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THE ROLE OF SOCIAL RESPONSIBILITY STRATEGIES
EMPLOYED BY EUROPEAN AUTOMOTIVE CORPORATIONS
IN DEVELOPING SUSTAINABLE BUSINESSES

Cristina Gianescu®
Andreea Gangone®
Mihaela Asandei®

Abstract: Corporate social responsibility strategies are a topic of great interest for both
researchers and practitioners, and require the development of interdisciplinary approaches. economic,
ethical and social. The paper analyses the social responsibility strategies employed by European automotive
businesses and highlights their impact on business sustainability. From a theoretical perspective, applying
the content analysis method on sustainability or social responsibility reports revealed a variety of social
responsibility strategies. The utility of the research is supported by formulating a typology of social
responsibility strategies, based on objectives of sustainable development and by establishing arguments
concerning the impact of these strategies on automotive businesses sustainability in the following areas:
social and societal, ecological and environmental, distribution chains and suppliers, corporate image,
position in relation to competitors and financial performance.

Keywords. corporate social responsibility, social responsibility strategy, sustainable development,
content analysis.

JEL classification: M14, Q01, O52.

1. Corporate social responsibility as a promoter of processes of sustainable
business development

Relatively new in scholarly literature, the concept of corporate social responsibility is
a topic of great interest for both researchers and practitioners, as demonstrated by the
diversity of definitions and forms of manifestation.

The European Commission (2002) describes corporate socia responsibility as a
concept whereby companies integrate social and environmental concerns in their business
operations and in their interaction with their stakeholders on a voluntary basis. Some
authors (Kotler and Lee, 2005) believe that a company is socially responsible when it
becomes committed to improving community well-being through discretionary business
practices and contributions of corporate resour ces.

Also, an increasing number of companies see corporate citizenship as a new strategic
and managerial approach that alows a corporation to upgrade from a “regular” one to a
"top" one (Muirhead, et a., 2002). From this perspective, corporate social responsibility
becomes a definitive obligation, beyond those imposed by law or economic restrictions, to
pursue long-term goals for the benefit of shareholders, customers, suppliers, employees,
government agencies, creditors, local communities, and public opinion (Nicolescu,
Nastase and Popa, 2006).

An analysis of the variety of corporate social responsibility concepts and views on its
forms of manifestation is revealing trends in integrated approaches to social responsibility
in the form of corporate social responsibility policies or strategies, voluntarily focused on
achieving social objectives by alocating resources to initiatives that lead to higher levels
of general well-being, cooperation and mutual prosperity.
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In building sustainable businesses, organizations are constantly under the influence
of severa forces (Figure 1), classified in two categories (Ganescu, 2012, p.101): promoters
and inhibitors of sustainable business. Promoters are those forces that favour the creation
of sustainable business and are structured as follows: Code of Ethics and the Ethics
Committee of the organization, socia responsibility strategies, sector operators,
government pressure, local communities, NGOs. Inhibitors are a class of forces that stop
organizations from conducting their business based on sustainability values:
mismanagement, economic constraints, high costs of socia responsibility programs, and
competitive environment.

Mismanagement Economic Costs Competition
constraints

Inhibitors l l
Sustainable l l,

e S R ES

Promoters Code of CSR strategies NGOs Government Local
Ethics community

Figure 1. Analysis of field of forces influencing sustainable business
Source: Ganescu, C., 2012. Corporate socia responsibility - a strategy to create and consolidate
sustai nable businesses. Theoretical and Applied Economics, 11 (576), p. 101.

In our view, socia responsibility strategies employed by companies and integrated
into their long-term business strategies are the strongest promoter of the process of
developing sustainable businesses because corporate socia responsibility is an essential
component in the initiation and promotion of socia entrepreneurship (Austin, 2000) and an
important source of commercia benefits for companies (Windsor, 2001). The extent to
which afirmis socially engaged is evidence of its wealth and power.

2. Analysis of types of corporate social responsibility strategies

Scholarly literature highlights in various ways the importance of corporate socia
responsibility for business strategy, because "by building a business strategy to align
economic, social and environmental performance to long-term business values, corporate
responsibility becomes a part of the business and adds long-term vaue for both the
company and society "(Rochlin et a., 2005, p.8).

Some authors even consider that "corporate socia responsibility initiatives must be
integrated and internalized by an organization so as to be placed at the heart of the
organization” (Dey and Sircar, 2012), to obtain benefits, such as. improved corporate
reputation, increased customer trust, greater employee motivation and market share.

Integrating social responsibilities into business strategies involves formulating social
responsibility strategies and the pursuit of clearly defined socia results.

Corporate social responsibility strategies are opportunities offered by the
development of business strategies aligned with business objectives, deeply rooted in the
principles and values of social responsibility. Business strategies based on sustainability
and social responsibility are grouped as follows: "resignation” strategy, defensive strategy,
and offensive strategy (Seuring and Muler, 2008, Van Bommel, 2011). "Resignation"
strategy is used when deciding not to begin the implementation of sustainable business
models due to the absence of pressures and incentives, and corporate capacity to innovate.
Businesses can choose a defensive strategy for specific products or services, and an
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offensive strategy at the same time, but for other categories of products or services.
Organizations can choose different strategies depending on aspects of sustainability
(Koggala, 2009). Organizations with a low level of innovation will choose defensive
strategy and organizations that have a high level of innovation are able to implement
offensive strategies.

Other studies on socia responsibility strategies identify four categories:
"obstructionist, defensive, accommodative and proactive’ (Carroll and Buchholtz, 2000,
Fisher, 2004, Sauser, 2005). Companies that adopt obstructionist strategies reject any form
of ethical or social responsibility that does not meet economic interest; those that choose a
defensive strategy reject only ethical responsibilities and protect their own interests by
complying with legal requirements; those that adopt an accommodative strategy accept
certain ethical responsibilities, particularly those related to stakeholders, without initiating
voluntary actions aimed at the common good; proactive companies distinguish themselves
as they fully recognize socia responsibilities and are actively committed to minimizing
their negative impact and achieving stakeholder satisfaction.

An analysis of socia responsibility strategies that are well established in scholarly
literature, in conjunction with the objectives of sustainable development, allowed us to
define in a unigue manner certain categories of socia responsibility strategies. We believe
that the objectives of creating and consolidating sustainable businesses are: full
professional and personal development of employees, maintaining the capacity to support
life, ensuring social equity. In this context, we can identify the following strategies. the
"reinventing for the environment" strategy, "created by the people’ strategy and the
"building for community” strategy (Ganescu, 2012). The "reinventing for the environment”
strategy is concerned with applying various methods aimed at protecting the environment,
reducing consumption of non-renewable natural resources, reducing waste and energy and
water consumption, recycling and reuse with the help of innovative techniques. Applying
this strategy can incur significant costs for the organization, but supports the objective
concerned with supporting life. The "created by the people” strategy is based on creating
jobs focused on innovation, promoting and rewarding employees' creativity, adjusting
working methods to the new requirements of sustainable development and supports the
objective concerning well-being. The "building for community" strategy involves
identifying community problems and adapting the business to these requirements,
identifying business opportunities that meet customer requirements, expressing the benefits
of socia responsibility initiativesin relation to the significant costs of these programs. This
type of strategy supports the implementation of objectives subordinated to social equity.

3. Methodology and results of the analysis of social responsibility strategies
implemented by European automotive businesses

To illustrate the impact of CSR strategies on sustainable business development we
evaluated the performance of European vehicle manufacturers, as this sector is an
important actor in increasing the competitiveness of European economy.

Vehicle manufacturers operating in Europe provide employment to more than 2
million people in the automotive sector and to 10 other million people in parts
manufacturing and distribution. Moreover, European automotive corporations, unlike those
in other sectors, show transparency with regards to their socia and environmental
investments and publish annual CSR or sustainability reports to inform stakeholders on the
actions that they conduct and the results they obtain.

Since 1991, European manufacturers founded the European Automobile
Manufacturers Association (ACEA, 2012). Sixteen member businesses joined the
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association: BMW Group, DAF Trucks, Daimler, FIAT S.p.A., Ford of Europe, Generd
Motors Europe, Hyundal Motor Europe, IVECO S.p.A., Jaguar Land Rover, Porsche, PSA
Peugeot Citroén, Renault Group, Scania, Toyota Motor Europe, Volkswagen Group, Volvo
Cars and Volvo Group.

Of the 16 companies that are members of the European Automobile Manufacturers
Association, 13 were chosen for this study. Because of the lack of comparable data, we
excluded IVECO SpA and Porsche from the sample. We used information published in
common reports of Volvo Cars and Volvo Group companies, which justified the inclusion
of Volvo in the sample, as an object of research. We excluded MAN Nutzfahrzeuge AG
and Scania from the study, on the grounds that these companies currently belong to
Volkswagen Group.

We used content analysis to assess the impact of CSR strategies on developing
sustainable businesses (Adams et a., 2007). The purpose of content analysis was to extract
the most relevant information on CSR strategies from social responsibility or sustainability
reports published by European automotive businesses in 2011, which fal into the
following types of topics:

e basic elements that characterize social responsibility strategies,

e areas in which social responsibility strategies of surveyed organizations operate;

eoOrganizations attitude towards sustainability values and their degree of
implementation;

o benefits of implementing CSR strategies for organizations, employees, society, and
environment;

e tools to conceptualize corporate socia responsibility.

Following content analysis of al socia responsibility and sustainability reports
published by assessed organizations, we set up a database divided into several categories and
elements. types of reports from organizations (annual reports, CSR reports, environmenta
reports, heath and safety reports, reports to stakeholders, community reports, etc.), social
responsibility strategies (objectives concerning the environment, employees, community and
stakeholders), tools to conceptualize socia responsibility (standard or proprietary indicators
to measure social, societal, environmental and economic performance).

In addition to standard tools, we identified another 167 individual indicators used by
organi zations, which we assigned to three dimensions. economic dimension (44 indicators,
27% respectively), social dimension (72 indicators, 43% respectively) and environmental
dimension (51 indicators, 30% respectively).

Within each category and for each organization, we set a score: if a constituent
element of a category existed, it received 1 point; if missing, it received O points; for each
category we summed up the number of points, and the results were summarized in Table 1.

Most reports are annual ones (13), followed by sustainability and social
responsibility reports. Thus, 9 (62%) organizations published sustainability reports for
2011, 3 (23%) published CSR reports, 3 (23%) published environmental reports and one
(7%) organization published an environmental, health and safety report. Annual reports
were taken into consideration, particularly to identify economic and financial indicators.
No organization published corporate citizenship reports, or reports to community or
stakeholders.

The analysis of reports and corporate websites of targeted firms allowed us to identify
tools for conceptualizing socia responsibility used by European automotive companies, by
referencing to instruments recognized in Europe and internationally (European
Commission, 2004).



Table 1. Types of tools for conceptualizing corporate socia responsibility

NO. OF
INSTRUMENTS CONTENT CORPO-
RATIONS

SO 26000 Corporate socia responsibility: governance, human rights, 5
labour conditions and relations, lega practices, consumer
access to essentid services, community and loca
devel opment, sustainable devel opment

SO 14001 International Standard for Environmental Management 9

SO TR 14062 Design for the environment 3

SO 362 Measurement of noise emitted by accelerating road 1
vehicles

SO 50001 Energy management systems 2

SO 22628 Road vehicles - Recyclability and recoverability - 1
Calculation method and Directive 2000/53/EC on end-of
life vehicles

SO 14040 Internationd  Standard Methodology for Conducting Life 2
Cycle Assessment

ISO TS 16949 Quality Management Standards 6

SO 39001 Road Traffic Safety Management System 4

SO 9001 Quality Management System 4

EN 16001 SGS Traning - development, implementation and 2
management of energy management systems

GRI The Globa Reporting Initiative (GRI) — a non-profit 12
organization that promotes corporate sustainability

ISAE 3000 International Standard on Stakeholder Engagements 1

Certificate

United National International Standard on commitment to stakeholders 6

Globa Compact United Nations initiative to encourage businesses
worldwide to adopt sustainable and socially responsible
policies, and to report on their implementation

UN Global Compact |Initiative to implement the principles of Global 1

Korea Network Compact in Korea

Carbon Disclosure  |Independent non-profit organization that advocates for 1

Project reducing greenhouse ges effect and sustainable water usage
by companies and municipdities

Boston College Research center providing organizations with 1

Center for Corporate [knowledge and research on corporate citizenship

Citizenship practices

Sustainable Asset International company that focuses on sustainable 2

Management investments, and which introduced Dow Johns
Sustainability Indexes

Vigeo Company founded in 2002, European leader in 2
evaluating companies and  organizations  on
environmental practices and performance, social and
governance tools.

Sustainalytics Global leader with over 20 years of experience in 1
conducting research on socid and environmentd
responsibility, and corporate governance

Oeckom Research  |Rating agency which helps improve sustainable 1

investments




NO. OF

INSTRUMENTS CONTENT CORPO-
RATIONS
Imug/EIRIS Globa network of partners who conduct research on 4
local responsible investments
Dow Johns Globa index that evaluates sustainable businesses and 1
Sustainability World |environmental practices
ASPI Index Index which assesses the first 120 European companies 5
FTSE4 Good Index |Index that measures the performance of companies that 1

meet international standards on socia responsibility

Global Framework |International framework agreement that protects the 1
Agreement on interests of workers in multinational operations

Responsibility

The STOXX Global |Index which characterizes global companies based on 2
ESG Leadersindex |environmental, social and governance elements

FTSE ECPI ItadiaSRI|Sustainability and accountability indicators for 1
Benchmark Index and |companies on the Italian market

FTSEECPI

ECP | Ethica EM U |Index of Most Ethical Companies 1
Equity Index

MSCI ESG Indices |Mgor index that integrates business models, research and 1

Innovation, expertise and excellencein customer services

Source: designed by authors

The analysis allowed the identification of a wide range of conceptualization tools
used by organizations for CSR and sustainability practices reporting. Most of these
organizations have found it useful to use GRI tools to assess social responsibility actions or
to implement international standards on environmental protection, quality, energy and
employees rights protection. We aso ranked organizations based on the number of
economic, environmental, social and societal indicators reported in 2011. This ranking is

presented in Table 2.

Table 2. Ranking of analysed organizations according to the number of indicators

reported in 2011

COMPANY RANKING
FIAT Group Automobiles 215
Daimler Group Mercedes- Benz 210
Hyunda Motor Europe 201
BMW Group 190
Toyota Motor Europe 188
Volkswagen Group 184
Ford of Europe 180
Renault Group 175
General Motors Europe 164
Jaguar Land Rover 158
PSA Peugeot Citroen 120
DAF Truks NV 119
AB Volvo 104

Source: designed by authors
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Based on information extracted from content analysis, we structured corporate social
responsibility strategies involved in building sustainable businesses used by European
automotive manufacturers (Table 3).

Table 3. Types of corporate socia responsibility strategies

TYPE OF STRAGEGY NUMBER OF ANALYSED UNITS
Social and societal strategies 12
Ecological and environmental strategies 13
Distribution and supply chain strategies 8
Strategies to build corporate image 5
Strategies to create competitive advantage 13
Strategies to obtain added value 12

Source: designed by authors

This study alowed us to design statistics of companies who published reports in
2011 according to GRI principles. According to the conceptual framework for
sustainability reporting, each organization must conduct a self-assessment of the published
report on three levels of reporting, coded C, B and A. If the report has been evaluated by
others, grades will be C +, B + and A +. The analysis revealed that 12 out of the 13
companies have adhered to GRI principles of sustainability. Some of the analysed
companies do not fully apply the GRI conceptua framework, although they adhereto it. A
total of 10 companies obtained an A+ classification and 5 companies audited their
sustainability reports.

4. Results and conclusions

Following content analysis on a total of 29 sustainability/social responsibility/
environmental reports, we identified 30 tools used to ensure business sustainability, as
anal ysed businesses reported between 104 and 215 relevant indicators annually.

However, we could highlight socia responsibility strategies that organizations
submit to the public through socia responsibility and sustainability reporting. We could
thus identify six categories of strategies.

Content analysis helped identify the basic elements that characterize socid
responsibility strategies, as follows:

a) identifying new segments on existing markets, while focusing on emerging markets
characterized by significant differences between social strata and poverty, lack of access
to safe water and food in sufficient quantities;

b) creating innovative solutions for customers and stakeholders, especially given that
consumers are becoming increasingly aware of responsible practices of organizations: use
of non-renewable resources, energy, water, transportation and disposal of waste,
greenhouse gas emissions, work protection and health;

c) studying each production activity and measuring social, environmental and
societal impact of economic activity; in practice, each organization aims to reduce direct
and indirect costs by internationalizing negative externalities;

d) creating new models to generate income in a responsible manner and responsibly
prioritizing economic objectives,

€) creating competitive advantage by supporting innovation in production, and by
using environmentally friendly and efficient technologies;

f) regular reporting on social responsibility practices, even if on voluntary basis, is
used by organizations to inform stakeholders on the one hand, and to improve corporate
image in the market, on the other hand.

CSR dtrategies published by analysed companies have a significant impact on
business sustainability in the following areas. social and societal, ecologica and
environmental, supply chain and suppliers, corporate image, position in relation to
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competitors and financial performance. Business sustainability is seen as a consegquence of
the application of corporate social responsibility strategies.

Analysis of datareported by companies operating in the European automotive industry
indicates that those organizations that understand the strategic importance of corporate socia
responsibility can create and strengthen sustainable business. Problems generated by not
integrating socidly responsible practices in business strategies can be observed when
assessing the costs and benefits of implemented projects, in technology selection, in the
relationship with the community, and in the structure of performance incentives.
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INTREPRINDERILOR DIN SECTORUL AUTOMOTIVE EUROPEAN
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Rezumat: Strategiile de responsabilitate sociala ale ntreprinderilor reprezinta un subiect de mare
interes, atat pentru cercetatori, cat si pentru practicieni si impun dezvoltarea unor aborddiri
interdisciplinare, de naturg economicd, etica si sociald. In lucrarea de farg s-a realizat o analizi a
strategiilor de responsabilitate sociala abordate de intreprinderile din sectorul automotive european, cu
scopul de a evidentia impactul acestora asupra sustenabilitarii afacerilor. Din punct de vedere teoretic,
aplicarea metodel analizei de conyinut asupra rapoartelor de sustenabilitate sau de responsabilitate sociald
a relevat o diversitate de strategii de responsabilitate sociala implementate de intreprinderile analizate.
Utilitatea cercetarii este evidensiata prin formularea unei tipologii a strategiilor de responsabilitate sociald,
pornind de la obiectivele dezvoltarii sustenabile si a unor argumente privind impactul acestora asupra
sustenabilitarii afacerilor din sectorul respectiv, pe urmatoarele paliere: nivelul social si societal, nivelul
ecologic si ambiental, nivelul langurilor de distriburie si al furnizorilor, nivelul imaginii corporatiste, nivelul
poztiel Tn raport cu competitorii si nivelul performanzei financiare.

Cuvinte cheie: responsabilitate sociala a Tntreprinderii, strategie de responsabilitate sociala,
dezvoltare sustenabila, analizi de conginut.

