consumers said that the factor that determines the quality of wine is
organically certified, meaning that even today this kind of recognition is not entered in the
“culture” of the average consumer. Through the investigation, among other things, an
attempt was made to understand the reasons which push the consumer to purchase a
product over another. This question was an answer for question No. 7
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Figure 10 — Which factors are the most important choice for the purchase of wine?

For 24.4% of respondents, the decisive factor in the choice of purchasing wineis the
taste, 15% of theose who believe that the parameter of choice is paramount pairing with
food. This data, however, shows us that the “quality” factor is not paramount in purchasing
decisions (15.1%). The answer can be justified by the fact that generally the ‘quality’
wines had a higher price, and as evinced by the previous answers, the consumer is not
willing to spend an exorbitant sum for the purchase of a single bottle.

17.1% of respondents said that one of the main factors that determine their choice in
wine is the color. Some 35.5% of the sample of respondents said they preferred the color
red.

White

= Red
Pinkish

m Indifferent

m Not responding

Figure 11 — What color is your favorite wine?

25% of consumers have shown a preference for white wine, while for 18% the color
of wine does not matter. Concerning the consumption habits, the interviewees were asked
if they change in genera the type of wine and how long they prefer the same type of wine.

The answers show that an average consumer normally changes the type of
wine. More specifically, 31% of respondents say they would change the type of wine
consumed occasionally.

11
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Figure 12 — How often do you change the type of wine?

Instead, 24.5% say they frequently prefer to change the type of wine, only 14% of
respondents do not like to change the wine, but prefer to consume the same type.

The investigation extended to the territory of Messing, as we have said, the goal of
interpreting the buying habits of consumers relative to the market of Sicilian wines. For
this reason the following question has been given: Do you drink Sicilian wine?
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Figure 13 — Do you drink Sicilian wine?

The most frequent response was two to three times per month (26%). This finding is
consistent with that provided by the respondents to the first question (how many times do
you consume wine).

In fact, even then most consumers gave the same response. 12.5% of respondents
said they consumed Sicilian wine each day. Finally we asked respondents if they know the
beneficial effects of wine consumption.
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No; 26%

Yes; 74%

Figure 14 — Do you know the beneficial effects of wine consumption?

Almost al respondents (74%) say they know the benefits of wine, most of them
being concerned with the heath aspects associated with the consumption of wine,
particularly the presence of polyphenols can reduce the negative effects associated with the
digestion of certain fats of animal origin present in red meat.

4. |dentikit of thewine consumer in Sicily

The study conducted on the reference sample has been able to trace the profile-type
on the consumer of wine in Sicily. Man, bachelor or graduate degree, over the age of fifty
and among those belonging to the younger age group between 22 and 25 prefers red wine
on a budget with which to purchase the bottle of quality wine even more than 10 euros if
bought at Enoteca, less than 5 euros when purchased at a discount store.

The annua expenditure for the purchase of wine does not exceed 100 euros. Thisis
the identikit of the wine consumer in Sicily. The research showed, among other things, that
the consumer prefers the type of wine consumed at home or in a restaurant. With regard to
the distribution channels, the consumer-type prefers to buy the bottle from the
manufacturer, preferring the short chain, and researching the quality of the product, even if
there is a high proportion of subjects that buy at the supermarket.

Among the factors that determine the process of consumption choice, the market
survey showed that the area of origin for the majority is synonymous with quality. Thisis
an aspect of particular importance that reinforces even more the need to link the image of
the area to the product. The consumer research was thus realized through the officia
recognition of a quality wine brand.

5. Conclusions

Over the years the business strategies of the wine sector have focused mainly on
improving the quality demonstrated by the recognition of a mark of national or Community
origin. It is in the viticulture that we can reconstruct the quality as one of the most
important models of multifunctionality of agriculture, not as only achieved by the primary
function of producing food, but also other equally important functions, eg: environmental
protection, landscape and environmental services, enhancing the attraction of tourism and
the positive impact on the social territory.

All these phenomena may be partial to be easier and successful, if we develop the
will to cooperate among the various manufacturers. The future of Italian viticulture will be
closely linked to the activation or not of a collaborative process that encourages forms of
integration not only horizontally but also verticaly.

13
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STUDIU PRIVIND CONSUMUL DE VIN IN SICILIA:
CATEVA REZULTATE

Maurizio, L anfranchi?
Carlo, Giannetto?

Rezumat: Sudiul cu privire la consumul de vin a fost efectuat Th perioada 20 Aprilie 2011-10 lulie
2011 pe un esantion de 200 de consumatori sicilieni. Recunoasterea privind consumul a fost realizata, in
principal, la unele din punctele de vanzare, supermarketuri, magazine de vinuri si baruri, intervievarea
realizandu-se pe un egantion de consumatori direct prin metoda ,, faza in faza” . Scopul sondajului a fost
acela de a Tnzelege nevoile consumatorilor de vin i rolul calitarii marcii in alegerea de cumparare si in final
gradul de apreciere si a consumului devin sicilian.

Cuvinte cheie: vin, evolutie consum, Sicilia

Cod JEL: M31

1. Obiectivele si metodologia cer cetirii

Metodologia de urmat pentru a conduce proiectul de cercetare a fost cantitativa si
deatoare. Cautarea aleatoare se refera la identificarea factorilor importanti de la cum ar fi
comportamentul de cumparare al consumatorilor. Componentele preliminare ale echipei de
cercetare s-au definit si dezvoltat ipoteze de cercetare, aidentificat intrebarile sondgjului si
construite Tn chestionar pentru afi administrat unui esantion de consumatori.

Redlizarea chestionarului a condus la intrebari cu privire la definitia calitatii
percepute, consumul obisnuit, raportul calitate-pret. Obiectivul cercetarii a fost de a
intelege obiceiurile de cumparare si preferintele consumatorilor de vin, cu referire in
special lacele produse Tn Sicilia. Studiul afost realizat ca o cercetare motivationala printr-
metodol ogie care se refera laancheta prin chestionar.

Studiul cu referire la consumul de vin a fost efectuat n perioada 20 Aprilie-10 lulie
2011 pe un esantion de 200 de consumatori din Sicilia. Recunoasterea privind consumul a
fost realizata in principal la unele puncte de vanzare cum ar fi supermarketurile,
magazinele de vinuri si baruri, intervievarea unui esantion de consumatori direct prin
metoda,, fata in fata”.

Scopul sondajului a fost acela de a intelege nevoile consumatorilor de vin si rolul
jucat de calitatea marcii in alegerea de cumparare si, in final, gradul de apreciere d
consumului sicilian. Instrumentul folosit pentru prelucrarea datelor a fost construirea unui
tabel Tn partida dubla si estimata de og-likelihood ratio test cu o relevanta p-value.

Nivelul de semnificatie pentru analiza statistica a fost alfa = 0.05. Log-like lihood-
ratio test, cunoscut in literatura de specialitate ca testul de statistic G, afost utilizat pentru
a evalua asocierea dintre doua variabile calitative. Chestionarul a fost structurat in trei
sectiuni, prima care tinde sa obtina informatii despre caracteristicile socio-demografice ale
consumatorilor intervievati (varsta, sex, stareacivila, nivelul de educatie).

A doua sectiune identifica factorii si consumul specific de vin (tipul de vin, frecventa
de consum, locurile de cumpirare, locuri pentru a manca). In sfarsit, a treia sectiune
identifica informatii despre perceptia privind calitatea, pretul si preferinta pentru consumul
devin sicilian.

In scopul de a evalua daci frecventa consumului de vin este in mod semnificativ
influentata de varsta, afost estimata in modelul de regresie logistica ordinala, cunoscuta in
literatura de specialitate camodelul PLUM.

1 Profesor universitar deotor, Universitatea de Studii din Messina, Facultatea de Economie, Italia
2 Cercetator doctor, Universitatea de Studii din Messina, Facultatea de Economie, Italia
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Tn acest context, a fost facuta cunoscuta doar o parte din cercetare, urmand ca restul
cercetarii s gpara ntr-o publicatie urmatoare.

2. Caracteristici socio-economice ale esantionului cer cetarii

Analiza afost realizata pe un esantion eterogen mare cu diferite conditii demografice
si socio-economice. 200 de respondenti au fost detectati Tn sondaj, sondajul fiind realizat in
Sicilia(Italia).

Tabel nr. 1 — Structura caracteristicilor socio-economice ale consumatorilor chestionati

I ndicator Caracteristica Nr. %
Sex Barbati 102 51
Femei 98 49
Total 200 100
varsta Peste 70 2 1
50 -69 21 10,5
30-49 43 21,5
18-29 134 67
Total 200 100
Statutul civil Singur 151 75,5
Casatorit 47 23,5
Divortat 2 1
Total 200 100
studii Absolvent de facultate 30 15
Absolvent deliceu 149 75
Scoala primara 20 10
Total 200 100

Sursa: Realizat de autori pe baza cercetarii

Figura 1 arata faptul ca 51% dintre respondenti sunt barbati si 49%, respective 56 de
persoane sunt femei.

Figuranr. 1. Pondereain functie de gen

Pe baza caracteristicilor demografice, tinta de respondenti a fost Tmpartita in patru
grupe de vérsta cuprinse intre 18-29 de ani, respectiv 67% din respondenti (134 de
persoane), membri a grupului de varsta a doua (30-49 de ani) sunt 21,5% din total,
respectiv 43 de persoane, respondenti inclusi Tn grupul de véarsta a treia (50-69 de ani) a
reprezentat 10,5% din esantion si doar 1% din respondenti cu vérsta peste 70 de ani.

16
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Figuranr. 2. Repartizarea esantionului n functie de varsta

Cu referire la studii, este posibil sa se constate ca majoritatea respondentilor,
respectiv 75% (149 de persoane), au absolvit, numai 15% au un grad de colegiu, in timp ce
10% (20 de persoane) au absolvit liceul.

10%
W degree
diploma
primary-secondary
75%

Figuranr. 3. Ponderea respondentilor in functie de studii

O dlta variabila luata n considerare in esantionul de studio este starea civila a
respondentilor. Circa 75,5% (151 de persoane) sunt necasatoriti, 23,5% (47 de persoane)
sunt casatoriti si doar 0 sSingura persoana a raportat ca este divortata.

3. Analizasi interpretarea datelor

Respondentii au raspuns la un chestionar format din 10 intrebari menite si evalueze,
Tn special, obiceiurile de consum si cumparare de vin, caracteristicile pe care trebuie sa le
aiba un vin de calitate, precum si motivele pentru alegerea dintr-o gama larga de vinuri.

Prima Tntrebare a cerut respondentilor sa mentioneze frecventa consumului de vin.
Din raspunsuri poate fi observat faptul ca exista doua grupuri opuse, pe de o parte, cel care
consuma din cand in cand, nu ma mult de o data pe luna (19,5%) si, pe de dta parte, cel
care consuma de obicei, de cel putin 2-3 ori pe saptamana, respectiv 34,5%.

17
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Figuranr. 4. Cét de des consumati vin?

Tn special, dupa cum se aratd in figura 4, 17% din consumatori prefera cu regularitate
sd guste vin in fiecare zi. In ceea ce priveste locul de consum, majoritatea respondentilor
prefera si consume vin acasa sau larestaurant (74%).

4%

OBar-Restaurant @At home Oeverywhere

Figuranr. 5. Unde preferati sa consumati vin?

Doar o mica parte dintre respondenti, circa 4%, prefera si consume vin la bar. Poate
ca acest loc este un punct de Tnt@lnire placuta, dar nu locul ideal pentru a savura sau a se
bucura de un pahar de vin de calitate.

Referitor la tendinta de a cheltui, precum si la obiceiurile de consum de vin, au fost
formulate doua Tntrebari, prima referitoare la suma maxima pe care respondentii ar plati-o
pentru a cumpara o singura sticla, si adoua se refera la bugetul pentru achizitionareade vin
pe parcursul unui an.

Tn ceea ce priveste prima Tntrebare, 42,5% din respondenti au declarat ca sunt dispusi
sa cheltuiasca pentru o singura sticla de vin 0 suma ce nu depaseste 10€, numai 26% dintre
consumatori ar fi dispusi s cumpere o sticla devin laun pret mai mare de 10€.

18
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Figuranr. 6. Cét ati plati pentru o sticla de vin?

Cand au fost intrebati care ar fi cheltuielile medii anuale pentru achizitionarea
vinului, cele mai multe raspunsuri au fost intre 10 si 100 € (35,5%), semnificativ,
aproximativ 27%, este procentul celor care ar plati in medie intre 101 — 250 €.

Morethan 500€ [ 6

Between 251 € and 500 € || GG 124
getween 10 ¢and 100¢ | :: .

0 5 10 15 20 25 30 35 40

Figuranr. 7. Cét cheltuiti pe vin annua?

Doar 6% dintre respondenti sunt dispusi si-si cheltuiasca o suma de bani mai mare
de 500 € pentru un astfel de consum.

Pentru a cunoaste obiceiurile de consum, au fost, de asemenes, intrebati despre locul
din care ar cumparavin. Majoritatea respondentilor (37%) au raspuns direct de la producator.
Acest lucru arata faptul ca consumatorul este inca Tn cautarea unui produs autentic si
vanzatorul preferda sa se IntAlneasci cu persoana, materiile prime si tehnicile utilizate.
Aceasta congtatare este importanta, deoarece reflecta preferinta consumatorilor pentru un
lant scurt, care ne permite sa obtinem un pret de intermediar.
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Figuranr. 8. Care este locul obisnuit din care cumparati vin?

29% dintre respondenti prefera sa cumpere vin din supermarket si hypermarket.

Numai 10% reducere la achizitionare vinului, un semn ca incep si cumpere vin de
calitate mai mult. Ulterior, respondentilor li s-a cerut si specifice care sunt factorii care
determina cditatea vinului. Privind aceasta intrebare, respondentii au avut alegeri multiple.

Extrapolarea datelor este interesanta, de fapt 60% dintre respondenti au optat pentru
calitatea vinului Tn functie de zona de origine (30%) sau mai precis denumirea de origine
(20%). Acest lucru arata ca consumatorul mediu se simte protejat, numai in cazul in care
exsita o recunoastere oficiala, care garanteaza calitatea produsului.
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Figuranr. 9. Care sunt factorii care pot determina calitatea vinului?

Doar 10% dintre consumatori au mentionat faptul ca acel factor care determina
calitatea vinului este certificatul ecologic, ceea ce Tnseamna ca acest tip de recunoastere nu
este Tnscrisa n cultura consumatorului mediu. Prin ancheta, s-a facut o incercare privind
ntel egerea motivelor, care imping consumatorul si cumpere un produs sau altul. Aceasta
Tntrebare afost un raspuns laintrebarea 7.
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Figuranr. 10. Care sunt factorii cei mai importanti pentru alegerea vinului?

Pentru 24,4% dintre respondenti, factorul decisiv in aegerea de cumparare a vinului
este gustul, 15% dintre cei care cred ca parametru de alegere este acosierea capitala cu
aimentele. Aceasta ne arata insa ca, calitatea nu este un factor primordia in deciziile de
cumparare (15,1%). Raspunsul poate fi justificat prin faptul ca, in general, calitatea vinului
are un pret mai mare, asa cum reiese din raspunsurile anterioare, consumatorul nu este
dispus sa cheltuiasca o suma exorbitanta pentru achizitionarea unei singure sticle. 17,1%
dintre respondenti au afirmat ca unul dintre principalii factori care determina alegerea
vinului este culoarea. 35,5% dintre respondenti au declarat ca prefera vinul rosu.
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H Red
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Figuranr. 11. Care este culoarea vinului preferat?

25% dintre consumatori au indicat o preferinta vinul alb, in timp ce pentru 18% nu
conteaza culoarea vinului. Cét despre obiceiuri de consum, intervievatii au fost Tntrebati
daca schimba Tn general tipul de vin si cét de des prefera acelasi tip de vin.

Raspunsurile arata faptul ca un consumator mediu schimba Tn mod normal tipul de

-

vin. Mai precis, 31% dintre respondenti spun ca ar schimba tipul de vin consumat
ocazional.
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Figuranr. 12. Cét de des schimbati tipul de vin?

In schimb, 24,5% spun ci prefera si schimbe vinul frecvent, numai 14% dintre
respondenti recunosc ca nu prefera sa schimbe tipul de vin si prefera sa consume acelasi
tip. Ancheta s-a realizat pe teritoriul Messinei, obiectivul interpretarii obiceiurilor de
cumparare ade consumatorilor in raport cu piata de vinuri siciliene. Din acest motiv,
chestionarul a continut urmatoarea intrebare: consumati vin sicilian?
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Figuranr. 13. Consumati vin sicilian?

Cel mai frecvent raspuns a fost pentru o frecventa de 2-3 ori pe saptamana (26%).
Aceasta constatare este in concordanta cu cea oferita de catre respondenti la prima
Tntrebare (cét de des consumati vin?).

De fapt, chiar si atunci majoritatea consumatorilor au dat acelasi raspuns. 12,5%
dintre respondenti au spus cia consuma vin sicilian zilnic. Tn cele din urma, respondentii
recunosc efectele benefice ale consumului de vin.
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Figuranr. 14. Cunoasteti beneficiile consumului de vin?

Aproape toti respondentii (74%) afirma ca cunosc beneficiile consumului de vin,
majoritatea fiind interesati de aspectele privind sinatatea asociata cu consumul, in special
prezenta polifenoli poate reduce efectele negative asociate cu digestia anumitor grasimi de
origine animala prezente in carnearosie.

4. |dentitatea consumatorului devin in Sicilia

Studiul efectuat pe esantionul de referinta afost in masura sa identifice tipul de profil
al consumatorului de vin in Sicilia. Barbatul, proaspat absolvent, cu varsta peste 50 de ani
sl printre cei care apartin grupei de varsta intre 22 si 25 de ani prefera vinul rosu pe un
buget cu care si cumpere sticla de vin de calitate chiar cu mai mult de 10 euro in cazul in
care ar cumpara direct de la producator si mai putin de 5 euro daca ar cumpara dintr-un
magazin de tip discount. Cheltuielile anuale pentru achizitionarea vinului nu depasesc 100
de euro. Aceasta este identitatea consumatorului de vin Tn Sicilia. Cercetarea a aratat,
printre altele, locul Tn care consumatorul consuma, la domiciliu sau in restaurant. Tn ceea
ce priveste canalele de distributie, consumatorul prefera sa cumpere sticla direct de la
producator, preferénd lantul scurt si cercetarea privind calitatea produsului, chiar daca
procentul mare este in randul celor care cumpara de la supermarket.

Printre factorii care determina procesul de alegere a consumului, studiul de piata a
aratat ca zona de origine, pentru majoritatea, este calitatea. Aceasta reprezinta un aspect de
importanta deosebita, care intareste si mai mult necesitatea de a lega imaginea produsul ui
de zona. Cercetarea privind consumul a fost realizata astfel prin recunoasterea oficiala a
unui brand de vin de calitate.

5. Concluzii

De-a lungul anilor, strategiile de afaceri din sectorul viticol s-au concentrat in
principal pe Tmbunatatirea calitatii, lucru demonstrat de recunoasterea unei marci de
origine nationala sau comunitara. In viticultura putem reconstrui calitatea ca fiind una din
cele mai importante modele de functionalitate ale agriculturii, nu ca fiind realizata numai
de functia primara de producere a alimentelor, dar si alte functii la fel de importante, de
exemplu: servicii de protectie a mediului, peisgul si mediu, Tmbunatatirea strategii
turistilor si impactul pozitiv asuprateritoriului social.

Toate aceste fenomene pot fi partiale pentru afi ma usoare si pentru a se bucura de
succes, daca dezvoltam vointa de a coopera intre diferiti producatori. Viitorul viticulturii
italiene va fi stréns legat de activarea sau nu a unui proces de colaborare, care incuragjeaza
formele de integrare, nu numai pe orizontala, dar si pe verticala.
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HUMAN RESOURCES, SUSTAINABLE DEVELOPMENT PAWN IN
SOUTH-WEST OLTENIA REGION

Camdia, Marint

Abgtract: Qustainable development is a strategy by which people seek ways of economic development, also
benefiting fromthe local environment or to bring benefits to the quality of life.

The aim of this paper is to highlight that each county has different sustainable development
opportunities, according to the demographic and economic potential. These opportunities exist for each
urban area in part and as a result for each development region.

Sarting from the worldwide accepted idea that through sustainable development we seek the
interaction and compatibility of four systems: human (social), economic, environmental (for the natural
environment or ecological) and technological, | considered necessary an analysis of the human resources in
the South-West Oltenia Region. The research methods used consist of the systemic, comparative analysis and
in the comprehensive approach of the topic investigated, depending on the target set. This research is based
on different databases and uses various methods in an attempt to provide an explanation for the issues that
are, theoretically speaking, persuasive.

The research results consist of highlighting the employment rate in the South West Oltenia region, the
programs used by the authorities to reduce unemployment and to identify any tracks to revive the labor
market in this region.

Keywords. sustainable development, regional development, economic development, population,
unemployment rate.

JEL Code: E24, J21

1. Introduction

The economic development of a country or company would not be achieved without
the most important resource, namely the human one. There are very frequent cases when a
central government representative or a manager speaks about good economic results
without specifying how important the role of human resourcesis in achieving those results.

The human resource, the people, are the most important asset of a company,
although they do not appear on the balance sheet or in the accounting, because through this
resource the other resources within the organization / company are used, the people giving
the measure of its performance.

The first mention of the importance of people in the conduct of any economic
activity isfound in R. Owen (1820 -1850).

Corn Elena Marinela presents in her “Human Resources Management” (2006) the
importance of people in achieving the competitive advantage.

The labour production factor actually means the human resources, which are all
physical and intellectual skills necessary to conduct any economic activity. The human
resources capacity is obtained both by birth and by accumulating experience.

The human factor is an important element in carrying out any economic activity, an
idea supported by Bill Gates the founder chairman of Microsoft, who said in 1992: “If 20
of the best people working with me leave, in a few months you will not hear about
Microsoft.”

When our country decided to join the European Union, the national economic space
organization in units appropriate to implementing the regional development policies and
the development of an appropriate statistical system have become key elements of
Romania’ s development policy in the European context.

1 Ph.D. Candidate Teaching Assistant, Constantin Brancoveanu Pitesti University.
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The territorial administrative structure consists of a regional level (41 counties and
Bucharest) and a local level (263 municipalities, of which 84,2688 municipalities and
communes).

For our country there were 8 regions established, defined as “areas which correspond
to groups of counties, established by their voluntary association based on agreement signed
by the representatives of the county councils and respectively the general council of
Bucharest. These regions have similar sizes in terms of population and, except for the
Bucharest-11fov region, as size.

The developing regions are territorial units large enough to constitute a good basis
for developing and implementing regional development strategies, enabling efficient use of
financial and human resources.

2. Research Methodology

The research methodology is based on the systematic, comparative analysis and it
consists of the comprehensive approach of the topic studied, depending on the target. We
conducted this research using a variety of databases, and we also used various methods in
an attempt to provide an explanation of the issues that are, theoretically speaking,
persuasive. In this paper we use the mathematical and statistical methods, such as
classification, synthesis, static and dynamic comparative analysis, correlation anaysis,
methods of induction and deduction, the graphical representation of events and phenomena
investigated. The investigation of the economic phenomena may have scientific sounding,
only if we use mathematical and statistical tools, and they are always accompanied by
sound analytical deductive logics.

3. Demo-geographic development of South-West Oltenia Region

Among these regions the South-West Olteniaregion is also found and it of interest to
the research in question.

This is an area of 29,212 km? and it consists of five counties: County, Olt, Valcea,
Mehedinti and Gorj, and roughly coincides with the old historical region of Oltenia. The
region is bordered by Bulgaria, Serbia and South, Central and West Wallachia regions.

South-West Oltenia has a population of 2,317,636 inhabitants, with a density below
the national average (79.3 inhabitants / km? to 90.9 inhabitants / km?). The rural-urban
structure of the population is 52.8% to 47.2%, most rural counties are Olt (59.6%), Valcea
(55%) and Gorj (53.3%).

The relief of the region has a relatively balanced distribution, including mountains,
plains, hills and plateaus. The northern Oltenia’s landscape is mountainous and hilly (the
Carpathians and the Sub-Carpathian), predominantly with forests and grasslands. The plain
areais specialized mainly in the cultivation of cereals.

The hydrologic network consists mainly of the Danube River, Olt and Jiu rivers and
provides the region with the main energetic role in Romania (71.57% of the total
hydroel ectric production).

The network of localities is established in 40 cities, of which 11 being municipalities
and 408 communes, comprising 2,066 villages. The mgjor cities are Craiova (302,622
inhabitants), Ramnicu Valcea (111,980 inhabitants), Drobeta Turnu-Severin (104,065
inhabitants), Targu Jiu (96,562 inhabitants) and Slatina (79,171 inhabitants). Among the
small towns (under 20,000 population) there are many which do not have a proper
structure and development: Vanju Mare, Dabuleni, Scornicesti, etc.

4. Analysis of the human resources and labor market
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The transition to the market economy has negatively affected the employment of
people from South-West Oltenia, employment has become one of the most tense areas of
transition. In the period 1992-2004, employment has continuously decreased due to the
economic restructuring, the most affected were Gorj and Vacea counties, where the
reduction was more drastic mainly due to the restructuring of the mining industry.

In the current period, the share of employment in South-West Olteniais around 10% in
the total economy, the region in question has the active population under one million people.

We can see in the following table the employment situation at the level of economy
and at the level of each region in the period between 2005 -2012, the last three years
represent a forecast.

Table no. 1. The civilian employed population to total economy and devel opment regions

The civilian employed population at the end of the year — thousands of persons

2005 | 2006 |2007 |2008 |2009 |2010 |2011 | 2012
All economy 8390,4 | 8469,3 | 8725,9 | 8765 | 8550 | 8590 | 8665 | 8740
North-East 1265,6 | 1246,2 | 1262,3 | 1263 | 1214 | 1215 | 1217 | 1221
South-East 1028,2 | 1035,8 | 1056,5 | 1058 | 1024 | 1026 | 1029 | 1032
South 1188,9 | 1184,5 | 1214,8 | 1215 | 1181 | 1185 | 1187 | 1189
South-West 857,1 | 8530 |8750 |876 849 850 851 853
West 8349 |8394 |8692 |878 854 859 863 866
North-West 11455 | 11554 | 1186,5 | 1192 | 1165 | 1170 |1173 | 1177
Center 1008,1 | 1024,9 | 1049,9 | 1058 | 1032 | 1037 | 1040 | 1044
Bucharest-llIfov | 1062,1 | 1130,1 | 1211,7 | 1225 | 1231 | 1249 | 1305 | 1359

Sour ce: The table was made by the author based on the data from the Statistical Y earbook and CNP estimates

One of the visions of sustainable development at regional level is to increase
employment. Employment indicators are used in analysing sustainability in order to
measure the social dimension of this such broad concept . The importance of employment
is fundamental, both individually, bringing value to the individual and being considered the
reason “to live”’, but also a company level, while the taxes come mostly from the
profitable activities.

It is very important to see what the situation is in terms of employment in each
county within the region. Therefore, in the following table we present the population of
South-West Oltenia, the counties, involved in a business:

Table no. 2 The civilian employed population at the end of the year in Romania!!!
-thousands of peple-

2005 2006 |2007 | 2008 2009 2010 |2011 | 2012

_SSVUETSHT 8571 | 8530 | 8750 | 8756 | 8493 | 8502 | 8510 | 8527
Dolj 2666 | 2685 | 2763 |27/69 | 2602 |2696 |2700 |2705
Gorj 1385 | 1364 | 1306 | 1388 | 1361 | 1361 | 1362 | 1363
Mehedinti | 1120 | 11.7 | 1132 | 1134 |1080 |1081 |1082 | 1082
ot 1731 | 1605 | 1737 |1741 | 1685 | 1687 | 1600 | 1695
Vacea | 1669 | 1669 |172.2 | 1724 |1674 |167.6 | 1677 |1682

Source: The table was made by the author based on the data from the Statistical Y earbook and CNP estimates

Until 2005, due to the economic performance and competitiveness deficit, the
employed population in the region declined continuously, but since 2006 there have been
increases in most counties of the region. In 2006 compared to 2005, there was in the total
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area a reduction in employment to 4,100 persons, mostly resulting both from current or
collective redundancies of the staff and from the recent graduates from various education
ingtitutions. Olt and Gorj counties have contributed most to this decline, especially Gorj in
which restructuring in the mining industry took place.

As shown in the table above, in 2008, the largest number of people who have a job
was recorded, 2009 recorded a decline due to the economic crisis affecting all the regions,
but in the future there is hope for arevival of the labor market.

Acivilian employed population South — West
region Oltenia
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865
860
855 -
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840 -
835
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Chart no. 1. Evolution of employment
Sour ce: The graph was based on the data from the Statistics Directorate

The Nationa Forecast Council is confident in the future and estimates a growth in
the employed population for 2011 and 2012.

We can say that the employment situation in the region is in a balanced state brought
by the economic development in the recent years, by the new process of globalization, but
it is aso threatened by two maor phenomena: aging of population and continuous |abor
migration. The employment policies counteract the undesired effects of certain current
phenomena and focus mainly on the situation, not taking into account prevention and
creating along term strategy.

In the South-West Oltenia region, most people work in Agriculture, hunting and
forestry (37.7%), while in services the civil employment population is 15.8%, and 25.8%
of the population works in industry and construction. The remaining 20.70% of the
population isinvolved in other sectors as shown in the chart below.

Population structure of the sector

0O Agriculture, hunting and
forestry

O Sernvice

O Industry and
construction

O Other sectors

Chart no. 2. Population structure by sector
Sour ce: Graph was made by the author based on data from the Statistical Y earbook
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In the context in which the question of closing or limiting mining activities and those
of certain state-owned companies was raised, it is obvious that reducing the number of
employees increased the number of the unemployed or of those transitting towards
unemployment through redundancy ordinances.

March unemployment rate in South-West Oltenia
12,00%
10,00% ‘/A\
8,00%
’\\ / *—* | | _+—March unemployment
6,00% \/ rate in South-West

Oltenia
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Chart no. 3. Unemployment rate in South-West Oltenia
Sour ce: The graph was made by the author using the data obtained from the Department of Statistics
and the Forecast Center.

As shown, the total region unemployment rate was decreasing from 2005 to 2007,
followed by an upward trend since 2008, reaching in 2010 a 10% higher vaue than the
national average.

High unemployment in the region reflects the long-term unemployment, especially
among the youth and concerning certain disadvantaged groups (such such as the Roma,
although specific data on unemployment among the Roma population are not available).

According to the type of staff and level of training, most of the unemployment is
registered among people with primary, secondary and vocational education.

Furthermore, the lack of jobsin the urban areas and the increased maintenance costs
caused the migration of the unemployed to rural areas, where they practice subsistence
agriculture.

The lack of adequate jobs has led to migration of the population for unskilled work
abroad. Thus, in the years after 1990 people used to leave especially to Serbia, after the
crisisto Yugoslavia, Italy and Spain became privileged destinations.

It is likey that the system of recording the unemployed makes more people of
working age outside the labor market “escape” the unemployment statistics.
Unemployment does not say much about the living standard, rather it is sometimes used by
the populist politicians to emphasize illusory performance.

It is required to take measures in the region to stimulate the economic activity and
development, especidly that of the SMEs leading to creating jobs and reducing
unemployment support costs.

Conclusion

My conclusion is that there is a change in the concept on human resources which
start to be seen as one of the most important production factors in developing an economic
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activity. A number of Romanian authors, as well as foreign ones, appreciate the efforts
made by companies and by the international, local and central authoritiesin thisfield.

As aresult of the fact that this paper refers to the South-West Oltenia region | can
say that so far the regional authorities have been involved in projects on employment and
facilitation of labor market integration by improving and expanding the professiona skills
of the inactive people and of the unemployed on long-term, of the young people and adults
in the South-West Oltenia region to meet the demands of the employers from the various
sectors in support of regional development, improvement of the human resources and
promoting economic and social cohesion.

The category of young (15-24 years old) unemployed is concerned in particular on
long term (over 6 months of unemployment) which has to face the difficulties related to the
integration on the labor market precisely because there is no correlation between
qualifications and skills obtained through training and the labor market requirements. The
authorities were involved in organizing training programs in the following sectors:
agriculture (crop production worker and livestock breeder), trade (trader, merchant seller),
construction (bricklayers, workers in construction structures), electrical engineering,
automatics, electronics, computer science/information technology (data operators and
network operators), food industry, beverages and tobacco, and services (waiter, cook).

In terms of external migration, the South West Oltenia region has a relatively low
level as compared with other regions, but this phenomenon will intensify if the economic
revival measures delay and the population pauperization increases.
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RESURSELE UMANE, PION TN DEZVOLTAREA DURABILA
A REGIUNII SUD-VEST OLTENIA

Camdia, Marint

Rezumat: Dezvoltarea durabila este o strategie prin care oamenii cauta cai de dezvoltare economica,
beneficiind, de asemenea, de mediul Tnconjurator local sau care si aduca beneficii calitarii vierii.

Scopul acestei lucrari este de a evidenyia ca fiecare judef prezinta oportunitasi de dezvoltare durabila
diferite, Tn funcrie de potenrialul demografic si economic. Aceste oportunitdati exista pentru fiecare asezare
urbang n parte si, ca urmare, pentru fiecare regiune de dezvoltare.

Pornind de la ideea acceptata pe plan mondial ¢4, prin dezvoltarea durabila, se urmareste interacfiunea si
compatibilitatea a patru sisseme; uman (social), economic, ambiental (de mediu sau ecologic) si tehnologic, am
considerat necesard 0 analiza a resurselor umane la nivelul Regiunii Sud-Vest Oltenia.

Metodele de cercetare folosite constau Tn analiza sistemica, comparativa si Tn abordarea complexa a
temei cercetate, Tn funcrie de obiectivul propus. Aceasta cercetare este bazata pe diferite tipuri de baze de
date si foloseste diverse metode in Tncercarea de a furniza o explicayie a problematicii care s fie, din punct
de vedere teoretic, convingatoare.

Rezultatele cercetarii constau Tn evidenysierea ratei de ocupare la nivelul regiunii Sud-Vest Oltenia, a
programelor utilizate de autoritdsi Tn scopul reducerii somajului si identificarea eventualelor piste pentru a
revigora piara muncii in aceasta regiune.

Cuvinte cheie: dezvoltare durabila, dezvoltare regionald, dezvoltare economica, populasie ocupatd,
rata somajului.

Cod JEL: E24, J21

1. Introducere

Dezvoltarea economica a unei tari sau aunel firme nu s-ar putea realiza fara cea mai
importanta resursa, si anume cea umana. Sunt foarte dese cazurile in care un reprezentat al
autoritatilor centrale (sau chiar un manager) vorbeste despre rezultatel e economice favorabile
fara sa specifice cét de important este rolul resurselor umane in obtinerea acelor rezultate.

Resursa umana, oamenii, sunt cel mai important activ a unel firme, desi nu apare in
bilant sau n actele contabile, deoarece prin intermediul acestel resurse se utilizeaza
celelalte resurse din cadrul organizatiei/firmei, oamenii dand masura performantei ei.

Primele mentiuni cu privire laimportanta oamenilor in desfasurarea oricarei activitati
economice le gasim la R. Owen (1820-1850).

Elena-Marinela Porumb prezinta in lucrarea sa Managementul resurselor umane
(2006) importanta oamenilor Tn vederea atingerii avantajului competitiv.

Factorul de productie munca semnifica, de fapt, resursele umane, care reprezinta
totalitatea aptitudinilor fizice si intelectuae necesare desfasurarii oricarel activitati
economice. Capacitatea resurselor umane este obtinutd atét din nastere, ca si prin
acumularea experiente.

Factorul uman reprezinta un element foarte important in desfasurarea oricarei
activitati economice, lucru sustinut de Bill Gates, presedintele fondator al firmei Microsoft,
care afirmain anul 1992: ,Daca 20 dintre cei mai buni oameni cu care lucrez ma parasesc,
Tn catevaluni nu mai auziti de Microsoft.” .

In momentul in care tara noastra a luat decizia de a adera la Uniunea Europeani,
organizarea spatiului economic national Tn unitati adecvate implementarii politicilor de
dezvoltare regionala si dezvoltarea unui sistem statistic corespunzator au devenit
elementele cheie ale politicii de dezvoltare a Romaniei Th context european.

IAsistent universitar doctor, Universitatea , Constantin Brancoveanu” din Pitesti.
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Structura administrativ teritoriala este formata dintr-un nivel regional (cele 41 de
judete si municipiul Bucuresti) si un nivel local (263 de orase, din care 84 de municipii si
2688 de comune).

La nivelul tarii noastre au fost create 8 regiuni de dezvoltare, definite ca ,,zone ce
corespund unor grupari de judete, constituite prin asocierea voluntara a acestora pe baza de
conventie semnata de reprezentatii consiliilor judetene si, respectiv, consiliul general al
municipiului Bucuresti. Aceste regiuni au dimensiuni apropiate ca numar de locuitori si, cu
exceptia regiunii Bucuresti-1lIfov, ca suprafata. Regiunile de dezvoltare reprezinta unitati
teritoriale suficient de mari pentru a constitui 0 buna baza pentru elaborarea si
implementarea strategiilor de dezvoltare regionala, permitand utilizarea eficienta a
resurselor financiare si umane.

2. Metodologia de cercetare

Metodologia de cercetare are la baza analiza sistemica, comparativa si consta n
abordarea complexa atemel cercetate, Tn functie de obiectivul propus. Am redlizat aceasta
cercetare folosind o serie de baze de date si, de asemenea, am utilizat diverse metode in
incercarea de afurniza o explicatie a problematicii care sa fie, din punct de vedere teoretic,
convingatoare. Tn lucrare am utilizat metode matematice si statistice, precum: clasificarea,
sinteza, analiza comparativa statica si dinamica, analiza de corelatie, metodele inductiei si
deductiei, reprezentarea grafica a evenimentelor si fenomenelor investigate. Cercetarea
unor fenomene economice poate avea rezonanta stiintifica doar daca utilizam instrumente
matematice si statistice si acestea sunt Tnsotite Tn permanenta de o logica analitica
deductiva sinatoasa.

3. Caracteristici demo-geogr afice ale Regiunii de dezvoltare Sud-Vest Oltenia

Printre aceste regiuni se regaseste si Regiunea Sud-Vest Oltenia care prezinta interes
pentru cercetarea in cauzi. Aceasta are o suprafata de 29.212 km? si cuprinde cinci judete:
Dolj, Olt, Vécea, Mehedinti si Gorj, si coincide, in mare, cu vechea regiune istorica
Oltenia. Regiunea se nvecineaza cu Bulgaria, Serbia si cu regiunile Sud Muntenia, Centru si
Ved.

Regiunea Sud-Vest Oltenia are o populatie de 2.317.636 locuitori, cu densitatea sub
media nationald (79,3 locuitori/km?® fati de 90,9 locuitori/km?). Structura rural-urban a
populatiel este de 52,8% fata de 47,2%, cele mai rurae judete fiind Olt (59,6%), Vacea
(55%) si Gorj (53,3%).

Relieful regiunii are o distributie relativ echilibrata, cuprinzénd munti, campii,
dealuri si podisuri. Tn zona de nord a Olteniei relieful este muntos si deluros (Carpatii i
zona sub-carpatica), predominand padurile si pasunile apine. Zona de campie este
specializata, in principal, in culturade cereale.

Reteaua hidrologica este alcatuita, Tn principal, de Fluviul Dunarea, réaurile Olt si Jiu
si confera regiunii rolul energetic principa in Roménia (71,57% din totalul productiei
hidroel ectrice).

Reteaua de localitati este congtituita in 40 de orase, din care 11 cu rang de municipiu
si 408 comune ce cuprind 2066 de sate. Cele ma importante orase sunt Craiova (302 622
locuitori), Ramnicu Valcea (111.980 locuitori), Drobeta Turnu-Severin (104.065 locuitori),
Targu Jiu (96.562 locuitori) si Slatina (79.171 locuitori). Dintre oragsele mici (sub 20.000
locuitori), numeroase nu au O structura si dezvoltare corespunzatoare: Vanju Mare,
Dabuleni, Scornicesti etc.
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4. Analizaresurselor umanessi a pietel muncii

Tranzitia la economia de piata a influentat Tn mod negativ gradul de ocupare a
populatiel din regiunea Sud-Vest Oltenia, ocuparea fortei de munca devenind una din cele
mai tensionate zone ale tranzitiei. In perioada 1992-2004, populatia ocupati a scizut
continuu ca urmare a procesului de restructurare economica, cele mai afectate au fost
judetele Gorj si Vécea, unde reducerea a fost ma drastica in principal datorita
restructurarii industriei extractive.

Tn perioada actuali, ponderea populatiei ocupate din Regiunea Sud-Vest Oltenia este in
jurul a10% in total economie, regiuneain cauza are populatia ocupata sub 1000 mii persoane.

Tn tabelul urmator se poate observa situatia ocuparii lanivel de economiesi lanivelul
fiecarei regiuni in parte in perioada 2005-2012, ultimii trei ani reprezentand prognoze.

Tabel nr. 1 Populatia civila ocupata pe total economie si pe regiuni de dezvoltare

Popul atia ocupata civilala sfarsitul anului —mii persoane

2005 | 2006 | 2007 | 2008 | 2009 | 2010 | 2011 | 2012
Total economie 8390,4 | 8469,3 | 8725,9 | 8765 | 8550 | 8590 | 8665 | 8740
Nord-Est 1265,6 | 1246,2 | 1262,3 | 1263 | 1214 | 1215 | 1217 | 1221
Sud-Est 1028,2 | 1035,8 | 1056,5 | 1058 | 1024 | 1026 | 1029 | 1032
Sud 1188,9 | 1184,5 | 1214,8 | 1215 | 1181 | 1185 | 1187 | 1189
Sud-Vest 857,1 |8530 |8750 |876 |849 |850 |851 | 853
Vest 8349 8394 [869,2 | 878 |854 |859 |863 | 866
Nord-Vest 11455 | 1155,4 | 1186,5 | 1192 | 1165 | 1170 | 1173 | 1177
Centru 1008,1 | 1024,9 | 1049,9 | 1058 | 1032 | 1037 | 1040 | 1044
Bucuresti-lIfov 1062,1 | 1130,1 | 1211,7 | 1225 | 1231 | 1249 | 1305 | 1359

Sursa: Tabelul afost realizat de autoare pe baza datelor din anuarul Statistic si estimari CNP

Una din viziunile dezvoltarii durabile la nivel regional o reprezinta cresterea
ocuparii. Indicatorii de ocupare sunt utilizati Tn analiza dezvoltarii durabile pentru a masura
dimensiunea sociala a acestui concept atét de larg. Importanta ocuparii este fundamentala,
atét lanivel individual, aducand valoare individului si fiind considerata ratiunea, de atrai”,
dar si lanivel de societate, in conditiile in care taxele si impozitele provin in cea mai mare
masura din activitatile aducatoare de profit.

Este foarte important si vedem cum sta Situatia in ceea ce priveste ocuparea in
fiecare judet din cadrul acestei regiuni. Drept urmare, in tabelul urmator am prezentat
populatia din Regiunea Sud-Vest Oltenia, pe judete, antrenata intr-o activitate economica:

Tabelul nr. 1. Populatia civila ocupata la sfarsitul anului

-mii persoane-
2005 | 2006 2007 2008 2009 2010 2011 2012
SUD-VEST |857,1| 853,0 875,0 875,6 849,3 850,2 851,0 |852,7
Dolj 266,6 |268,5 276,3 276,9 269,2 269,6 270,0 270,5
Gorj 138,5 |136,4 139,6 138,8 136,1 136,1 136,2 136,3
M ehedinti 112,0 |111,7 113,2 1134 108,0 108,1 108,2 108,2
Olt 173,1 |169,5 173,7 1741 168,5 168,7 169,0 169,5
Valcea 166,9 |166,9 172,2 172,4 167,4 167,6 167,7 168,2

Sursa: Tabelul afost realizat de autoare pe baza datelor din anuarul Statistic si estimari CNP

Pana Tn anul 2005, datorita deficitului de performanta economica si competitivitate,
populatia ocupata din regiune a Tnregistrat scaderi continue, Tnsd, Tncepand cu anul 2006,
s-au inregistrat cresteri in majoritatea judetelor regiunii. In anul 2006, fata de 2005, pe total

33



regiune se observa o reducere a populatiei ocupate cu 4,1 mii persoane, acestea provenind
Tn majoritatea cazurilor, atét din disponibilizari colective sau curente de personal, cét si din
proaspetii absolventi a diverselor institutii de Tnvatamant. Judetele Olt si Gorj au
contribuit cel mai mult la aceasta scadere, mai ales Gorjul, unde au avut loc restructurari in
industria extractiva.

Dupa cum se observa din tabelul de mai sus, in 2008, s-a inregistrat cel mai mare
numar de persoane care au un loc de munca, in 2009 Tnregistrandu-se un declin, ca urmare
acrizel economice care a afectat toate regiunile, Tnsa, pe viitor, se spera intr-o revigorare a
pietel muncii.

Populatia ocupata in Regiunea SUD - VEST

mii persoane

@ Populatia ocupata in
Regiunea SUD - VEST

2005 2007 2009 2011

Perioada

Graficul nr. 1. Evolutia populatiei ocupate
Sursa: Graficul afost redizat pe baza datelor de la Directia de Statistica

Consiliul Nationa de Prognoza se arata insa increzator in perioada urmatoare si
preconizeaza o crestere a populatiel ocupate, pentru anul 2011 si 2012.

Pot spune ca situatia ocuparii Tn regiune se afla intr-un echilibru adus de dezvoltarea
economica din ultimii ani, de noul proces de globalizare, dar este si pusa Tn pericol de doua
fenomene de mare importanta: Tmbatranirea populatiel si migratia continua a fortei de
munca. Politicile din domeniul ocuparii vin sa contracareze efectele nedorite ale unor
fenomene din prezent si se concentreaza in principa pe situatia existenta, neluand foarte
mult Tn calcul prevenireasi creareaunei strategii pe termen lung.

In regiunea Sud-Vest Oltenia, cele mai multe persoane lucreaza in agricultura,
vanatoare si silvicultura (37,7%), in timp ce in servicii populatia ocupata civila reprezinta
15,8%, iar 25,8% din populatie lucreaza in industrie si constructii. Restul de 20,70% din
populatie este antrenata n alte sectoare de activitate, dupa cum se poate observa din
graficul urmator.

Structura populatiei civile ocupate pe sectoare de
activitate

m Agricultura, vanatoare si

silvicultura
20,70% .
37.70% m Senvcii

@ Industrie si constructii
25,80%

15,80%

@ Alte sectoare de
activitate

Graficul nr. 2. Structura populatiei pe sectoare de activitate
Sursa: Graficul afost realizat de autoare pe baza datelor din Anuarul Statistic
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In conditiile in care s-a pus problema inchiderii sau limitarii activitati unor unitati
miniere si a unor societati comerciale cu capital de stat, este norma ca reducerea
numarului salariatilor sa fi Tngrosat randurile somerilor sau a celor care tranziteaza catre
somaj prin intermediul ordonantelor de disponibilizare.

10+ A
iy A |
N A i
:7 \ / /ﬂ\ I \\ ” ‘\ / \ \ O Rata somajului

Graficul nr. 3. Ratasomajului Tn Regiunea Sud-Vest Oltenia
Sursa: Graficul afost realizat de catre autoare pe baza datelor obtinute de la Directia de Statistica si
de ca Centrul de Prognoza.

Dupa cum se observa, rata somaului pe total regiune afost in scadere din 2005 pana
Tn 2007, urmand un trend crescator din 2008, ajungand in 2010 la 10%, valoare mai mare
decét mediade lanivel national.

Somajul ridicat n regiune reflecta existenta somajului pe termen lung, mai aes in
randul tinerilor si privind anumite grupuri defavorizate (cum ar fi romii, desi date specifice
privind somajul in réndul populatiei rome nu sunt disponibile).

Pe categorii de persona si nivel de instruire, cea mai mare parte a somajului este
Tnregistrata in randul persoanelor cu nivel de instruire primar, gimnazial si profesional.

De asemenea, lipsa locurilor de munca in zonele urbane si cresterea costurilor de
intretinere a locuintelor a determinat migratia populatiei somere spre zonele rurale, unde
aceasta practici o agricultura de subzistenti. Tn plus, lipsa locurilor de munci adecvate au
determinat si aici plecari ae populatiel pentru munca necalificata in strainatate. Astfel,
daca n anii de dupa 1990 se pleca, in special, Tn Serbia, dupa criza din lugodavia
destinatiile privilegiate au devenit Italiasi Spania

Probabil ca sistemul de inregistrare a somerilor face ca ma multe persoane de varsta
activa aflate in afara pietel muncii sa ,,scape” statisticilor somajului. Somajul nu spune prea
multe despre standardul de viata; el mai degraba este folosit uneori de politicienii populisti
pentru a sublinia performante iluzorii.

in regiune este necesari Tntreprinderea de masuri care si stimuleze activitatea
economica si dezvoltarea, Tn special, a IMM-urilor care sa conduca la crearea de noi locuri
de munca si ladiminuarea cheltuielilor cu sustinerea somajului.