Clasificare JEL: M14, Q01, 052

1. Responsabilitatea sociala a intreprinderilor, ca promotor al procesului de
dezvoltare sustenabila a afacerilor

Destul de nou in literatura de specidlitate, conceptul de responsabilitate sociala a
intreprinderii reprezinta un subiect de mare interes, atét pentru cercetatori, céat si pentru
practicieni, aspect dovedit de diversitatea de definitii si forme de materiaizare.

Comisia Europeana (2002) descrie responsabilitatea sociala a intreprinderilor cafiind
conceptul prin care companiile integreazi obiective sociale si de mediu Tn operariunile lor
de afaceri si in legaturile pe bazaz de voluntariat cu partile interesate. Unii autori (Kotler si
Lee, 2005) considera ca o intreprindere devine responsabila social Tn momentul in care Tsi
asuma angajamentul de a contribui la bungstarea comunitarii prin practici proprii de
afaceri si prin contributia cu resursele companiel.

De asemenea, din ce in ce mai multe intreprinderi considera cetatenia corporatista
drept 0 noua abordare strategica si manageriala, care permite trecerea de la o organizatie
»de margine” la o organizatie , de top” (Muirhead et a., 2002). Din aceasta perspectiva,
responsabilitatea sociala a intreprinderilor devine obligasia ferma, dincolo de obligariile
legale sau de cele impuse de restrictiile economice, de a urmari obiective pe termen lung
care sunt in folosul acrionarilor, consumatorilor, furnizorilor, angajayilor, organismelor
guvernamentale, creditorilor, comunitatarilor locale, opiniel publice (Nicolescu, Nastase si
Popa, 2006).

Analiza varietatii conceptelor de responsabilitate sociala a intreprinderilor si a
diverselor opinii privind formele sale de materializare ne permite si constatam conturarea
unel tendinte de abordare integrata a responsabilitatii sociale, sub forma politicii sau
strategiel de responsabilitate sociala a Tntreprinderilor, orientate Tn mod voluntar catre

1 Lect. univ. dr., Universitatea , Constantin Brancoveanu” din Pitesti, cristina_ganescu@yahoo.com.
2 Lect. univ. dr., Universitatea , Constantin Brancoveanu” din Pitesti.
3 Conf. univ. dr., Universitatea , Constantin Brancoveanu” din Pitesti.
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indeplinirea unor obiective sociale, prin alocarea de resurse ae intreprinderii catre
initiative ce duc la cresterea nivelului de bunastare a tuturor, la cooperare si prosperitate
reci proca.

n construirea afacerilor sustenabile, organizatiile se afla permanent sub influenta
mai multor forte (Figura nr.1), clasificate Tn doua categorii (Ganescu, 2012, p.101):
promotorii si inhibitorii afacerilor sustenabile. Promotorii sunt acele forte care favorizeaza
crearea afacerilor sustenabile si se structureaza astfel: codul etic si comitetul de etica de la
nivelul organizatiei, strategiile de responsabilitate sociaa, operatorii de la nivel sectorial,
presiunile guvernamentale, comunititile locale, organizatiile non-guvernamentale.
Inhibitorii reprezinta o categorie de forte care stopeaza organizatiile in asi conduce
afacerile bazandu-se pe valorile sustenabilitatii: managementul defectuos, constrangerile
economice, costurile ridicate ale programelor de responsabilitate sociala, mediul
concurential.

Managementul ~ Constrangerile Costurile  Concurenta
defectuos economice

. Inhibitorii l l l l

sustenabile T T T T T

Promotorii Codul etic Strategiile de ONG-urile  Guvernul Comunitatea
CSR locala

Figuranr. 1. Analizacampului deforte a afacerilor sustenabile
Sursa: Ganescu, C., 2012. Responsabilitatea sociala a Tntreprinderii ca strategie de creare si
consolidare a unor afaceri sustenabile. Economie teoretica si aplicata, 11(576), p.101.

In opinia noastra, strategiile de responsabilitate sociald implementate de catre
intreprinderi si integrate in strategiile lor de afaceri pe termen lung reprezinta cel mai
puternic promotor al procesului de dezvoltare a unor afaceri sustenabile, deoarece
responsabilitatea sociala a intreprinderilor reprezinti o componenta esentialda in
declansarea si promovarea antreprenoriatului social (Austin, 2000) si 0 sursa importanta de
beneficii comerciale pentru intreprinderi (Windsor, 2001). Masura in care o firma se
implica socia este o dovada a bunastarii si a puterii detinute de aceasta

2. Analizatipurilor de strategii deresponsabilitate sociala a intreprinderii

Literatura de specialitate incearca in multiple forme si evidentieze importanta
responsabilitatii sociale a intreprinderii Tn strategia de afaceri, deoarece ,, prin construirea
unel strategii de afaceri care sa alinieze performantele economice, sociale si de mediu la
valorile afacerii pe termen lung, responsabilitatea corporatista devine parte a afacerii si
adauga valoare pe termen lung, atét pentru companie, cét si pentru societate” (Rochlin et
al., 2005, p.8).

Unii autori considera chiar ca ,initiativele de responsabilitate sociala corporatista
trebuie sa fie integrate si internalizate de organizatie, astfel incét si fie plasate n inima
organizatie” (Dey si Sircar, 2012), pentru obtinerea de beneficii, precum: Tmbunatatirea
reputatiel corporatiste, castigarea increderii clientilor, cresterea motivatiel saariatilor sau a
cotel de piata.

Integrarea responsabilitatilor sociale n strategia de afaceri a organizatiei presupune
formularea unor strategii de responsabilitate sociala si urmarirea unor rezultate sociale
concrete.

Strategiile de responsabilitate sociala reprezinta acele oportunitati oferite de
dezvoltarea strategiilor de afaceri aliniate obiectivelor Tntreprinderii, puternic ancorate n

14



principiile si vaorile de responsabilitate sociaa. Strategiile de afaceri ale unei organizatii
construite pe bazele sustenabilitatii si a responsabilitatii sociale se pot grupa astfel:
strategia ,, demisionarii” , strategia defensiva si strategia ofensiva (Seuring si Muler, 2008;
Van Bommel, 2011). Strategia ,, demisionarii” apare atunci cand se hotaraste si nu se
inceapa procesul de implementare a modelelor de afaceri sustenabile ca urmare a absentel
presiunilor si stimulentelor, dar si a capacititii de inovare a organizatiei. ntreprinderile pot
alege strategia defensiva, pentru anumite produse sau servicii, si, in acelasi timp, strategia
ofensiva, pentru alte categorii de produse sau servicii. Organizatiile pot opta pentru
strategii diferite in functie de aspectele privind sustenabilitatea (Kogg, 2009). Organizatiile
cu un nivel redus de inovare vor alege strategia defensiva, iar organizatiile care detin un
Tnalt nivel de inovare sunt capabile si implementeze strategia ofensiva.

Alte studii privind strategiile de responsabilitate sociala identifica patru categorii de
strategii: ,,obstrucrioniste, defensive, acomodative si proactive” (Carroll si Buchholtz,
2000; Fisher, 2004; Sauser, 2005). Firmele care adopta strategia obstructionista resping
orice forma de responsabilitate etica sau sociala care nu corespunde interesului economic;
firmele care aleg strategia defensiva resping numai responsabilitatile etice si Tsi protejeaza
interesele proprii prin respectarea obligatiilor impuse de lege; firmele care adopta strategia
acomodativa accepta anumite responsabilitati etice, indeosebi ale partilor interesate, fara sa
initieze actiuni voluntare indreptate spre binele comun; firmele proactive se disting de
celelalte prin recunoasterea totala a responsabilitatilor sociale si printr-un angajament activ
pentru minimizareaimpactului lor negativ si satisfacerea cerintelor partilor interesate.

Analizastrategiilor de responsabilitate sociala consacrate de literatura de speciaitate,
in corelatie cu obiectivele dezvoltarii sustenabile, ne permite formularea intr-o maniera
inedita a unor clase de strategii de responsabilitate sociala. Consideram ca obiectivele
crearii si consolidarii afacerilor sustenabile sunt: dezvoltarea deplina, profesionaa si
personalda a angagjatilor; mentinerea capacitatilor de sustinere a vietii; asigurarea echitatii
sociale. Tn acest context, identificam: strategia , reinventeazi pentru mediu”, strategia
»Creeaza prin cameni” si strategia , construieste pentru comunitate” (Ganescu, 2012).
Strategia ,reinventeaza pentru mediu” vizeaza aplicarea metodelor orientate spre
protejarea mediului, reducerea consumului de resurse naturale si neregenerabile, reducerea
reziduurilor si a consumului de energie si apa, reciclarea si refolosirea prin tehnici
inovatoare. Aplicarea acestel strategii poate insemna costuri importante pentru organizatie,
insa sprijina Tndeplinirea obiectivului vizand sustinerea vietii. Strategia ,creeaza prin
oameni” se bazeaza pe crearea de locuri de munca mai inclinate citre inovare, promovarea
sl recompensarea creativitatii angajatilor, adaptarea metodelor de lucru la noile cerinte ae
unel dezvoltari sustenabile si sprijina Tndeplinirea obiectivului bunistarea oamenilor.
Strategia ,, construieste pentru comunitate” presupune identificarea problemelor comunitatii
si adaptarea afacerii la aceste cerinte, identificarea oportunitatilor de afaceri care sa
satisfaca cerintele clientilor, exprimarea beneficiilor actiunilor de responsabilitate in raport
cu costurile avansate pentru aceste programe. Acest tip de strategie sprijina implementarea
obiectivelor subsumate echitétii sociale.

3. Metodologia si rezultatele analizei strategiilor de responsabilitate sociala
implementate deintreprinderile din sectorul automotive eur opean

Pentru exemplificarea impactului strategiilor de responsabilitate sociala asupra
dezvoltarii afacerilor sustenabile am evaluat activitatea producatorilor de autovehicule din
Europa, deoarece acest sector reprezinta un pilon important de crestere a competitivitatii
economiel europene.

Producatorii de autovehicule care opereaza in Europa asigura ocuparea a peste 2
milioane de locuri de munca in sector, dar si a ator 10 milioane de locuri de munca n
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producerea subansamblelor si in distributie. Mai mult, ntreprinderile din sectorul auto
european, spre deosebire de cele din alte sectoare economice, manifesta transparenta
privind investitiile lor sociale si de mediu si publica anua rapoarte de responsabilitate
socidla sau rapoarte de sustenabilitate prin care informeaza partile interesate asupra
actiunilor pe care le deruleaza si rezultatelor pe care le obtin.

La nivel european, inca din anul 1991, producatorii sunt organizati in Asociatia
Europeani a Producatorilor de Automobile (ACEA, 2012). in cadrul acestei Asociatii, s-au
constituit ca membri saisprezece intreprinderi, respectiv.: BMW Group, DAF Trucks,
Daimler, FIAT S.p.A, Ford of Europe, General Motors Europe, Hyundai Motor Europe,
IVECO S.p.A, Jaguar Land Rover, Porsche, PSA Peugeot Citroén, Renault Group, Scania,
Toyota Motor Europe, Volkswagen Group, Volvo Carssi Volvo Group.

Dintre cele 16 intreprinderi membre ale Asociatiei Europene a Producatorilor de
Automobile, s-au aes pentru prezentul studiu 13. Din cauzaimposibilitatii de a obtine date
comparabile, s-au exclus din esantion companiile IVECO SpA si Porshe. S-au utilizat
informatiile publicate Tn rapoartele comune ale companiilor Volvo Cars si Volvo Group,
ceea ce a justificat considerarea in esantion a Volvo ca obiect de cercetare. In cercetarea
noastra nu am cuprins MAN Nutzfahrzeuge AG si Scania AB din considerentul ca aceste
societati apartin in prezent Volkswagen Group.

Metoda de cercetare folosita pentru a evalua impactul strategiilor de responsabilitate
sociala asupra dezvoltarii afacerilor sustenabile a fost analiza de continut (Adams et al.,
2007). Scopul analizei de continut a fost acela de a extrage informatiile cele mai relevante
privind strategiile de responsabilitate sociala din rapoartele de responsabilitate sociala sau
de sustenabilitate publicate de intreprinderile din sectorul auto european la nivelul anului
2011, pe urmatoarele clase de interes:

e elementele de baza ce caracterizeaza strategiile de responsabilitate sociala;

e nivelurile la care actioneaza strategiile de responsabilitate sociala ale organizatiilor
analizate;

e atitudinea organizatiel fata de valorile sustenabilitatii si gradul de implementare a
acestorg,;

e beneficiile implementarii strategiilor de responsabilitate sociala pentru organizatii,
pentru angajati, pentru societate si pentru mediul inconjurator;

e instrumentele de conceptualizare a responsabilitatii sociale aintreprinderii.

Tn urma analizei de continut a tuturor rapoartelor de responsabilitate sociala si de
sustenabilitate ale organizatiilor evaluate, s-a acatuit o baza de date structurata pe mai
multe categorii si elemente constitutive: tipuri de rapoarte publicate de organizatii
(rapoarte anuale, rapoarte de responsabilitate sociaa, rapoarte privind mediul, sinatatea si
securitatea, rapoarte catre partile interesate, rapoarte catre comunitate etc.), strategii de
responsabilitate sociala (obiective de mediu, privind salariatii, privind comunitatea si
partile interesate), instrumente de conceptualizare a responsabilitatii sociale (indicatori de
masurare a performantel sociale, societale, de mediu si economice, standardizati sau
proprii organizatiilor).

Pe langa instrumentele standardizate, s-au identificat si 167 de indicatori raportati
individual de organizatii, pe care i-am structurat pe trel dimensiuni: dimensiunea
economica (44 de indicatori, respectiv 27%), dimensiunea sociala (72 de indicatori,
respectiv 43%) si dimensiunea de mediu (51 de indicatori, respectiv 30%).

In cadrul fiecirel categorii si pentru fiecare organizatie s-a acordat un anumit
punctg: daca elementul constitutiv al unel categorii exista, se acorda 1 punct; daca lipsea,
se acordau O puncte; pentru fiecare categorie s-a insumat numarul de puncte, iar rezultatele
s-au mentionat in tabelul nr. 1.
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Majoritatea rapoartelor publicate sunt rapoarte anuale (13), urmate de rapoartele de
sustenabilitate si rapoartele de responsabilitate sociala. Astfel, 9 dintre organizatii au
publicat raport de sustenabilitate aferent anului 2011 (62%), 3 au publicat rapoarte de
responsabilitate sociaa (23%), 3 rapoarte de mediu (23%) s 1 organizatie a publicat raport
de mediu, sinatate si siguranta (7%). S-au luat in analiza si rapoartele anuae ae
organizatiilor, indeosebi pentru identificarea indicatorilor de natura economico-financiara.
Nicio organizatie nu a publicat raport privind cetatenia corporatista, raport catre
comunitate sau raport catre partile interesate.

Analiza acestor rapoarte, Tn corelatie cu site-urile corporatiste ale firmelor vizate ne-a
permis sa identificam instrumentel e de conceptualizare a responsabilitatii sociale folosite de
intreprinderile din industria auto europeana, prin raportare la instrumentel e recunoscute pe

plan european si international (European Commission, 2004).

Tabelul nr. 1. Tipuri deinstrumente de conceptualizare a responsabilitatii

sociae aintreprinderii

NR. DE
INSTRUMENTE SEMNIFICATIE FIRME

Standardul 1SO Responsabilitatea sociala a intreprinderii: guvernanta,| 5

26000 drepturile omului, conditii si relatii de munca, practicile
legale, accesul consumatorilor la serviciile esentiale,
comunitate si dezvoltare locala, dezvoltare sustenabila

Standardul 1SO Standardul International de Management al Mediului 9

14001

Standardul ISO TR |Design pentru mediu 3

14062

Standardul 1ISO 362 |Masoara nivelul zgomotului emis de acceleratiile 1
vehiculelor rutiere

Standardul 1SO Sistemul managementului energiel 2

50001

Standardul 1SO "Vehicule rutiere — reciclare si recuperare- metode de 1

22628 calcul" si Directiva 2000/53/EG privind vehiculele scoase
dinuz

Standardul 1SO International Standard M ethodology for Conducting LCA 2

14040

ISO TS 16949 Quality Management Standards 6

SO 39001 Road Traffic Safety Management System 4

SO 9001 Quality Management System 4

EN 16001 Instruirea  SGS — dezvoltarea, implementarea si| 2
managementul sistemelor de management energetic

GRI The Global Reporting Initiative (GRI) — o organizatie non-| 12
profit care promoveaza sustenabilitatea corporatista

Certificat ISAE 3000 |[Standard International privind anggjamentul fata de partilel 1
interesate

United National Initiativa a Organizatiei Natiunilor Unite de a incurgjay, 6

Globa Compact afacerile de pretutindeni sa adopte sustenabilitatea si
politicile de responsabilitate sociala, cat si de a raporta
actiunile intreprinse

UN Globa Compact |Initiativa privind implementarea principiile Global 1

Coreea Network Compact in Coreea
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NR. DE
INSTRUMENTE SEMNIFICATIE FIRME

Carbon Disclosure  |Organizatie non-profit independenta care militeaza pentru| 1

Project reducerea gazelor cu efect de sera si pentru folosirea
durabila aapei de catre firme si municipalitati

Boston College Centru de cercetari care ofera organizatiilor cunoastere si 1

Center for Corporate |studii privind practicile de cetatenie corporatista

Citizenship

Sustenable Asset Companie internationala ce se concentreaza asupral 2

M anagement investitiilor  sustenabile, a introdus Dow Johns
Sustainability Indexes

Vigeo Companie fondata in anul 2002 care reprezinta un lider| 2
European in evaluarea companiilor si organizatiilor cu
privire la practicile si perfomanta de mediu, instrumentele|
socialesi de guvernanta.