Concluzii

Concluzia mea este ca se observa o schimbare a conceptiilor cu privire la resursele
umane, care ncep sa fie apreciate ca fiind unul dintre cel mai importanti factori de
productie Tn desfasurarea oricarei activititi economice. O serie de autori romani, dar si
straini apreciaza eforturile pe care le fac companiile, cat si autoritatile internationale,
centrale, cét si locale n acest domeniu.

Caurmare a faptului ca prezenta lucrare face referire la Regiunea Sud-Vest Oltenia,
pot conchide ca pana in prezent autoritatile regionale s-au implicat Tn proiecte privind
ocuparea si facilitarea integrarii pe piata muncii prin imbunatatirea si extinderea
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competentelor profesionale ale persoanelor inactive si somerilor de lunga durata, tineri si
adulti din Regiunea Sud-Vest Oltenia, pentru a raspunde cerintelor angagjatorilor din
diverse sectoare de activitate in sprijinul dezvoltarii regionale, cresterii competitivitatii
resurselor umane si a promovarii coeziunii economice si sociale.

Este vizata, in mod special, categoria de someri tineri (15-24 ani) de durata lunga
(peste 6 luni de soma)) care este expusa dificultatilor de integrare pe piata fortei de munca,
tocma pentru ca nu exista o corelare ntre calificarile si competentele obtinute prin
instruire si exigentele pietel de munca. De asemenea, autoritatile s-au implicat n
organizarea de programe de formare profesionala in urmatoarele sectoare de activitate:
agricultura (lucrator in cultura plantelor si in cresterea animalelor), comert (lucrator in
comert, comerciant vanzator), constructii (zidar, lucratori Tn structuri pentru constructii),
electrotehnica, automatica, electronica, informatica/tehnologia informatiilor (operatori date
si operatori de retele), industrie alimentara, a bauturilor si tutunului si servicii (ospatar,
bucitar).

Tn ceea ce priveste migratia externa, Regiunea Sud Vest Oltenia se remarca printr-un
nivel relativ scazut in comparatie cu dte regiuni, dar acest fenomen se intengifica in conditiile
n care masurile de reviriment economic intérzie, iar pauperizareapopulaie sporeste.
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DIGITAL MARKETING INFLUENCE ON THE FORMATION
OF BRAND COMMUNITIES

Cristian, Morozan!

Abstract: The digital environment in which the interests of communicating and promoting brands is
manifested, in a growing extent, exerts its influence on the dynamic economic sectors, it changes consumer
habits but it mainly affects how content is consumed in brand communities. This environment is still not a
channel or ad format yet, forming a parallel reality, a complex system which is constantly changing. To enter
and to remain here, brand owner organizations must approach communication, both in entertainment as well
as in production and sales in a as pleasant and useful way as possible for the members of the communities
they support. In this context, this paper consists in a qualitative research method; various sources of
secondary information, such as summaries of some events, analyses, case studies, etc., have been consulted
accordingly.

Key words: digital marketing, brand community, consumers, content, promotion.

JEL Code M31

1. Introduction

It has become increasingly clear that in current times the world has passed from
manufacturing-based economy to one that manages electronic information based on
Internet technology and globalization, and digital marketing is thus increasingly practised.
Moreover, research in this field is relatively new and is related to the development in
virtual communication, many advertising and public relations companies
(alaboutbranding.com, iaaro etc.), media monitoring (mashable.com, ZelList. ro,
mediabrief.ro etc.), association of marketers (digitalforum.ro, pr-romania.ro, smark.ro etc.),
bloggers, well-known authors (Seth Godin, Doug Thompson, David Meerman Scott etc.)
showing interest in popularizing the concepts related to communication with promotional
purpose, made by means of modern electronic media.

In this context, organizations that “digitise” business will be favored, with a view to
reducing costs, increasing the influence and degree of market penetration, focusing on both
product portfolio and customers, by creating and maintaining relationships with them by
means of the so-called “brand communities’. The gain will be at the consumer’'s level as
well, since they will have a different informational content and greater adaptation to their
needs, they will find that they can buy products and advertised services faster and safer.
Thus social mediais created as a system of people and content that requires a growing long
term relationship between brands and community members.

In this work we will approach issues about promotion offers through individualized
content found in digital marketing, promotion based on alowing customers eager to hear
news about brands and to be the first to receive information novelties, sent in a context
based on integrated use of el ectronic communication media.

2. Methodological issues

The primary objective of this study has been highlighting the way the promotional
communication tools, through digital marketing, influence decisions and purchasing and
consumption behaviour of the brand community members, both inside and outside our
country. Thus, by using qualitative research methods, various sources of secondary
information, such as summaries of some events, analyses, case studies etc. have been

1 Ph.D. Senior Lecturer, ,Constantin Brancoveanu” University from Pitesti, Faculty of Administrative and
Communication Sciences Braila, cristi.morozan@gmail.com.
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consulted. The research started from the analysis of “Digital Marketing Forum” held this
year in Romania, which boasted international participation, as well as the analysis and
interpretation of some articles focused on the trusting system used by brands with their
clients and presentations of initiatives from the practice of international companies (some
of which operate on our market) on the use of digital marketing tools.

We started from the following assumptions: the existence of features and trusting
systems corresponding to brands intended to determine the formation of community
members and the existence of a high degree of influence on the consumers purchasing
decisions from the organizational promotional communication supported by electronic
tools, under the influence of variables related to economic competitiveness and
performance of organizations on promotional communication, socio-demographic
characteristics and living standards of consumers, the awareness and use of information
technologies, etc.

3. Thecurrent dimensions of digital marketing

Based on the above, we can say that digital marketing is based on the Internet and
digital information and communication technologies to create, maintain and develop
relationships with customers, within the online environment, leading to the appearance of
the “brand communities’.

Thus, digital marketing is the practice of promoting products and services using
digital distribution channels to reach target customers, build relationships with them and
have the ability to produce measurable results (http://www.syscomdigital.ro/marketing_
digital.html).

Out of the digital marketing key-objectives we notice the engagement of customers
by their permission to interact with the brand and delivering digital media content. Instead
of breaking out the commercias and entering the consumer’s life with unexpected phone
cals or emails, marketers will try to first obtain their consent to participate in the sale
process. Consumers will often give permission because they wish to know more about
certain products, so that marketers will need to provide rewards or benefits in exchange.
These things are done through digital media designing so as to need some type of action
from the final user in order to view or receive the results of media creation
(http://www.techopedia.com/definition/27110/digital-marketing).

Digital marketing supports brand promotion through electronic media such as
internet platforms, e-mail, televison and radio online, mobile phone and even on-line
stored databases or any form of digital media. So, it can reach the customers very
effectively in two ways: the user has to search and retrieve content directly through web
search or the marketer has to route messages to the recipients in order to receive orders
from them.

Thus, digital marketing must be measurable and involve building strong relationship
through the “use of electronic means to communicate with target consumers and to receive
responses via the same media, instantly.” (http://digicat2010.wordpress.com/ 2011/04/05/
what-is-digital-marketing).

As many parts of the world have become favourable for development, the
organizations entering the market use technical progress and strive to obtain an advantage
over the existing brands with access to advanced technology. In turn, the existing brands
are determined to gain more market share using innovative marketing platforms and
strategies (Thompson, 2011).
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4. Analysis of theinvolvement of brandsin thedigital environment

To better grasp the stage of using digital marketing to support brands we anayzed
and synthesized “Digital Marketing Forum” works, organized by Evensys (a company
specialized in creating business events), in February 2012, and reached its sixth edition,
which brought to the audience useful ideas for promoting companies and brands in the
online environment, this year the event brings together a range of local and international
experts who spoke about the experiences and globa trends of online marketing
(www.digitalforum.ro/2012).

The exhibits shown in the event focused on the intense concern of marketers on getting
to understand and satisfy the customer, around which organizations digital communication
efforts are sized. Among the topics under discussion we identified: changes under the
influence of new media marketing, online marketing strategy, solutions for interactive
campaigns, promotion of social media; two workshops were also held, namely Social
Media Marketing and Internet Marketing, where the basic elements and strategies that can
be wused in online maketing were presented (http://www.iaa.ro/Articole/
Evenimente/Evensys-organi zeaza-digital-marketing-forum/ 4795.html).

Thus, in this event, the participants insisted on the idea that there are three aspects to
be considered by those who are involved in promoting brands in the digital environment
(Baciu, 2012).

The first aspect was the knowledge and understanding of users which are in constant
search of individua content, but also those who follow at the same time, several channels
of information, and users for whom experience, position and reputation of brands in
electronic mediareally matters.

Secondly, it isimportant that all channels of digital transmission of information to be
integrated and follow a strategy that takes into account the particularities of the Internet, so
that marketing objectives are transformed into objects of online media. Organizations must
be present on socia networks to provide location-based platforms and to alow a high rate
of user’s mobility. Furthermore, it isimportant for brands to be active, to participate in the
members communities, to identify opinion leaders for providing them relevant content that
they will forward on.

The third issue concerned the need for the digital content consumers loyalty inside
digital strategies created by brands through prizes, offers, discounts, etc.

It should be noted that the development of the content of messages sent by brands is
done by monitoring the conversation and environment where the brand operates,
experiencing and anticipating long-term effects, counteracting the negative comments and
measuring campaign results.

Moreover, the commitment to consumers in meeting a certain standard of supply and
related services through public education brands create the interest and desire to buy, earn
their respect among customers and become catalysts of interest in the environment in
which they get integrated.

5. Formation of brand communities and their orientation towards the online
environment

Reality shows, especially on the international level, that each brand is associated with
large groups of supporters and consumers which form the brand community and contribute
to the development of the community, thus managing to ensure its success. However, only
strong brands obtain market-leading positions in the harsh conditions of competition, be it
fair or unfair. What brand community members appreciate are elements such as design,
quality, communication that contribute to consumer loyalty and competitive
differentiation, of any kind. (www.creativemarketing.ro, 2012).
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For long periods of time marketers have analysed how some brands acquire a “soul”,
a“voice’, a“personality”, so they realized that Apple has its own “cult”, Nike has its own
“tribe”, Coca-Cola has “enthusiastic members’ etc. It has become increasingly clear that
the future of those brands will be to surround the community of loya customers that
encourage them to consume faster and more depending on technological developments,
pricing strategies or even product range renewal. This is easily possible in the cases of
already famous companies, which have created and developed members communities and
a system of trust from them, but for other bidders it is a challenge that can determine
success or failurein the years to come.

Relating to this system of trust that is developed by the brands for their community
members a set of specific components has been formed: brand creation story, creed, icons,
rituals, sacred words, unbelievers and the leader. When these components are highlighted,
consumers are attracted to the brand, helping to create a relevant, active community.
(Hanlon, 2007):

- the story of the brand creation is, in fact, its legend (e.g. Google was born in a
bedroom, Apple and Hewlett-Packard in a garage, Starbucks started in a flower shop in
Seattle, Nike appeared when its founder began selling shoes in the trunk of the car, etc.);

- the creed brand is the idea that consumers retain and the image makers have
synthesised in a few words regarding to the business philosophy; there is the central
element that attracts the people to whom a certain brand wants to share its beliefs (e.g.
“Ultimate driving machine”, “A green planet”, etc.);

- the icon establishes a visual tag that extends beyond the product itself and allows
community members to identify it (e.g. Sydney Opera House, Statue of Liberty, Eiffel
Tower etc.);

- theritual is composed of things that community members want to do together, there
are life models, daily activities networks that connect people (e.g. marathons, café
discussions, beer festivals, winter carnivals, etc.);

- the sacred words composing the community’s vocabulary through which the
persons belonging or not to that group are identified; regardless of their profession, to
belong to the community, these words must be known;

- the unbelievers appear as a countertrend, and while marketing helps us to identify
characteristics of customers, there will aways be people who will fal within this
description; this situation creates, however, certain opportunity (e.g. consumers not using
products that contain sugar, drinking decaffeinated coffee, etc.);

- the leader is found in the person who exceeds all the difficulties and recreates a
certain state of affairs in accordance with its terms (e.g. Bill Gates, Oprah Winfreys — at
the macro level, and project leaders, team leaders, supervisors—at micro level, etc.).

When al the pieces of this code work together a strong attraction to the brand can be
created, but each element is a point of differentiation that give the individua the
opportunity to create a system of beliefs which brings him/her near those who already
share them, giving the community a sense of existence. Moreover, by creating consumers
who make recommendations to others about the brand of that community, it is possible to
reach their long-term mai ntenance.

In other words, brands need to communicate what is interesting for the community
members, with the advantage that they can always ask for feedback in a competition,
inviting them to events, organizing face-to-face meetings on topics of interest, giving them
information about the organization and those who compose it, using photo and video
content and putting them in the spotlight. Inside these initiatives a focus-group system can
be organized with the members of the brand community, in terms of reduced costs and to
obtain information about consumption preferences and motivations, competition, etc.
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An important role in this context is owned by online socia platforms, which include
the contests for members, promotions, photos, video presentations, etc. Of course, these
sociad media campaigns have different targets, establishing two-way communication,
gaining the consumers’' attention, beyond the purchasing process.

To support the previously stated ideas, we present an example of creating brand
communities for the Romanian consumer.

Tuborg has begun to engage in Romania since 1996 by building the factory near
Bucharest, with local human and material resources; in December 1997 the first bottle of
Tuborg beer was produced locally (Craciunescu, 2012).

This company operates on the premium beer market, a busy and dynamic market in
which innovations in product and communication are essentia to keep an important place in
the consumers minds and preferences. Thus, regarding the product, the company offered the
first bottled dose, easy-open lid, the first keg of 5L, and in the communication field brought
as the news first promotion under the lid, first promotion on the label, the first internationa
festival supported by only one brand, etc. To increase the favourable results of these efforts,
Tuborg has supported the benefits deriving from brand vaues, such as quality, innovation,
freedom for an “atypica” consumer, which willingly ignores the others opinion: young,
active, dynamic, that not only does not fear change, but also causesit.

In this respect, the brand dialogue with the community of consumers described above
is made in several ways, both offline and online, but the key factor is determined by
communication platforms “Tuborg Green Fest” and “ TuborgSound”.

Concerts and events organized in the first concept — “Tuborg Green Fest”, reached
the fourth edition — have successfully established the brand in the mind of the consumer,
associated it with fun and quality music, putting our country on the map with similar
events from other countries such as Serbia, the United Kingdom, Denmark, etc. Thus, the
image that Tuborg beer has among loyal consumers is supported, offering added value to
the brand and helping to create a memorable experience for each and every consumer.

On the other hand, Tuborg is involved in the online environment through the second
platform of communication and interaction between consumers and brands through music
and “TuborgSound”, which has became an important source of news in the music industry,
regardless of the genre approached. Quality Romanian music lovers can find on this
website artists and new bands and listen to their songs through a customizable player.
However, “TuborgSound” is present and actively communicates on the dedicated
Facebook page, where it has developed a strong community of over 50,000 quality music
and Tuborg beer lovers.

Experience gained by using the two platforms to communicate with community
members is used to develop, in its case, a clear and precise strategy to be respected, with
constant investment, by focusing on key messages and careful analysis of the consumption
behaviour.

Therefore, we estimate that the process of consolidating the analysed brand position
will continue in the future, based on rapid reaction to market changes and from the
macroeconomic framework, on the adaptation to social context, etc.

6. Results

This research shows that the strategies that can be addressed in the digital
environment must begin from defining the objectives of organizations, established
according to market researches, and to continue to identify consumers, a step that will be
doubled by defining and communicating brand image to induce them to choose those
offers over others.
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This is because it has become increasingly clear that there are communities of
consumers, while the role of the brands is to recognize and respond to their needs.
Practicaly, the members must become aware that they form a community and
professionals who develop the brand have to identify group needs and, then, help those
who want to do what they have in their mind.

On the other hand, there is an exchange of value between community members and
brands, these being able to give, aways, reasons for conversation to be rewarded by
consumers with different messages addressed to them (for content creators and distributors
and passive viewers) (www.smark.ro, 2012).

Thus, the first hypothesis of the study is being checked. It claimed that there are
features and systems of trust for brands who are leading to the formation of community
members.

Between brands and associated communities a flexible connection is created that
leads to the idea that consumers — members of these communities — have the power, and
brands with which they interact must learn to listen to them and be part of such groups. A
good example is the way that Tuborg was able to form a brand community in Romania.

Especidly regarding the organizations which aim at the leading position, but which
have limited resources, through promotional electronic messages, the communities that can
be easily attracted are targeted, depending on the knowledge degree of the reasons why
their members decided to join and, then, converted into image carriers. After the formation
of associated brands communities these may further exist only based on the most interested
members.

Therefore, with promotional organizational communication supported by electronic
instruments, a high degree of influencing the consumers purchasing decisions is reached,
and thus the second hypothesis of the research is proved.

7. Conclusions

In this paper there were presented and argued the reasons why brands are turning to
digital environment and to their communities, in order to apply new marketing strategies,
offering consumers the grounds to belong to the respective communities. However, the tasks
of the marketers do not stop there, since they are interested in highlighting the different roles
that brands assume within communities, even reaching the use of the social media as a tool
and as a strategy to create communities.

Thus, through digitd media, the management of organizationa communication
becomes more efficient, both internaly and especialy, abroad. From this point of view, the
greater the power of online technologies, the more open and transparent the organisations
can be when they want to be understood within certain groups of consumers. In this way,
tempora and spatia boundaries are discarded.

On the other hand, however, there are challenges created by digital media and by new
technologies, the most important being represented by the idea of information security, from
this perspective occurring problems regarding the personal data of individuas. However, it is
clear that to achieve two-way communication, brands need to adapt their plans over time to
the needs of the community members, to use simple mechanisms and even funny messages
when approaching them, to accept that they can not control everything consumers say and
allow them to express, to prove that they care about them, to monitor how community
evolves — not only through regular reports, but also in quality — and to present to the
members the results obtained after interacting with them.
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INFLUENTA MARKETINGULUI DIGITAL TN FORMAREA

COM UN|TAT| LOR DE BRAND
Crigtian, Morozan®

Rezumat: Mediul digital Tn cadrul caruia se manifestd, intr-o masura in crestere, interesele de
comunicare si promovare a brandurilor isi exercita influensa asupra ramurilor economice dinamice,
schimba obiceiurile consumatorilor si, mai ales, afecteazi modul Tn care se consumg conginutul n cadrul
comunitasilor de brand. Acest mediu nu este inca un canal sau format de publicitate, constituind o realitate
paralela, un sistem complex aflat Tn continua schimbare. Pentru a patrunde si a se mengine aici organizayiile
posesoare de branduri trebuie sa abordeze comunicarea, atat Tn privinza divertismentului, cat si a producyiel
si vanzirilor Tntr-un mod cat mai placut si util pentru membrii comunitasilor pe care le sussin. Tn acest
context, lucrarea de fara se constituie ntr-o cercetare bazata pe metoda calitativa, fiind consultate diverse
surse de informarii secundare precum: sinteze ale unor evenimente de profil, analize, studii de caz etc.

Cuvinte cheie: marketing digital, comunitate de brand, consumatori, confinut, promovare.

Cod JEL: M31

1. Introducere

Devine din ce in ce mai evident ca in perioada actuala lumea a trecut de la economia
bazata pe industria prelucratoare catre cea care gestioneaza informatiile electronice, bazata
pe internet, tehnologie si globalizare, practicandu-se din ce Th ce mai mult marketingul
digital. De altfel, cercetarile in domeniu au caracter de relativ mare actualitate si sunt
legate de evolutiile Tn comunicarea virtuala, numeroase companii de publicitate si relatii
publice (dlaboutbranding.com, iaaro etc.), de monitorizare a media (mashable.com,
zelist.ro, mediabrief.ro etc.), asociatii ae marketerilor (digitalforum.ro, pr-romaniaro,
smark.ro etc.), bloggeri, autori reputati (Seth Godin, Doug Thompson, David Meerman
Scott etc.) dovedind interes pentru popularizarea conceptelor legate de comunicarea cu
scop promotional, realizata cu gjutorul suporturilor electronice moderne.

In acest context, vor fi favorizate organizatiile care Tsi , digitalizeaza” afacerile, cu
efecte asupra reducerii costurilor, cresterii influentei si gradului de patrundere pe piata,
concentrandu-se atét asupra portofoliului de produse, cét si asupraclientilor, prin creareasi
intretinerea de relatii cu acestia cu gutorul asa-numitelor ,,comunitati de brand”. Castigul
vafi si la nivelul consumatorilor, intrucét acestia vor beneficia de continut informational
divers, de 0 mai mare adaptare a ofertei la nevoile lor, vor gasi si vor putea cumpara mai
repede si mai sigur produsele si serviciile promovate. Se creeaza, astfel, social media caun
sistem format din oameni si continut care presupune o relatie pe termen lung, in crestere, a
brandurilor cu membrii comunitatilor.

Vom aborda in lucrare aspecte legate de promovarea ofertelor prin intermediul
continutului individualizat regasit in cadrul marketingului digital, promovare bazata pe
permisiunea acordata de clientii dornici sa afle noutati despre branduri si sa fie primii care
beneficiaza de informatii cu caracter de actualitate, transmise intr-un context bazat pe
utilizarea suporturilor integrate de comunicare el ectronica.

2. Aspecte metodologice

Obiectivul primar a acestui studiu a fost evidentierea modului Tn care instrumentele
de comunicare promotionala, prin intermediul marketingului digital, influenteaza deciziile
si comportamentele de cumparare si consum ale membrilor comunitatilor de brand, atét pe
plan international, cat si la nivelul tarii noastre. Astfel, prin utilizarea metodei de cercetare

! Conferentiar universitar doctor, Universitatea,, Constantin Brancoveanu” din Pitesti, Facultatea de Stiinte Administrative si
ale Comunicarii Braila, cristi.morozan@gmail.com.
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calitativa, au fost consultate diverse surse de informatii secundare, precum: sinteze ale unor
evenimente de profil, analize, studii de caz etc. Cercetarea a plecat de la anaiza ,, Digitd
Marketing Forum” desfasurat anul acesta in Roméania, care s-a bucurat de participare
internationala, adaugandu-se analize si interpretari ale unor articole de speciditate
referitoare la sistemul de incredere pe care 1l utilizeaza brandurile fata de clientii lor si
prezentari ale unor initiative din practica unor companii internationale (dintre care unele
opereaza si pe piata noastra) in privinta utilizarii instrumentelor de marketing digital.

Ipotezele de la care am plecat au fost: existenta unor caracteristici si a unor sisteme
de incredere corespondente brandurilor care sa determine formarea comunititilor de
membri si existenta unui grad Tnhalt de influenta a deciziilor de cumparare ale respectivilor
consumatori din partea comunicarii promotionale organizationale sustinuta de instrumente
electronice, in conditiile influentel unor variabile legate de competitivitatea economica si
de performantele organizatiilor Tn privinta comunicarii promotionale, de caracteristicile
socio-demografice si de nivelul de tra a consumatorilor, de gradul de cunoastere si
utilizare atehnologiilor informationale etc.

3. Dimensiunile actuale ale marketingului digital

Pornind de la cele de mai sus, putem afirma ca marketingul digital se bazeaza pe
internet si tehnologii digitale informationale si de comunicatii pentru a putea crea, mentine
si dezvolta relatii cu clientii, in mediul on-line, determinand aparitia ,,comunitatilor de
brand”.

Astfel, marketingul digital reprezinta practica de promovare a produselor si
serviciilor folosind canale digitde de distributie care ajung la consumatorii tinta,
construiesc relatii cu acestia si au capacitatea de a produce rezultate masurabile
(http://www.syscomdigital.ro/marketing_digital .html).

Dintre obiectivele-cheie ae marketingului digital remarcam angagjarea clientilor prin
permisiunea acordata de acestia pentru a interactiona cu brandul si livrarea de continut
media digital. In loc sa ntrerupa atentia prin spoturi publicitare, si patrunda in viata
consumatorilor cu telefoane sau email-uri neasteptate, marketerii vor incerca sa obtina mai
intai acordul acestora de a participa la procesul de vanzare. De multe ori, consumatorii vor
acorda permisiunea pentru ca doresc sa afle mai multe despre anumite produse, astfel incét
va fi nevoie ca marketerii sa ofere recompense sau beneficii in schimbul obtinerii sale.
Aceste lucruri sunt realizate prin proiectarea mediel digitale in asa fel incét sa aiba nevoie
de un anumit tip de actiune a utilizatorului final pentru a vizualiza sau a primi rezultatele
creatiel din mass-media (http://www.techopedia.com/definition/ 27110/digital-marketing).

Marketingul digital sustine promovarea de brand prin suporturile electronice, cum ar
fi: platformele de internet, e-mail-ul, televiziunea si radioul on-line, telefonul mobil si
chiar baze de date stocate on-line sau orice forma de continut media digital. Se poate
aunge, astfel, la clienti, ntr-un mod foarte eficient, prin doua modalitati: utilizatorul
trebuie si caute si sa extraga direct continutul prin intermediul cautarilor web sau
marketerul trebuie sa directioneze mesajele catre doritori, in scopul de a primi comenzi de
la acestia.