Sustainalytics Lider global, cu o experinta de 20 de ani in redizareade, 1
cercetari privind responsabilitatea sociala, fata de mediu si
guvernanta corporatista

Oeckom Research  |Agentie de rating care ofera un avans in domeniul 1
investitiilor sustenabile

ImMug/EIRIS Retea globala de parteneri care efectueaza cercetari 4
privind investitiile responsabile de lanivel local

Dow Johns Index global care evalueaza durabilitatea afacerilor si 1

Sustainability World |practicile de mediu

ASPI Index Index care evalueaza primele 120 de companii europene 5

FTSE4 Good Index |Indice care masoara performantele companiilor carel 1
respecta standardele mondiale de responsabilitate sociala

Globa Framework |Acord cadru international care protgeaza interesde 1

Agreement on lucratorilor Tn cadrul operatiunilor din companiile]

Responsibility multinationale

The STOXX Globa |Indice care oferd o reprezentare a companiilor globale inf 2

ESG Leadersindex |functie de elemente de mediu, sociale si guvernanta

FTSE ECPI ItaiaSRI|Indici de sustenabilitate si de responsabilitate pentru| 1

Benchmark Index and |intreprinderile de pe piata italiana

FTSEECPI

ECP | Ethical EM U |Indicele celor mai etice companii 1

Equity Index

MSCI ESG Indices |Indice major care integreaza modelul de afaceri, cercetare 1
sl inovare, experienta si excelenta serviciilor pentru clienti

Sursa: realizat de autori

Analiza a permis identificarea unei game largi de instrumente de conceptualizare
utilizate de organizatiile analizate n raportarea practicilor de responsabilitate sociaa si de
sustenabilitate. Mg oritatea acestor organizatii au considerat util sa adere la instrumentele
GRI de evaluare a actiunilor Tn materie de responsabilitate sociala sau sa implementeze
standarde internationale Tn materie de protectie a mediului, calitate, energie sau protectie a
drepturilor salariatilor. S-a putut realiza si un clasament al organizatiilor in functie de
numarul de indicatori economici, de mediu, sociai si societali raportati in anul 2011. Acest
clasament este prezentat Tn Tabelul nr. 2.
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Tabelul nr. 2. Clasament a organizatiilor analizate in functie de numarul
deindicatori raportati Tn 2011

COMPANIA CLASAMENT
FIAT Group Automobiles 215
Daimler Group Mercedes- Benz 210
Hyunda Motor Europe 201
BMW Group 190
Toyota Motor Europe 188
Volkswagen Group 184
Ford of Europe 180
Renault Group 175
General Motors Europe 164
Jaguar Land Rover 158
PSA Peugeot Citroen 120
DAF Truks NV 119
AB Volvo 104

Sursa: realizat de autori

Pe baza informatiilor obtinute din analiza de continut, am realizat o structurare a
strategiilor de responsabilitate sociala corporatista cu rol in construirea unor afaceri
sustenabile aplicate de intreprinderile din sectorul automotive european (Tabelul nr. 3).

Tabelul nr. 3. Tipuri de strategii de responsabilitate sociala aintreprinderii

TIPUL DE STRATEGIE NUMAR DE UNITATI
ANALIZATE
Strategii sociale si societale 12
Strategii ecologice si ambientale 13
Strategii responsabile de distributie si aprovizionare 8
Strategii de construire aimaginii corporatiste 5
Strategii de creare aavantgului competitiv 13
Stategii de obtinere avalorii adaugate 12

Sursa: realizat de autori

Studiul defata ne-apermis sa realizam si o statistica a companiilor care au raportat in
anul 2011 potrivit principiilor GRI. Conform cadrului conceptual privind raportarea de
sustenabilitate, fiecare organizatie care raporteaza trebuie sa Tsi realizeze o autoevaluare a
raportului creat, pe trei nivele de raportare, codificate C, B si A. Daca raportul a fost
evaluat si de terti, calificativele vor fi C+, B+ si A+. Din analiza observam ca 12 din cele
13 companii au aderat la principiile de sustenabilitate ale GRI. Unele companii analizate,
desi adera la cadrul conceptual a GRI, nu il aplica in totalitate. Un numar de 10 companii
au atins nivelul maor de raportare A+, iar 5 companii au auditat rapoartele de
sustenabilitate.

4. Rezultatesi concluzii

In urma analizei de continut, asupra unui numar de 29 de rapoarte de sustenabilitate/
responsabilitate sociala/mediu, s-au identificat 30 de instrumente folosite pentru asigurarea
sustenabilitatii afacerilor, Tntreprinderile din sectorul analizat raportand anual intre 104 si
215 indicatori relevanti Tn acest sens.
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Totodata, s-au putut evidentia strategiile de responsabilitate sociaa pe care organizatiile
andizate le transmite publicului larg prin intermediul raportarilor de responsabilitate sociaa
sau de sustenabilitate. S-au putut astfel identifica sase categorii de strategii.

Analiza de continut a facilitat identificarea elementelor de baza ce caracterizeaza
strategiile de responsabilitate sociala, enuntate dupa cum urmeaza:

a) identificarea de noi segmente pe pierele existente, concomitent cu acordarea unel
atenyii sporite pierelor emergente, caracterizate de diferense semnificative intre straturile
sociale si saracie, lipsa accesului la apa curenta si a alimentelor n cantitari suficiente;

b) crearea de solusii inovatoare pentru clieni si parrile interesate, mai ales in
contextul Tn care consumatorii devin din ce in ce mai atenyi la practicile responsabile ale
organizagiilor: consumul de resurse neregenerabile, energie, apd, transportul si depozitarea
reziduurilor, emisiile de gaze cu efect de serq, protecyia si sanatatea in munca;

C) studierea fiecare activitari din procesul de productie si masurarea impactului social,
de mediu si societal al activitarii economice; practic, fiecare dintre organizarii urmareste
reducerea costurilor directesi indirecte prin internagionalizarea externalitasilor negative,

d) crearea de noi modele de obrinere a veniturilor intr-un mod responsabil, deci
prioritizarea responsabila a obiectivelor economice;

€) crearea avantajului competitiv prin susfinerea inovayiel in productie, a utilizarii
de noi tehnologii prietenoase cu mediul si eficiente;

f) raportarea periodica a practicilor de responsabilitate sociala, chiar daca este o
actiune voluntara, este utilizata de organizayii Tn scopul informarii pargilor interesate, pe
de o parte, si Tn scopul Tmbunataririi imaginii pe piata, pe de alta parte.

Strategiile de responsabilitate sociala publicate de intreprinderile analizate au un
impact semnificativ asupra sustenabilitatii afacerilor, pe urmatoarele paliere: nivelul social
sl societal, nivelul ecologic si ambiental, nivelul lanturilor de distributie si a furnizorilor,
nivelul imaginii corporatiste, nivelul pozitiel in raport cu competitorii si  nivelul
performantei financiare. S-a considerat sustenabilitatea afacerilor ca fiind o consecinta a
aplicarii strategiilor de responsabilitate sociala corporatista.

Anaiza informatiilor raportate de Tntreprinderile ce functioneaza in industria auto
europeana arata ca acele organizatii care inteleg importanta strategica a responsabilitatii
sociale a intreprinderii pot crea si consolida afaceri sustenabile. Problemele pe care le
genereaza neintegrarea practicilor de responsabilitate sociala n cadrul strategiei de afaceri
se pot observa in momentul evaluarii costurilor si beneficiilor proiectelor implementate, n
selectia tehnologiel, in relatia cu comunitatea si Tn structura stimulentelor pentru
performanta.
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INFORMATION ON FINANCIAL INSTRUMENTSINCLUDED IN
ANNUAL FINANCIAL STATEMENTS

Marius Gust!
L aura Pinoiu?

Abstract: This survey aims at emphasizing several aspects of the recognition, measurement and
presentation of information on capital assets and how they are reflected in accounting. In thisrespect, hereis
a presentation of the calculation, preparation and regulation of impairment that can affect capital assets and
the way accounting entries may influence the financial status and performance of a company. Although the
bookkeeping variants of asset impairment, namely the Romanian and the international ones, are different, the
information reported in annual financial statementsis the same and assets are shown at their fair values. The
issues approached in the paper herein are vast and they open new prospects to scientific research.

Key Words: financial instruments, shares, impairment, fair value, impairment loss

JEL Classification: G23, M41

1. Introduction

Modern economy forces one to identify the best solutions in terms of financing or
investment. Irrespective of one's being natural or legal persons, it is necessary that one
should permanently look for the best opportunities from the perspective of costs along with
one’ s rights and obligations that subsequently emerge.

Trading companies are interested in identifying the best solutions for performance
financing and investment. To the extent to which the amounts invested aim at capital assets
and at a long term, investment shall be reflected in the category of capital assets. The
decision to purchase financia instruments may rely on raising revenues as a result of the
price differences reported between the time of purchase and the time of subsequent sale,
the receipt of potential dividends or owning some of the registered capital as compared to
company concerns. Since the value of afinancia instrument is not constant on the market
as a result of both macro- or micro-economic factors and subjective factors, there is the
issue of reflecting fair valuesin financial statements so that management decisions and the
decisions of other stakeholders (shareholders, customers, suppliers, creditors etc.) be
expedient enough.

2. Research Method

The present paper relies on the qualitative method in terms of research, namely
analyses that pursue the online gathering of information on the progress of financial
instruments’ prices traded on Bucharest Stock Exchange, along with the examination of
documents issued in the accounting and capital market field.

The idea underlying the accomplishment of this survey has been that the price of
capital assets may vary both increasingly and decreasingly but annual financial statements
providing information on asset value must reflect their true and fair view.

3. Theoretical Approachesto Capital Assets

Modern economy has such a contradictory development that the need for investment
is felt more and more. Trading companies have the chance to carry out investment in a
wide range of assets. To the extent to which investment targets long terms and aims at

! Professor, Ph.D., , Constantin Brancoveanu” University, mariusgust@yahoo.com.
2 Associate Professor, Ph.D., , Constantin Brancoveanu” University , |aurapanoiu@yahoo.com.
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financia assets, they shall be reported in the category of capital assets. Capital assets
include shares owned by affiliated entities, loans granted to affiliated entities, equity
interests, loans provided to entities which a company is connected to in terms of their
mutual equity interests, other investment held as assets, other loans (ORDER No. 3055 of
29 October 2009 for the endorsement of accounting regulations compliant with European
standards).

In view of International Financia Reporting Standards (IFRS), a financial
instrument is a contract smultaneoudly resulting in a capital asset for an enterprise
and a financial debt or own capital instrument for another enterprise. The coverage
area of financial instruments is wide, namely the latter aim both at instruments typical of a
capital market (shares, bonds, equity securities, derivatives etc.) and at instruments typical
of a money market. As far as capital market-related instruments are concerned, specialty
literature identifies at least the following two categories:

e primary financial instruments issued for mobilizing equity or for attracting loan
equity (shares, bonds, government securities etc.);

e secondary financial instruments (derivatives) which are timely standardized
transactions that confer a holder certain future rights connected to the trading of supportive
assets (Ene, 2010, p.55)

Capital asset investment in the form of financial instruments raises several questions
that envisage the way they are measured in the end of a reporting year or whenever it is
needed or required.

At the time of a financial instrument purchase, accounting entries of financial
instrument values are made according to their purchase price which, in the event of
financia instruments traded on an organized market, corresponds to their market price.

According to international accounting standard IAS 39 Financial Instruments:
Recognition and Measurement, the initial measurement of capital assets and financial
debts relies on historical costs being equal to the fair value of a given or received
counterparty. Subsequent to the initial measurement, capital assets are measured at their
fair values except for the investment held until due date, measured at their depreciated
costs and using the method of effective interest rate. Assets whose fair value cannot be
credibly estimated are measured at their initial costs.

Impairment testing of capital assets takes place in the end of every reporting year
during asset inventory. In order to assess the size of impairment, fair value is compared to
the value reported in bookkeeping. According to the principle of prudence while preparing
financia statements, the increase in afinancial instrument price in relation with a purchase
priceis not entered. The resulting difference is entered as an impairment |oss.

When trying to correctly emphasize the aspects mentioned above, the present survey
focuses on shares as they are financial instruments most frequently used in investment
processes.

A share/stock is a negotiable security bond which provides its holder with the status
of acollective owner of the issuing company’sindivisible property.

In Romania, the trading of shares is done at Bucharest Stock Exchange (BVB). Since
1995, the year the stock exchange performance came into being up to the present, its
progress has not always been favorable as its position has been increasing and decreasing,
too. Regarded from the perspective of its progress, from the perspective of the number of
share issuers, stock exchange performanceis shown in Table no.1.
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Table no.1 Changesin stock market at BVB

1995 5 42,761 250,000.00 50,000.00 25,900,000.00
1996 84 1,141,648 1,520,000.00 18,095.24 23,100,000.000 17
1997 | 207 593,893,605  194,590,000.00 940,048.31 505,600,000.00 76
1998 | 255 986,804,827 184,650,000.00 724,117.65 392,200,000.00 126
1999 | 253 1,057,558,616] 138,915,000.00  549,071.15 572,500,000.00 127
2000 | 251] 1,806,587,265  184,292,000.00 734,231.08 1,072,800,000.00 114
2001 | 247 2,277,454,017, 381,277,000.00 1,543,631.58 3,857,300,000.00 65
2002 | 247 4,085,123,289  709,800,000.00 2,873,684.21] 9,158,000,000.00 65
2003 | 241 4,106,381,895 1,006,271,130.00 4,175,398.88 12,186,600,000.00 62
2004 | 253 13,007,587,776 2,415,043,850.00 9,545,627.87] 34,147,400,000.00 60
2005 | 247 16,934,865,957| 7,809,734,451.60 31,18,358.10 56,065,586,984.76 64
2006 | 248 13,677,505,261] 9,894,294,096.7239,896,347.16 73,341,789,545.86 58
2007 | 250 14,234,962,355 13,802,680,643.7755,210,722.58 85,962,389,148.60 59
2008 | 250 12,847,992,164 6,950,399,787.38 27,801,599.15 45,701,492,618.85 68
2009 | 250 14,431,359,301] 5,092,691,411.02 20,370,765.64 80,074,496,089.64, 69
2010 | 255 13,339,282,639 5,600,619,918.35 21,963,215.37/102,442,620,945.15 74
2011 | 255 16,623,747,907| 9,936,957,504.54 38,968,460.80 70,782,200,350.27] 79
2012 | 250 12,533,192,975 7,436,052,589.07|29,744,210.36 97,720,863,603.03 79
January| 22 1,009,533,188 565,864,487.26 25,721,113.06 102,539,570,365.64f 79
2013

Source: http://www.bvb.ro/TradingAndStatistics/ General Stati sti cs.aspx

At first view, it could be said that the above context is not pleasant, however

appreciating the quality of trading performance must take account not only of the number
if issuing companies traded but also of the quality of activities regarded from the
perspective of capitalizing stock exchange and trading values. The data in Table 1 show
that the value of transactions taking place at BVB was ascending until 2007. The
measurement of 2008 — 2012 not only reflects the Romanian but also the world economic
context with the economic crisisfelt at the BV B, too.

Appreciating stock exchange activities and transactions made in shares outlines the
chance issuers have in order to access a market regulated according to several quantitative
criteria (the value of equity, the level of stock exchange capitalization, dispersion of shares
among the public) and to qualitative criteria (growth prospects, profit). Romanian issuers
may be admitted for trading in the event of shares financial instrument in three categories,
in the sector called Equity Securities. Admission to the Equity Securities Sector is
regulated by the Code of Bucharest Stock Exchange which stipulates genera and specific
terms and conditions which must be met in order to be alowed in a quota.

The status of issuers in the Equity Securities Sector as it is at present is shown in
Tableno.2.

Tableno. 2 Structure of shareissuersat BVB

Number
77, of which
25-1% category ~ 51-2™ category
1 - issuer: Erste Group Bank AG
Source: http://www.bvb.ro/Compani es/ QShares.aspx

1-3“ category
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Therefore, stock exchange performance in Romaniais more attractive to Romanian
issuers yet not too appealing to foreign issuers as the market is not interesting enough to
the latter.

4. Reflecting Financial Information on Shares Fair Value

Investors always monitor the changes in the price of financial instruments purchased
either by means of the stock exchange if a security is listed, or by the analysis of financial
instruments’ price when being issued by listed companies that belong to the same sector of
activity. In reference with a purchase price, a fair value can be higher than, lower than or
equal to a purchase price (book value).

If in the end of a reporting period a fair vaue is lower than a book value, the
respective company ascertains the depreciation of the respective securities.

Example of depreciation entry in Romania (Luza, 2005, p. 212):

1,000 “ X" shares have been purchased at the quotation of 10.50 |ei/share on the 3"
of March, year N. On the 30™ of June, upon financial statement closing for the first term,
the quotation of securities was 10.30 lei/share.

If depreciation is thought as reversible, an enterprise has a value shortfal
representing the impairment of fixed assets-capital assets.

Yet it is supposed that the decrease in market share is temporary and after the
announcement of financial results at ” X" Company during the first term, it shall go back
to higher levels than the quotation on purchase date.

e Purchase of securities:

261 = 5121 10.500
" Sharesin affiliated entities” " Lei bank accounts”

e Impairment preparation to decrease securities:

10.5-10.3=0.2 lei/share

1000 securities purchased x 0.2 lei / share =200 lel

Depreciation is reversible and there is impairment for financial account expenses.

6863 = 2961 200
" Impairment losses on financial “ Impairment of investment in
non-current assets’ affiliated entities’

If a quotation comes back to 10.40 lei/share without reaching the level on purchase
date, the impairment thereof decreases accordingly:

10.50 lei/share— 10.40 lei/share= 0.10 lei

1000 securities purchased x 0.10 lei/share = 100 lei

e Decreasein impairment thereof:

2961 = 7863 100
“ Impairment of investment in “ Reversal of impairment losses on
affiliated entities’ financial non-current assets’

If a quotation comes back to and even exceeds the level on the 3@ of March, the
impairment thereof is cancelled by revenue resumption.

2961 = 7863 200
“ Impairment of investment in affiliated “ Reversal of impairment losses
entities” on financial non-current assets”

There are no accounting records for the value increases due to securities quotation
increases. They are emphasized only in the event of security sale by the emergence of
profit from financial activities.
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According to Standard IAS 36 “ Impairment of Assets’, a capital asset is described
asimpaired if its entry value is higher than its estimated recoverable value.

In compliance with international accounting regulations, the impairment of fixed
assets is recognized as an impairment loss and is recorded as an impairment |oss expense
in a direct relation with a depreciated asset. Subsequently, if a capital asset is appreciated
(by a value increase), a financial revenue is recognized in a direct relation with a capital
asset.

If an enterprise ascertains capital asset depreciation, the asset book value must be
narrowed to its estimated recoverable amount either directly or by using a value cut-down
account. The value of loss must be included in the financia result of the reporting period.

A company must measure on the date of every balanced whether there is objective
proof that a capital asset or an asset group might be described as deteriorated. If such a
proof is available, the company must estimate the recoverable value of the respective asset
or group of assets and recognize any depreciation losses as such:

- in terms of capital assets entered at their depreciated cost, loss value is the
difference between the asset book value and the present value of expected cash flows
updated according to the real interest initial rate of the financial instrument (recoverable
amount);

- in terms of capital assets revalued at their fair value, the loss value that has been
recognized must be taken out from equity and recognized in the category of net profit or
reporting period-related loss. Loss value is the difference between asset purchase price and
asset current fair value, less any loss resulting from the respective asset depreciation
previously recognized in the net profit or net loss.

The objective proof that a capital asset or asset group is depreciated or impossible to
recover includes information on:

- the significant financia difficulty of an issuer;

- the actual infringement of contract, such as for example failure to pay interest or
principal;

- creditor’s granting to debtor from economic reasons or reasons related to financia
difficulty of a certain concession the creditor would not have considered under different
circumstances;

- high likelihood for bankruptcy or another financial reorganization of the issuer;

- recognition of a depreciation loss (value decrease) generated by the respective asset
during a previous financia reporting period;

- removal of an active market in terms of the respective capital asset;

-a historical pattern of debt recovery which indicates that the entire portfolio nominal
amount is not to be received.