Astfel, marketingul digital trebuie sa fie masurabil, sa implice construirea unel relatii
puternice prin ,, utilizarea mijloacelor electronice pentru a comunica cu consumatorii tinta
si pentru primirea raspunsurilor prin intermediul aceleiasi mass-media, instantaneu.”
(http://digicat2010.wordpress.com/2011/04/05/what-is-digital-marketing).

Cum multe zone ale lumii au devenit propice pentru dezvoltare, organizatiile care
intra pe piata utilizeaza progresul tehnic si se straduiesc sa obtina un avantg fata de
brandurile existente prin accesul latehnologia avansata. La randul lor, brandurile existente
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sunt determinate si castige cat mai multa cota de piata folosind platforme si strategii de
marketing inovatoare (Thompson, 2011).

4. Analiza stadiului implicarii brandurilor Th mediul digital

Pentru a surprinde c& mai bine stadiul utilizarii marketingului digital in sustinerea
brandurilor am analizat si sintetizat lucrarile "Digita Marketing Forum', eveniment
organizat de Evensys (companie specializatda in crearea evenimentelor de business) in
februarie 2012 si gjunsla ceade-aVl-aeditie, care aadusin fata audientel idel utile pentru
promovarea companiilor si brandurilor Tn mediul online, manifestarea de anul acesta
reunind o serie de specialisti locali si internationali care au vorbit despre experientele si
tendintele lanivel globa din domeniul marketingului on-line (www.digitalforum.ro/2012).

Expunerile redlizate Tn cadrul evenimentului au fost axate pe preocuparea intensa a
marketerilor de a ajunge si nteleagd si sA multumeasca pe client, in jurul caruia se
dimensioneaza eforturile de comunicare digitala ale organizatiilor. Printre subiectele aflate
in discutie am identificat: evolutia marketingului sub influenta noilor media, strategia de
marketing online, solutii pentru campaniile interactive, promovarea in socia media; s-au
sustinut doua workshopuri, respectiv Social Media Marketing si Internet Marketing, n
cadrul carora au fost prezentate elementele si strategiile de baza ce pot fi folosite in
marketingul online (http://www.iaa.ro/Articole/Evenimente/Evensys-organizeaza-digital-
marketing-forum/4795.html).

Astfel, Tn cadrul acestui eveniment, participantii au insistat pe ideea conform careia
exista trel aspecte care trebuie avute n vedere de catre cel care se preocupa de promovarea
brandurilor in mediul digital (Baciu, 2012).

Primul aspect |-a reprezentat cunoasterea si intelegerea utilizatorilor aflati Tn cautare
permanenta de continut individualizat, dar si a celor care urmaresc, concomitent, mai multe
canale de informare, utilizatori pentru care conteaza experienta, pozitia si reputatia in
mediul electronic abrandurilor.

Tn al doilea rand, este important ca toate canalele de transmitere digitala ainformatiei si
fie integrate si sA urmeze o Strategie care sa tina cont de particularitatile internetului, astfel
ncét obiectivele de marketing s fie transformate in obiective ale media on-line. Organizatiile
trebuie si fie prezente pe retelele socide, si ofere platforme bazate pe localizare si si permita
un grad ridicat de mobilitate a utilizatorilor. Tn continuare, este important ca brandurile si fie
active, 53 seimplice Tn comunitatile de membri, si identifice liderii de opinie carorasi le ofere
continut relevant pe care acestia sa il transmita mai departe.

Cd de-al treilea aspect s-a referit la necesitatea de loializare a consumatorilor de
continut in cadrul strategiilor digitale create de branduri prin intermediul premiilor,
ofertelor, discounturilor etc.

Este de remarcat faptul ca dezvoltarea continutului mesajelor transmise de branduri
se face prin monitorizarea conversatiel si a mediului in care opereaza brandul,
experimentand si anticipand efectele pe termen lung, contracarand comentariile negative si
masurand rezultatele campaniilor.

Ma mult, prin angaamentul luat fata de consumatori Tn privinta respectarii unui
anumit standard al ofertei si serviciilor adiacente, prin educarea publicului brandurile
creeaza interesul si dorinta de cumparare, isi castiga respectul in randurile clientilor si
devin acei catalizatori de interese in mediul in care se integreaza.

5. Formarea comunitatilor de brand si orientarealor catre mediul on-line
Redlitatea demonstreaza, mai ales pe plan international, ca fiecarui brand i se
asociaza grupuri mari de sustinatori si consumatori care formeaza comunitatea acelui brand

~

si contribuie la dezvoltarea sa, reusind si 7i asigure succesul. Tnsi, doar brandurile
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puternice obtin pozitii de varf pe piata in conditiile concurentel aspre, loiale sau chiar
neloiale. Ceea ce apreciaza membrii comunitatilor de brand sunt elemente precum
designul, calitatea, comunicarea care contribuie la fidelizarea consumatorilor si la
diferentierea de concurenta, de oricaretip ar fi aceasta (www.creativemarketing.ro, 2012).

Pentru perioade lungi de timp marketerii au analizat modul in care unele branduri
dobandesc un ,suflet”, o ,voce’, o , personalitate’, astfel incat au constientizat faptul ca
Apple are un ,cult” a sau, Nike are un ,trib” propriu, Coca-Cola are ,,membri entuziasti”
etc. Devine din ce in ce mai evident ca brandurile viitorului vor fi acelea care pot fi
capabile s se inconjoare de comunitati de clienti loiai pe care sa 1i Tncurajeze sa consume
mai repede si mai mult Tn functie de evolutiile tehnologice, de strategiile de pret sau chiar
de innoirea gamelor sortimentale. Acest lucru este usor de realizat Tn cazurile companiilor
deja celebre, care si-au creat si dezvoltat comunitatile de membri si un sistem de incredere
din partea acestora, insa pentru ceilati ofertanti este o provocare ce poate determina
succesul sau esecul Tn anii care vor veni.

Referitor la acest sistem de incredere care este dezvoltat de branduri pentru membrii
comunitatilor proprii s-aformat un set de componente specifice: povestea crearii brandului,
crezul, icoanele, ritualul, cuvintele sacre, necredinciosii si liderul. Atunci cand aceste
componente sunt puse Tn valoare consumatorii sunt atrasi de brand, contribuind la crearea
unei comunitati relevante, active (Hanlon, 2007):

- povestea crearii brandului este, de fapt, legenda acestuia (ex.: Google a luat nastere
intr-un dormitor, Apple si Hewlett-Packard intr-un gargj, Starbucks a pornit intr-o florarie
din Sesattle, Nike a aparut atunci cand fondatorul siu a nceput s vanda pantofi sport din
portbagajul masinii etc.);

- crezul brandului este ideea pe care consumatorii O retin si pe care creatorii de
imagine au sintetizat-o in céateva cuvinte cu referire la filosofia afacerii; reprezinta
elementul central care 1i atrage pe cel carora brandul doreste si le Tmpartaseasca
convingerile sale (ex.: ,, Ultimate driving machine’, ,, A green planet” etc.);

- icoana stabileste o eticheta vizuala care se extinde dincolo de produsul propriu-zis
si permite membrilor comunitatii sa-l identifice (ex.: Opera din Sidney, Statuia Libertatii,
Turnul Eiffel etc.);

- ritualul este compus din lucruri pe care membrii comunitatii doresc si le faca
impreuna, sunt modele de viata, retele de activitati zilnice care unesc oamenii
(ex.: maratoane, discutii Tn cafenea, festivaluri de bere, carnavaluri deiarna etc.);

- cuvintele sacre compun vocabularul unei comunitati prin intermediul caruia se
identifica persoanele care apartin sau nu respectivului grup; indiferent de profesie, pentru a
apartine comunitatii, aceste cuvinte trebuie sa fie cunoscute;

- necredinciosii apar caun contracurent si, chiar daca marketingul ne giuta sa identificam
caracteristicile clientilor, vor exista intotdeauna oameni care nu se vor incadra in aceasta
descriere; aceasta stare de fapt genereaza, insi, o anumita oportunitate (ex.: consumatori care
nu folosesc produse care contin zahar, care beau cafea decofeinizata etc.);

- leaderul se regaseste in persoana care depaseste toate dificultatile si recreeaza o
anumita stare de fapt Tn concordanta cu propriul punct de vedere (ex.: Bill Gates, Oprah
Winfreys — la nivel macro, dar si lideri de proiect, lideri de echipa, supervizori — la nivel
micro etc.).

Cand toate piesele acestui cod conlucreaza se poate crea un efect puternic de atractie
fata de brand, Tnsa fiecare element este un punct de diferentiere care lasi posibilitatea
individului si-si creeze un sistem de credinte care il aduc langa cel care le impartasesc
dga, dand un sens de existenta comunitatii. Ma mult dec& atét, prin crearea
consumatorilor care fac recomandari atora despre brandul din comunitatea caruia fac
parte, este posibil si se gunga la mentinerea acestora pe termen lung.
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Altfel spus, brandurile trebuie si comunice ceea ce ii intereseaza pe membrii
comunitatii, avand avantgjul ca le pot solicita permanent feedback-ul in cadrul unor
concursuri, invitandu-i la evenimente, organizand ntélniri face-to-face pe subiecte de
interes, oferindu-le informatii despre organizatie si cei care o compun, folosind continut
foto si video si punandu-i in centrul atentiei. Tn cadrul acestor initiative se poate organiza
un sistem de focus-grup cu membrii comunitatii de brand, Th conditiile unor costuri reduse
si pentru aobtine informatii despre preferintele si motivatiile in consum, concurenta etc.

Un rol important Tn acest context este detinut de platformele de socializare on-line, in
cadrul carora se includ concursuri cu premii pentru membri, promotii, fotogréfii, filme de
prezentare etc. Desigur ca respectivele campanii in socia media au targeturi diferite,
instituind comunicarea bidirectionala, castigand atentia consumatorilor dincolo de procesul
de cumparare.

Pentru a veni n sprijinul celor afirmate anterior prezentam un exemplu de creare a
comunitatilor de brand pentru consumatorul roman.

Tuborg a Tnceput s se implice in Roméania ncepand cu 1996, prin demararea
constructiel fabricii de langa Bucuresti, cu resurse umane si materiale autohtone; n decembrie
1997, afost produsa primasticla de bere Tuborg pe plan locd (Craciunescu, 2012).

Compania activeaza pe segmentul premium a pietel de bere, o piata aglomerata si
dinamica, in care inovatiile Tn materie de produs si comunicare sunt esentiale pentru a
pastra un loc important Tn mintea si preferintele consumatorilor. Astfel, in privinta
produsului, compania a oferit prima bere imbuteliata 1a doza, capacul easy-open, primul
butoi de 5L, iar Tn cea a comunicarii a adus drept noutati prima promotie sub capac, prima
promotie pe eticheta, primul festival international sustinut de o singura marca etc. Pentru a
creste rezultatele favorabile ale acestor eforturi, Tuborg le-a sustinut ca beneficii care
deriva din vaorile marcii, precum calitate, inovatie, libertate pentru un consumator
Laipic’, care nu tine cont prea mult de parerea celorlati: tanar, activ, dinamic, care nu
numai ca nu se teme de schimbari, ci chiar |e provoaca.

Tn acest sens, diadogul brandului cu comunitatea de consumatori descrisi mai sus se
face pe mai multe cai, atét offline cat si on-line, insa factorul-cheie este determinat de
platformele de comunicare ,, Tuborg Green Fest” si ,, TuborgSound”.

Concertele si evenimentele organizate sub primul concept — ,, Tuborg Green Fest”,
auns la cea de-a patra editie — au reusit sa impuna brandul Tn constiinta consumatorilor, sa
il asocieze cu distractia si muzica de calitate, asezénd tara noastra pe harta evenimentelor
similare din alte tari precum Serbia, Regatul Unit a Marii Britanii, Danemarca etc. Este
sustinuta, astfel, imaginea pe care berea Tuborg o are in réndul consumatorilor fideli,
oferindu-se valoare adaugata brandului si ajutand la crearea unei experiente memorabile
pentru fiecare consumator in parte.

Pe de alta parte, Tuborg se implica in mediul online prin cea de-a doua platforma de
comunicare si interactiune intre consumatori si brand prin intermediul muzicii, respectiv
» TuborgSound”, care a devenit o sursa importanta de stiri din industria muzicala, indiferent
de genul abordat. lubitorii muzicii romanesti de calitate pot descoperi pe acest portal artisti
consacrati dar si trupe noi, avand posibilitatea de ale asculta piesele prin intermediul unui
player personalizabil. Totodata, , TuborgSound” este prezent si comunica activ pe pagina
dedicata de Facebook, unde a fost dezvoltata 0 comunitate puternica de peste 50.000 de
iubitori @ muzicii de calitate si ai berii Tuborg.

Experienta dobandita prin utilizarea celor doua platforme de comunicare cu membrii
comunitatii este folosita pentru a dezvolta, in cazul acestei companii, 0O strategie clara si
precisa care sa fie respectata, cu autorul investitiilor constante, prin concentrarea pe
mesajele-chele si pe analizarea atenta a comportamentului de consum.
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De aceea, estimam ca procesul de consolidare a pozitiei brandului andizat va
continua si n perioada urmatoare, bazat pe reactia rapida la schimbarile din piata si din
cadrul macroeconomic, pe adaptarea la contextul social etc.

6. Rezultate

Din cercetarea realizata reiese ca in cadrul strategiilor care pot fi abordate Tn mediul
digital trebuie sa se plece de la definirea obiectivelor organizatiilor, stabilite in functie de
cercetirile de marketing si sa se continue cu identificarea consumatorilor, etapa care va fi
dublata de definirea si comunicareaimaginii brandurilor pentru a-i determina pe acestia sa
aleaga respectivele oferte in detrimentul atora

Aceasta deoarece este din ce in ce ma clar faptul ca exista comunitati de
consumatori, rolul brandurilor fiind de a le recunoaste si de a le raspunde nevoilor. Practic,
membrii trebuie si devina constienti ca formeaza o comunitate, iar profesionistii care
dezvolta brandul sa identifice nevoile grupului si apoi sali gute pe cel care fac parte sa
realizeze ceeacefsi propun.

Pe de ata parte, se produce un schimb de valoare intre membrii comunitatii si
branduri, acestea trebuind si ofere mereu motive de conversatie pentru a fi rasplatite de
consumatori, prin mesgje diferite adresate acestora (pentru creatorii sau distribuitorii de
continut si spectatorii pasivi) (www.smark.ro, 2012).

Se verifica, astfel, prima ipoteza a studiului care sustinea ca exista caracteristici si
sisteme de incredere in cazul brandurilor care conduc la formarea comunitatilor de membri.

Intre branduri si comunititile asociate se creeaza o legatura flexibila care conduce
catre ideea conform careia consumatorii — membri ai acestor comunitati — au puterea, iar
brandurile cu care e interactioneaza trebuie sa Tnvete sa 1i asculte si sa fie parte din
respectivele grupuri. Un bun exemplu in acest sens este reprezentat de modul in care
Tuborg areusit sa-si formeze comunitatea de brand pe piata din Roménia

Mai ales in cazul organizatiilor care vizeaza pozitia de lider, dar care detin resurse
limitate sunt vizate, prin intermediul mesajelor promotionale electronice, comunitati care
pot fi atrase cu usurinta, in functie de gradul de cunoastere a motivelor pentru care membrii
lor au decis sa se inscrie si, apoi, transformate n purtatoare de imagine. Dupa formarea
comunitatilor asociate brandurilor acestea vor putea si existe pe ma departe doar
bazéndu-se pe cel mai interesati dintre membri.

Prin urmare, cu gutorul comunicarii promotionale organizationale sustinuta de
instrumente electronice, se gjunge la un grad Tnalt de influenta a deciziilor de cumparare
ale consumatorilor, verificandu-se cea de-a douaipoteza a cercetarii.

7. Concluzii

In aceasta lucrare au fost prezentate si argumentate motivele pentru care brandurile se
orienteaza catre mediul digital si catre comunitatile proprii, pentru a putea aplica noi strategii
de marketing, oferind consumatorilor motive de apartenenti |a respectivele comunitati. Tnsi,
atributiile celor din marketing nu se opresc aici, @ fiind interesati sa evidentieze si diferitele
roluri pe care brandurile si le asuma Tn cadrul comunitatilor, gungand chiar pana la utilizarea
social media atét cainstrument, cét si ca strategie de creare de comunitati.

Astfel, prin intermediul  suporturilor digitale, managementul comunicarii
organizationale devine mai eficient, atét pe plan intern cét si, mai cu seama, pe plan extern.
Din acest punct de vedere, cu cét creste puterea tehnologiilor online, cu atét organizatiile
pot fi mai deschise si mai transparente atunci cand isi doresc sa fie intelese la nivelul
anumitor grupuri de consumatori, nlaturandu-se, astfel, granitele temporale si spatiale.

Pe de alta parte, insa, exista si provocari pe care le creeaza media digitale si
tehnologiile noi, cea ma importanta fiind reprezentata de ideea de securitate a
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informatiilor, din aceasta perspectiva existand probleme legate de datele personale ale
indivizilor. Cu toate acestea, este evident ca pentru a realiza comunicarea in ambele
sensuri, brandurile trebuie si isi adapteze planurile pe parcurs in functie de nevoile
membrilor comunitatilor, si foloseasca mecanisme simple si mesgje chiar amuzante in
abordarea acestora, si accepte ca nu pot controla tot ce spun consumatorii si sa i lase sa se
exprime, sa le dovedeasca ci le pasa de e, sa monitorizeze cum evolueaza comunitatea —
nu doar prin rapoarte periodice, ci si la nivel calitativ — si sa prezinte membrilor acesteia
rezultatel e obtinute prin interactiuneacu ei.
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CONSIDERATIONS REGARDING THE AUDIT OF FINANCIAL
STATEMENTS

Maria-Madilina, Salomia®

Abstract: In a business world situated on a market that is becoming more and more active both on an
international and national level, the audit of financial statements embodies a veritable varied research
domain and with favorable advantages for the Romanian business society, as well as for the interest of the
business society located outside the Romanian space.

From the result of the auditing of financial statements of an entity, various pieces of information may
be obtained which are used by different groups that present opinions, knowledge and divergent interests
such as: managers, investors, financial creditors, commercial creditors, clients, suppliers, employees, the
government and its institutions, bankers, financial analysts, the public, the business community and other
entities who base themselves on the objectivity and integrity of the financial statements audited.

K ey words: audit, financial audit, auditor, financial statements, audit report.

JEL Code: M42

The word audit has its origin in the Italian word “audire’- to listen; it is a word of
[talian origin which became known and used from the beginning of the 18th century. Being
transformed during Anglo-Saxon practice, it presently symbolizes, in a strict sense the
account control performed by independent experts called auditors, who express their
professional, responsible and independent opinion concerning the preparation and
presentation method of the financial statements of an entity.

At the beginning, the audit was a set of methods, procedures and techniques. After
the year 1970, audit has become a mature and developed domain that opened numerous
methods of research.

The audit of financial statements isadomain of action in the financial accouting.

In Romania, the activity of financial audit was legislated by the publishing in the
Official Gazette of the Emergency Ordinance no. 75/01.06.1999 that constitutes a lega
framework for organizing the activity of financial audit and the independent performance
of the profession of financia auditor. The Romanian Chamber of Financial Auditors, an
independent legal entity, was also founded by means of the Emergency Ordinance no.
75/1999 in its capacity of professional organisation for public use without profit.

The room of Financial Audit from Romania adopted the International Standards of
Audit elaborated by the Accounting International Federation.

From this perspective, the financial accounting audit is interposed between the
producers and users of accounting information, by high class professionists (auditors) who
assume the responsibility of certifying financial statements by relating them to a standard
or lega quality norm.

OMFP no. 403/22.04.1999 regarding the approval of the accounting regulations
harmonized with the 4™ Directive of the European Economic Community and with the
International Accounting Standards, the obligation to perform the accounting financial
audit for all trading companies, independent administrations, public institutes, banks,
investment funds, etc., that fulfill certain criteria stipulated in this Order. Thus, by
performing the audit on the financial statements, many entities may prevent insolvency,
liquidation, bankruptcy and loss of financial resources by the exact, correct, real and honest
informing of all participants concerning the social and economic life.

1 PhD Candidate., expert accountant. Academy of Economic Studies, Bucharest.
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Initialy, the word to audit signified the verification of the financial statement of a
company, but gradually the word to audit acquired the meaning of studying a company as
to apreciate its transformation processes, transactions and financial statements (financial
audit), in order to improve its performances (operationa audit) or to make a judment
concerning the management (management audit).

The financial audit — implies any analysis, control, check and study concerning a
section or acertain part of accounting or financia statements.

By financial audit, a judgement concerning accounting accounts is elaborated that
will lead to the auditing of the financial statements of an entity.

The professional judgement of the financial auditor plays an important role, various
relative theoretical frameworks in the decision making process regarding the audit of
financia statements being borrowed from psychol ogists.

Operational audit — developed in the countries from the framework of the European
Union aims at analysing the risks and deficiencies that exist in an entity as to grant advice,
recommendations or to propose new strategies as to improve performance.

Management audit— is the most frequenly met in the audit activity from the Anglo-
Saxon world and aims at finding convincing evidence which lead to fraud, or at having a
critical opinion concerning the management operations or the performaces of an entity or a
group of entities that are responsible.

Auditors are authorised professionists, members of the Romanian Chamber of
Financial Auditors, who obtained the quality of being financial auditors. The legal
framework specifies passing the access test to the traineeship (some persons can be
exempted according to the collaborating protocols completed with CAFR), conducting the
practical training (for the CECCAR trainees there is a protocol completed between the two
regulatory bodies which regards the recognition of the first year of training conducted at
CECCAR under the conditions stipulated in the protocol) and passing the professiona
competence exam formed of 3 assessments.

By the audit activity we understand the expression of a professional opinion from an
auditor concerning the faithful image of the annual financia statements. Auditors bring
their contribution to the maintenance of integrity and eficiency of financia statements
presented to financia institutions as to obtain credits.

The opinions expressed by the auditors concerning the financial statements were
established under every significant aspect in conformity with an identified referential
accountant. Thus, for expressing his’her opinion, the auditor regularly uses the phrases
“gives a faithful image” or “ sincerily presents under every significant aspect” these
formulas being equivalent.

Annual financial statements according OMFP 3055/2009, the financial statements
are consist of: balance, profit and loss account, statement of cjanges in equity, cash flow
statement and the explanatory notes of the annual financia statements.

Financial statements must be prepared as to supply useful, concrete and real
information as to adopt economic decisions, in order to decide the moment for purchasing
or selling a capital investment, to evaluate the deficiencies in manageria responsibility, to
evaluate the capacity of the company to pay and offer other advantages to its employees, to
evaluate the guarantees for the credits offered to the enterprise, to determine the taxation
policies, to calculate profit and to distribute dividends.

The financia statements are presented annually and intended for the commun needs
of alarge range of interested users. Fot the interested users, they present the only source of
information regarding the satisfaction of their own needs.

Financial statements are prepared and elaborated after certain international and
national accounting norms as well as after other recognized accounting references.
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The International Standard on Auditing no. 200 (ISA200) “General objectives of
the independent auditor and developing an audit in accordance with the International
Standard on Auditing” aims at improving the confidence level of the financia statements
of the target users, as well as establishing norms and instructions for professionals in order
to audit the financial statements.

By auditing financial statements, their reliability is increased in the eyes of the
users, without understanding that the opinion of the auditor represents a certainty of the
future efficiency of the entity or the management of the entity audited.

In view of auditing financial statements, the auditors check and make various checks,
and obtain adequate and sufficient evidence which will allow them to draw conclusions.
During the auditing task, the auditor communicates with the internal auditor according to
ISA 610, who closely knows the situation of the audited entity.

Thus, by meetings with the other members from the management of the audited unit,
the auditor may obtain more information concerning the entity audited, regarding both the
activity developed in the current fiscal year as well as the previous fiscal years.