As atechnique to cancel the depreciation of capital assets, the value depreciation loss
is cancelled, either by increasing asset value, or decreasing the value reduction account,
with compliance ensured by affecting the financial result account of the reporting period.

A value reduction account in our country can be an adjustment account for assets
impairment.

According to IFRS there are no operations with adjustment accounts for asset
impairment, but there are “allowance accounts’ whose role is to reduce the value of assets
In abalance sheet.

This reduction/cancellation of value impairment must not lead to a current
depreciable cost higher than the value which could have been reached if the respective
asset had not been impaired.

According to IFRS standards at international level, value loss statement is provided
in all asset categories. Value loss according to international standards is recognized as an
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expenses during the reporting period and directly decreases asset book value. Practicaly,
this approach changes the solid foundation of presenting assets at their historical costs.
Y et, implications are much more complex. For example, impairment adjustments help keep
separate track (up to a certain stage) of a “historical cost” and of the “market values’ of
assets with the possibility to “return” to origins at any time.

International practice ascertaining asset value as compared with the practice in our
country involves different variants of impairment accounting.

The two ways to enter asset impairment are shown in the table below:

Table no. 3 Entry variants of asset impairment

Romanian (current) variant International variant

e Entering the decrease in asset value:
“ Asset impairment- =" Adjustments of asset “ Asset = “ Asset accounts
related adjustment  impairment I mpairment
expenses’ expenses’

e Entering value impairment cancellation: |
“ Adjustmentsfor =" Revenues from adjustments|‘ Asset accounts’ = " Revenues for
asset impairment”  for asset impairment” asset impairment”

In both variants, the profit and loss account recognizes a potential unachievable
expense when achievable value is lower than book value. Value loss is potential because
the asset has not been sold, consumed or transferred. But “potential earnings’ are not
recognized when they ensue in the event of achievable value exceeding book value
(principle of prudence).

The difference between the two variants is the fact that in the international variant, the
result of a tax year does not recognize a “necessary revenue” in order to cancel some
previous expenses, but it reverses the initia entry. Thus, the calculation of profitability
indicators can generate other values. Moreover, an asset can be presented in a balance shet,
too, and the subsequent passage to expensesis to take place according to this new value.

Conclusions

A company’s accounting policy referring to adjustments has an influence upon the
result of a tax year and, implicitly, upon corporate tax by the impact of reversible value
impairment recognized as an expense during the reporting period when it is fiscally
deductible.

Although in accrual accounting, the principles and standards fully allow the entry of
asset impairment, thus leading to a “true and fair view” of an entity status, fiscality
imposes restrictive rules for impairment adjustment deductibility. Unfortunately, in the
countries where accounting is connected to fiscality, trading companies aim by adjustment
preparation only at the fiscal advantages, not at the requirements to reflect a “true and fair
view”. Analyzing impairment adjustments only from the perspective of fiscal rules, as they
are non-deductible and companies give up the adjustment mechanism, they are to raise
deformed fixed capital assets, far from accounting truths.
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INFORMATIILE PRIVIND INSTRUMENTELE FINANCIARE
PREZENTATE IN SITUATIILE FINANCIARE ANUALE

Marius Gust!
L aura Pinoiu?

Rezumat: Sudiul urmdreste sa evidensieze 0 serie de aspecte privind recunosterea, evaluarea si
prezentarea informayiilor referitoare la imobilizirile financiare si reflectarea acestora in contabilitate. Tn
acest sens, s-a urmarit o prezentare a calculului, constituirii si regularizarii ajustarilor ce pot afecta
imobilizarile financiare dar si a modului Tn care Tnregistrarile din contabilitate pot influensa pozria
financiara si performansa societdsii. Desi variantele de contabilizare a deprecierii activelor, respectiv
varianta romaneasca si varianta internazionala sunt diferite, informayiile prezentate in situariile financiare
anuale sunt aceleasi, imobilizirile fiind prezentate la valoarea lor justa. Problematica abordata in prezentul
articol este una vasta si deschide noi perspective cercetarii stiinyifice.

Cuvinte cheie: instrumente financiare, acfiuni, ajustari, valoare justa, pierdere de valoare

Clasificarea JEL: G23, M41

1. Introducere

Economia contemporana ne obliga sa identificam cele mai bune solutii de finantare
sau de investitii. Indiferent de calitatea noastra de persoana fizica sau juridica vatrebui ca,
permanent, sa cautam oportunitatile cele mai bune atét din punctul de vedere al costurilor,
cét si a drepturilor si obligatiilor ce ne vor reveni ulterior.

Societatile comerciale sunt interesate sa identifice cele mai bune solutii de finantare a
activitatii, dar si de investitie. In masura in care sumele investite au in vedere active
financiare si un orizont de timp lung, atunci investitiile se vor reflecta in categoria de
imobilizari financiare. Decizia de a achizitiona instrumente financiare poate avea ca
fundament obtinerea unor castiguri ca urmare a diferentelor de pret inregistrate intre
momentul cumpararii si cel a vanzarii ulterioare, incasarea eventualelor dividende sau
detinerea unei parti din capitalul social in raport de interesele societatii. Tntrucét valoarea
unui instrument financiar nu ramane constanta pe piata ca urmare a actiunii atét a unor
factori obiectivi, de natura macro sau microeconomica, dar si a unor factori subiectivi se
pune problema reflectarii in situatiile financiare a valorii reale, juste pentru ca deciziile
managementului societatii, dar si ale celorlalti stakeholderi (actionari, clienti, furnizori,
creditori, etc) sa fie cele necesare si oportune.

2. Metoda de cercetare

Pentru realizarea lucrarii am folosit ca metoda de cercetare metoda calitativa,
respectiv observatia care a urmarit culegerea on-line a informatiilor privind evolutia
pretului instrumenelor financiare tranzactionate la Bursa de Valori Bucuresti, dar si anaiza
documentelor publicate in domeniul contabil si a pietei de capital.

Ipoteza de la care am plecat in realizarea studiului a fost aceea ca pretul
imobilizarilor financiare poate oscila atét Tn sensul cresterii, cét si al scaderii, dar Situatiile
financiare anuale care furnizeaza informatii privind valoarea activelor trebuie sa reflecte
imaginea , fidela” a acestora.

1 Prof. univ. dr., Universitatea,, Constantin Brancoveanu”, mariusgust@yahoo.com
2 Conf. univ.dr., Universitatea,, Constantin Brancoveanu”, laurapanoiu@yahoo.com
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3. Abordari teoretice privind imobilizirile financiare

Economia moderna are evolutii atét de contradictorii, incat nevoia de investitii se
ressmte din ce in ce mai acut. Societitile comerciae au posibilitatea de a realiza investitii
intr-o varietate de active. Tn masura in care investitiile realizate vizeaza un termen lung si
au in vedere active financiare, atunci ele vor fi nregistrate in categoria imobilizarilor
financiare. Imobilizarile financiare cuprind actiunile detinute la entitatile afiliate,
Tmprumuturile acordate entitatilor afiliate, interesele de participare, imprumuturile acordate
entitatilor de care compania este legata in virtutea intereselor de participare, alte investitii
detinute ca imobilizari, ate imprumuturi. (ORDIN Nr. 3055 din 29 octombrie 2009 pentru
aprobarea Reglementarilor contabile conforme cu directivele europene).

In viziunea standardelor internationale de contabilitate (IFRS) un instrument
financiar reprezinta un contract care da nastere, in acelasi timp, unui activ financiar,
pentru o intreprindere, si une datorii financiare sau unui instrument de capitaluri
proprii, pentru o alta intreprindere. Sfera de cuprindere ainstrumentelor financiare este
una mai larga, n sensul in care au in vedere atét instrumente specifice pietei de capital
(actiuni, obligatiuni, titluri de participare, contracte derivate, etc), cét si instrumente
specifice pietei monetare. Tn ceea ce priveste instrumentele specifice pietei de capital,
literatura de specialitate identifica cel putin urmatoarele doua categorii:

e instrumente financiare primare, emise pentru mobilizarea capitalurilor proprii sau
pentru atragerea capitalurilor de imprumut (actiuni, obligatiuni, titluri de stat, etc.);

e instrumente financiare secundare (derivate), care reprezinta tranzactii la termen
standardizate care confera detinatorului anumite drepturi viitoare privind tranzactionarea
activului suport (Ene, 2010, p.55)

Investitia in active financiare de natura instrumentelor financiare ridica o serie de
intrebari care vizeaza modul de evaluare al acestoralafinele anului sau ori de céte ori acest
lucru este necesar sau cerut.

Tn momentul achizitionarii unui instrument financiar, Tnregistrarea in contabilitate a
valorii acestuia se face la pretul de achizitie, care, in cazul instrumentelor financiare
tranzactionate pe o piata organizata, corespunde pretului de piata.

Potrivit normei contabile internasionale, IAS 39 Instrumente financiare:
recunoastere si evaluare, evaluarea inisiala a activelor financiare si a datoriilor
financiare se bazeaza pe costul istoric egal cu valoarea justa a contrapartidei date sau
primite. Ulterior evaluarii initiale, activele financiare se evalueaza la valoarea justa, cu
exceptia investitiillor detinute pana la scadenta, evaluate la costul amortizat folosind
metoda ratel dobanzii efective. Activele a caror valoare justa nu poate fi estimata credibil
sunt evaluate la costul initial.

Testarea la depreciere a imobilizarilor financiare se efectueaza la finele fiecarui an,
Cu ocazia inventarierii activelor. Pentru constatarea marimii deprecierii se compara
valoarea justa cu valoarea inregistrata in contabilitate. Potrivit principiului prudentei in
Tntocmirea situatiilor financiare, cresterea pretului instrumentului financiar in raport cu
pretul de achizitie nu se Tnregistreaza. Minusul constatat se Tnregistreaza ca o pierdere de
valoare.

n Tncercarea de a evidentia concret aspectele mai sus mentionate, ne vom opri in
studiul nostru asupra actiunilor, deoarece acestea sunt cele ma folosite instrumente
financiare folosite Tn procesul investitional.

Actiunea (eg. share/stock) reprezinta un titlu financiar negociabil ce confera
detinatorului pozitia de proprietar colectiv asupra proprietatii indivizibile a societatii
emitente.

In Romania, tranzactionarea actiunilor se realizeaza la Bursa de Valori Bucuresti
(BVB). Din 1995, anul redeschiderii activitatii bursiere, pana in prezent, evolutia activitatii
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nu a fost Tntotdeauna favorabila, inregistrandu-se atét cresteri, cat si scaderi. Privita
evolutiv, din punctul de vedere a numarului de emitenti de actiuni, activitatea bursiera este
prezentata in tabelul nr. 1.

1995 5

Tabel nr. 1. Evolutia pietei actiunilor laBVB

42.76]]

250.000,00

50.000,00

25.900.000,00
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1997 | 207,

593.893.605

194.590.000,00
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1998 | 255
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184.650.000,00
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392.200.000,00

124

1999 | 253

1.057.558.616

138.915.000,00
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572.500.000,00

127

2000 | 251

1.806.587.265

184.292.000,00
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1.072.800.000,00

114

2001 | 247

2.277.454.017|

381.277.000,00
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3.857.300.000,00

65

2002 | 247

4.085.123.289

709.800.000,00

2.873.684,21

9.158.000.000,00

65

2003 | 241

4.106.381.895
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2004 | 253
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2.415.043.850,00
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59

2008 | 250
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27.801.599,15

45.701.492.618,85
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2009 | 250
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5.092.691.411,02
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2010 | 255

13.339.282.639
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21.963.215,37|

102.442.620.945,15
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2011 | 255

16.623.747.907]

9.936.957.504,54

38.968.460,80

70.782.200.350,27
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2012 | 250

12.533.192.975

7.436.052.589,07|

29.744.210,36

97.720.863.603,03

79

lanuarie| 22

2013

1.009.533.188

565.864.487,26

25.721.113,06

102.539.570.365,64

79

Sursa: http://www.bvb.ro/TradingAndStati stics/General Stati stics.aspx

La o analiza simplista, am putea spune ca sSituatia nu este una favorabila, si totusi

aprecierea calitatii activitatii de tranzactionare trebuie sa tind seama nu numai de numarul
de societati emitente tranzactionate, ci si de calitatea activitatii apreciata prin prisma
capitalizarii bursiere si a valorii de tranzactionare. Datele prezentate in tabelul nr.1
evidentiaza ca valoareatranzactiilor derulate la B.V.B afost una cu trend crescitor pana in
anul 2007. Situatia perioadel 2008-2012 este una care reflecta nu numai situatia economica
aRoméaniel ci si pe ceaaeconomiei mondiale, criza economica resimtindu-se, cum este si
firesc, si lanivelul BVB.

Aprecierea activitatii bursiere si a tranzactiilor realizate cu actiuni evidentiaza
posibilitatea pe care 0 au emitentii de a accede pe o piata reglementata Tn raport de o serie
de criterii cantitative (valoarea capitalurilor proprii, nivelul capitalizarii bursiere, dispersia
actiunilor in rindul publicului) si calitative (perspective de dezvoltare, profit). Emitentii
roméni pot fi admisi la tranzactionare, in cazul instrumentului financiar — actiuni, la trei
categorii in sectorul Titluri de capital. Admiterea Tn sectorul Titluri de capital este
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reglementata de Codul Bursei de Valori Bucuresti, care stipuleaza conditiile generale si
specifice ce trebuie indeplinite pentru afi admisla cota.
In prezent, situatia emitentilor Tn sectorul Titluri de capital este prezentata Tn tabelul
nr. 2.
Tabel nr. 2. Structuraemitentilor de actiuni laBVB

Entitati Numar
Emitent Entitati din Romania . 77, din_ care .
25 categorial 51 categoriaall 1 categorialll
Internationale 1 - emitent Erste Group Bank AG

Sursa: http://www.bvb.ro/Companies/QShares.aspx

Activitatea bursiera din Roméania raméane, asadar, atractiva mai mult pentru emitentii
romani si mai putin pentru cel straini, piata nefiind inca suficient de interesanta pentru
acestia.

4. Reflectareainformatiilor financiare privind valoarea justa a actiunilor

Investitorii  urmaresc permanent evolutia pretului  instrumentelor financiare
cumparate, fie prin intermediul bursel, daca titlul este cotat, fie prin analiza pretului
instrumentelor financiare emise de societati cotate ce fac parte din acelasi sector de
activitate. Prin comparare cu pretul de achizitie, valoarea justa poate fi mai mare, mai mica
sau egala cu pregul de achizitie (val oarea contabila).

In situatia in care la finele perioadei valoarea justi este inferioara valorii contabile,
societatea constata o depreciere atitlurilor respective.

Exemplu deinregistrare a deprecierii in Romania (Luta,2005, p. 212):

Sau cumparat 1000 de acriuni “ X” la cotaria de 10,50 lei/acriune, la data de 3
martie anul N. La data de 30 iunie, la inchiderea situariilor financiare pe primul semestru,
cotariatitlurilor era de 10,30 lei/actiune.

Daca deprecierea este considerata reversibila, atunci intreprinderea inregistreaza
minusul de valoare constituind gjustari pentru deprecierea activelor fixe-active financiare.

Se presupune insa ca scaderea cotel de piaga este temporara si ca dupa anungarea
rezultatelor financiare la societatea " X’ pe primul semestru, ea va reveni la cote
superioare cotariel dela cumparare.

e Cumparareatitlurilor de valoare:
261 = 5121 10.500
» Acriuni dersinute la entitarile afiliate” ,» conturi la banci in lel”

e Constituirea gjustarii pentru scadereavalorii titlurilor:

10,5-10,3 = 0,2 lei/actiune

1000 titluri cumparate x 0,2 lei / pe actiune = 200 lel

Deprecierea este reversibila si se constituie gjustari pe seama conturilor de cheltuieli
financiare.

6863 = 2961 200
» Cheltuieli financiare privind » Ajustari pentru pierderea de
gjustarile pentru pierderea de valoare a acriunilor derinute la
valoare a imobilizarilor financiare” entitarie afiliate”

Tn cazul Tn care cotatia revine la un curs de 10,40 lei/actiune, fara a atinge nivelul de
lamomentul cumpararii, ajustarea constituita se diminueaza corespunzator.

10,50 lei/act. — 10,40 lei/ act.= 0,10 lei

1000 titluri cumparate x 0,10 lei /actiune = 100 lei
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e Diminuareagjustarii constituite:

2961 = 7863 100
» Ajustari pentru pierderea de » venituri financiare din ajustari pentru
valoare a acriunilor dersinute la pierderea de valoare a imobilizirilor
entitarie afiliate” financiare”

In cazul In care cotatia revine si chiar depaseste nivelul din data de 3 martie,
gustarea constituita se anuleaza prin reluareala venituri.

2961 = 7863 200
» Ajustari pentru pierderea de » Veniturii financiare din ajustari
valoare a actiunilor definute la pentru pierderea de valoare a
entitarie afiliate” imobilizarilor financiare” financiare”

Pentru cresterile de valoare datorate cresterii cotatiel titlurilor nu se fac inregistrari
contabile. Ele vor fi puse in evidenta numai n situatia vanzarii titlurilor prin aparitia unui
profit din activitati financiare.

Potrivit normei 1AS 36 “ Deprecierea activelor” un activ financiar este considerat
depreciat in cazul in care valoarea lui de Tnregistrare este mai mare decat valoarea
recuperabila estimata a acestuia.

Tn conformitate cu reglementarile contabile internasional e deprecierea imobilizirilor
financiare este recunoscuta drept o pierdere de valoare si se inregistreazi ca o cheltuiala
cu pierderea de valoare in corespondenya directa cu activul depreciat. Ulterior, daca
imobilizarea financiara se apreciazi (crestere de valoare), se recunoaste un venit
financiar Tn corespondenya directa cu activul financiar.

Daca intreprinderea constata deprecierea activelor financiare, valoarea contabila a
activului trebuie redusa la valoarea recuperabila estimata a acestuia fie direct, fie prin
utilizarea unui cont de reduceri de valoare. Vaoarea pierderii trebuie inclusa in rezultatul
financiar a perioadel.

O societate trebuie si evalueze la data fiecarui bilant daca exista o dovada obiectiva ca
un activ financiar sau un grup de active ar putea fi considerate deteriorate. in cazul in care
exista o0 astfel de dovada, societatea trebuie si estimeze vaoarea recuperabila a activului
respectiv sau agrupului de active si sa recunoasca orice pierdere din depreciere, astfel:

- pentru activele financiare inregistrate la costul amortizat, valoarea pierderii
reprezinta diferenta dintre valoarea contabila a activului si valoarea prezenta a fluxurilor de
numerar asteptate, actualizata la ratainitiala a dobanzii efective a instrumentului financiar
(valoarea recuperabila);

- pentru activele financiare reevaluate la valoarea justd, valoarea pierderii ce afost
recunoscuta trebuie scoasa din capitalurile proprii si recunoscuta in profitul net sau
pierderea neta aferentd perioadei. Valoarea pierderii reprezinta diferenta dintre costul
acestuia de achizitie si valoarea justa curenta, mai putin orice pierdere rezultata din
deprecierea activului respectiv recunoscuta anterior in profitul net sau pierderea neta.

Dovada obiectiva ca un activ financiar sau un grup de active este depreciat sau
imposibil de recuperat include informatii cu privirela

- dificultatea financiara semnificativa a emitentului;

- incélcarea efectiva a contractului, de exemplu neindeplinirea obligatiel de plata a
dobanzii sau principalului;

- acordarea de catre creditor debitorului, din motive economice sau legate de
dificultatea financiara a debitorului, a unel concesii pe care creditorul nu ar fi avut-o in
vederein alte conditii;

- probabilitatea ridicata de faliment sau de o ata reorganizare financiara a
emitentul ui;
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- recunoasterea unei pierderi din depreciere (scaderea vaorii), generata de activul
respectiv intr-o perioada de raportare financiara anterioara,

- disparitiaunei piete active pentru activul financiar respectiv;

- un model istoric de recuperare a creantelor, ce indica faptul ca nu va fi Tncasata
intreaga val oare nominala a portofoliului.

Catehnica de anulare a deprecierii activelor financiare, pierderea din deprecierea de
valoare este anulata, fie mgjorand valoarea activului, fie diminuand contul de reducere de
valoare, corespondenta fiind asigurata prin afectarea contului de rezultat financiar a
perioadei.

Contul de reducere de valoare pentru tara noastra poate fi contul de gjustare pentru
deprecierea activelor.

Potrivit IFRS nu se opereaza cu conturi de gjustare pentru deprecierea activelor, Ci
conturi ,,allowance account”, care au rolul de areduce valoarea activelor Tn bilant.

Aceasta diminuare / anulare a deprecierii de valoare nu trebuie si conduca la un cost
amortizabil curent mai mare decét valoarea care ar fi fost obtinuta, daca respectivul activ
nu ar fi fost depreciat.

Pe plan international conform normelor IFRS, este prevazuta constatarea pierderii de
valoare la toate categoriile de active. Pierderea de valoare in viziunea standardelor
internationale este recunoscuta ca o cheltuiala a perioadel si diminueaza direct valoarea
contabila a activului. Practic, aceasta abordare mai ,erodeaza” putin ,temelia’ solida a
prezentarii activelor la costul istoric. Implicatiile sunt insa mult mai complexe. De
exemplu, cu gutorul gjustarilor de depreciere se poate tine o evidenta separata (pana la un
anumit punct) a , costului istoric” si a, valorilor de piata” ale activelor, cu posibilitatea
~revenirii” laorigini in orice moment.

Practica internationala de constatare a diminuarii valorii activelor comparativ cu
practica din tara noastra implica variante diferite de contabilizare a deprecierii.

Cele doua posibilitati de Tnregistrare a deprecierii activelor sunt prezentate in tabelul
urmator:

Tabel nr. 3. Variante de inregistrare a deprecierii activelor

Varianta romaneasca (actuali) Varianta international i
° Tnregistrarea diminuarii valorii activului:
, Cheltuieli cu ajustari =, Ajustari pentru , Cheltuidi =, Conturi pentru
pentru deprecierea deprecierea activelor”  |pentru active”
activelor” deprecierea
activelor”
o Tnregistrarea anulirii deprecierii de valoare: |
, Ajustari pentru =, Venituri din ajustari |, Conturi pentru = ,, Venituri pentru
deprecierea activelor” pentru deprecierea active’ deprecierea activelor”
activelor”

In ambele variante, Tn contul de profit si pierdere este recunoscuti o cheltuiala
nerealizabila potentiala, atunci cand valoarea realizabila este mai mica decét cea contabila.
Pierderea de valoare este potentiala pentru ca activul nu a fost inca vandut, consumat ori
cedat. Nu se recunosc insa ,cCéstigurile potentiale” care rezulta atunci cand valoarea
realizabila depaseste valoarea contabila (principiul prudentei).

Distinctia intre cele doua variante consta in faptul ca in varianta internationala, in
rezultatul exercitiului nu este recunoscut un venit ,,necesar”, pentru anularea unel cheltuieli
anterioare, ci se storneaza inregistrarea initiala. Astfel, calculul indicatorilor de
profitabilitate va genera alte valori. Ma mult, activul va fi prezentat si Tn bilant si n
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evidentele primare |la valoarea realizabila, iar trecerea ulterioara pe cheltuieli se va face
tinand cont de aceasta noua val oare.

Concluzii

Politica contabila a societatii referitoare la gjustari are influenta asupra rezultatul ui
exercitiului financiar si, implicit, asupra impozitului pe profit prin impactul deprecierii de
valoare reversibila recunoscuta drept cheltuiala a perioadel Tn masura in care aceasta este
deductibila fiscal.

Desi intr-o contabilitate de anggament principiile si normele contabile accepta
Tnregistrarea deprecierii activelor, in totalitate, conducand in felul acesta la o ,imagine
fidela” a dituatiel entitatii, fiscalitatea impune reguli restrictive pentru deductibilitatea
gustarilor pentru depreciere. Din pacate, in tarile Tn care contabilitatea este conectata la
fiscalitate, societatile comerciale urmaresc prin constituirea gjustarilor numai avantgjele
fiscale si nu cerintele reflectarii unei ,imagini fidele’. Analizand austarile pentru
depreciere doar prin prismaregulii fiscale, acestea fiind nedeductibile societatile renuntand
la mecanismul gjustarilor vor obtine un capital fix Tn active deformat, departe de adevarul
contabil.
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THE QUALITY OF DATA AND METADATA
IN A DATAWAREHOUSE

Carmen Radut’

Summary: The data quality is an important concept for the economic applications used in the
process of analysis. The databases were revolutionized when they first started being used with large amounts
of data. From this point on, an important process is represented by storing multidimensional data in data
warehouses, in order to be processed and analyzed with the purpose of obtaining information which can be
used for decision making in various activities. Specialty studies show that most data is not useful for the
purpose it has been collected because of both the lack of quality and incorrect techniques of manipulating
this data. This study will try to offer a process of obtaining quality data in data archives and how to avoid
quality anomalies inside metadata.

Keywords. metadata, data warehouse, quality, architecture

JEL Classification: C81, C89

1. Introduction

The ideal solution for complex Business Intelligence applications is represented by
the introduction of a data warehouse. In most of the cases, the data warehouses do not meet
the requirements of the beneficiary because of the low quality of the data. This means that
the quality of the data is an important problem for both implementing and managing data
warehouses. In order to use efficiently the information from a data warehouse, the data
should be put through an analysis and cleaning process. This way, in Bl applications, there
isthe need of continuous cleaning of datafor the results to meet the needed standards.

The area where the data warehouse starts to fail is the data transfer from different
data sources, into one data warehouse through an integrating process. The development of
for business applications, is an important process in the development of informatics
systems.

In order to define a data warehouse, first we need to set the data granularity and the
abstracting level needed to sustain the process of decision making in the management
activity. Recent studies show that more than 80% of the data warehouse projects go
beyond the allocated budgets because of not understanding data or incorrectly defining
them. A similar study shows that the data quality is also and important reason which leads
to the failure of these projects. This is why the need of proper evaluation of data quality
both at the moment of the data warehouse setup and during the gradual process of data
introduction (Singh R. [Ji Singh K., 2010).

2. Data quality in data warehouses

Data quality in data warehouses means that the following procedures must be
completed: data quality evaluation, data quality related problem classification, data
warehouse structure, data warehouse architecture/quality model, data quality tools, data
quality standards, metadata quality control system (Palepu and Rao, 2012).

2.1. Information quality evaluation is a defined part by the total quality data
management (TQdM). The TQdM methodology of quality management consists of going
through six processes of measurement and improvement of the quality of data resulted
from the modification of the environment. The six processes regarding measurement and
improvement of information quality: data definition and quality architecture of data,

1 Conf.univ.dr., Universitatea “Constantin Brancoveanu” Pitesti, Facultatea Management Marketing n Afaceri
economice Ramnicu Valcea, ¢_radut@yahoo.com
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information quality evauation, cost measurement of low-quality information, data
restructuring and cleaning, information process quality evaluation, information quality
frame setup.

These 6 steps are divided into sub-stages in order to achieve the required quality of
data. In order to determine the data quality, an evauation of al the fields is required.
Simply having the data is not enough. The context in which the data is going to be used
must be known, in order to obtain metadata. Metadata is information attached to the data
in order to provide additional features to the data existing in the data warehouse regarding
the content and purpose. Quality criteria is. data type integrity, business rules integrity,
name and address integrity. Also, the characteristics and measures regarding information
quality are: definition consistency, value integrality, availability and compliance with the
business rules, non-duplication of the data, accessibility.

2.2. Classifying data quality related problems. The analysis of the causes which
lead to problems related to data quality, data design planning, means, first of al,
identifying the problem related to data quality. Identifying and classifying these problems
IS necessary both for the data warehouse and data quality. This way problems regarding
data quality can be identified on different levels. from data sources, during the data
profile setup stage, during the ETL stage, during the scheme design period, in the
data war ehouse obtaining period (Palepu and Rao, 2012).

a. Problems related to the quality of data received from the sources. Data
sour ces have some problems such as the fact that old data sources do not have metadata, to
provide a short description. The main reasons for impure data are data errors which appear
during input because of human error or computational system and data updating errors. A
part of the information comes from text files or MS Excdl files but it also can be obtained
by connecting directly through ODBC to data sources. Some files are the result of manual
consolidation of files, which leads to the lack of quality of the data. The main reasons
which lead to low quality data are: wrong selection of data sources, not knowing the
internal dependencies amongst data sources, the lack of validation procedures for data
sources, unexpected modifications in source systems, multiple data sources generate
semantic heterogeneity, leading to quality problems; creating inconsistent/inexact data,
multiple sources for the same data.

b. Problemsrelated to the data quality during the data profile setup stage. After
the possible sources of data are identified, the setup of the data profile is set. Setting up the
data profile consists of examining and evaluating the quality, integrity and coherence of the
data from the source systems. Thisis also known as source systems analysis. Profiling data
is fundamental although many times it is ignored or it is not given the proper attention,
which leads to low quality data inside the data warehouses. This way, the reasons for
quality issues during the data profile setup are: the data profile from the data sources is
insufficient; wrong selection of processing tools; insufficient structural analysis of the data
sources during the data profile setup stage; incorrect or incompl ete metadata.

c. Data quality issues during the ETL (extraction, transformation, loading) stage.
The extraction, transformation and loading stage is avery important one because the most
important aspect regarding data quality starts with proper data storing capacity. The
cleaning process of data is executed during the data collection step in order to improve the
quality of the data warehouse. The problems which can affect the data quality during the
ETL stage are the architecture of the data warehouse; the relational or non-relational
connection of the data warehouse; business rules applied to the data sources; lack of
periodical update of the data.

d. Data quality problems during the projecting scheme stage. The data quality is
dependant on three things. actual data quality, application quality and database scheme
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quality. Special attention during the projecting scheme stage must be given to some aspects
such as dimensions which modify fast/slow such as multiple value dimensions, etc., from
data warehouses. A bad designed data scheme has a negative impact on the quality of the
information. Problems regarding data quality in the scheme modeling stage are given by:
incomplete or erroneous requirements for the scheme; dimensional modeling selection for
the star or snow flake type schemes, multiple value dimensions; identification for
dimensions with sow change; incomplete and erroneous identification of the events.
During the conception period of the data warehouse, dimensiona models are used which
group datas into relational tables in star or snowflake type schemes. In these schemes,
guantitative data can be found or grouped by certain criteria. The quantitative data from the
dimensional data bases has different types such as transaction numbers, centralizations by
certain characteristics, totals and activity measures.

e. Data quality problemsin data warehouses. A definition of data quality refersto
incorrect data or missing data which is incorrect or invalid in a certain context. Data
quality is reached at the moment when the organization uses complete data, easy to
understand, coherent and relevant. Understanding the dimensions regarding data quality is
the first step forward to improving it. The data quality dimensions can include: correctness,
reliability, importance, coherence, precision, promptitude, finesse, clarity and utility. This
way, data quality is given by the following key dimensions. consistency, conformity,
validity, accuracy and integrity.

2.3 Data warehouse structure for obtaining data quality. We will start off with
the definition of a data warehouse written by W.H. Inmon (2002, p.8) “A data warehouse
is a collection of data sorted by subject, integrated, historical and nonvolatile destined to
supporting the managerial decision making process’. A data warehouse is a collection of
technologies which alow the ones working with the information to be able to make better
and faster decisions. Practice has shown that online transaction processing systems are not
the best for supporting decisions and high speed networks and cannot handle the problem
regarding information accessibility. The data warehouse has become an important strategy
for integrating many heterogeneous information sources in an organization and for
allowing Online Anaytical Processing of Transactions. Data quality from the data
warehouse is dependent on the semantic models or the warehouse' s architecture. Because
of the stored data in the data warehouse, the information is analytically processed and the
warehouse' s framework must handle two aspects:

—How can we harmonize the entry flow of data which comes from many
heterogeneous sources?

—How can we customize the data storage for different applications?

The data warehouse's designing decision depends on the needs of the business and
that will play a maor role. The objectives regarding the data warehouse's quality are:
meta-databases which contain forma models regarding the information quality for the
optimization of the design of the database; modeling the informational resources; modeling
the data warehouse scheme so that the designers and the ones who optimize the
interrogations to be able to benefit explicitly of the temporal, spatia and aggregated
dimension of the data from the data warehouse. During the whole designing stage of the
data warehouse, the designing is centered on: the quality of the data warehouse and the
system architecture; designing methods, language and designing the data warehouse;
optimization. In order to compl ete these objectives amodel is designed for the data.

2.4. Data warehouse quality architecture. During the interpretation of the data
these are analyzed from a conceptual, logical and physical perspective. These three
perspectives need to be maintained because the quality factors are associated with the
certain perspective or with the relation between these perspectives. The conceptual
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perspective — in terms of data warehouse quality, the conceptual model defines the
organization’s theory. Regarding this theory, real observation can be evaluated from a
quality factor point of view such as accuracy, opportunity, exhaustiveness. After this
stage, the source model is obtained. The logical per spective — designs the data warehouse
from a real data point of view. Researchers that follow this perspective take into
consideration the fact that the data warehouse is a collection of materialized visualizations,
extracted from information sources. After this stage the source scheme is obtained. The
physical perspective — interprets the data warehouse architecture as a network of smaller
data warehouses which generate data and communication channels, targeting quality
factors such as reliability and performance in the presence of large amounts of
information with low modification rate. After this stage the storage of data sources is
obtained (Palepu and Rao, 2012).

2.5 Instruments regarding Data Quality. Studies show that 75% of the effort
needed with the data warehouse is allocated to problems related to: data readiness and
transport to the data warehouse. At the moment there are tools associated with auditing,
cleaning, extracting and loading data into data warehouses. These tools are used to audit
data at the source and transform it so that they can be consistent in the data warehouse and
make sure that the data corresponds to the business rules. These tools can be independent
packets or can be integrated with the existing data warehouse packets.

The tools which target data quality usualy fal into one of the three categories:
auditing, cleaning or extracting/migrating. The main objective isto clean and audit data,
extraction and migration tools having a limited share.

a. Data audit tools increase accuracy and precision of the data sources. These
instruments compare information from the source database with the set of business rules.
When an external source is used, the business rules are determined by the externd
information source. In this case, it is established using the data mining technique and
alows to obtain the data model. The internal business rules are introduced in the
evaluation stage of data sources, and the lexical analysis is used for discovering the
meaning of thisinformation.

b. Data cleaning tools are used in the intermediate stage. These instruments
guarantee the anaysis, standardization and verification of data based on aready known
lists.

c. Data migration tools are used for extracting data from a source database and for
migrating it in an area for temporary storage. The migration instruments transfer data from
the temporary storage area in the data warehouse. The tools provide data conversion from
one platform to the other and the migration utility maps the data from the source to the data
warehouse, checking the compliance and doing the basic data cleaning activity.

2.6 Data quality standards. The data quality standards are useful for evaluating if
the required specifications by the clients are met. The objective quality standards refer to:
accessibility, precision, opportunity, integrity, availability, coherence, relevance. The data
quality standards are meant to: help decision making based on facts, estimate losses
because of the lack of quality. Data quality measurements must always respect the legal
regulations, business rules and special cases. The measurements must meet the following
criteriain order to guarantee the high quality data: all measurements must frequently report
the quality control factors from the organization; defining methods used in order to control
measurements; every measurement unit has certain attributes: name, definition, calculation
method, data elements and data source.

2.7 Metadata quality control system. In order to obtain high quality data for the
data warehouse, the starting point is represented by the client’s requirements, different
aspects present in the organization, the organizational structure, features and
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responsibilities regarding the continuous quality improvement. Thisis aso known as Total
Quality Management (TQM). The quality control evaluation accounts for: planning
quality — the quality evaluation criteria are selected, classified and given priorities for
control activities and quantitative quality measurement. Quality control system
metadata will be collected and then transformed to meet the required specifications such
as. information requirements, user quality requests, etc. The metadata quality control
system (MQC) includes: data warehouse architecture and the overal quality which is
measured along the data flow. MQC system architecture is shown in Figure 1. Operations
of extraction, transformation and loading (ETL) data are important / essential in making
data warehouse. This way, the data quality contained in the data warehouse, along with the
information extraction from different smaller databases and transforming them to meet the
requirements of the scheme mode! of the data warehouse, is a priority, followed by loading
data in the data warehouse.

External Data Extraction, Cleaning
Sources—DB2 Transformation, Integration
User
Quality
requirements

Dataquality anaysis

v 7D
Quality Metadata Notifications
Requests

Rule set, constraints/ conditions

Figure 1. MQC system architecture

During this process, one of the key components refers to the metadata. Metadata
stores features for the data introduced in the data warehouse. Metadata screening, quality
standards enforcement, identifying quality control problems, lead to fixing these issues.
The modifications suggested in the data warehouse architecture according to the quality
control standards can be found in metadatabases. This leads to an operation
synchronization with the data warehouse database.

ConclusionThe metadata quality control system guarantees overcoming the
problems related to the quality of the data from the data warehouse. Problems regarding
data quality in the data warehouse are solved through: planning, using evaluation criteria
for the data quality, through total data quality management and classifying problems
related to data quality in the data warehouse, evaluating the data warehouse structure
regarding quality, and using instruments for data quality, quality control standards and
metadata quality control system.
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CALITATEA DATELOR S| METADATELOR
IN DATAWAREHOUSE

Carmen Radut’

Rezumat: Calitatea datelor reprezinta un concept cheie pentru aplicayiile economice in procesul de
analizi. Domeniul bazelor de date a fost revolugionat prin introducerea lucrului cu volume mari de date.
Pornind de la acest concept,un proces important 1l reprezinta stocarea datelor multidimensionale in depozite
de date (data warehouse), pentru efectuarea prelucrarilor si analizelor Tn vederea obrinerii informayiilor
pentru fundamentarea luarii decizilor in diverse domenii de activitate. Sudiile de specialitate arata ca cele
mai multe volume de date nu sunt utile scopului pentru care au fost create, din cauza lipsel de calitate a
datelor stocate, precum i a tehnicilor incorecte de manipulare a acestora. Aceasta lucrare incearca s ofere
un procedeu pentru a obyine date calitative Tn arhivele de date, pentru evitarea anomaliilor de calitate la
nivelul metadatelor.