In view of auditing financial statements, the auditor must verify and observe:

- whether the documents made available are correctly, concretely and coherently
drafted;

- To verify the field of activity of the entity audited and also keep in mind the socia
and economic environment in which it develops its activity;

- whether during the fiscal year, the accounting principles and the regulations in
force were respected and correctly applied,;

- whether before the preparation of financia statements, the evaluation methods
were respected and applied, where necessary;

- whether the bookkeeping of the economic and financial operations was prepared in
a systematic and chronological manner;

- whether the inventory of the patrimony was performed, as well as its valorisation
by recording in the account bookkeeping of the inventory results;

- whether the amount represented in the balance sheet by synthetic accounts
corresponds to the amounts from the analytical accounts;

- whether there were changes during the fiscal year in the structure of the capital and
if they were recorded in the bookkeeping;

- whether the financial obligations were correctly calculated, retained and transferred
to the state budget;

- whether the depreciation norms for fixed assets were observed,

- whether lists with suppliers and clients were drafted and if they were confirmed,;

- whether a schedule of debts collection and for cashing the receivables was set;

- whether the receivables and debts were evaluated in foreign currency;

- whether the crediting situation was correctly prepared, contracted both from the
banking companies as well as from non-banking companies;

- whether the incomes and expenses were correctly recorded and are based on
supporting documents,

- whether the income tax was correctly calculated, taking into account the non-
deductible fiscal expenses, aswell asthe fiscal losses from the previous years,

- whether the preparation of financial statements was achieved based on the closing
balance at the end of the fiscal year;

- whether the accounting policies and notes were correctly prepared;

- whether in the accounting notes, the distribution of the accounting profit or the
coverage of the accountancy loss was decided;
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- whether the profit and loss income was prepared in conformity with the incomes
and expenses in the balance sheet;

- whether the situation of fixed assets corresponds with the balance sheet;

- whether the situation of cash flows was correctly analysed;

- whether the opening balance corresponds with the closig balance of the previous
fiscal year;

- whether during the fiscal year, the accounting principles were observed, as well as
the continuity of the activity, the precautionary principle, etc.

In view of auditing financial statements, the auditor must observe if the documents
made available by the management of the entity audited correspond both qualitatively and
quantitatively, if they supply concrete, correct and exact information as for al these
evidences to lead to amore faithful and complex image regarding the entity audited.

The financial auditor is obliged to verify if the balance, profit and loss account, the
statement of changes in the equity, the cash flow statement and the notes of the annual
financia statement were correctly done according to OMFP 3055/2009. If they contain
important and necessary information in view of analysing and easy understanding of the
users interested by the situation of the entity audited. Within the auditing actions, the
auditor of the entity observes the conceptual accounting framework in conformity with the
International and National Accounting Standards.

The auditor must observe if the activity of the audited entity also continues in the
next fiscal year. Thus, the balance sheet must offer the compatibility of patrimonial
elements on at least two fiscal years; the evaluation and presentation methods used are
identical with those from the previous year, and if there are modifications, they should be
recorded and justified in the notes attached to the balance sheet (Stoian 2009).

Subsequent to the audit of financial statements , the auditor regroups the assets and
liabilities resulted from the inventory and records them in the inventory register both the
quantity and value, thus proceeding to a comparison and expression of an opinion upon the
book values and the values resulted from the inventory.

The financial auditor in an audit mission does not register in his’her inventory
register and does not express an opinion regarding the inventory, but regarding the
financial statements.

The closure of the auditing activity is performed by drafting an Audit Report, which
is destined to future users that present divergent interests and levels of knowledge.

By the Audit Report, the auditor expresses the results obtained subsequent to the
auditing and draws up letters of recommendation, confirmation of accoun balances.

Subsequent to the performance of the auditing task, the auditor may express his/her
opinion regarding the financial statements audited.

According to ISA 705 “Opinion changes of the independent auditor’s report” there
are fout types of opinions:

- Qualified opinion;

- Unqualified opinion;

- Adverse opinion;

- Disclaimer opinion

Conclusions

The audit activity is regarded as a professional examination of information and it
offers an augmented responsibility of the users, which rely on objectivity, integrity and the
professionalism of the financial auditor who performed the audit of the financial
statements. By auditing financial statements we understand a professiona independent
(auditor) accountant’s expression of fidelity of accounting and financial representations,
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he/she representing the key base for proof and credibility of financial transactions set out in
the financia statements offering the guarantee of quality accounting information through
the checking and certification of the audited entity.

The audit of financial statements consists in providing an insurance that the financia
statements examined are completed and established accurately and that the economic
operations were performed according to the regulationsin force.
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CONSIDERATII PRIVIND AUDITUL SITUATIILOR FINANCIARE
Maria-Mad:lina, Salomia®

Rezumat: Tntr-o lume a afacerilor aflata pe o piasa din ce in ce mai activa atat la nivel naszional, cat
si internazional, auditul situariilor financiare presupune un veritabil domeniu de cercetare variat si cu
beneficii favorabile atat Tn interesul societarii de afaceri romanesti, cat si Tn interesul societarii de afaceri
din afara spariului romanesc.

Din rezultatul auditarii situaiilor financiare ale unei entitdsi se pot obrine informayii care sunt
utilizate de diverse grupuri cu opinii, cunostinse si interese divergente cum ar fi: managerii, investitorii,
creditori financiari, creditori comerciali, clienyii, furnizorii, salariarii, guvernul si instituriile sale, bancherii,
analisti financiari, publicul, comunitatea de afaceri si alte entitafi care se bazeazi pe obiectivitatea si
integritatea situayiilor financiare auditate.

Cuvinte cheie: audit, audit financiar, auditor, situarii financiare, raport de audit.

Cod JEL: M42

Cuvantul audit Tsi are origineain cuvantul italian , audire’— a asculta; este un cuvant
de origine latina care ainceput sa devina cunoscut si utilizat Tnca de la inceputul secolului
al XVlll-lea, transformat Tn timp de practica anglo-saxona, €l semnifica azi, in sens strict,
un control a conturilor, realizat de experti independenti numiti auditori, care isi exprima o
opinie profesionala, responsabila si independenta asupra modului de intocmire si
prezentare a situatiilor financiare ale unei entitati.

LaTnceput, auditul era un ansamblu de metode, proceduri si tehnici. Dupa anul 1970,
auditul devine un domeniu matur si dezvoltat care deschide numeroase cii de cercetare.

Auditul situatiilor financiare este un domeniu de actiune in contabilitatea financiara.

In Romania activitatea de audit financiar a fost legiferata prin publicarea n
Monitorul Oficia a Ordonantei de Urgenta nr. 75/01.06.1999 care constituie cadru juridic
pentru organizarea activitatii de audit financiar si exercitarea independenta a profesiei de
auditor financiar Tot prin Ordonanta de urgenta nr. 75/1999 s-a infiintat Camera
Auditorilor Financiari din Roméania, persoana juridica autonoma, ca organizatie
profesionala de utilitate publica fara scop lucrativ.

Camera Auditorilor Financiari din Roménia a adoptat Standardele Internationae de
Audit elaborate de Federatia Internationala a Contabililor (IFAC).

Din aceasta perspectiva auditul financiar contabil se interpune intre producatorii si
utilizatorii de informatie contabila, prin profesionisti de mare clasa(auditori) careisi asuma
responsabilitatea certificarii Situatiilor financiare prin raportarea la un standard sau o
norma legala de calitate.

Prin publicarea OMFP nr.403/22.04.1999 privind aprobarea Reglementarilor
contabile armonizate cu Directiva a IV a a Comunitatii Economice Europene si cu
Standardele Internationale de Contabilitate, s-a introdus obligativitatea efectuarii auditului
financiar contabil pentru toate societatile comerciale, regii autonome, institutii publice,
banci, fonduri de investitii etc., care Tndeplinesc anumite criterii prevazute in acest Ordin.
Astfel prin efectuarea auditului asupra situatiilor financiare, multe entitati ar putea preveni
insolventa, lichidarea, falimentul si pierderile de resurse financiare printr-o informare
corecta, exacta, reala si onesta a tuturor participantilor la viata economico-sociala.

Initial, cuvantul a audita a avut semnificatia verificarii situatiilor financiare ale unei
societati Tnsa treptat, cuvantul a audita a capatat semnificatia studierii unei societati pentru
al putea aprecia procesele de transformare, tranzactiile si situatiile financiare (audit
financiar), pentru ai ameliora performantele (audit operational) sau pentru a face o
judecata asupra gestiunii(audit de gestiune).

! Doctorand, expert contabil, Academia de Studii Economice Bucuresti.
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Auditul financiar — presupune orice analiza, orice control, orice verificare si studiu
asupraunel sectiuni sau aunei parti din contabilitate sau asupra situatiilor financiare.

Prin audit financiar se elaboreaza o judecata asupra conturilor contabile care vor
duce laauditarea situatiilor financiare ale unei entitati.

Rationamentul profesional a auditorului financiar joaca un rol important, fiind
imprumutate de la psihologii, diverse cadre teoretice relative in luarea deciziilor privind
auditul situatiilor financiare.

Auditul operarional — dezvoltat in tarile din cadrul Uniunii Europene are ca obiectiv
cerinta de aface analizariscurilor si deficientelor existente ntr-o entitate in scopul de a acorda
sfaturi, recomandari sau de apropune noi strategii in vedereaameliorarii performantelor.

Auditul de gestiune — este cel mai intanit in activitatea de audit din lumea anglo-
saxona si are ca obiectiv gasirea de probe convingatoare care duc la o frauda, fie aavea o
judecata critica asupra operatiunilor de gestiune sau a performantelor unei entitati sau ale
unui grup de entitati, ce sunt responsabile.

Auditorii sunt profesionisti autorizati, membri a Camerei Auditorilor Financiari din
Romaénia, care au obtinut calitatea de auditor financiar. Cadrul legal precizeaza sustinerea
testului de acces la stagiu (anumite persoane pot fi exceptate conform protocoalelor de
colaborare incheiate cu CAFR), efectuarea stagiului de pregatire practica (pentru stagiarii
CECCAR exista un protocol incheiat intre cele doua organisme de reglementare care
vizeaza recunoasterea primului an de stagiu efectuat la CECCAR 1in conditiile prevazute in
protocol) si sustinerea examenului de competenta profesionala format din 3 probe.

Prin activitatea de audit se intelege exprimarea cu profesionalism din partea
auditorului a unei opinii asupra imaginii fidele a situatiilor financiare anuale. Auditorii Tsi
aduc contributia la mentinerea integritatii si eficientel Situatiilor financiare prezentate
institutiilor financiare in vederea obtinerii de credite.

Opiniile exprimate de auditori asupra situatiilor financiare au fost stabilite sub toate
aspectele semnificative conform unui referential contabil identificat. Astfel auditorul
pentru exprimarea opiniei e foloseste expresiile ,da o imagine fidela” sau ,prezinta in
mod sincer sub toate aspectele semnificative” aceste formule fiind echivalente.

Situadiile financiare anuale potrivit OMFP 3055/2009, situtiile financiare sunt
compuse din: bilant, cont de profit si pierdere, situatia modificarii capitalului propriu,
situatia fluxurilor de numerar si note explicative la situatiile financiare anuale.

Situatiile financiare trebuie sa fie intocmite in asa fel in cét ele trebuie sa furnizeze
informatii utile, concrete si reale pentru adoptarea de decizii economice, pentru a hotari
momentul de cumparare sau vanzare a unel investitii de capital, a evalua deficientele n
raspunderea manageriala, a evalua capacitatea intreprinderii de a plati si de a oferii alte
beneficii angajatilor sai, pentru a evalua garantiile pentru creditele acordate intreprinderii,
a determina politicile de impozitare, pentru calculul profitului si distribuirea dividendelor”.

Situatiile financiare sunt prezentate anual si destinate nevoilor comune a unei mase
largi de utilizatori interesati. Pentru utilizatorii interesati acestea reprezinta singura sursa de
informare cu privire la satisfacerea nevoilor proprii. Situatiile financiare sunt intocmite si
elaborate dupa anumite norme contabile nationale si internationale precum si dupa ate
referinte contabil e recunoscute.

Standardul International de Audit nr. 200 (ISA200) ,Obiectivele generale ae
auditorului independent si desfasurarea unui audit in conformitate cu Standardele
Internationale de Audit” are ca scop si imbunatateasca gradul de incredere ai utilizatorilor
vizati a Situatiilor financiare precum si stabilirea de norme si instructiuni pentru
profesionisti Tn vederea auditarii situatiilor financiare.

Prin auditarea situatiilor financiare creste credibilitatea acestora in fata utilizatorilor,
fara ca el sa inteleaga ca opinia auditorului reprezinta o certitudine a eficientel viitoare a
entitatii sau a conducerii entitatii auditate.
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In vederea auditarii situatiilor financiare, auditorii verifica si fac diverse controale
asupra conturilor si obtin probe adecvate si suficiente care le vor permite sa traga concluzii.
Tn timpul misiunii de audit auditorul comunica cu auditorul intern potrivit ISA 610, care
cunoaste indeaproape situatia entitatii auditate.

Astfel prin inténirile auditorului cu ceilalti membri din conducerea unitatii auditate,
acesta poate sa obtina mult mai multe informatii despre entitatea auditata, atét cu privire la
activitatea desfasurata in exercitiul financiar curent cat si activitatea desfasurata n
exercitiile financiare precedente.

In vederea auditarii situatiilor financiare auditorul trebuie si verifice si si observe:

daca documentele puse la dispozitie sunt corect intocmite, coerente, concrete,

sa verifice domeniul de activitate al entitatii pe care o auditeaza si s tina cont si de
mediul socio-economic in care aceastaisi desfasoara activitatea;

daca pe parcursul exercitiului financiar s-au respectat si aplicat corect principiile
contabile si reglementarilein vigoare;

daca Tnainte de Tntocmirea situatiilor financiare au fost respectate si aplicate, unde
este cazul, metodele de evaluare;

daca evidenta contabila a operatiunilor economico-financiare, a fost intocmita n
mod sistematic si cronologic;

daca s-a efectuat inventarierea patrimoniului, precum si valorificarea acestuia prin
Tnregistrarea in contabilitatea a rezultatului inventarierii;

daca sume reprezentata Tn balanta contabila prin conturi sintetice corespund cu
sumele din conturile analitice;

daca pe parcursul exercitiului financiar au avut loc modificari in structura
capitalurilor si acestea au fost inregistrare in contabilitate;

daca au fost corect calculate, retinute si virate catre bugetul de stat obligatiile
financiare;

daca s-au respectat normele de amortizare amijloacelor fixe;

daca s-au intocmit liste cu furnizori si clienti, iar acestea au fost confirmate;

daca s-a stabilit un grafic de achitarea a datoriilor si de incasare a creantelor;

daca s-au evaluat creantele si datoriilein valuta;

daca s-au ntocmit corect situatia creditelor, contractate atét de la societati bancare
cét si societati nebancare;

daca veniturile si cheltuielile au fost nregistrate corect si au la baza documente
justificative;

daca impozitul pe profit a fost corect caculat, tindndu-se cont de cheltuielile
nedeductibile fiscal precum si de pierdereafiscala din anii precedenti;

daca intocmirea situatiilor financiare s-arealizat in baza balantei de inchidere dela
sfarsitul exercitiului financiar;

daca politicile si notele contabile au fost corect intocmite;

daca Tn notele contabile s-a hotarét repartizarea profitului contabil sau acoperirea
pierderii contabile;

daca contul de profit si pierdere s-aintocmit conform veniturilor si cheltuielilor din
balanta contabila;

daca situatia mijloacel or fixe corespunde cu balanta contabila;

daca s-a analizat corect situatia fluxurilor de trezorerie;

daca bilantul de deschidere corespunde cu bilantul de Tnchidere a exercitiului
financiar precedent;

daca pe parcursul exercitiului financiar s-a respectat principiile contabile, precum
continuitatii activitatii, principiul prudentei etc.

In vederea auditarii situatiilor financiare auditorul trebuie si observe daci
documentele puse la dispozitie de conducerea entitatii auditate corespund atét calitativ cét
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sl cantitativ, daca acestea furnizeaza informatii concrete, corecte si reale astfel incét toate
aceste dovezi si duca lao imagine cat mai fidela si complexa asupra entitatii auditate.

Auditorul financiar este obligat si verifice daca bilantul, cont de profit si pierdere,
situatia modificarii capitalului propriu, situatia fluxurilor de numerar si note explicative la
situatiile financiare anuale au fot corect intocmite conform OMFP 3055/2009. Daca aceste
contin informatii importante si necesare in vederea analizarii si intelegerii c& mai usoare
din partea utilizatorilor interesati de situatia entitatii auditate. Tn cadrul actiuni de auditare a
entitatii, auditorul respecta cadrul contabil conceptual in concordantd cu Standardele
Internationale si Nationale de Contabilitate.

Auditorul trebuie sa observe daca activitatea entitatii auditate continua si Tn exercitiul
financiar viitor. Astfel bilantul contabil trebuie si ofere comparabilitatea elementelor
patrimoniale pe cel putin doua exercitii financiare, metodele de evaluare si prezentare
folosite sunt identice cu cele din anul precedent, iar daca sunt modificari ele sa fie inscrise
sl justificate Tn notele atasate la bilant;

Auditorul financiar intr-o misiune de audit financiar nu consemneaza n registrul
inventar si nu Tsi exprima o opinie asuprainventarierii ci asupra situatiilor financiare

Incheierea activititii de audit se va face prin intocmirea unui Raport de audit, care
este destinat unor viitori utilizatori care prezinta nivel de cunostinte si interese divergente.
Prin Raportul de audit, auditorul isi exprima rezultatele obtinute Tn urma auditarii si
elaboreaza scrisori de recomandare, confirmari asupra soldurilor conturilor etc.

In urma efectuarii misiunii de audit, auditorul isi poate exprima o opinie asupra
situatiilor financiare auditate.

Potrivit ISA 705 ,,Modificari ale opiniei raportului auditorului independent” exista
patru tipuri de opinii:

- opiniecu rezerve,

- opiniefara rezerve,

- opinie contrara;

- imposibilitatea exprimarii unel opinii;

Concluzii

Activitatea de audit este privita ca o examinare profesionala ainformatiilor si ofera o
responsabilitate argumentata utilizatorilor, care se bazeaza pe obiectivitatea, integritatea si
profesionalismul auditorului financiar care a efectuat auditarea situatiilor financiare. Prin
auditarea situatiilor financiare se intelege, exprimarea din partea unui profesionist contabil
independent (auditor), a fidelitatii reprezentarilor contabile si financiare, € reprezentand
cheia de baza pentru probarea si credibilitatea tranzactiilor financiare expuse in situatiile
financiare, oferind garantia unel informatii contabile de calitate prin verificarea si
certificarea entitatii auditate.

Auditarea situatiilor financiare, consta Tn furnizarea unel asigurari, ca Situatiile
financiare examinate sunt complete si Tntocmite cu acuratete si ca operatiunile economice
au fost efectuate in concordanta cu reglementarile in vigoare.
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THE TOURIST VILLAGE IN VALCEA —PROMOTER OF FOLK
TOURISM IN ROMANIA

Maria-Roxana, Dorobantu®

Abstract: This paper discusses the perception, links and potential offolkin Romania, in general, and
from Valcea County, in particular. The purpose of this paper is to show the link between rural tourism
andfolkwhich can help in promoting this form of tourism, which is rural tourism. In the paper the perceived
benefits offolkare analized by examining the importance of this activity in promoting the concept of rural
tourism.

This paper links the changes at the local and at broader level in the rural community, under the
pressure of globalization, allowing for deeper and sophisticated considerations of the main that contribute to
rural tourism development.

This paper considers the extent to which a relationship can exist between rural tourism and spiritual
experiences closely connected to thefolkpotential.

Key words rural tourism, tourist village, ethnofolklore, tradition, crafts, customs
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1. Introduction

Tourism is an activity based on the environment, so integrity is required. Sustainable
tourism development requires meeting the needs of present tourists, protecting the
environment, and tourism resources for the future. Recreation is an important part of the
tourism activity, thus its development is strongly connected to the surrounding
environnemnt.

Thetitle of this paper suggests a genuine truth which is known by many people, but only
afew appreciate it at its real vaue: thefolkevents (represented by the entire range of this kind
of events hosted in rurd areas) perform amajor role in the promotion of the tourist village.

The perenity of folk art is strongly exhibited in the current craftsmen’s and artisans
receptiveness, continuators of ancient traditions, in the new elements of content and
expression. In Romania, as in fact in Vacea County, we are witnessing an abstraction in
the conceptul framework and in the ornamental décor, of the magjor vision about the
meaning of the world and of our own life in the past and the present society.

At the moment not all the variations that exist with regard to the forms of tourism
have developed yet. | am referring here to tourism for relaxation and rest, but also to the
tourism for knowledge of various interest targets, as well as to the tourism for wine tasting,
because there are many opportunities related to agricultural products of the various areas of
the country. Together with rural tourism development, other economic activities develop in
the respective areas, such as butcher’ s shops, candy stores, handicrafts and all sorts of such
small lucrative related enterprises.

Proper management of the rural tourism by all stakeholders involved in this activity
could bring multiple benefits. They could include creating prerequisites for better living
standards in rura areas, but aso the “setting” of young people in these areas by providing
them opportunities to get jobs and to maintain afamily. In this way, the risk of emigration is
reduced, because a present many young people from rura areas go abroad in search of better
jobs. Another opportunity is given by the fact that Romania is now in trend, and many
europeans are keen to come here and know the beauties of the country.

The Romanian tourist village is an original tourist product equally for the nationa
and international market. On the other hand, the Romanian tourist village can contribute to

1 PhD candidate, Constantin Brancoveanu” University from Pitesti.
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the discovery of our country as a possible tourist destination, creating interest in Romania
as a place that offers a wide range of experiences, quality vacations spent in the country
side. From this point of view the Romanian rural tourism can be considered:

- areal anti-stress therapy

- aplace of meeting with the wild nature
agateway to the world of folk traditions and customs
return to origins,
with direct demand and precise segments of tourists from large urban areas, from
the industrialized countries, where, through the multitude of concerns, they lead a stressful
life, increasingly devoid of reverie elements or the opportunity to go out in the middle of
nature.

Along with the people’s peasant house, architecture, crafts, folklore, traditions and
popular port, a large number of Romanian villages have tourist and other resources:
historical monuments, art and architecture, unpopulated natural setting (mineral waters,
picturesque landscapes, hunting places) so that in the Romanian rural areas there is the
possibility of achieving increasingly more diverse offers that are addressed to all categories
of tourists.

Ethnofolklore tourism involves the preservation and development of traditions in a
globalized commercial context. Currently we are looking for diversity and originality in
various areas of the world and the Romanian village as a tourist product can contribute to
the discovery of our country as a possible tourist destination, by creating interest in
Romania as a place that offers a wide range of quality holiday experiences and even
business opportunities.

Ethnofolklore tourism is a concept that includes the specific problems of a rura
area receiving tourists and providing tourist services that meet the specific traditions and
secular practices in terms of nutrition, the folk costumes and folklore specific to that area.

Ethnofolklore tourism includes a wide range of events, festivities, sports and other
entertainment possibilities for spending enjoyable leisure, al deployed in an environment
that includes the elements related the ethnic and folk aspects specific to this type of
tourism.

Characteristics offolktourism:

- proximity to nature, tranquillity;

- it takes place in an nonindustrial environment;

- personal contacts in opposition with classical tourism;

- transmission of avivid and lasting state of continuity due to the fact that this form

of tourism creates friendships renewed every year;

- the possibility to know the places and the people of those places;

- the opportunity to accumulate documentary material in images that show us the

identity and concerns of the individuals belonging to the community.

Infolktourism it is known that the tourist product is regarded as an economic activity
in a specific dimesion, volume, quality and structure and, through its tourist destinations,
the product may be a message addressed to potential consumers (tourists) who give birth
through the quality of the servicesto tourist flows and to tourism consumption.

This is explained by the rich cultural heritage of Romania which has some elements
of unigueness and origina which distinguish Romania in relation with the neighbouring
countries:

- Churches painted on the outside (Bucovina),

- The amplitude of the wooded architecture (Maramures, Transilvania),

- The large number of fortified churches,
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- The uniqueness of the civil fortified architecture of the Oltenia area (vestiges of
Maldaresti),

- Development, on the territory of Romania, of three architectural styles specific by
the synthesis of the oriental elements with the Western ones, alongside with the elements
of the Romanian folk art,

- Dacian architecture in the area of the Sebes mountains,

- Brancusian art found at Targu Jiu and in the museums in Bucharest and Craiova
County,

- Memoria houses of the great internationally cultural figures. Constantin Noica,
Eugen lonesco, George Enescu, Constantin Brancusi etc.,

- Cultural richness due to Romania's multiculturalism by the presence of a large
number of minorities, representatives of great Western and Oriental cultures.

Although enjoying arich potentia for cultural tourism, Romania still faces a series
of challenges which still hinder the development of cultural tourism. Among these, | can
mention: the number of tourist information and promotion centres is very low, the major
tourist areas do not have tourist services (North of Oltenia, Hateg and Salg areas), cultural
tourism without funds, promotion of tourism aims at the aready popular tourist objectives
and regions, leaving aside centres and regions equally valuable, the lack of communication
between the Government and the private sector discourage the promotion of cultural
destinations.

2. Resear ch M ethodology

The research objectives were:

e The purpose of this research was to explore the extent offolkpotential in Valcea
county, a place where tourists participate in nature-based activities |located in rural areas;

e It focuses in particular on the characteristics and particularities offolktourism and
offolkevents that take place in tourist villages from Valcea County.

3. Ethnographical context of Valcea County

The rura space of Vacea County has great variety of tourism resources. It aso
benefits from a strong tradition and a millenary culture. The traditions andfolkvalues
(popular architecture, customs and traditions, folk costumes, etc.) constitute the rura
ambience of the whole rural environment in Valcea

Traditions are those which bring into light the national specificity, the popular
culture which includes music, dance, crafts, traditional cuisine as well as certain special
skills.

Romanian traditions represent the Romanians at home and the tourist interested in a
country like Romania, looking in the Romanian villages for picturesque mountain spots,
riversides, looking for inestimabile religious and cultural legacies with old traditions
valued and respected at european level and internationally.

A well-preserved tourism is the one which preserves intact traditions and customs,
preventing the various forms of folk polltion by the fact that each year the traditions are the
same and are at the same time renewed asfolktourism, and the force the tradition is that the
tourist from other countries can learn, understand and popularize the Romanian specificity.

The social life of rural communities is carried out in accordance with a specific tool
for measuring time, showing agreement with a variety of human concerns such
asfolkevents. These bindings are evidenced by multiple celebrations and rituals specific to
the Romanian people.

The whole range of folk eventsis based on the existence of three different calendars:
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- civil calendar, with two periods of the year: each of the two periods of the year
when the Sun is at the highest height in relation to the Equator; dates corresponding to
these moments (21 June and 22 December), marking the longest day or shortest of the
year, phases of the Moon and other astronomical or meteorological events;

- church calendar, in order to keep the christian good order. The holidays related to
the conduct of the religious calendar are known especially for the celebration of the days of
the Archangels, Apostles, Saints, which represent many of the monasteries and worship
temple, Christmas, Easter or ceremonies connected with the eventsin our life

- popular calendar, with deep roots in the ancient Dacian-Roman history, which
showed the most favourable periods for the implementation of agricultural and pastoral
occupations, specifying the type of celebration and customizing certain special practices.

In addition to the elements of folklore, culture or tradition, the geographical area
constitutes a means of attracting tourists lovers of the countryside, in particular urban
tourists who want to escape from a polluted and crowded environment toward a peaceful
and natural environment such as nature. Vacea County can meet by its rich natural
resources the highest demands and preferences of such tourists.

Vacea County is a well-packaged region in Romanian popular culture. Its
ethnocultural specificity can be defined by three dimensions.

First, it is situated in the North-East of Oltenia region (in the vicinity of two large
historical provinces of Wallachia and Transylvania), thus representing a land of folk
traditions interference. Then, Valcea County has experienced since the medieval period, a
permanent dialogue between oral folk culture cultivared in villages — hearths of peasant
tradition — and the written culture practiced in the monasteries. A third point refers to
Valcea as keeper of the archaic culture, an area of the dynamics of the relationship between
tradition and modernity, open to innovation.

All these three dimensions give Valcea County the etnocultural status of a space for
creative development of tradition, which is expressed by a vivid heritage, of strong
authenticity and striking originality, which the tradistion keepers pass on from generation
to generation, as an enduring legacy.

Viable and productive, folk traditions become, in modernity, marks of Valcea's
cultural identity in the Romanian and European context. This redlity is the result of a
cultural strategy grafted on the folk tradition® school”.

Through its creations and traditions — dentity brands of spirituality, the folk culturein
Vacea County has enough data that provide it with the ability to enter in the concert and
tour of European cultural values.

Theregional folklore is characterized by great richness and diversity, the result of the
assimilation of the confluences with the neighbouring areas and of the creative synthesis
which confers an origina mark in northeastern Oltenia. Traditional folk life is till
vigorous in Valcea, manifesting itself in the two main classes of (caendar and family)
habits, which represent viable means of cultivating the folk songs and dances.

Valcea County falls by its geographical situation and a series of elements of
folklorical and spiritual culture in the wider region of Oltenia. Through the configuration
of settlements by developing trade and opposed by popular artistic creativity, Vacea
characteristics of a distinct ethnographic areas with a folk art that has, like in the rest of
Romania, ancient traditions and rigorous, which took over the common features in weather
so the whole arts folk-tales, and features original, unpublished and original forms of
expression which define their own charactersspecific
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The regional folk creation has met specific crystallizations, both in the ceremonial
folklore and in the literary, musical and choregraphic one. Among the types of ceremonial
folklore, Valcea County excels in terms of folk carols and songs. Among the many folk
events annually organized in Vacea | mentioned the most popular ones:

Tabel no.1. Folk eventsin Va cea County

Event LOC&t'I on. Period Features
town/village
The“Hora Pietrari Organized | Contest of designers of popular costumes
costumelor” inthethe | was grafted on local tradition, according to
Festival first of PAm | which the young peasant girls show every
Sunday, in | spring what they have made more
April beautiful, in secret, during winter.
The purpose of the festival is to turn to
advantage the authentic creation of the
The " Céntece area, of the Romanian folklore, and
si dansuri” Valcea May affirmation of the young tadents in
Folk County performing, preserving and enriching the
Manifestation folk cultural values, their
acknowledgement nationally and
internationally. The choregraphic
repertoire includes, in addition to the wide
spread regional dances of Oltenia, a series
of specific loca games. Barbatesti,
Costesti, Malaia, where the local popular
danceispart of thefolk life redlity.
Romanian folk pottery fair, organized in
Horezu, on the first Sunday of June, which
coincides with the usual summer Estates.
The " Cocosul Horezu June Ceramic pottery artisans craftsmen from
de Hurez’ renowned Romanian ceramic pottery
Celéebration centers take part in the event, but aso
ceramic pottery artisans and
representatives of the national ceramic
pottery organizations of Bulgaria, France,
Greece, Italy, Moldova, Serbia, Spain,
Ukraine and Hungary. Visitors can taste
traditional products from the area, and can
buy from the stands of ceramic pottery and
can enjoy the music of the bands present.
The Bunesti June Annua cultural event which brings
“Sarbatoarea together producers of strawberries in the
capsunelui” tradition of Valcea County.
Folk Event
The“Invartita Folk Festival Competition, supported by
Dorului” Vaideeni 25-26 of | artigtic groups from different areas of the
Competition June country and afolk shepherd costume parade.
On this occasion tourists can taste various
traditiona dishes specific to the area.
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The“Florile Govora July Known cultural and artistic manifestation

Govorel” of “Govora Flowers” which became in
Celéebration time a meeting opportunity for al those
who love thisresort.
Barbatesti 8 of Folk festival which aims to optimize the
The “Bréaul de September | performare of the folk dances — from the
aur” traditional “hora’ to the choregraphic
Dance show.
Competition
Local folk festiva with international
The Calimanesti August | participation -  Calimanesti-Caciulata,
“Cantecele August; the competition is in fact the
Oltului” Folk artistic expression of unity in diversity of
Songs folklore from the area crossed by old
Competition Altus.
In the event there is a parade of costumes
The“La Babeni September | in which artistic folk groups from all over
izvorul the county take part and a folk music
fermecat” show. The Festival is organized by the
Popular County Center for Conservation and
Festival Promotion of Traditional Culture and by
the City of Valcea County.
The*"Targul The cultura program initiated by the
mesterilor County Centre for Conservation and
populari din Ramnicu 29 of June | Promotion of Traditional Culture, an event
Romania’ Vélcea which takes place in a context of great
Event celebration — the “National Anthem Day” -

and which celebrates the first singing in a
public assembly of the revolutionary
march “ Desteapta-te romane!”, which after
1989 became Romanias Nationa
Anthem.

These events are hosted in the ambience of a traditional holiday, offering a one-day
united view of the Carpathian region: Transylvania, Muntenia and Oltenia regions, all
gathered in the same Romanian vibration. The fiddlers animate the specific dances of the
village, “hore”, “sarbe’, “brai€’” (regional dance popular styles) and other specific
traditioanal games, collected, transcribed and published in peer-reviewed journals.

During the festivals cultural and other activities are organized, such as exhibitions,
work demonstrations, an exhibition of works of art by painters, book launches, short
concert of religious songs, a trip to the sights of Valcea County. All these folk activities
promote rura tourism in Valcea County, bringing various benefits to the businesses
involved in this activity.

The cultura folk holidays/festivals represent one of the most extensive and complex
elements of the immaterial folk culture, acting as an identitary mark because they integrate
social, ethic, aesthetic, cultural values specific to a nation.

However, ethnofolkore events have an important role to play, from community-
building to rura renewal, cultural development to fostering national identities— tourism is
not the only partner or proponent
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Another factor which comes to promote rural tourism in Valcea County are the folk
themed routes. Such a route is set up by the Association of Professionals in Tourism in
Romania and called “Ethno-cultural and architectural routes in the historical region of
Oltenia’. These actions aim at promoting the cultural and historical values and the tourism
potential of the region, promoting the following areas with cultural potential, which
included some areas from Valcea County: Novaci — Baia de Fier — Bumbesti Pitic —
Polovragi — Vaideeni — Horezu — Bistrita — Baile Govora — Francesti — Ocnele Mari —
Ramnicu Valcea— Baile Olanesti — Calimanesti — Caineni.

Folk tourist destinationsin Valcea County, Romania

Every weekend and holiday, thousands of people leave their homes in the city to go,
even if for afew hours, to small rural towns that have historic or architectural appea. The
same behaviour can be found in relation to the flow of tourists who travel from larger
coastal or urban places, either as tourists or excursionists, attracted by the characteristics of
this kind of destination.

One of the characteristic features of Valcea County lies in the fact that human
settlements have developed extremely well in terms of relief. In the area of contact with the
mountain, the settlements have developed particularly in depressions which stretch from
East to West in the North of the County (Lovistea, Jiblea-Berislavesti, Muiereasca,
Horezu) and to the South, in particular, on the course of river valleys which have North-
South direction (Govora,Otasau, Bistrita, Luncavatul, Cernisoara etc.). This concentration
of the population in the course of the Sub-Carpathian depressions is specific to the
configuration of the ethnographic atmosphere. Tew and Barbieri (2012) pointed that this
type of tourism which is agrotourism includes recreation and leisure activities for visitors
and brings economic benefits for the farmers and for communities

In Valcea County there are two elements that have led to the development of this
form of tourism in recent years. the village and the nature. Vacea County stores a wide
variety of cultural values — historic folk art, ethnography, folklore, traditions, historical
artifacts — a natural setting harmoniously merged, with a varied and picturesque
landscaping.

The regional village, in general, and the tourism-oriented one, in particular,
represents a unique tourist product to the Romanian tourism market. On the other hand, the
tourist village from Valcea may contribute to the discovery of Valcea County — as a
possible tourist destination. The rural space from Vacea meets through its components a
wide range of motivations. rest and recreation, knowledge and culture, practising sports,
air treatment or spa, hunting or sport fishing, an occasion to be taken by unique and
timeless legends, customs and traditions.

The rural tourism of Valcea County is a specific activity that differs from other forms
of tourism by:

e attraction to natural beauties, novelty and charm of “country life”;

e accommodation and meals are offered with hospitality by the locals, though there
are other standards than at hotels, however, they are of the highest quality;

e recreational and/or sports appea of holidays, trekking, excursions in picturesque
regions are combined with exciting experiences, determined by knowing the beliefs,
traditions and authentic folklore. Tew and Barbieri (2012) pointed that type of tourism,
which is agrotourism, includes recreation and leisure activities for visitors and it brings
economic benefits for the farmers and for communities.

Armand Faganel (2011) had concluded that is a softer way to develop sustainable
tourism in rura areas and also acts as form of tourism. Agrotourism is seen as a kind of
rural tourism related to agriculture. Visitors become acquainted with a cultural landscape,
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local products, traditional cuisine and people's daily life, as well as the cultural elements
and the authentic features of the area, while showing respect for the environment and for
tradition.

Vacea areaisin full development in terms of rural tourism, especially in the North
of the county where there are most guesthouses in the County.

According to the settlement of villages, in Valcea County we meet the following
villages:

« Ethnographic and folk tourist villages — where traditional costumes, architecture
and interior decoration of houses predominate and become essential features. Examples of
these kind of villages: Vaideeni, Costesti, Slatioara, Pietrari, Rosiile, Nicolae Balcescu;

s Tourist villages of artistic creation and craft — Olari village from Horezu,
Maldaresti, Tomsani, Pietrari. These villages present interest to tourists due to their
importance for artistic creativity, craft, where under the guidance of folk craftsmen they
might become initiated in archaic folk art and techniques.

% Tourist mountain villages — Malaia, Vaideeni, Bradisor, Runcu — provide
tourists with conditions for the practising winter and summer sports;

¢ Pastora tourist villages —in general the mountain villages might be included -
Vaideeni, Madala, Alunu, Tisa, Gurguiata, Pleasa, whose main tourist attraction are the
dairy-based menus, and the tourists can participate in various sheepfold activities,

% Tourist uval villages from Dragasani area (Stefanesti, Orlesti, lonesti) — where
the practice of tourism has a permanent character as tourist activities are conducted and
after harvesting the fruit, there can be direct consumption of products obtained from the
processing;

¢ Cultural- monastic tourist villages — Costesti, Barbatesti, Slatiora, Stanisoara,
Francesti (where “Manastirea dint-un lemn” is), Cornetu, Boisoara, lezer, visiting the
monasteries and the surroundings being the main form of entertainment in the area.

The following ideas can be drawn from the above:

- that regional folklore is not only a component of the rura tourism, but it aso has
large implications in making the best use of the local tourist resources;

- it contributes to improving the standard of living of the inhabitants in the socio-
economic development of the rural village;

- and last but not least it contributes to promoting the regional tourism offer.

The changes that have taken place in the contemporary village life have led to a vast
process of renewal of the popular artistic creation. Along with the songs and traditional
habits, new items, which are the expression of life, feeings and ideas what animates our
people today. It is therefore necessary that recovery folklore to take into account firstly of
the elements which are more updated news. Recovery folklore raises difficult problemsin
terms of penetration of modern communication and urban influences. In order to preserve
traditional values and the unadulterated spiritual Fund and to revitalize the process of
creation, the animators of life hosted cultural-artistic regional operation shall ensure that a
fruitful activity of the circuit between the hearth and home and folk cultural scene.

4. Conclusions

The aim of this paper was to explore the extent to which rura tourists in Valcea
County benefit from the folk potential, considered to be a spiritual or transcendenta
experience. It is clear from the research, there is no doubt that the tourist experiences in
Valcea County acquire some form of spiritual fulfillment.

Sustainable development of tourism does not act brutaly against the environment,
keeping it unaltered. Through the development of rural tourism areas, taking into account
the best type of accommodation, there is the belief that there will be no negative effects on
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the environment, and the natural resources will be used rationally. On the other hand,
migration to the city, the modernisation of labour in the agricultural sector, the changes
caused by the increasing competition in the rural world by enlarging the free rural
community market have a counterpart in rura tourism. The activities in the field of rural
tourism can boost the villages economy, if their inhabitants benevolent attitude (to
receive and accept in their midst the wave of prodigal and pretentious guests) is received
favorably.

With a cultural heritage so rich and valuable, Romania could be an important
destination on the cultural tourism world map. The lack of adequate infrastructure, in the
transport sector in particular, the questionable quality of the tourist services and, last but
not least, the absence of more aggressive advertising and better centered campaigns are just
some of the causes that determine Romania’'s peripheral position as a tourist destination in
Europe.
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SATUL TURISTIC VALCEAN — PROM OTOR AL TURISMULUI
ETNOFOLCLORIC DIN ROMANIA

Maria-Roxana, Dorobantu®

Rezumat: Lucrarea de faya analizeazi perceptiile, legaturile si potenvialul etnofolclorului din Roménia
si, Tn mod special, ale celui din juderul Valcea. Scopul articolului este de a investiga conexiunile dintre
turismul rural si tradiziile folclorice care pot ajuta inh promovarea acestel forme speciale de turism, turismul
rural. Tn cadrul acestuia sunt analizate beneficiile percepute ale folclorului, examinandu-se rolul important
al acestei activitari Tn promovarea conceptului de turismrural.

De asemenea, articolul de fara face o legatura Tntre schimbarile care au loc la nivel local si la nivel
mai larg in comunitatea rurald sub presiunile globalizirii permizand abordari profunde si sofisticate ale
principalelor forfe care contribuie la dezvoltarea turismului rural.

Lucrarea cerceteazi posibilitatea existensei unei relarii ntre turismul rural si experiensele spirituale
aflate in strnsa legatura cu etnofolclorul.

Cuvinte cheie: turismrural, sat turistic, etnofolclor, tradifie, mestesuguri, obiceiuri

Cod JEL: M31

1. Introducere

Turismul este una dintre activitatile care exercita o presiune majora asupra mediului
si, din aceasta cauza, dezvoltarea durabila este necesara. Punerea in aplicare a unui turism
durabil Thseamna: conservarea resurselor, intretinerea si respectul pentru culturasi traditiile
locale, sustinerea integritatii a locului turistic, cresterea calitatii produselor turistice,
implicarea populatiel locale, beneficii pentru toti membrii societatii, vacante speciale
pentru turisti.

Articolul induce un veritabil adevar de multi constientizat, dar de foarte putini
cantarit la justa sa valoare: acela ca evenimentele etnofolclorice (reprezentate de intregul
evantal a manifestarilor etnofolclorice organizate in zonele rurale) exercita un rol major in
promovarea satului turistic romanesc.

Perenitatea artei populare se vadeste pregnant in receptivitatea mesterilor si
artizanilor actuali, continuatorii unor stravechi traditii, la noile elemente de continut si
expresie. In Romania, ca si in judetul Vacea de atfel, asistim la o captare, in fondul
ideatic si Tn decorul ornamental, a semnificatiilor majore ale viziunii despre lume si viata
proprii societatii noastre trecute si actuale.

Tn momentul de fata nu s-au dezvoltat toate variantele care exista in ceea ce priveste
formele de turism. Ma refer aici la turismul pentru relaxare si odihna, dar si la turismul
pentru cunoasterea diferitelor obiective de interes, precum si la turismul pentru degustari
de vinuri. Pentru ca exista foarte multe oportunitati legate de produsele agricole ale
diferitelor zone din tara. Prin dezvoltarea turismului rural, alaturi de acesta se dezvolta in
zonele respective si ate activitati economice, cum ar fi: macelarii, cofetarii, artizanat si tot
felul de astfel de mici Tntreprinderi lucrative conexe.

Buna gestionare a turismului rural de catre toti actorii implicati in aceasta activitate
ar putea aduce beneficii multiple. Printre acestea ar putea fi inclusiv crearea premiselor
pentru conditii de viatd mai bune Tn mediul rural, dar si ,fixarea’ tinerilor in zonele
respective prin faptul ca li se vor oferi posibilitati de a avea locuri de munca si de asi
intretine o familie. Tn acest fel, se reduce si riscul emigratiei, pentru ca in prezent foarte

1 Asistent universitar doctor, Universitatea, Constantin Brancoveanu” din Pitesti, Facultatea de Management Marketing
in Afaceri Economice Rm. Valcea
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multi tineri din mediul rura pleaca n strainatate, in cautarea unor locuri de munca mai
bune. O alta oportunitate este data de faptul ca, acum, Roménia este la moda, iar multi
europeni sunt dornici sa vina aici si sa cunoasca frumusetile tarii.

Satul turistic romanesc reprezinta un produs turistic original Th egala masura atét
pentru piata nationala, cét si pentru cea mondiaa. Pe de alta parte, satul turistic romanesc
poate contribui la descoperirea tarii noastre ca posibila destinatie turistica, stéarnind
interesul fata de Romania caloc ce oferd o gama larga de experiente, de vacante de calitate
petrecute Tn mediul rural. Din acest punct de vedere, turismul rural romanesc poate fi
considerat:

- adevarata terapie anti-stres;

- unloc deintélnire cu natura silbatica;

- poartadeintrarein lumeatraditiilor si datinilor populare;

- reintoarcerealaorigini;

- Cu adresabilitate directa si Tn mod precis segmentelor de turisti din marile
aglomerari urbane, din tarile puternic industrializate, care prin multitudinea si
densitatea preocuparilor duc o viata stresanta si din ce in ce mai lipsita de
elemente de reverie sau de posibilitatea de aiesi Tn mijlocul naturii.

Alaturi de casa taraneasca, arhitectura populara, mestesuguri, obiceiuri, manifestari
folclorice, port si folclor popular, un numar mare de sate romanesti dispun si de ate
resurse turistice: monumente istorice, de arta si arhitectura, cadru natural nepopulat (ape
minerale, peisgje pitoresti, fond de vanatoare) astfel incat in mediul rural romanesc exista
posibilitatea realizarii unel oferte din ce in ce mai diversificate care sa se adreseze tuturor
categoriilor de turisti.

Turismul etnofolcloric presupune pastrarea si valorificarea traditiilor Tntr-un context
comercial mondializat. In vremea de astizi se cauta diversitatea si originalitatea in diverse
zone ale lumii iar satul roménesc ca produs turistic poate contribui la descoperirea tarii
noastre ca posibila destinatie turistica, trezind interesul fata de Romania ca loc ce ofera o
gama larga de experiente, de vacante de calitate si chiar de oportunitati de afaceri.

Turismul etnofolcloric este un concept ce include problemele specifice unei zone
rurale receptive de turisti si prestatoare de servicii turistice care respecta traditiile,
specificul si practicile seculare in ceea ce priveste hrana, portul popular si folclorul specific
zonel respective.

Turismul etnofolcloric include o gama larga de evenimente, festivitati, sporturi si ate
distractii pentru petrecerea placuta a timpului liber, toate desfasurate intr-un mediu care sa
cuprinda elemente ce tin de dimensiunea etnica si folclorica specifice acestel forme de turism.

Caracteristici ae turismului etnofolcloric:

- apropierea de natura, linistea,

- se desfasoara intr-un mediu ambiental nemecanizat,

- contacte personale in opozitie cu turismul clasic,

- transmiterea unei stari de continuitate vii si trainice prin faptul ca in aceasta forma
de turism se leaga prietenii reinnoite din an in an,

- posibilitatea de a cunoaste locuri si oamenii acelor locuri,

- posibilitatea de a acumula material documentar prin imagini care sa ne arate
preocuparile si identitatea indivizilor apartinand comunitatii.

Tn turismul etnofolcloric este cunoscut faptul ca produsul turistic este privit ca o
activitate economica intr-o anume dimensiune, volum, structura sau calitate, iar, prin
destinatiile sale, produsul turistic poate constitui un mesg adresat consumatorilor
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(turistilor) potentiali, care, prin calitatea serviciilor, dau nastere fluxurilor turistice si
consumului turistic.

Acest lucru se explica prin bogatul patrimoniu cultura de care dispune Romania si
care prezinta céteva elemente unie si inedite ce particularizeaza Romaniain raport cu tarile
Vecine:

v’ Biserici pictate la exterior (Bucovina),

v" Amploarea arhitecturii in lemn (Maramures, Transilvania),

v" Numarul mare de biserici fortificate,

v Unicitatea arhitecturii civilefortificate din zona Oltenie (culele de laMaldarasti),

v' Dezvoltarea, pe teritoriul Romaniei, a trel stiluri arhitectonice specifice prin
sinteza elementelor orientale cu cele occidentale, aaturi de elementele artei
populare romanesti,

v" Arhitecturadacica din zona muntilor Sebesul ui,

v Artabrancusiana ce se regasestela Targu Jiu si Tn muzedle din Bucuresti si Craiova,

v' Casele memoride ae marilor personditati culturale pe plan international:

Constantin Noica, Eugene lonesco, George Enescu, Constantin Brancusi €tc.,

v' Bogatia culturala datorata aspectului de multiculturalitate al Roméaniei prin
prezenta unui numar mare de minoritati, exponente ale marilor culturi occidentale
si orientale.

Desi beneficiaza de un atét de bogat potential pentru turismul cultural, Roméania se
confrunta, totusi, cu o serie de dificultati care franeaza inca dezvoltarea turismului cultural
romanesc. Dintre acestea, mentionam: numarul centrelor de informare si promovare
turistica este foarte redus, zone turistice importante nu dispun de servicii turistice (nordul
Olteniel, zona Hategului, zona Salgjului), turismul cultural nu beneficiaza de fonduri foarte
importante, promovarea turistica vizeaza obiectivele si regiunile turistice deja foarte
cunoscute, lasand la o parte centre si regiuni lafel de valoroase, lipsa de comunicare intre
sectorul de stat si defavorizeaza promovarea destinatiilor culturale in comun.