Cuvinte cheie: metadata, depozit de date, calitate, arhitectura

Clasificarea JEL: C81, C89

1. Introducere

Solutiaideala pentru aplicatiile complexe de tipul Business Intelligence o reprezinta
implementarea unui depozit de date. Tn cele mai multe cazuri, depozitele de date nu
satisfac solicitarile beneficiarilor datorita slabel calitati a datelor. Astfel, calitatea datelor
este 0 problema importanta atét pentru implementarea, cét si pentru gestionarea depozitel or
de date. Pentru a folosi eficient datele din depozitele de date, acestea sunt supuse unui
proces de analiza si curatire. Astfel, in aplicatiile BI, sunt necesare continuu proceduri de
curatire adatelor pentru a obtine nivelul de calitate dorit a datelor.

Domeniul n care depozitul de date esueaza 1l constituie transferul datelor din diferite
surse de date, intr-un singur depozit de date, printr-un proces de integrare a datelor.
Dezvoltarea depozitelor de date pentru aplicatiile de business reprezinta un proces
important in dezvoltarea sistemelor informatice.

Pentru definirea depozitului de date trebuie stabilita granularitatea datelor din
depozitul de date precum si nivelul de abstractizare necesar n sustinerea procesului de
luare a deciziilor in activitatea de management. Studii recente arata ca peste 80% din
proiectele de data warehouse depasesc bugetele alocate datorita neingelegerii sursel datelor
sau a definirii incorecte alor. Un studiu similar arata ca si calitatea datelor este un motiv
pentru care, in general, esueaza aceste proiecte. De aceea, este necesara 0 evaluare a
calitatii datelor, efectuata atédt in momentul construirii depozitului de date, ca si Tn
momentul popularii graduale, treptate cu date (Singh R. [1i Singh K., 2010).

2. Calitatea datelor n depozitele de date

Cdlitatea datelor in depozitele de date implica abordarea urmatoarelor domenii:
evaluarea calitatii informatiilor; clasificarea problemelor legate de calitatea datelor;
structura depozitului de date; arhitectura/modelul calitatii depozitului de date; instrumente
privind calitatea datelor; standardele de calitate a datelor; sistemul de control al calitatii
metadatel or (Palepu and Rao, 2012).

2.1. Evaluarea calitatii informatiilor este un criteriu definit de managementul
calitatii totale a datelor - TQAM (Total Quality data Management). Metodologia TQdM de
gestionare a calitatii, consta Tn parcurgerea a sase procese de masurare si imbunatatire a

1 Conf.univ.dr., Universitatea ,Constantin Brancoveanu” Pitesti, Facultatea Management Marketing n Afaceri
economice Ramnicu Valcea, ¢_radut@yahoo.com.
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calitatii informatiilor datorate schimbarilor de mediu. Cele sase procese privind masurarea
si Tmbunatarirea calitarii informaviilor se refera la: evaluarea definitiel datelor si a
arhitecturii calitatii informatiilor; evaluarea calitatii informatiilor; masurarea costurilor
informatiilor noncalitative; restructurarea si curatirea datelor; evaluarea calitatii procesului
informational; stabilirea cadrului privind calitatea informatiilor.

Cele 6 procese sunt impartite in sub-etape pentru a obtine calitatea dorita a datelor.
Pentru a determina calitatea datelor este necesara 0 evaluare a tuturor campurilor. Simpla
detinere a datelor nu este suficienta, trebuie cunoscut contextul pentru care urmeaza sa fie
utilizate acestea, proces ce permite obtinerea metadatelor. Metadatele sunt informatii
atasate pentru a suplimenta valoarea datelor din depozitele de date cu privire la continutul
si scopul acestora. Evaluarea calitatii poate fi extinsd Tn functie de disponibilitatea
metadatelor. Criteriile de calitate sunt: integritatea tipului de date; integritatea regulilor de
afaceri (de business); integritatea numelui si a adresei. De asemenea, caracteristicile gi
masurile privind calitatea informayiei sunt: concordanta definitiel, integralitatea valorilor;
valabilitatea sau conformitatea cu regulile de afaceri (de business); corectitudinea in raport
CuU sursa surogat; corectitudinea n raport cu realitatea; precizia; nonduplicarea aparitiei;
echivalenta/concurenta datelor redundante sau distribuite; accesibilitatea.

2.2. Clagificarea problemelor legate de calitatea datelor. Anaiza cauzelor care
stau la baza problemelor legate de calitatea datelor, a planificarii realizarii designului
datelor implica, in primul rand, identificarea problemelor legate de calitatea datelor.
Identificarea si clasificarea acestor probleme este necesara atét depozitului de date, cét si
calitatii datelor. Astfel, se identifica probleme legate de calitatea datelor, la mai multe
niveluri: la surse de date; in stadiul de stabilire a profilului datelor; in etapa ETL
(Extragere, Transformare si Incarcare); in etapa de elaborare a scheme de
proiectare; in etapa de obtinere a depozitului de date (Palepu and Rao, 2012).

a. Probleme legate de calitate datelor la surse de date. Sursele de date au
anumite tipuri de probleme asociate, de exemplu, faptul ca datele din sursele de date
mostenite nu contin metadata care sa le descrie. Sursele datelor neclare (incorecte, impure)
sunt date de: erori la datele de intrare datorate factorului uman sau sistemului de calcul,
precum si erori de actualizare a datelor. O parte din date provin din figiere text sau fisiere
MS Excel Tnsa pot fi obtinute si din conectarea directa prin ODBC la sursele de date. Unele
fisiere sunt rezultatul consolidarii manuale a ma multor fisiere ceea ce determina
compromiterea calitatii datelor. Cauzele problemelor cu privire la calitatea datelor la
sursele de date se refera la selectia nepotrivita a surselor de date candidate; cunoasterea
necorespunzatoare a dependentelor interne Tntre sursele de date; lipsa de rutine (proceduri)
de validare a surselor; modificari neasteptate in sistemele sursi; sursele multiple de date
genereaza eterogenitate semantica, conducand la probleme de calitate; prezenta
informatiilor divergente in sursele de date; formatarea inconsistenta/inexacta a datelor;
surse multiple de date pentru aceleasi date.

b. Probleme legate de calitatea datelor in stadiul de stabilire a profilului
datelor. Dupa ce sunt identificate posibilele sursele de date concurente urmeaza stabilirea
profilului datelor. Stabilirea profilului datelor consta in examinarea si evaluarea calititii,
integritatii si coerentel datelor sistemelor sursi numita si analiza sistemelor sursa.
Profilarea datelor este fundamentala, desi adesea este ignoratd sau i se acorda mai putina
atentie, lucru care duce la compromiterea calitatii datelor din depozitele de date. Astfel,
cauzele problemelor de calitate a datelor in etapa de stabilire a profilului datelor sunt:
profilul  datelor din sursele de date insuficient (necorespunzator); selectia
necorespunzatoare a uneltelor de prelucrare (automatizare); analiza structurala insuficienta
a surselor de date in etapa de stabilire a profilului datelor; metadate incerte (nesigure) si
incompl ete.
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c. Probleme de calitate a datelor in etapa ETL (Extragere, Transformare si
Incircare). Etapa de extracrie, transformarea si incarcare este una foarte importanta,
deoarece responsabilitatea maxima a eforturilor privind calitatea datelor revine stocarii
datelor. Procesul de curatare a datelor este executat Tn etapa de date, pentru a imbunatati
precizia depozitului de date. Problemele care pot afecta calitatea datelor, in etapa ETL,
sunt: arhitectura depozitului de date; legatura relationala sau non-relationala din depozitul
de date; regulile de afaceri aplicate asupra surselor de date; lipsa actualizarii periodice a
datelor integrate.

d. Probleme de calitate a datelor in etapa scheme de proiectare. Calitatea
datelor depinde de trei lucruri: calitatea datelor Tnsesi, calitatea programului de aplicatie si
calitatea schemel bazei de date. O atentie deosebita, Tn timpul proiectarii schemei, are in
vedere unele aspecte, de exemplu, dimensiunile ce se schimba lent/rapid, dimensiuni
multivaloare etc. din depozitele de date. O schema gresit proiectata are efecte negative
asupra calitatii datelor. Problemele privind calitatea datelor n faza de modelare a schemei
sunt date de: analiza incompleta sau gresita a cerintelor pentru schema de proiectare;
selectia modelarii dimensionale, in scheme de tip stea sau fulg de nea; dimensiunile
multivaloare, identificarea tardiva a dimensiunilor cu schimbare lenta etc.; identificarea
incompleta si eronata a evenimentelor. Tn etapa de conceptie a depozitului de date se
folosesc modele dimensionale care grupeaza datele din tabelele relational e Tn scheme de tip
stea sau fulg de zapada. Tn aceste scheme pot fi regisite date cantitative (cantitati/ valori)
sau grupate dupa diverse criterii. Datele cantitative din bazele de date dimensionale sunt de
tip medii, numar de tranzactii, centralizari dupa anumite caracteristici, totaluri si reprezinta
masuri ale activitatii.

e. Probleme de calitate a datelor in depozitele de date. O definitie a calitarii
datelor se refera la datele gresite - date care lipsesc sau care sunt incorecte si nevalide intr-
un anumit context. Calitatea datelor este atinsa atunci cand organizatia foloseste date
complete/cuprinzatoare, usor de inteles, coerente, relevante si la timp. Tntelegerea
dimensiunii cheie privind calitatea datelor, reprezinta primul pas pentru Tmbunatatirea
calitatii lor. Dimensiunile calitatii datelor pot include: corectitudinea, fiabilitatea,
importanta, coerenta, precizia, promptitudinea, finetea, claritatea, concizia si utilitatea
Astfel, calitatea datelor este datd de urmaitoarele dimensiuni cheie: completitudine,
consistenta, conformitate, validitate, acuratete si integritate.

2.3 Structura depozitului de date pentru a obtine calitatea datelor. Vom pleca de
la definitia depozitului de date, data de W. H. Inmon (2002, p.8) ,,un depozit de date este
0 colectie de date orientate pe subiecte, integrate, istorice si nevolatile destinata sprijinirii
procesului de luare a deciziilor manageriale”. Astfel, un depozit de date este o colectie de
tehnologii care permite celor care lucreaza cu informatii si ia decizii mai bune si mal
rapide. Practica a demonstrat ca sistemele de prelucrare online a tranzactiilor (OLTP) nu
sunt cele mai potrivite pentru a sprijini deciziile si retelele de mare viteza si nu pot rezolva
singure problema accesibilitatii informatiilor. Depozitul de date a devenit o strategie
importanta pentru integrarea mai multor surse de informatii eterogene in organizatie si
pentru a permite Prelucrarea Analitica Online a Tranzactiilor (OLTP). Calitatea datelor din
depozitul de date este dependenta de modelele semantice ale arhitecturii depozitului de
date. Deoarece datele stocate in depozitele de date sunt prelucrate analitic, cadrul de
constituire a depozitului de date se confrunta cu 2 Tntrebari esentiale:

—Cum armonizam fluxul de intrare a datelor ce provin din ma multe surse
eterogene?

—Cum personalizam (customizam) stocarea datelor pentru diferite aplicatii?

Decizia de proiectare a depozitului de date depinde de nevoile businessului ; prin
urmare, in proiectarea depozitul de date, managementul schimbarii joaca un rol important.
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Obiectivele privind calitatea depozitului de date sunt: meta-bazele de date ce contin
modele formale privind calitatea informatiilor pentru optimizarea proiectarii depozitului de
date (adaptiva si cantitativa); modelarea resurselor informationale; modelarea schemei
depozitelor de date pentru ca proiectantii si cei ce optimizeaza interogarile, si beneficieze
in mod explicit de dimensiunea temporala, spatiala si agregata a datelor din depozitul de
date. Pe parcursul intregii etape de modelare a depozitului de date, proiectarea si
dezvoltarea este axata pe: cadrul calitatii depozitului de date si arhitectura sistemului;
modelarea metodelor, limbajul si proiectarea depozitului de date; optimizarea. Pentru
realizarea acestor obiective se proiecteaza un model de calitate pentru date, folosit pentru
date istorice si agregate.

2.8 Arhitectura calitatii depozitului de date. Pe parcursul interpretarii datelor
proiectarea, realizarea si modificarea depozitului de date, este important ca cele trei
perspective sa fie mentinute, deoarece factorii de calitate sunt asociati cu perspectiva
specifica sau cu relatia dintre perspective. Perspectiva conceptual - in termenii calitatii
depozitului de date, modelul conceptual defineste teoria organizatiei. Cu privire la aceasta
teorie, observare reala poate fi evaluata din perspectiva factorilor de calitate, precum
acuratefea, oportunitatea, exhaustivitatea. Tn urma parcurgerii acestei etape se obtine
modelul sursa. Perspectiva logica concepe depozitul de date din punctul de vedere a
modelelor de date reale implicate. Cercetatorii si practicienii care urmeaza aceasta
perspectiva iau n considerare faptul ca depozitul de date este o colectie de vizuaizari
(nregistrari) materidizate, extrase din surse de informatii existente. Tn urma parcurgerii
acestei etape se obtine schema sursel. Perspectiva fizica interpreteaza arhitectura
depozitului de date ca o retea de depozite mai mici de date, generatoare de date si canae de
comunicatii, vizand factorii de calitate: fiabilitate si performansa, in prezenta unor
cantitati foarte mari de date cu modificare lenta. Tn urma parcurgerii acestei etape se obtine
stocarea datelor sursi (Palepu and Rao, 2012).

2.9 Instrumente privind calitatea datelor. Studiile arata ca 75% din efortul
cheltuit cu depozitul de date este atribuit problemelor legate de: pregatirea datelor si
transportul (transmiterea) lor In depozitul de date. Tn prezent, sunt disponibile instrumente
pentru a automatiza activitatile asociate cu auditarea, curdtirea, extragerea si incarcarea
datelor Tn depozitele de date. Aceste instrumente sunt folosite pentru: a audita datele la
sursd, a transforma datele, astfel incét acestea sa fie consistente in depozitul de date, a
segmenta datele Tn unitati atomice si a asigura ca datele corespund regulilor de afaceri.
Instrumentele pot fi pachete independente sau pot fi integrate cu pachetele depozitelor de
date.

Instrumentele ce vizeaza calitatea datel or, de obicei, se incadreaza in unadin cele trei
categorii: auditare, curatare sau extractie/migrare. Astfel, principalul obiectiv urmarit
este de curatare si de auditare a datelor, instrumentele de extractie si de migrare a datelor
avand pondere limitata.

a. Instrumentele de audit al datelor sporesc acuratetea si corectitudinea datelor la
sursi. Aceste instrumente compara datele din baza de date sursa cu setul de reguli de
afaceri. Cand se utilizeaza o sursa externa organizatiei, regulile de afaceri sunt precizate de
sursa externi organizatiei. In acest caz, ele sunt stabilite utilizand tehnicile data mining si
permit obtinerea modelului datelor. Regulile de afaceri, interne organizatiel, sunt introduse
n etapa de evaluare a surselor de date, iar analiza lexicala este utilizata pentru a descoperi
sensul acestora.

b. Instrumentele de curatare a datedor sunt folosite in etapa intermediara. Aceste
instrumente asigura: andiza, standardizareassi verificarea datelor pe baza unor liste cunoscute.
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c. Instrumentul de migrarea datelor este utilizat in extragerea datelor dintr-o baza
de date sursia si migrarea lor intr-o zona de stocare intermediara. Instrumentele de migrare
transfera datele din zona de transfer in depozitul de date. Acestea asigurd convertirea
datelor de la o platforma la alta, iar utilitarul de migrare mapeaza datele de la sursi la
depozitul de date, verificand si conformitatea respectiv efectuarea de activitati de curatare
simpla adatelor.

2.10 Standardele de calitate a datelor. Standardele de calitate a datelor sunt utile
pentru a evalua daca cerintele specificate de catre clienti sunt atinse sau nu. Obiectivele
standardelor de calitate a datelor se referd la: accesibilitate, corectitudine, oportunitate,
integritate, valabilitate, coerenya, relevanta. Standardele de calitate a datelor sunt
destinate: luarii de decizii bazate pe fapte; luarii de masuri corective; accesarii surselor
problemelor referitoare la calitate; estimarii pierderilor datorate lipsel de calitate precum si
estimarii sau calcularii solutiilor specifice scopului urmarit oferind calitate acestora
Masuratorile de calitate a datelor trebuie intotdeauna sa respecte reglementarile legale,
regulile de afaceri precum si cazurile speciale. Masuratorile trebuie sa Tndeplineasca
urmatoarele criterii pentru a asigura calitatea informatiilor: toate masuratorile trebuie sa
raporteze frecvent factorii de control ai calitatii dintr-o organizatie; sa defineasca metode
care sunt folosite pentru a controla masuratorile; fiecare metrica implica anumite atribute:
numele metricii, definitiametricii, calculul, elementele de date si sursa datelor.

2.11 Sistemul de control al calitatii metadatelor. Pentru a obtine date de nivel
inalt, de calitate in depozitul de date, se pleaca de la cerintele formulate de client, aspecte
din cadrul organizatiei, structura organizatorica, functionalitati si responsabilitatile privind
imbunatatirea continua a calitatii. Acest lucru este cunoscut ca Managementul calitatii
totale (TQM). Controlul evaluarii calitatii tine cont de: calitatea planificarii — se
selecteaza criteriile de evaluare a calitatii, se clasifica si se atribuie prioritati pentru
activitatile de control; si masurarea cantitativaé a calitarii. Metadatele sistemului de
control al calitatii vor fi colectate si apoi transformate in specificatii, cum ar fi: cerintele de
informare, cererile de calitate ale utilizatorilor etc. Sistemul de control al calitatii
metadatelor (MQC) cuprinde: arhitectura Tntregului depozit de date, dar si calitatea
acestora ce este masurata pe tot fluxul datelor. Arhitectura sistemului MQC este prezentata
in figura 1. Operatiunile de extractie, transformare si incarcare (ETL) a datelor sunt
importante/esentiale in formarea depozitului de date. Astfel, primeaza calitatea datelor in
depozitul de date, alaturi de extragerea informatiilor din diverse baze de date mai mici,
operationale si transformarea acestora in modelul schemel depozitului de date, urmata de
incarcarea datelor in depozitul de date.