2. Metodologia cer cetarii

Obiectivele cercetarii sunt:

e Scopul acestui articol este acela de a explora potentialul etnofolcloric a judetul ui
Vacea, acolo unde turistii participa la activitatile bazate pe natura localizate in zonele
rurale;

e Articolul se concentreaza in particular pe caracteridticile si trasaturile turismului
etnofolcloric si d manifestarilor etnofolclorice localizate in sate turistice din judetul Vacea

3. Cadrul etnografic al judetului Valcea

Spatiul rural vélcean dispune de resurse turistice de mare varietate. De asemenea,
acesta beneficiaza de o puternica traditie si o cultura milenara. Traditiile si valorile
etnofolclorice (arhitectura populara, obiceiuri si traditii, port popular etc.) constituie
elemente nelipsite din Tntreaga ambianta rurala val ceana.

Traditiile sunt acelea care pun in lumina specificul national, cultura populara in care intra
muzica, dansul, mestesugurile, bucatariatraditionala, precum si anumite deprinderi speciae.

Traditiile 1l reprezinta pe roman la el acasa si turistul interesat de o tara ca Roméania
si care cauta in satul romanesc importante locuri pitoresti, montane, riverane cauta
inestimabile mosteniri religioase si culturale cu vechi traditii apreciate si respectate pe plan
european si international .

Un turism bine conservat este acela care pastreaza traditiile si obiceiurile intacte si
previne diversele forme de poluare a folclorului prin faptul ca in fiecare an traditiile sunt
aceleasi si Tn acelasi timp sunt reinnoite Tn forma turismului etnofolcloric iar forta traditiei
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consta Tn aceea ca turistul din alte tari poate invata, intelege si populariza specificul
romanesc.

La nivelul comunitatilor rurale viata sociala se desfasoara in concordanta cu un
anume instrument de masurare a timpului, care sa puna in acord varietatea preocuparilor
umane cu evenimente de natura etnofolclorica. Aceste legaturi sunt materiaizate prin
multiple sarbatori si ritualuri specifice poporului roman.

Intregul evantai a manifestarilor etnofolclorice se bazeazi pe existentaatrei calendare:

- cdendarul civil, cu doua solstitii si echinoctii, fazele lunii si ate evenimente
astronomice sau meteorologice;

- calendarul bisericesc, cu rolul de atine randui€lile crestine;

- calendarul popular, cu adanci radacini in vechea istorie daco-romana, prin care se
indicau perioadele cele mai favorabile pentru derularea ocupatiilor agricole si pastorae, se
precizarangul sarbatorilor si se individualizau anumite practici deosebite.

Pe langa elementele de folclor, cultura sau traditie, cadrul geografic reprezinta un
mijloc de atragere a turistilor iubitori de rural, Tn specia a turistilor citadini care vor sa
evadeze dintr-un mediu poluat si aglomerat spre un mediu natural si linistit cum este
natura. Judetul Valcea poate satisface prin resursele sae naturale bogate exigentele si
preferintele cele mai ridicate ale unor astfel de turisti.

Vé cea este 0 zona bine individualizata Tn cultura populara romaneasca. Specificul el
etnocultural poate fi definit prin trei dimensiuni.

Mai intéi, este asezata in nord-estul Olteniel (in vecinatatea a doua mari provincii
istorice, Muntenia si Transilvania), constituind astfel un tinut a interferentelor traditiilor
populare. Apoi, Valcea a cunoscut, inca din perioada medievala, un permanent dialog intre
cultura populara orala cultivata in sate — vetre de traditie taraneasca — si cultura scrisa
practicata in cadrul manastirilor. Un al treilea punct face referire la'Vécea ca pastratoare a
unui strat de cultura arhaica, un area a dinamicii raportului ntre traditie si modernitate,
deschisinovatiel.

Toate aceste dimensiuni confera judetului Vacea statutul etnocultural a unui
spatiu a dezvoltarii creatoare a traditiel, care se exprima prin existenta unui patrimoniu
viu, de certa autenticitate si cu pregnanta originalitate, pe care pastratorii traditiei Tl
transmit din generatie in generatie, ca pe 0 mostenire perena.

Viabile si productive, traditiile si creatiile populare devin, Tn contemporaneitate,
marci ae identitatii culturale aVacii in spatiul romanesc si in contextul european. Aceasta
realitate este rezultatul unei strategii culturale grefate pe, scoald’ traditiei populare.

Prin traditiile si creatiile sale — marci identitare de spiritualitate —, cultura populara
din Valcea are destule date care-i confera capacitatea de a intra in concertul si circuitul
valorilor culturale europene.

Folclorul vélcean se caracterizeaza printr-o mare bogatie si diversitate, rezultat al
asimilarii confluentelor cu zonele Tnvecinate si al sintezei creatoare, care-i confera o
amprenta originala Tn nord-estul Olteniei. Viata folclorica traditionala este inca viguroasa
in Véacea, manifestandu-se in cele doua principale clase de obiceiuri (caendaristice,
familiale), care constituie medii viabile de cultivare a cantecului si dansului popular.

Creatia etnofolclorica regionala cunoaste cristalizari specifice, atat Tn folclorul
ceremonial, céa si n folclorul literar, muzical si coregrafic. Dintre speciile folclorului
ceremonial, Vacea exceleaza prin colinde si cantece populare. Dintre numeroasele
manifestari etnofolclorice traditionale ce se organizeaza anua in diferite localitati din
judetul V& cea, mentionez:
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Tabelul nr. 1. Manifestari etnofolclorice din judetul Vacea

Eveniment

Localitate

Perioada

Caracteristici

Hora
costumelor

Pietrari

Cese
desfasoara
n prima
duminica a
Horiilor,
nluna
Aprilie

Initiativa a Casel Populare din comuna Pietrari, ce se
desfasoara in prima duminica a Floriilor; concursul
creatorilor de costume s-a grefat pe traditia locala,
potrivit careia tinerele taranci arata in fiecare
primavara ceea ce au realizat mai frumos, in secret,
de-alungul iernii.

Cantecesi
dansuri

Judetul
Vécea

Luna mai

Scopul festivalului este de vaorificare a creatiel
autentice din zona, a folclorului romanesc si
afirmarea tinerelor talente interpretative, din
randurile tinerilor, pastrarea si imbogatirea valorilor
culturii populare, cunoasterea lor in plan national si
international. Repertoriul coregrafic cuprinzand, pe
langa dansuri oltenesti de larga raspandire, o serie de
jocuri specifice vetrelor locale: Barbatesti, Costesti,
Malaia unde hora satului face parte inca din realitatea
etnofolclorica

Cocosul de
Hurez

Horezu

Lunaiunie

Targ de ceramica populara romanesc — Horezu,
organizat in prima duminica din iunie care coincide,
de obicei, cu Mosii de Vara. La manifestare participa
mesteri ceramisti din renumite centre de ceramica din
Roménia, dar si ceramisti si reprezentanti ai
organizatiilor nationale de ceramica din Bulgaria,
Franta, Grecia, Italia, R. Moldova, Serbia, Spania,
Ucraina si Ungaria. Vizitatorii pot degusta produsel e
traditionale din zona, pot cumpara ceramica de la
standurile ceramistilor prezenti si se pot delecta cu
muzica formatiilor artistice prezente.

Sarbitoarea
capsunelui

Bunesti

lunie

Manifestare culturala care reuneste  anual
producatorii de traditie ai capsunelor din judetul
Vélcea.

Invartita
dorului

Vaideeni

25-26
iunie

Festival folcloric pastoresc, sustinut de ansambluri
artistice din diferite zone ale tarii si de o parada a
portului popular pastoresc. Tot cu aceasta ocazie, se
pot degusta diferite feluri de méncare traditionale din
partealocului.

Florile
Govorel

Govora

Lunaiulie

Cunoscuta manifestare cultural artistica ,Florile
Govorel” a devenit in timp un prilg de ntanire
pentru toti cei care indragesc aceasta statiune.

Bréaul de aur

Barbatesti

septembrie

Festivalul etnofolcloric Tsi propune sa contribuie |a|
optimizarea procesului de performare a dansului
popular — de la traditionaa , hora”, la spectacolul
coregrafic.

Cantecele
Oltului

Calimanesti

Luna
august

Manifestare folclorica interjudeteana cu participare
internationala — Calimanesti, luna august; competitia
artistica este, de fapt, expresia unitatii in diversitate a

folclorului din arealul strabatut de batranul Altus.
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Laizvorul | Babeni Luna [In cadrul evenimentului are loc o paradi a|
fermecat septembrie|costumelor populare la care participa ansambluri
folclorice din tot judetul si un spectacol de muzica
populara. Festivalul este organizat de Centrul
Judetean pentru Conservarea si Promovarea Culturii
Traditionale Valceasi primariaorasului.

Targul Ramnicu | 29iunie |Program cultural initiat de Centrul Judetean pentru
mesterilor | Vécea Conservarea si Promovarea Culturii Traditionale,
populari din eveniment desfasurat si intr-un context de mare
Romania sarbatoare — , Ziua imnului national”, care celebreaza

prima intonare intr-o adunare publica a marsului
revolutionar , Desteapta-te romane!”, devenit dupa
1989 Imnul de stat al Roméniei

Sursa: Prelucrata de autor din datele culese

Aceste evenimente etnofolclorice se desfasoara in ambianta unei sarbatori
traditionale, oferind pentru o zi privelistea unitara a lumii plaiului carpatic: transilvaneni,
olteni, munteni, cu totii infratiti de aceeasi vibratie romaneasca. Lautari anima hora satului,
cu ,hore”’, ,sarbe’, ,bréie” si alte jocuri specifice, culese, transcrise si publicate in reviste
de specidlitate.

Pe parcursul festivalelor sunt organizate si ate activitati culturale, precum: expozitii,
demonstratii de lucru, o expozitie cu lucrari ae pictorilor de arta, lansiri de carte,
microrecitaluri de cantece religioase, 0 excursie la obiectivele turistice din judet. Toate
aceste activitati etnofolclorice vin sa promoveze turismul rural din judetul Valcea, sa aduca
diverse beneficii agentilor economici implicati Tn aceasta activitate.

Sarbatorile/festivalurile cultural-folclorice reprezinta unul dintre cele mai ample si
mai complexe elemente ale culturii populare imateriale, actionand ca marca identitara,
deoarece integreaza valori sociale, etice, estetice, culturale specifice unel natiuni.

Un at factor care vine sa promoveze turismul rural din zona Va cea sunt traseele cu
tematica etnoculturala. Un astfel de traseu este infiintat de Asociatia profesionistilor de
turism din Romania si numit , Trasee etnoculturale si arhitectonice n regiunea istorica
Oltenid’. Aceste demersuri au ca scop promovarea vaorilor cultura-istorice si a
potentialului turistic a regiunii, promovandu-se urmatoarele zone cu potential: Drobeta
Turnu Severin — Simian — Cerneti — Strehaia— Brosteni — Ilovat — Motru — Glogova — Baia
de Arama — Ponoarele — Obérsia Closani — Tismana — Pestisani — Hobita — Borosteni —
Balesti — Lelesti — Targu Jiu — Scoarta— Targu Carbunesti — Albeni — Bengesti — Novaci —
Baia de Fier — Bumbesti Pitic — Polovragi — Vaideeni — Horezu — Bistrita— Baile Govora—
Francesti — Ocnele Mari — Ramnicu Va cea— Baile Olanesti — Calimanesti — Caineni.

Destinarii turistice etnofolclorice din Zona Valcea, Romania

in fiecare week-end sau n fiecare vacanti, mii de oameni parasesc casele lor din
mediul urban pentru a merge, chiar daca pentru cateva ore, in orase mici sau zone rurale in
care predomina arhitectura sau istoricul zonel. Acelasi comportament poate fi gasit in ceea
ce priveste fluxul deturisti care calatoresc din locuri mai mari de coasta sau urbane, turistii
sau excursionistii, fiind atrasi de caracteristicile de acest tip de destinatie.

Unadintre trasaturile caracteristice ae judetului Véacea consta in faptul ca asezarile
omenesti s-au dezvoltat extrem de bine in conditiile de relief. Tn zona de contact cu
muntele, asezarile s-au dezvoltat indeosebi Tn depresiunile ce se Tnsira de la est la vest Tn
partea de miazanoapte a judetului (Lovistea, Jiblea-Berislavesti, Muiereasca, Horezu), iar
spre sud, cu precadere pe cursul vailor ce au directia nord-sud (Govora,Otasiu, Bistrita,
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Luncavatul, Cernisoara etc.). Aceasta concentrare a populatiei in depresiunile subcarpatice
pe cursul réurilor este proprie configuratiei etnografice a zonei.

Tn judetul Valcea existd doua elemente care au determinat dezvoltarea acestei forme
de turism n ultimii ani: satul si natura. Judetul V alcea inmagazineaza o mare varietate de
valori culturae istorice — arta populara, etnografie, folclor, traditii, vestigii istorice — un
cadru natural armonios imbinat cu un fond peisagistic variat si pitoresc.

Satul valcean, in general, si cel cu vocatie turistica, in special, reprezinta un produs
turistic inedit Tn egala masura pentru piata romaneasca turistica. Pe de alta parte, satul
turistic valcean poate contribui la descoperirea judetului Vacea ca posibila destinatie
turistica. Spatiul rural vacean satisface prin componentele sale o paleta larga de motivatii:
odihna si recreere, cunoastere si cultura, practicarea sportului, curd de aer sau balneara,
vanatoare sau pescuit sportiv, un prilgj de afi purtat prin legende, obiceiuri si traditii unice
si nepieritoare.

Turismul rural vélcean este o activitate specifica care se diferentiaza prin celelalte
forme de turism prin:

- atractiafata de frumusetile naturale, de noutatea si de farmecul «vietii latara»;

- cazarea si masa, oferite cu ospitalitate de localnici, desi sunt |a alte standarde decat
la hoteluri, totusi, sunt de ceamai buna calitate;

- caracterul recreativ si/sau sportiv a vacantelor, drumetiilor, excursiilor Tn regiuni
pitoresti se Tmbina cu experientele si trairile deosebite determinate de cunoasterea
folclorului, traditiilor si a credintelor autentice. Aceasta forma de turism care este turismul
rural include relaxarea, activitatile de petrecere a timpului liber si aduce beneficii
economice pentru agentii economici si pentru gazde.

Agroturismul reprezinta un mod mal bland pentru dezvoltarea turismului durabil Tn
zonele rurale si, de asemenea, actioneaza ca forma a turismului agricol. Agroturismul este
vazut ca forma a turismului rural, fiind legat de activitatea agricola. Vizitatorii se
familiarizeaza cu un peisg cultural, produse locale, bucataria traditionala si viata de zi cu
zi a oamenilor, precum si cu elementele culturale si caracteristici autentice din zona, in
timp ce @ arata respect pentru mediu si pentru traditie.

Zona Vélcea este in plina dezvoltare in privinta turismului rural, mai aes in nordul
judetului unde se contreaza cele mai multe pensiuni din judet.

Din punctul de vedere a asezarii satelor dupa caracteristicile zonel, in Vécea
intalnim urmatoarel e categorii de sate:

- sate turistice etnografice si folclorice: unde portul traditional, arhitectura si
decorareainterioara a caselor predomina si seimpun cainsusiri esentiale; exemple de sate:
Vaideeni, Costesti, Slatioara, Pietrari, Rosiile, Nicolae Balcescu;

- sate turistice de crearie artistica si artizanala: satul Olari, din localitatea Horezu,
Maldaresti, Tomsani, Pietrari. Sunt de o importanta majora datorita interesului turistilor
pentru creatia artistica artizanala, unde sub Tndrumarea unor mesteri populari acestia s-ar
puteainitiain artasi tehnicile arhaice populare;

- sate turistice montane: Malaia, Vaideeni, Bradisor, Runcu. Ofera turistilor conditii
pentru practicarea sporturilor deiarna si de vara,

- sate turistice pastorale: pot fi incluse in general satele de munte (Vaideeni, Malaia,
Alunu) care au ca principala atractie turistica meniurile bazate pe produsele lactate, iar
turistii pot participaladiverse activitati de stana;

- sate turistice vitipomicole (uvale): satele din zona orasului Dragasani (Stefanesti,
Orlesti, lonesti) unde practicarea turismului are un caracter permanent, deoarece activitatile
turistice se desfasoara si dupa recoltarea fructelor, prin consumarea directa a produselor
obtinute Tn urma prelucrarii acestora;
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- sate turistice cultural-monahale: Costesti, Barbatesti, Slatiora, Stanisoara, Francesti,
(unde se afla Manastirea dintr-un Lemn), Cornetu, Boisoara, lezer; vizitarea manastirilor,
schiturilor din Tmprejurimi constituind principalaforma de agrement din zona.

Din cele de mai sus, rezulta urmatoarele idei: etnofolclorul valcean nu este numai o
componenta a turismului rural, ci are mari implicatii in valorificarea optima a resurselor
turistice locale; contribuie la ridicarea nivelului de viata al locuitorilor Tn dezvoltarea
socio-economica a localitatii rurale; si nu Tn ultimul rénd contribuie la promovarea ofertel
turistice regionale.

4. Concluzii

Scopul acestei lucrari a fost acela de a explora masura in care turistii din judetul
Va cea beneficiaza de potentialul etnofolcloric, considerat a fi 0 experienta spirituala sau
transcendentala. Este evident din lucrare ca nu exista nicio indoiala ca experientele
turistice din judetul Vaceaimbratiseaza o forma spirituala.

Dezvoltarea durabila a turismului nu actioneaza bruta Tmpotriva mediului,
mentinandu-l nealterat. Prin dezvoltarea unor zone turistice rurale, luand n considerare
capacitatea de cazare optima, exista convingerea ca nu vor exista efecte negative asupra
mediului, iar resursele turistice naturale vor fi utilizate rational. Pe de alta parte, migrarea
catre oras, modernizarea muncii in sectorul agricol, schimbarile provocate de cresterea
concurentel In lumea rurala prin largirea pietei libere comunitare, au o contrapondere n
turismul rural. Activitatile din sfera turismului rural pot relansa economic satele, daca
atitudinea binevoitoare a locuitorilor acestora (de a primi si accepta in mijlocul lor valul
risipitorilor si pretentiosilor oaspeti) este receptata favorabil.

Beneficiind de un patrimoniu cultural atét de bogat si valoros, Romania ar puteafi o
destinatie importanta pe harta turismului cultural mondia. Lipsa une infrastructuri
corespunzatoare mai ales in domeniul transporturilor, calitatea discutabila a serviciilor
turistice si, nu n ultimul rand, lipsa unor campanii publicitare mai agresive si mai bine
centrate sunt doar céteva dintre cauzele care determina pozitia periferici a Romaniel ca
destinatie turistica pe continentul european.
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OF QUALITY MANAGEMENT SYSTEMSASA RESULT
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Abstract: Organization maturity assessment aims to determine its ability to continuously monitor the
external environment to identify opportunities, trends and risks, and the internal environment to determine
the capability of its processes to achieve planned objectives. The purpose of the organization’s maturity
assessment is both assuring an efficient management of processes and resources and identifying and
attracting the necessary resources to achieve the expected performance. Quality management systems (QMS)
help companies develop and maintain an adequate and stable quality of their products by controlling the
production process and other business processes supporting it.

In this paper, the authors suggest the possibility to develop a theoretic framework for assessing
organizations maturity as a result of the implementation and certification of quality management system
according to 1SO 9000 family of standards.
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Introduction

Organization maturity assessment aims to determine its ability to continuously
monitor the external environment to identify opportunities, trends and risks, and internal
environment to determine the capability of its processes to achieve the planned objectives.
The purpose of the organization’s maturity assessment is both assuring an efficient
management of processes and resources and identifying and attracting the necessary
resources to achieve the expected performance (Paunescu et a, 2010)

Review of literature

Quality management systems (QMS) help companies develop and maintain a proper
and stable level of quality of their products by controlling the production process and other
business processes supported by it. The ISO 9000 international quality standards series
(including the standards 1SO 9001, 1SO 9000 and 1SO 9004) provides a framework for
such a management system (QMS). Moreover, winning an 1SO 9001 certificate enables
companies to signal their quality in business. The standards develop approximately every
seven years and therefore they develop their expected requirements and effects on business
performance. In 2008 their fourth edition was aready issued (the previous issues were
published in 1987, 1994 and 2000). The requirements of the last two editions of the ISO
9000 strongly emphasised the effective implementation of business processes. If properly
understood and implemented, these requirements bring less bureaucracy and provide a
basis for the innovative ways of developing and using QMSs to achieve higher output
quality and improvements in business performance (Rusjan, 2010).

SO 9000 Quality Management System certification requires a focus on performance
measures underscoring that an organization’s management system is a valuable, non-
tangible asset (Bell 2011).

SO 9000 standards allow organisations, by successfully passing the required audits,
to achieve an internationally-recognised registration status.

1 PhD., Bucharest Academy of Economic Studies.
2 phD., Bucharest Academy of Economic Studies.
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Although the popularity of 1SO 9000 family of standards is increasing, highlighting
the importance given by the implementation process of quality management system there
are still many questions about the effects of this standard on the organization's
performance and on its customers and suppliers (Olaru, 2009).

Basisfor Designing the M odel

As an organization progresses from one level of maturity to the next, according to the
following description of the CMM, its culture is transformed through the evolutionary
improvement of its processes and, as a result, its behaviours should evolve to denote its
responsibility towards nature and overall society. It is important to highlight that each
advanced level incorporates the attributes of the previous maturity level (Cagnin). The
main characteristics of each level in the CMM are:

e Leve 1 - Initial: management approach inconsistent with the required processes,
which are unpredictable and poorly controlled, as well as roughly predictable schedules
and costs. Success depends on an exceptional manager and an experienced development
team. However, processes cannot be repeatable without the same human resources
involved. Hence, capability is a characteristic of individuals rather than of the firm;

e Level 2 — Repeatable: project management approach where previously mastered
tasks can be repeated. Usual areas of improvement are: assistance and assurance of policy
compliance; measurement projects; management of product configurations; management
of suppliers; planning and tracking projects, and managing requirements. Here the
organization has achieved a stable process with repeatable management control level and
project management of commitments, costs, schedules and changes. Thus, new projects are
planned and managed based on experience with similar projects and, therefore, policies
support managers to establish suitable management processes,

o Level 3 — Defined: process management approach where processes are
characterized and fairly well understood. The usual areas of improvement are: coordination
between organizational groups; provision of organization-wide training; collection of
process-level data; deployment and management processes, definition of common
processes; identification of required processes;, and establishment of improvement
infrastructure. Here the organization defines the process as a basis for consistent
implementation and with a better understanding and, therefore, the risk of introducing
advanced technology is reduced. The process includes readiness criteria, inputs,
verification standards and procedures, outputs and completion criteria. Moreover, the
process capability is based on an organization-wide understanding of the activities, roles
and responsibilities in a defined process,

e Level 4 — Managed: addressing the management capability in case the processes
are measured and controlled. The usual areas of improvement are: establishment of
capability baselines; as well as the quantitative management of processes. Here the
organization initiated comprehensive process measurements and analysis. There might be
an organization-wide database in use to collect and analyze data from the process of
defining the projects. Furthermore, the process is measured and operates within measurable
limits, as the trends in the process and the product quality can be predicted;

e Level 5 — Optimized: change of the management approach with a focus on
processes improvement. The usua areas of improvement are: elimination of causes of
defects; evauation and implementation of improvements; as well as the development of
change infrastructure. Here the organization has a foundation for continuously improving
and optimizing the processes. The best practice and innovations are identified and
transferred throughout the organization. Project teams are capable to analyze the defects
and to determine their causes in order to evaluate the process of preventing known types of
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defects from recurring and to disseminate the lessons learned in other projects. In addition,
the efforts to remove waste, together with the process of changing in the common causes of
inefficiency.

Therelationship between | SO 9001:2008 and | SO 9004: 2009

ISO 9001 is a standard developed by the International Organizations for
Standardization and it serves as a framework for quality organizational management
systems. This framework is recognized by organizations and governments around the
world and has consequently grown into the de facto standard for management systems.
Organizations incur significant costs to obtain certification making it worthwhile to study
the process to better understand the pertinent measures for certification success.

In the past, the ISO 9004 standard was used either to go beyond SO 9001 in order to
improve performance or to help implement 1SO 9001. Now the link with 1SO 9001 has
largely been broken.

The new 1SO 9004 standard seems to have become a success management standard.
The sustained success is now the goa of the standard. According to 1SO 9004,
organizations can achieve this goa by using a quality management approach.

The purpose of the new 1SO 9004 standard is to help organizations to achieve
sustained success by using a quality management approach.

According to the new 1SO 9004 2009, an organization achieves sustained success
when it meets its objectives and continues to do so over the long term. It further says that
objectives can only be achieved if the organization consistently meets the needs and
expectations of its interested parties (stakeholders). While 1ISO 9001 focuses on meeting
the needs of customers, SO 9004 goes beyond this and talks about meeting the needs of all
interested parties (which includes not only customers but also shareholders, suppliers,
partners, regulators, employees, unions, bankers, owners, and society in general). Thisisa
far broader and more outward looking perspective.

Organization’s maturity levels according to 1 SO 9004: 2009

ISO International Standard describes five maturity levels of the organization as
follows: start-up organization, proactive organization, flexible organization, innovative
organization and sustai nable organization.

Five maturity levels of the organization are used in relation to sustainable
performance (Paunescu et al, 2010).

1. Start-up organization

Organizational context and strategic planning:

e the organization focuses on its economic results, products performance and
observance of the lega requirements. Only sometimes is the organization environment
considered through a reactive approach. Market information is not systematically selected
and the organization is unable to anticipate changes,

« the organization has not defined a formal strategy, only the performance objectives,

Processes and resources management:

« resources are identified only for operational processes;,

* the organization determines the requirements and resources without monitoring and
control;

* natural resources are not identified and planned, neither the impact on the natural
environment;

Analysis and evaluation:

e financial indicators are used only in combination with several non-financial
indicators (such as delivery time, number of customer complaints);
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Learning, improvement and innovation:

* learning, improvement and innovation are not included in strategies and policies,

* no solution is defined to take advantage of internal knowledge;

e improving products and processes is unplanned, following only regulatory
reguirements or customer complaints.

2. Proactive organization

Organizational context and strategic planning

« the organization has the mission, vision, strategies and objectives defined.

e strategic intentions are limited to: financial results, regulatory and legidative
requirements, customer satisfaction.

* objectives are aligned with the organization’s strategy.

« the management department communicates policies regarding quality management
system throughout the organization.

« the organization’s environment is weakly observed and analyzed.

« the processes, resources and structure are defined, implemented and regularly
reviewed according to the strategies.

Processes and resources management

« the organization has identified the resources for the processes,

« there are goal s defined for improving the process effectiveness;

Analysis and evaluation of results:

e regular meetings to review the quality management system which include
gualitative purposes, guantitative tasks, main processes performance, product quality
indicators and customer satisfaction measurement;

« thereis not a clear link between the purpose and performance indicators;

« the accuracy of the data that make up the indicators is unknown and the data
analysisisvery low;

Learning, improvement and innovation:

* the policies for learning and for processes and products improvement are defined;

* a management system is established for the continuous improvement of the
processes; the results are shown by measurements and audit;

« the training program is defined and adapted to the changing technologies used in
products and processes.

3. Flexible organization

Organizational context and strategic planning:

« the organization has formally defined its mission, vision, strategy and objectives;

* regular reviews take place to ensure flexibility in the organization according to its
environment, needs and strategy;

» the organization has implemented a continuous improvement approach;

« for its improvement the organization environment is monitored and analyzed to
identify opportunities and risks.

« the organization plans and provides resources in order to achieve its objectives
according to its strategy.

Processes and resources management:

* it has implemented management, operational and support processes and it has
identified the resources.

* there are plans for the use, control, protection and development of resources,
including the natural ones.

« the aims to improve the effectiveness of processes are stable.

Analysis and evaluation of results:

» management decisions are guided by dates.
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« the organi zation connects the important aims to the performance indicators.

* managers are trained and acquire skills in basic statistical analysis, being supported
by expertsin data analysis.

Learning, improvement and innovation

« the organization demonstrates a steady continuous improvement with implications
in staff development.

* a suitable working environment is encouraged for improving innovation and for
learning

« the training program is adapted to the change needs of the organization’s processes
and products, for the mgjority of staff.

4. Innovative Organization

Organizational context and strategic planning:

» the organization’s environment is monitored and analyzed to improve the
organization and to identify opportunities and risks,

« the innovation input data are collected from the customer’'s needs, legal and
regulatory requirements, persona experience and the information on opportunities in
internal and external environment;

Management processes and resources:

« the organization has implemented effective and efficient processes and it has
improved strategic and operational support, including the relations with all relevant
stakeholders;

« the processes work in an integrated way.

Analysis and evaluation of results:

« the organization’s policies, aims and vision are developed on the organization’s
structure and processes;

» there are indicators present at al organization levels which measure al the
significant financial and operational aspects, but not all aspects related to stakeholders;

Learning, improvement and innovation:

* the organization has defined and implemented a suitable innovation process that
affects both processes and products.

* the management system is improved, using approaches and tools for excellent
management, based on assessment of their own situation;

« the organization’s training and learning program is based on the current and future
needs defined in collaboration with the relevant stakeholders;

5. Sustainable or ganization

Organizational context and strategic planning:

ethe customers needs, the legal and regulatory requirements, the persond
experience and the information on the opportunities in the internal and externa
environment and the risks are gathered and considered input data for sustainability.

* strategic orientation covers up al the gaps between the capabilities needed and the
available ones at the time, as well as the opportunities and risks that are identified, based
on an understanding of the organization’ s shortcomings.

Processes and resources management:

« identifies strategic resources for the achievement and development of sustainability
through its strategic planning and it develops an effective and efficient plan to control,
protect and develop itsinternal and external resources.

Analysis and evaluation of results:

« the indicators for al the sustainability constraints are highlighted regarding all the
stakeholders' significant aspects.

Learning, improvement and innovation:
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» the processes and products have been improved up to the last level being
considered the best in their class area.

» knowledge management is considered the organization's success key at the
strategic and operational level.

» developing and sharing knowledge is seen as a basis for the effective and efficient
innovation process.

International standards also provide different models for assessing the 1SO 9004
organization’s maturity level, being one of them. A maturity model can be used as a
benchmark for comparison and support to understand how the organization operates. By
understanding the maturity model, organizations can use it not only to assess the current
maturity level, but also to help them advance to the next level (Antonucci et a, 2004; Rad
et a. 2006). Improving the maturity level of the processes leads to higher quality products
or services. And this higher quality will reduce the time cycle and development effort of
the products or services.

Conclusion

Over the recent decades, 1SO 9000 has been viewed as one of the crucia quality
programs for the improvement of the quality of products or services. Many organizations
have struggled to obtain the 1SO 9000 certification and to transform the ISO 9000
implementation into organizational performance. However, there has been much debate
about the effectiveness of the ISO 9000 adoption.
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ABORDARI PRIVIND ANALIZA MATURITATII SISTEMELOR DE
MANAGEMENT AL CALITATII CA REZULTAT AL
IMPLEMENTARII SERIEI DE STANDARDARDE | SO 9000

Tita, Sava (Angheluta)*
Cristina, Moisa

Rezumat: Evaluarea maturitdrii organizayiei are ca scop determinarea abilitarii acesteia de a
monitoriza in mod continuu mediul extern pentru a identifica oportunitdri, tendinge si riscuri, dar si mediul
intern pentru a determina capabilitatea proceselor sale de a realiza obiectivele planificate. Prin evaluarea
maturitasii organizagiei se urmareste asigurarea unui management eficace al proceselor si resurselor
organizariei, precum si identificarea, atragerea si alocarea resurselor necesare atingerii performangelor
estimate. Sistemelor de management al calitarii (SMC), ajuta companiile sa dezvolte si s mensina un nivel
adecvat si stabil de calitate a produselor lor, prin controlul procesului de producrie si a altor procese de
business sustinerii acesteia.

In aceastd lucrare, autorii propun dezvoltarea unui cadru teoretic privind posibilitatea evaludrii
maturitasii organizaiilor ca rezultat al implementarii si certificarii sistemului de management al calitdyii
potrivit familiei de standarde 1SO 9000.

Cuvinte cheie sistem de management al calitdsii, sustenabilitate, evaluarea maturitafii
organizationale, seria 1SO 9000

Cod JEL: M11, L15

Introducere

Evaluarea maturitatii organizatiel are ca scop determinarea abilitatii acesteia de a
monitoriza in mod continuu mediul extern pentru a identifica oportunitati, tendinte si
riscuri, dar si mediul intern pentru a determina capabilitatea proceselor sale de a realiza
obiectivele planificate. Prin evaluarea maturitatii organizatiei se urmareste asigurarea unui
management eficace a proceselor si resurselor organizatiel, precum si identificarea,
atragereasi alocarearesurselor necesare atingerii performantelor estimate (Paunescu 2010).

Literatura de specialitate

Sistemele de management a calitatii (SMC) guta companiile si dezvolte si sa
mentina un nivel adecvat si stabil de calitate a produselor lor, prin controlul procesului de
productie si a ator procese de afaceri sustinute de acesta. Seriainternationala de standarde
de calitate 1SO 9000 (inclusiv standardele 1SO 9001, 1SO 9000 SI I1SO 9004) ofera un
cadru pentru un astfel de sistem de management (SMC). n plus, castigarea unui certificat
ISO 9001 ofera companiilor posibilitatea de a semnala calitatea lor Tn afaceri. Standardele
se dezvolta aproximativ o data la sapte ani si, prin urmare, isi dezvolta cerintele si efectele
scontate asupra performantei Tn afaceri. Tn 2008, a apirut deja a patra editie (editiile
anterioare fiind in 1987, 1994 si 2000). Cerintele ultimelor doua editii ae ISO 9000
subliniau puternic punerea eficienta in aplicare a proceselor de afaceri. Daca sunt corect
intelese si puse Tn aplicare, aceste cerinte aduc mai putina birocratie si ofera o baza pentru
metodele inovatoare de dezvoltare si de utilizare a sistemului de management a calitatii
pentru a obtine rezultate de calitate superioara si Tmbunatatirea performantei Tn afaceri
(Rusjan 2010).

Sistemul de management al calitatii 1SO 9000 necesita un accent pe masurile de
performanta subliniind faptul ca sistemul de management ale unei organizatii este valoros
(Bell, 2011).

! Doctorand, Academia de Studii Economice, Bucuresti.
2 Doctorand, Academia de Studii Economice, Bucuresti.

83



ISO 9000 permite organizatiilor, prin trecerea cu succes a auditului, sa obtina un
statut de Tnregistrare la nivel international cunoscut.

Cu toate ca popularitatea familiel de standarde 1SO 9000 este in continua crestere,
evidentiindu-se prin aceasta importanta acordata implementariii unui sistem de
management a calitatii, exista, inca, numeroase Tntrebari legate de efectele acestui standard
asupra performantelor organizatiel, cét si asupraclientilor si furnizorilor acesteia (Olaru, 2009).

Baza pentru proiectar ea modelului

Ca o organizatie sa progreseze de la un nivel la atul, in conformitate cu urmatoarea
descriere a Capability Maturity Model, cultura sa s-a transformat, prin Tmbunatatirea
proceselor de evolutie a acesteia si, prin urmare, comportamentele sale ar trebui sa
evolueze pentru a desemna responsabilitatea sa fata de natura si, Tn genera, fata de
societate. Este important sa subliniem faptul ca fiecare nivel avansat include atributele
nivelului de maturitate anterior (Cagnin)

Principalele caracteristici ae fiecarui nivel a Capability Maturity Model sunt:

e Nivel 1 —Initial: abordare de management in contradictie cu procesele necesare,
care sunt imprevizibile si slab controlate, precum si scheme previzibile si costurile.
Succesul depinde de managerul de exceptie si de echipa de dezvoltare cu experienta. Cu
toate acestea, procesele nu pot fi repetate, fara aceleasi resurse umane implicate. Prin
urmare, capacitatea este o caracteristica a persoanelor fizice, ma degraba decét afirme;

e Nivel 2 — Repetabil: abordarea managementului de proiect in cazul in care
sarcinile anterior stipanite pot fi repetate. Zonele obisnuite de ameliorare sunt: asistenta si
asigurarea respectarii politicii, proiecte de masurare, de gestionare a configuratiilor de
produse, gestionarea furnizorilor, planificarea si urmarirea proiectelor, precum si cerintele
de gestionare. Aici, organizatia a realizat un proces stabil, cu nivel de repetabilitate a
controlului de gestiune si a anggjamentelor legate de managementul de proiect, costuri,
programe si modificari;

e Nivel 3 — Definit:gestionarea procesului de abordare in cazul n care procesele
sunt caracterizate si destul de bine Tntelese. Zonele obisnuite de ameliorare sunt:
coordonarea intre grupurile de organizare, furnizarea de niveluri de instruire organizate,
procesul de implementare si de management, definirea unor procese comune, identificarea
proceselor necesare si de stabilire a infrastructurii de Tmbunatatire. Aici organizatia
defineste procesul ca fiind o baza pentru punerea in aplicare coerent si cu o0 mai buna
intelegere, si prin urmare, riscul de introducere a tehnologiel avansate este redus. Procesul
include criterii de pregatire, intrari, standarde si proceduri de verificare, iesirile si criteriile
definaizare. In plus, capacitatea procesului se bazeazi pe o intelegere la nivelurile Intregii
organizatii aactivitatilor, arolurilor si aresponsabilitatilor Tntr-un proces definit;

e Nivel 4 — Gestionarea: abordarea capacitatii de gestiune in cazul in care
procesele sunt masurate si controlate. Zonele obisnuite de ameliorare sunt: stabilirea unei
baze de capacitate, precum si gestionarea cantitativa a proceselor. Aici s-a initiat
organizarea unui proces complex de masuratori si analize. Ar putea fi o baza de date la
nivelul Tntregii organizatii, in utilizare, pentru a colecta si analiza datele din procesul de
definire a proiectelor. Tn plus, procesul este masurat si functioneaza in limitele masurabile,
asacum se pot si anticipa tendintele in proces si calitatea produsul ui;

e Nivel 5 — Optimizarea: a schimba metoda de management, cu accent pe
Tmbunatatirea proceselor. Zonele obisnuite de ameliorare sunt: eliminarea cauzelor
defectelor, evaluarea si implementarea imbunatatirii, precum si dezvoltarea infrastructurii
de schimbare. Aici, organizatia are un fundament pentru Tmbunatitirea continua si
optimizarea proceselor. Cele mai bune practici si inovatii sunt identificate si transferate in
intreaga organizatie. Echipele de proiect sunt capabile si anaizeze defectele si sa
determine cauzele lor, pentru a evalua procesul de prevenire a defectelor si de a disemina
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lectiile Tnvatate la alte proiecte, in plus, eforturile de a elimina deseurile de-a lungul
rezultatului procesului de schimbare in cauzele comune aleineficientei.

Relatia dintre | SO 9001:2008 si |1 SO 9004:2009

ISO 9001 este un standard dezvoltat de catre Organizatia Internationala de
Standardizare si serveste ca un cadru pentru sistemele de management a calitatii de
organizare. Acest cadru este recunoscut de catre organizatii si guverne din intreaga lume, si
prin urmare, s-a transformat in factorul standard al sistemelor de management.
Organizatiile suporta costuri semnificative pentru a obtine certificarea facandu-l sa merite
studierea procesului de intelegere mai bine a masurilor pertinente pentru succesul
certificarii.

Tn trecut, standardul 1SO 9004 afost utilizat fie pentru a merge dincolo de 1SO 9001,
Tn scopul de aimbunatatii performanta, fie pentru a gjutala punereain aplicare alSO 9001.
Acum, legatura, cu 1SO 9001 afost in mare parte rupta.

Noul standard 1SO 9004 pare sa fi devenit un standard de management de succes.
Succesul este sustinut, Tn prezent, de obiectivul standardului. Tn conformitate cu 1SO 9004,
organizatiile pot realiza acest obiectiv printr-o abordare de management al calitatii.

Scopul noului standard ISO 9004 este de a ajuta organizatiile pentru atingerea
succesului durabil printr-o abordare a managementului calitatii.

n conformitate cu 1SO 9004:2009, o organizatie obtine succes sustinut atunci cand
aceasta indeplineste obiectivele sale si continua sa faca acest lucru pe termen lung. Se mai
spune ca obiectivele pot fi atinse numai daca organizatia indeplineste Tn mod constant
nevoile si asteptarile stakeholderilor. Tn timp ce 1SO 9001 se concentreaza pe satisfacerea
nevoilor clientilor, 1ISO 9004 merge dincolo de acestea si vorbeste despre satisfacerea
nevoilor tuturor partilor interesate (care includ nu numai clientii, ci si actionarii, furnizorii,
partenerii, angajatii, sindicatele, bancherii, proprietarii si societatea in general). Aceasta
este 0 perspectiva mult mai larga si mult mai deschisa.

Niveluri de maturitate ale organizatiei conform |1 SO 9004:2009

Standardul international SO descrie 5 niveluri de maturitate a organizatiel astfel:
organizatie la inceput de drum; organizatie proactiva, organizatie flexibila, organizatie
inovatoare si organizatie sustenabila.

Sunt utilizate 5 niveluri de maturitate a organizatiel in raport cu performanta durabila
(Paunescu, 2010).

1. Organizatia incepatoare

Contextul organizational si planificarea strategica:

e oOrganizatia se concentreaza asupra rezultatelor sale economice, performantei
produselor, asupra respectarii unor cerinte legale. Mediul organizatiel nu este luat n
considerare decét ocaziona intr-o abordare reactiva. Informatia de pe piatda nu este
selectata sistematic si organizatia nu este capabila sa anticipeze schimbarile.

e organizatianu si-adefinit o strategie formala, ci doar obiectivele de performanta.

Managementul proceselor si al resurselor:

e resursele sunt identificate doar pentru procesele operationae;

e organizatia determina nevoilesi resursele fara monitorizare si control.;

e nu sunt identificate sau planificare resursele naturale si nici impactul asupra
mediului natural;

Analizasi evaluarearezultatelor:

e sunt folositi doar indicatori financiari, in combinatie cu cétiva indicatori non-
financiari (precum livrarealatimp, numarul de reclamatii ale clientilor).

Tnvatare, imbunatatire si inovare:
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e invatarea, Imbunatatirea si inovarea nu sunt cuprinse in strategii si politici

e nu este definit un mod prin care sa profite de cunostintele interne;

e imbunatatirea produselor si proceselor este realizata intr-un mod ad-hoc, urméand
cerintele de reglementare sau plangerile clientilor

1. Organizatia proactiva

Contextul organizationa si planificarea strategica

e organizatia are definite misiunea, viziunes, strategiile si obiectivele.

e intentiile strategice sunt limitate la: rezultate financiare, cerinte de reglementare si
legislative si satisfactia clientilor

e obiectivele sunt aliniate cu strategiile organizatiei

e managementul comunica politicile privind sistemul de management a calitatii
catre toata organizatie

e exista o slaba monitorizare si analiza a mediului organizatiei.

e Procesdle, resursele si structura sunt definite, implementate si revizuite periodic,
conform strategiilor.

Managementul proceselor si resurselor:

e organizatiaaidentificat resursele pentru procese

¢ sunt definite obiective pentru Tmbunatatirea eficacitatii procesel or;

Analizasi evaluarearezultatelor:

e intalniri periodice pentru revizuirea sistemului de management al calitatii includ
scopuri calitative, sarcini cantitative, performanta principalelor procese, indicatori de
calitate a produselor si masuratori de satisfactie a clientilor;

e nuexista o legatura clara intreindicatorii de scop si de performanta

e acuratetea datelor care alcatuiesc indicatorii nu este cunoscuta si analiza datelor
este lanivel foarte scazut.

Invatare, imbunatatire si inovare:

e sunt definite politicile pentru Tnvatare si imbunatatirea proceselor si produselor

e este stabilit un sistem de management pentru Tmbunatatirea continua a proceselor.
rezultatele sunt evidentiate prin masuratori si audit.

e Programul de instruire este definit si adaptat 1a tehnologiile Tn schimbare folosite
la produse si procese.

2. Organizatia flexibila

Contextul organizational si planificarea strategica:

e Organizatiasi-adefinit formal misiune, viziunea, strategia si obiectivele sale;

e Au loc revizuiri periodice pentru a asigura flexibilitatea organizatiei in
concordanta cu mediul sau, nevoile sale si strategia sa.

¢ Organizatiaaimplementat o abordare de imbunatatire continua.

e Mediul organizatiei este monitorizat si analizat pentru a imbunatati organizatia si
pentru a identifica oportunitatile si riscurile.

e Organizatia planifica si furnizeaza resursele necesare atingerii obiectivelor
conform strategiilor sae.

Managementul proceselor si resurselor:

e A implementat procesele manageriale, operationae si de suport si a identificat
resursele necesare.

e Exista planuri pentru utilizarea, controlul, protectia si dezvoltarea resurselor,
inclusiv acelor naturale.

e Obiectivele pentru imbunatatirea eficacitatii procesel or sunt stabile.
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Analizasi evaluarearezultatelor:

e Deciziile de management sunt conduse de date.

e Organizatiarelationeaza scopurile importante cu indicatorii de performanta

e Managerii sunt instruiti si capata competente in analiza statistica de baza, fiind
sustinuti de specialisti in analiza datelor.

Invatare, imbunatatire si inovare

e Organizatia demonstreaza un flux continuu de Tmbunatatiri cu implicatii in
dezvoltarea personaului.

e Estefavorizat un mediu de lucru potrivit pentru Tmbunatatirea inovatiei si invatare

e Programul deinstruire este adaptat la nevoile de schimbare atét a proceselor cét si
aproduselor organizatiel, privind majoritatea personalul ui.

3. Organizatia inovatoare

Contextul organizationa si planificarea strategica:

e Mediul organizatiei este monitorizat si analizat pentru a imbunatati organizatia si
pentru aidentifica oportunitatile si riscurile

e Datele de intrare pentru inovatie sunt colectate din nevoile clientilor, cerintele de
reglementare si legislative, experienta proprie si informatiile cu privire la oportunitatile din
mediul intern si extern.

Managementul proceselor si resurselor:

e Organizatia a implementat si Tmbunatatit eficient si eficace procesele strategice,
operationa si de suport, inclusiv relatiile cu toate partile interesate relevante.

e Procese functioneaza Tntr-un mod integrat

Analizasi evaluarearezultatelor:

e Politicile organizatiei, scopurile si viziunea sunt desfasurate pe structura si
procesele organizatiel.

e Exigta indicatori prezenti latoate nivelurile organizatiel care masoara toate aspectele
financiare si operationale semnificative, dar nu toate aspectele privind partile interesate.

Invatare, imbunatatire si inovare:

e Organizatia a definit si implementat un proces potrivit de inovatie care afecteaza
atét procesele cét si produsele.

e Sistemul de management este imbunatatit, folosind abordari si unelte pentru un
management excelent, bazat pe evaluarea situatiel proprii.

e Programul de instruire si Tnvatare a organizatiei este bazat pe nevoile curente si
viitoare definite in colaborare cu partile interesate relevante.

4. Organizatia durabila

Contextul organizationa si planificarea strategica:

e Nevoile clientilor, cerintele de reglementare si legislative, experienta proprie si
informatiile cu privire la oportunitatile din mediul intern si extern si riscurile sunt colectate
si considerate date de intrare pentru sustenabilitate.

e Orientarea strategica acopera toate discrepantele dintre capabilitatile necesare si
cele disponibile la momentul respectiv precum si oportunitatile si riscurile care sunt
identificate, bazate pe o intelegere a lipsurilor organizatiei

Managementul proceselor si resurselor:

e |dentifica resurse strategice pentru dezvoltarea si obtinerea sustenabilitatii prin
planificarea sa strategica si dezvolta un plan eficace si eficient pentru a controla, proteja si
dezvoltaresursele sale interne si externe.
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Analizasi evaluarearezultatelor:

e Sunt evidentiati indicatori pentru toate constrangerile de sustenabilitate pentru
toate aspectele semnificative cu privire la partile interesate.

Invatare, imbunatatire si inovare:

e Procesele si produsele au fost imbunatatite pana la ultimul nivel fiind considerate
celemai bune din clasa din cadrul sectorului lor.

e Managementul cunostintelor este considerat cheia succesului organizatiei la nivel
strategic si operational.

e Dezvoltarea si partgjarea cunostintelor este vazuta ca o baza pentru un proces de
inovatie eficace si eficient.

Standardel e internationa e furnizeaza totodata, diferite modele pentru evaluarea nive ului
de maturitate d organizatiilor I1SO 9004 fiind unul dintre ele. Un model de maturitate poate fi
folosit ca punct de reper pentru comparare sprijin pentru a intelege cum functioneaza
organizatia. Prin Tntelegerea moddului de maturitate, organizatiile se pot folos de aceasta nu
numa pentru a evalua nivelul actual de maturitate, dar pentru a le guta si avanseze la
urmatorul nivel (Antonucci, 2004; Ras, 2006). Tmbunatatirea nivelului de maturitate
procesdlor duce la o calitate superioara a produsdor sau serviciilor. lar aceasta cadlitate
superioara vareduce ciclul detimp si efortul de dezvoltare a produsel or sau serviciilor.

Concluzii

In ultimele decenii, 1SO 9000, a fost privit ca unul dintre programele de calitate
cruciadle pentru Tmbunatatirea calitatii produselor sau serviciilor. Multe organizatii s-au
luptat pentru a obtine certificare 1SO 9000 si transformarea ISO 9000 in performanta
organizationala. Cu toate acestea, au existat mult dezbateri cu privire la eficacitatea
adoptarii 1SO 9000.
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