Surse de date Extragere, Curatare,
externe—DB2 Transformare, Integrare
Cerintele de
caitate e
utilizatorilor
Depozit de date
Analizacalitatii datelor
A 4 ——
Solicitarile Notificari

pentru Cdlitate

Set de reguli, constrangeri / conditii
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Figura 1. Arhitectura sistemului MQC

In timpul acestui proces una din componentele cheie se refera la Metadate. Ele
stocheaza caracteristicile elementelor datelor incarcate in depozitul de date. Screeningul
Metadatelor, aplicarea standardelor de calitate, identificarea problemelor controlului
calitatii, conduc la remedierea problemelor. Modificarile propuse n arhitectura depozitului
de date conform standardelor de control a calitatii se regasesc in Metabazele de date.
Aceasta duce la sincronizarea operatiunilor Metabazelor de date cu arhitectura depozitul ui
de date.

Concluzie: Sistemul de control a calitatii metadatelor (MQC) asigura depasirea
problemele legate de calitatea datelor din depozitele de date la fiecare nivel de formare a
depozitului de date. Problemele referitoare la calitatea datelor n depozitele de date sunt
rezolvate prin: planificare, folosind criteriile de evaluare a cdlitatii datelor, prin
managementul calitatii totale a datelor, folosind clasificarea problemelor legate de calitatea
datelor Tn depozitele de date, avaluand structura depozitului de date cu privire la calitate,
folosind instrumente referitoare la calitatea datelor, standardele de control a calitatii si
sistemul de control & calitatii metadatelor.
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THE ROLE OF INTELLECTUAL CAPITAL IN KNOWLEDGE —
BASED SOCIETY

Denisa-Elena Parpandel*

Abstract: In a knowledge-based society, organizations undergo permanent changes and
transformations, and the key factor of such changes is intellectual capital regarded as one of the most
critical, yet most strategic values an organization might own.

Analyzing intelectual capital and knowledge society over the last decades has primarily emerged in
private companies, whereas at present there isan increasing concern in all the fields of activity.

The goal of this paper is to emphasize the importance of intellectual capital as a source of
innovation and novelty used to create competitive advantages for organizations in the era of knowledge
where man must rely on intellect, intuition and creativity.

The present paper is an exploratory endeavour based on the qualitative method as various
information sources are resorted to in order to conceptualize the terms of intellectual capital and knowledge
society: specialty literature, case studies, mass-media articles, reports of in-field organizations etc.

Organizations should use all the tangible or non-tangible resources they have in order to secure
their success and also to build a knowledge society which involves going a long way, based on an ample,
complex process where innovation has a major role and a global nature.

Key words: intellectual capital, knowledge-based society, education, research, competitive
advantge, knowledge management.

JEL classification: O31, O34, 125.

" Intelectual capital isthe currency of the new millenium. Itswise use isthe key to successin the era
of knowledge” . (Bontis N. , 2000)

1. Introduction

Knowledge-based society is felt more and more with technology and manufacturing
methods changing continuously and constantly. ” Intangible capital” and knowledge result
in the highest added value and only a click on the computer might mean as much as a
physical asset (Bedrule-Grigoruta, 2006).

At the dawn of this new era, intellectual capital was used for the first time to
explain the importance of intellectual resources such as. information, knowledge and
expertise in amodern society (Sarrocco, 2004).

Thetopic timeliness analyzed in this paper resides in the fact that:

- the topic to be researched is classified in the category of socio-humanistic and
economic sciences that envisage exploratory research on the intellectual capital as a
landmark of knowledge-based society, in a highly competitive environment and
contributes in the development of scientific knowldge in the field at national and
international levels by the complex, multi- and inter-disciplinary approach of the suggested
themes.

- the great changes governing the current society impose new approaches to the
understanding of intellectual capital mechanisms and importance in modern society, thus
leading to competitiveness, and ability for economic rehabilitation and rebirth;

- the importance and the complex, varied nature of knowledge-based society which is
also very interesting and pertinent, imposed by the fast pace at which it grows in the
modern society.

Education and resear ch, irrespective of how noble they might be, are not activities
themselves. They are means that help one build a certain type of society and knowledge

1 Lecturer, Ph.D., “Constantin Brancoveanu” University of Pitesti, Faculty of Management Marketing in Economic
Affairs, Rm.Vacea, denisa_ucb@yahoo.com.
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emerges as a catalyst accelerating the promotion of technical progress and raises the
efficiency of any human activity.

2. Methodological Benchmarks

The main objective of the present paper is the emphasis of intellectual capital’s
importance in knowledge-based society, of the idea that ” the empires of the future shall be
true empires of one's mind, as the world is dominated by the power of intangible assets and
the brains (Suciu, 2008) and that ” intellectual capital is made up of intellectual substance -
knowledge, information, intellectual property, expertise which can be used in order to
create wealth” (Steward, 1998).

The present paper is an exploratory research based on the qualitative method, taking
account of several information sources on the conceptualization of the tems of intellectual
capital and knowledge-based society: speciaty literature, case studies, mass-media articles,
reports of organizationsin thefield etc.

The hypothesis at the core of this paper has been: the existence of vast references in
the field where the conceptual borders of intellectual capital are not well defined as it is
still a vague, confusing concept. An important role while carrying out this idea has been
played by the article entitled ”Brainpower” written by Thomas A. Steward, one of the
editors of "Fortune” Review in June, 1991, who used for the first time the concept of
"intellectual capital” .

The paper herein aims at emphasizing that the essence and value of intellectual
capital are rendered by the mental power of each individual which, if modelled, may create
advantages in any organization and in a knowledge-based society, information, knowledge,
creativity, innovation become priorities as compared to tangible assets.

”In a knowledge-based society, ideas viewed as information are not only primordial
but also primary, since they manifest as being ineffable and substantial, essential and
concrete, functional and efficient” (Dinu, 2006).

3. Roleof Intellectual Capital in a Knowledge-Based Society

The changes governing modern society impose different appoaches when
confronting organizations with the external environment which is ever more tormented and
competitive and, implicitly, there are new aproaches of management thinking and practice.

The concepts, techniques and instruments that used to dominate management
thinking in the past (power, structure, hierarchy, control, coordination, motivation, loyalty)
must be re-examined in order to develop new concepts and new approaches.

Knowledge-based society confers new dimensions to the learning process namely
focusing on learning and innovation is no longer the feature of asmall group of people and
several forms of training are used: training employees how to learn; moving employees
inside the fields of their specialty and aso to other fields; working in ”intervention teams”
("task force”); participation in practical lectures and seminars, periodical reflection
reunions, creativity stimulation meetings, training stages and study visits, individua
learning according to updated curricula (Chivu — Stanescu, 2009).

Knowledge-based society gradually replaces the industrial one which in its turn has
replaced the agrarian society, the latter two being centered on the production of material
goods, thus knowledge-based society including information as power in its broadest
meaning — no mater whether it is political, economic, financial — the superior acquisition,
mastering and capitalization of information, therefore the cornerstone of the society
(Nastase, 2011).

Starting from the definition of intellectual capital as being "an organization’s
native resource which, after successive extractions, processing and disseminations is
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turned into the most valuable asset”, (Bratianu, 2011) it is visible that the growth of
competitive ability relies on an organization’'s innovation, intangible resources, use of
competitive intelligence and therefore innovation means the process by which new
products, new services, new technologies, new management and marketing processes are
accomplished.

The concept of ”intellectual capital” also known as the "currency of the new
millenium” is the key to success in the "era of knowledge” (Moroianu, 2009), a way to
create value and a hidden resource in an organization (Jianu and Bratianu, 2009).

The conceptual development of intellectual capital has taken place in two
directions (Curg and Jianu, 2010):

ethe increase in an organization’s competitiveness and of a strategic advantage on
more competitive markets by the intensive capitalization of intangible resources;

¢ enhancing the success of a company which has had an ascending trend of the ratio
between market value and balance sheet financial value.

As aterm atrributed to intangible assets, intellectual capital has four components
(Moroianu, 2009):

- market assets that ensue from the relationship between an organization and its
market or clients (for instance: clients and how loyal they can be, distribution channels,
various contracts and agreements etc.);

- assets based on intellectual property, including know-how, marketing secrets,
copyright, patents and other rights;

- assets focused on human resources referring to the ability and creativity manifested
while solving problems as well as to the skills of aleader, entrepreneur, and manager that
an organization’s employees might have.

The knowledge of an asset as compared to other assets is unique and once
knowledge-based society has emerged, intellectual capital has become much more
important as compared to other production factors (cars, lands, money etc.) as it leads to
the creation and application of knowledge in order to increase organizational value.

The competitive advantage generated by intellectual capital envisages the
acquisition of the same benefits as those acquired by competitors, yet at lower costs and it
will mainly belong to those well informed, innovative and creative.

Academician Miha Draganescu states that ” knowledge-based society means much
more because it ensures an unprecedented dissemination of knoweldge to all citizens by
new means, mainly using the Internet, electronic books and learning methods by electronic
means (e-learning), it pursues the expansion and deepening of scientific knowledge and
truth, it is the only way by which a sustainable society from the ecological perspective will
be present and there will be a new culture stage (based on knowledge culture which
involves all types of knowledge, including artistic, literary knowledge etc.)” (Mihai
Draganescu, 2009).

It is well-known in modern society that most knowledge, skills, qualifications are
acquired at school, by means of training-educational processes, therefore education has
been recognized the primordial role it has in the development of human capital as well as
in the economic growth of a country.

In order for education effects upon the develoment of human and economic capital
to be maximum, certain conditions should be met (Moroianu, 2006):

« the quantity and quality of education as a number of study years, a GDP percentage
allocated to education, school participation rate, good school results and performance,
educational offer which must comply with the current and future requirements of the
labour force market;
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* the existence of a steady socio-economic, political environment and a fast pace of
economic growth;

» the differences among individual incomes and salaries which must comply with the
level of school and professional training of an individual.

Thus, education plays a major role in the context of knowledge-based society
whose benchmark is intellectual capital, respectively creativity and innovation
corroborated with the training of specidists for the new society and ther active
participation in research and innovation processes.

Higher education, by its functions: research, teaching/learning, community-related
services should anticipate and react to socia needs and generate the mass of
communicators and receivers which define an open society (Anton and Miron, 2010).

In the context of knowledge-based society, knowledge creation and dissemination
become primordial factors of economic growth and a better educated population leads to
shaping individual personalities, creating new qualifications and professions, growing the
competitiveness of the society they work in.

The relation between intellectual capital and knowledge society can be seen as a
relation between the past and the future (Graph 1), namely between the outcomes and the
present and the ability to generate such outcomes in the future, too. The intellectual capital
that developed (in the past) according to an organizational architecture based on given
technology should be permanently adapted to organizations in order to respond (in the
future) to the impact of external factors, thus preventing the dissemination of information
and knowledge among the new levels of an organization (in the future) (Burlea, 2003).

Manufacturing _| Croanizationsl I
Past ECOnOmY capital
— Market 1 Structural
Present ECOMNOY capital

Knowyledge
Future S ECONomY

Intellectual ‘
capital

Graph no. 1. Role of intellectual capital in an organization
Source: Adriana Schiopoiu Burlea— Impact of Intellectual Capital upon Organizational Performance,
Informatica Economica Review, no. 1(25)/2003, p. 120.

Over time, intellectual capital has adapted to the ongoing changes that have
occurred in the society by: understanding of and taking account of the reactions generated
by changes; shaping priority objectives for a certain period; clearly setting the roles and
responsibilities.

In order to be most efficiently managed, intellectual capital in a knowledge-based
society, efficient knowledge management is necessary, meant to identify and measure the
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potential of such intangible resources, create integration and differentiation systems
leading to the resources most efficient while creating value to consumers and to the
society, respectively.

Knowledge-based management can be regarded as an endeavour involving specific
strategic actions oriented to organization motivation towards gathering and capitalizing
new knowledge by fostering ongoing learning (Stefanescu, 2006).

A basic element of knowledge-based management is the support, management and
development of intellectual capital in order to reach high, sustainable financia
performance.

4. Conclusions

Since the training of an individual manifests as a socia activity organized in
specialized institutions and becomes, along with other types of social production, a distinct
sector of the economy of human society that uses limited resources to control the
fundamental parameters of human progress both at individual and social-community
levels.

Thisis a hard to solve issue — it is the issue of education for the requirements of
the current society, when traditional trades are left aside or no longer wanted and when
new trades immediately emerge. It is more frequently said that the main argument of
economic growth is knowledge, that the only real power source from now on will be the
creation of new knowledge. It can be stated as an effect that accelerating knowlege
disseminatiuon in the world economy leads to the quality of resources which becomes
the main force of world competition.

These changes require a revolutionary perspective upon education giving specid
importance to the initial training of an individual, and thus the training of human resources
is decisive to social progress in a knowledge-based society which ensures the bases for the
future society of consciousness, truth, morality and spirit.
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ROLUL CAPITALULUI INTELECTUAL TN SOCIETATEA
CUNOASTERII

Denisa-Elena Parpandel*

Rezumat: Tn societatea cunoasterii, organizasiile se afla intr-o continug schimbare si transformare,
iar un factor cheie al acestor schimbari 1l constituie capitalul intelectual, considerat unul dintre cele mai
critice, dar Tn acelagi timp strategice valori de care dispune o organizayie.

Analiza capitalului intelectual si a societarii cunoasterii, Tn ultimele decenii apdreau cu precadere in
cadrul companiilor private, in prezent se manifesta un interes crescut in toate domeniile de activitate.

Scopul acestel lucrari este a evidensia, importansa capitalului intelectual, ca sursa a inovarii si
nnairii, folosit pentru a crea un avantaj competitiv, organizaziilor Tn era cunoasterii, unde omul trebuie si
se bazeze peintelect, intuizie si creativitate.

Lucrarea de faza se congtituie ntr-o cercetare exploratorie, bazatd pe metoda calitativa fiind
consultate diverse surse de informarii cu privire la conceptualizarea terminologiel de capital intelectual si
societate a cunoasterii: literatura de specialitate, studii de caz, articole din mass-media, rapoarte ale unor
organizayii de profil etc.

Organizariile trebuie si exploateze toate resursele de care dispun, atét tangibile, cét si intangibile
pentru a-si asigura succesul, dar si pentru a construi o societate a cunoagterii ce impune parcurgerea unui
drum lung, bazandu-se pe un proces amplu, complex, in care inovarea define un rol determinant si are un
caracter global.

Cuvinte cheie: capital intelectual, societatea bazata pe cunoastere, educarie, cercetare, avantaj
competitiv, managementul cunoasterii.

Clasificarea JEL: 031, O34, |25.

» Capitalul intelectual este moneda noului mileniu. Folosirea inyeleapta a acestuia este cheia
succesului Tn era cunoagterii” . (Bontis N. , 2000)

1. Introducere

Traim din ce in ce mai mult, intr-o societate bazata pe informatie, in care tehnologia
si metodele de productie se modifica rapid si Th mod constant. ,, Capitalul intangibil” si
cunostintele produc cea mai mare valoare adaugata si doar un ,,clic’ pe calculator ar putea
Tnsemnatot atét de mult casi un bun fizic (Bedrule-Grigoruta, 2006).

Tn zorii acestel ,,noi ere’, capitalul intelectual afost folosit pentru prima data pentru
a explica importanta resurselor intelectuale cum ar fi: informatiile, cunostintele si
experientain economia moderna (Sarrocco, 2004).

Actualitatea subiectului analizat in aceasta lucrare rezida din faptul ca:

- subiectul propus spre cercetare se Tncadreaza n categoria stiintelor socio-umane si
economice ce vizeaza cercetarile exploratorii privind capitalul intelectua ca pilon de baza
a societatii cunoasterii, intr-un mediu puternic concurential si contribuie la dezvoltarea
cunoasterii stiintifice Tn domeniu, la nivel nationa si international, prin abordarea
complexa, multi si interdisciplinara atematicii propuse.

- transformarile de anvergura sub imperiul carora se afla societatea actuala impun noi
abordari Tn ceea ce priveste intelegerea mecanismelor si a importantei capitalului
intelectual Tn societatea contemporana, conducand la competitivitate, capacitate de
regenerare si revitalizare economica;

- importanta si caracterul complex si variat a societatii cunoasterii, dar si in acelasi
timp foarte interesant si oportun, impus de ritmul alert cu care se dezvolta in perioada
contemporana.

1 Lect. univ. dr., Universitatea , Constantin Brancoveanu” din Pitesti, Facultatea de Management Marketing in Afaceri
Economice Rm.Va cea, denisa_ucb@yahoo.com.
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Educatia si cercetarea, oricdt de nobile ar fi, nu sunt activitati in sine. Ele sunt
mijloace prin care construim un tip de societate, iar cunoasterea apare ca un catalizator
care accelereaza promovarea progresului tehnic si creste eficienta oricarel activitati umane.

2. Repere metodologice

Obiectivul principa a acestel lucrari a fost evidentierea importantel capitalului
intelectual Tn societatea cunoasterii, a faptului ca ,imperiile viitorului vor fi adevarate
imperii ale mingi”, lumea fiind dominata de puterea activelor intangibile si a crelerului
(Suciu, 2008) si ca acest , capital intelectual alcatuit din material intelectual - cunostinze,
informayii, proprietate intelectuala, experiensa pot fi folosite pentru a crea bogarie.”
(Steward, 1998)

Lucrarea de fata se constituie intr-o cercetare exploratorie, bazata pe metoda
calitativa, pentru aceasta fiind consultate diverse surse de informatii cu privire la
conceptualizarea terminologiel de capital intelectua si societate a cunoasterii: literatura de
specidlitate, studii de caz, articole din mass-media, rapoarte ae unor organizatii de profil
etc.

Ipoteza de la care am pornit in realizarea acestel lucrari a fost: existenta unui vast
material bibliografic de specialitate, in care granitele conceptuale ale capitalului intelectual
nu sunt bine delimitate, fiind inca un concept vag si confuz. Un rol important in realizarea
acestui demers |-a constituit articolul ,,Brainpower” scris de Thomas A. Steward, unul
dintre editorii revistei ,Fortune’, in iunie 1991, cel care a utilizat pentru prima data
conceptul de ,, capital intelectual” .

Prin aceasta lucrare Tncerc sa subliniez faptul ca esenta si valoarea capitalului
intelectual este data de puterea mintii fiecarui individ, care modelata poate crea avantg
competitiv Tn orice organizatie, iar in societatea cunoasterii, informatiile, cunostintele,
creativitatea, inovarea, devin prioritare compartiv cu activele tangibile.

,In societatea cunoasterii, ideea, ca informasie, este nu doar primordiald, Ci si
prioritara, in timp ce se manifesta deopotriva ca inefabila si substanriala, esenriala si
concreta, funcrionala si randamentalg” (Dinu, 2006).

3. Rolul capitalului intelectual Tn societatea cunoasterii

Transformarile sub imperiul carora se afla societatea contemporana impun abordari
diferite Tn confruntarea organizatiilor cu mediul extern din ce in ce mai turbulent si mai
competitiv si, implicit, noi abordari privind gandireasi practica managementului.

Conceptele, tehnicile si instrumentele care au dominat gandirea manageriala in trecut
(putere, structura, ierarhie, control, coordonare, motivare, loialitate) vor trebui reexaminate
pentru a putea fi dezvoltate noi concepte si noi abordari.

Societatea bazata pe cunoastere confera noi dimensiuni procesului nvatarii, in
sensul ca centrarea pe Tnvatare si inovare nu mai reprezinta o caracteristica a unui grup
restrans de oameni si sunt utilizate diverse forme de instruire: Tnvatarea salariatilor cum sa
invete; rotirea anggjatilor 1n domenii ale speciditatii lor, dar si Th alte domenii; lucrul Tn
»€echipe deinterventie”’ (task force); participareala cursuri si seminarii practice, la reuniuni
periodice de reflectie, la sedinte de stimulare a creativitatii, efectuarea de stagii de
specializare si de vizite de studii; studiul individual pe baza de programe actualizate
(Chivu — Stanescu, 2009).

Societatea cunoasterii o0 Tnlocuieste progresiv pe ceaindustriala, care afinlocuit-o, la
randul ei, pe cea agrara, ultimele doua fiind axate pe productia vaorilor materiale; astfel,
societatea cunoasterii este cea n care informatia semnifica puterea in sensul cel mai
genera — indiferent ca este vorba de cea politica, cea economica, cea financiara -
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obtinerea, stapanirea si valorificarea superioara a informatiel, fiind astfel chela de bolta a
acestel societati (Nastase, 2011).

Pornind de la definitia capitalului intelectual ,, ca fiind acea resursa nativa a unei
organizafii care prin extrageri, prelucrari si diseminari succesive este transformata in
cel mai de pref bun” (Bratianu, 2011), se evidentiaza faptul ca dezvoltarea capacitatii
competitive are la baza inovarea, resursele intangibile ale unel organizatii si folosirea
inteligentei competitive; astfel inovarea constituie procesul prin care se realizeaza noi
produse, noi servicii, noi tehnologii, noi procese de management si de marketing.

Conceptul de , capita intelectual”, denumit si ,,moneda noului mileniu”, constituie
cheia succesului in ,,era cunoasterii” (Moroianu, 2009), o modalitate de creare avalorii si 0
resursa ascunsa aunel organizatii (Jianu si Bratianu, 2009).

Dezvoltarea conceptuala a capitalului intelectual s-a realizat Tn doua directii
(Curg si Jianu, 2010):

e Cresterea competitivitatii unel organizatii si a avantgjului strategic pe piete tot mai
concurentiale prin valorificareaintensiva aresurselor intangibile;

e consolidarea succesului unel companii care a nregistrat un trend crescator a
raportului dintre valoarea de piata si valoareafinanciara din bilant.

Termen atribuit activelor intangibile, capitalul intelectual are printre componente
(Moroianu, 2009):

- activele de piata care rezulta dintr-o relatie a organizatiel cu piatasi cu clientii (spre
exemplu: clientii si gradul lor de loidlitate, canalele de distributie, diferite contracte si
acorduri etc.);

- activele bazate pe proprietatea intelectuala ce includ know-how-ul, secretele de
comerciaizare, copyright-ul, brevetele sau alte drepturi;

- activele centrate pe resursele umane ce se referd la abilitatea si creativitatea
manifestate Tn rezolvarea problemelor, precum si la calitatile de lider, antreprenor si
manager pe care le detin angajatii unei organizatii.

Cunoaster ea ca activ, Th comparatie cu alte active are un caracter unic, iar odata cu
aparitia economiel bazate pe cunoastere, capitalul intelectual a devenit mult mai important,
comparativ cu ati factori de productie (masini, terenuri, bani etc.), deoarece conduce la
creareasi aplicarea cunostintelor pentru a creste val oarea unei organizatii.

Avantajul competitiv generat de capitalul intelectual vizeaza obtinerea acelorasi
beneficii, ca si cele obtinute de competitori, dar avand costuri mai mici si va apartine cu
precadere celor care sunt informati, inovatori si creativi.

Academicianul Mihai Draganescu  sustine  faptul ca  ,SOcCietatea
cunoasterii reprezinta mult mai mult, deoarece asigura o diseminare fara precedent a
cunoasterii catre tori cetarenii prin mijloace noi, folosind cu prioritate Internetul, cartea
electronica si metodele de Tnvarare prin procedee electronice (e-learning), urmareste
extinderea si aprofundarea cunoasterii stiinzifice si a adevarului despre existenta, este
singurul mod prin care se va asigura o societate sustenabila din punct de vedere ecologic
si va fi o noua etapa in cultura (bazata pe cultura cunoasterii care implica toate formele
de cunoastere, inclusiv cunoasterea artistica, literara etc)” (Miha Draganescu, 2009).

In societatea contemporani este cunoscut faptul ci majoritatea cunostintelor,
competentelor, calificarilor se dobandesc in scoala, prin intermediul procesului instructiv-
educativ, educatiel i-a fost recunoscut rolul primordial pe care-l are in dezvoltarea
capitalului uman, precum si In dezvoltarea economica aunei tari.

Pentru ca efectele educatiel asupra dezvoltarii capitalului uman si celei economice
s fie maxime trebui e respectate anumite conditii (Moroianu, 2006):

* cantitatea si calitatea educatiei masurate in numar de ani de studiu, procent din PIB
alocat educatiei, rata de participare scolara, rezultate, performante scolare sa fie ridicate,
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iar oferta educationala sa corespunda cerintelor actuale si de perspectiva ae pietei fortei de
munca;

» existenta unui mediu socio-economic si politic stabil si un ritm de crestere
economica accelerat;

» diferentele dintre venituri la nivel individual, salarizarea sa corespunda nivelului
de pregatire scolara si profesionala a individului.

Astfel, educatia detine un rol important Tn contextul societatii cunoasterii, care are
ca pilon de baza capitalul intelectual, respectiv creativitatea si inovarea, coroborate cu
formarea specialistilor pentru noua societate si participarea activa a acestora la procesele
de cercetare si inovare.

Tnvatamantul superior prin functiile sale: cercetare, predare/invitare si servicii pentru
comunitate trebuie sa anticipeze si sa raspunda la nevoile sociale si sa produca acea masa
de comunicatori si receptori care definesc o societate deschisa (Anton si Miron, 2010).

In contextul societiitii bazate pe cunoaster e, creareasi propagarea cunoasterii devin
factori primordiali ai cresterii economice, iar o populatie mai bine educata conduce la
conturarea de personalitati individuale, crearea de noi calificari si profesi, la cresterea
competitivitatii societatii in care activeaza.

Relatia dintre capitalul intelectual si societatea cunoasterii se poate prezenta ca o
relatie intre trecut si viitor (figura 1), adica intre fructele produse in prezent si abilitatea de
a produce aceste fructe in viitor. Capitalul intelectua care s-a dezvoltat (in trecut) in jurul
unel arhitecturi organizationale bazate pe o tehnologie data trebuie si fie permanent
adaptat schimbarilor organizationale pentru a raspunde (in prezent) agresiunilor factorilor
externi, impiedicand astfel difuzarea informatiilor si cunostintelor intre noile niveluri ae
organizatiel (in viitor) (Burlea, 2003).

ECOMNOMIA Capitalual
PRODUCTIEI organizational
Trecut ——
ECONOMIA [ﬁ
Present —— DEPIATA Capitalul straciural

ECDNOMIA
Vi CUNOSTIN- Capitalul nman
! TELOR l
CAPITAL ‘
INTELECTUAL

Figuranr. 1. Rolul capitalului intelectual intr-o organizatie
Sursa: Adriana Schiopoiu Burlea - Impactul capitalului intelectual asupra performangei organizariei,
Revista Informatica Economica, nr. 1(25)/2003, p. 120.

Tn timp capitalul intelectual s-a adaptat la schimbarile continue care s-au produs Tn
societate prin: intelegerea si luarea Tn considerare a reactiilor provocate de schimbare;
conturarea obiectivelor prioritare pentru o anumita perioada; stabilirea clara a rolurilor si
responsabilitatilor.

Pentru a putea fi gestionat ca mai eficient capitalul intelectual in societatea
cunoasterii, se impune un management a cunostintelor eficient care si identifice si sa
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evalueze ca ma bine potentialul acestor resurse intangibile si si creeze sisteme de
integrare si diferentiere care si conduca la o folosire cat ma eficienta a lor, in crearea de
val oare pentru consumatori si, respectiv, pentru societate.

Managementul bazat pe cunostinte poate fi privit ca un demers care angajeaza
actiuni strategice specifice, orientate spre motivarea organizatiei in directia acumularii si
valorificarii de noi cunostinte prin stimulareainvatarii continue (Stefanescu, 2006).

Un element de baza al managementului bazat pe cunostinte il constituie sprijinirea,
gestionarea si dezvoltarea capitalului intelectual in vederea atingerii de performante
financiareridicate si durabile.

4. Concluzii

Formar ea individului, manifesténdu-se ca o activitate sociala organizata in institutii
specializate, devine, aaturi de celelalte productii sociale, un sector distinct al economiei
societatii omenesti ce foloseste resurse limitate pentru a tine sub control parametrii
fundamentali ai dezvoltarii umane atét la nivel individual, cét si lanivel social-comunitar.

Suntem in fata unei probleme greu de rezolvat: problema educatiei pentru
cerintele societatii actuale, cand meseriile traditionale sunt abandonate sau necautate si
cand imediat apar altele noi. Se afirma tot mai mult ca principalul argument a dezvoltarii
economice il constituie cunoasterea, ca singura sursa reala de putere de acum Tnainte va fi
crearea de noi cunostinte. Ca efect, se poate afirma ca, accelerand difuzarea cunostintelor
in economia mondiala, calitatea resurselor se constituie Tn principala forta a
competitiel mondiale.

Aceste schimbari impun o optica revolutionara asupra educatiei, cu acordarea unei
importante deosebite pentru formarea initiala a individului, astfel pregatirea resurselor
umane este hotaratoare pentru progresul social, intr-o societate a cunoasterii prin care se
asigura bazele unel viitoare societati a constiintei, a adevarului, a moralitatii, a creativitatii
si aspiritului.
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USING THE GENERAL ELECTRIC/MCKINSEY MATRIX
IN THE PROCESSOF SELECTING THE CENTRAL AND
EAST EUROPEAN MARKETS

Nicolae-Rizvan Decusear i’

Abstract: Due to limited resources a company cannot serve all potential markets in the world in a
manner that all the clients to be satisfied and the business goals achieved, which is why the company should
select the most appropriate markets. It can focus on a single product market serving many geographic areas,
but may also decide to serve different product markets in a group of selected geographic areas. Due to the
large number and diversity of markets that can choose, analyze of the market attractiveness and the selection
the most interesting is a complex process. General Electric Matrix/McKinsey has two dimensions, market
attractiveness and the competitive strength of the firm, and aims to analyze the strengths and weaknesses of
the company in a variety of areas, allowing the company to identify the most attractive markets and to guide
managers in allocating resources to these markets, improve the weaker competitive position of the company
in emerging markets, or to draw firm unattractive markets. We can say that it is a very efficient tool for the
company being used by international market specialists, on one hand to select foreign markets for the
company, and on the other hand, to determine the strategy that the firm will be using to internationalize on
those markets. At the end of this paper we present a part of a larger study in which we showed how General
Electric Matrix/McKinsey it is used specifically in select foreign markets.

Keywor ds. external market selection, internationalize, competitiveness, international marketing

JEL Classification: M16, M31, M39.

1. Introduction

In order to internationalize, firms need to know exactly which markets they want to
enter, especially what entry strategy should be applied. Virtually all companies that are
present or intend to enter international markets support their marketing strategies on
identifying and choosing the best markets or market segments and, on this basis, they are
structuring their offer according to the specific conditions of these markets.

Due to limited resources a company cannot serve al potential marketsin theworld in
a manner that all the clients to be satisfied and the business goals achieved, which is why
the company should select the most appropriate markets. It can focus on a single product
market serving many geographic areas, but may also decide to serve different product
markets in a group of selected geographic areas. Due to the large number and diversity of
markets that can choose, analyze of the market attractiveness and the selection the most
interesting is a complex process.

Genera Electric Matrix/McKinsey Matrix is essentially an extension of the Boston
Consulting Group matrix. It was developed by McKinsey and Co. for General Electric
(http://www.busi ness-tool s-templates.com/General_Electric GE_mckinsey matrix.htm)
being recognized that Boston Consulting Group matrix was not flexible enough to consider
more complex problems.

2. Presenting the resear ch context and other approaches from theliterature

The matrix has two dimensions, market attractiveness and the competitive strength of
the firm, and aims to analyze the strengths and weaknesses of the company in a variety of
aress.

The determinants of market attractiveness. Managers judge the attractiveness of a
potentia or existing markets based on four broad sets of variables (Boyd and Walker, 1995):

1 Lect. univ. dr., Universitatea ,Constantin Brancoveanu” Pitesti, Facultatea Management Marketing tn Afaceri
Economice R&mnicu-Valcea
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= the market factors that reflect the characteristics of customers that form the market
in gquestion (the benefits they seek, their satisfaction with their current product
offering, their power in relation with the suppliers) and the factors that may shape
the potential market volume such as overall size, growth rate and life cycle stage;

= the economic and technological factors examine the capital and the technology the
company needs to compete on the market, plus structural variables such as: entry
and exit barriers - helping to shape the long-term competitiveness and the potential
profit;

» the competitive factors measure the number and the strengths of the existing
competitors in the market and they are taking into account the possibility for
competitive changes to occur in the future by the emergence of the replacement
products,

= finally, macro factors reflecting social and political constraints on the ability of the
company to compete profitably in a market such as government regulations or
interest groups.

Regarding the company's competitive position, market position factors are most
appropriate for evaluating the markets in which the company is already present because
they reflect the power of the current position of the company and product offerings,
compared with the existing competitors. The economic and technological factors may
indicate the actual or potential competitive advantage of the firm, deficiencies in obtaining
low cost of production (capacity used and the technological process) or a sustainable
product differentiation (high product technology or patent protection). Business skills may
reflect the strengths and weaknesses compared with competitors - such as a wider
distribution channel or limited financial resources in order to support the future growth.
The firms must also take into account the interactions, positive or negative, over target
markets. Such interactions resulting from sharing the activities or resources across markets
(eg, sharing sales force to cover more markets). (Danciu, 2005, Kotler and Armstrong,
2003; Hollensen 2004, Boyd and Walker, 1995)

Building General Electric / McKinsey Matrix implies five stages (Boyd and Walker,
1995):

1. Choosing the measurement criteria of market attractiveness and competitive
position.

2. Weighting market attractiveness and competitive position factors to reflect their
relative importance.

3. Evaluation of the current position of each potential target markets for each factor.

4. Designing the future position of each market based on expected trends of the
environment, customers and competition.

5. The assessment of the implications of any changes in business strategies and
resource requirements.

Genera Electric / McKinsey Matrix consist of nine fields (3 x 3). The fields in the
upper left corner (three in number) are the best markets that the company should enter. The
three fields from the diagona form the average attractive markets and, in the future, they
can climb in the category of best markets. Therefore, the firm must maintain the level of
investment in these markets. The last three fields, located in the lower right corner
represent the weakest markets in terms of attractiveness. The firms must consider not to
investing in these markets.

The result of this evaluation is the classification of countries / markets in different
categories (Hollensen 2004, Fleisher and Bensonssan, 2003):

- A class countries. These countries are primary markets that offer the best
opportunities for long-term strategic development. On these markets the company can
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establish a permanent presence, and should, therefore, undertake a detailed research
program. The strategy that the firm must pursue on these marketsis to invest and grow.

- B class countries. Countries in this class are secondary markets, where
opportunities are identified, but the political or economical risk is perceived to be too high
to achieve long-term irrevocable commitments. These markets will be managed in a more
pragmatic manner due to potential risks identified. In these markets the company pursues a
strategy of selective improvement or defensive strategy.

- C class countries. These markets are tertiary or "take as you can" type. They are
perceived as high risk market and therefore resource alocation is minimal. In such
countries the objectives are opportunistic and short-term established, therefore the
companies do not assume a real commitment. The strategy used here is to collect the
profits as soon as possible or to withdraw.

The managers must take into account a country as a possible target if it falls with a
very good score on at least one of the two dimensions and at least a moderate score in the
other dimension. However, firms may decide to enter the market in the second echelon, for
various reasons (Boyd and Walker, 1995):

- firms believe that markets attractiveness or their competitive force are likely to
improve in the coming years,

- they see these markets as steps that have to go through on their way to maor
markets;

- lessons learned will be useful in other markets etc.

3. Resear ch methodology

In the example below, we conducted an analysis, using General Electric / McKinsey
Matrix, of the externa markets potential from Centra and Eastern Europe in terms of
consumption of commodities and particularly those containing polyether polyols. The
purpose of this analysis is to highlight those markets that are the best in terms of firm’'s
export orientation. The analysis was carried out for 2011. Each of the two dimensions that
is market attractiveness and competitive strength of the company has ten indicators that
will be analyzed. To each indicator take it into account it is assigned a weighting, as
desired, depending on the significance of the activity for the company with a fairly
subjective character (Florescu et a, 2003). The sum of al indicators of each dimension
will be equal to 1. Further it is assessed the current position of each potentia target
markets on each indicator, giving a number between 1 and 5 points, then it will multiply
the number of points awarded indicator with its weight. Products obtained are added
together and atotal is made on each column (market).

The analysis took into account Bulgaria, Czech Republic, Russia, Slovakia, Slovenia
and Serbia, the data for these countries being presented in the table below. These markets
are not totally unknown for the company, but neither had a significant share in company’s
exports. Ukraine is already an important market for company’ s exports.

The analyzed indicators are:

= on market attractiveness:

1. GDP / capita because of its size affect the ability of people to buy consumer
goods, cars and homes. Slovenia has the highest GDP / capita of CEE countries analyzed,
followed by the Czech Republic, Slovakia, Russia, Bulgaria and Serbia.

2. Population. Its size affects market size. It is aso important the degree to which the
population evolves, that if demographic growth is on a increasing or decreasing trend.
Russia has by far the largest population group from the CEE countries analyzed (even
though demographic growth tends to decrease), followed at a great distance by the Czech
Republic, Bulgaria, Serbia, Slovakiaand Slovenia.
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Table no 1. Economic and demographic indicators

Bulgaria Czech_ Russia |Slovakia|Slovenia| Serbia
Republic

Population —7.037.935|10.177.300{142.517.670|5.483.088|1.996.617|7.276.604
inhabitants
GDP purchasing power| 102.700 | 289.600 | 2.422.000 | 129.000 | 59.250 | 80.040
parity (millions $)
GDP - per capita- $ 14.000 | 27.500 17.000 23.700 | 29.300 | 10.600
GDP-red growthrate(%)| 1,7 1,7 4,3 3,3 0,6 1,6
Inflation rate (%) 4,2 19 8,4 3,9 1,8 11,2
Consumer spending| 36.150,4 | 64.870,4 | 767.774 | 28.896 |14.575,5 -
(millions $)
Imports (millions $) 30.860 | 133.200 | 322.300 | 75.100 | 31.050 | 19.450

3. Consumer spending. Depending on the size of these spending, we can assess the
consumption level of consumer goods. However, a closer look may reveal the structure of
the consumption and especially the weight of the polyols based products in total consumer
goods. The highest level of consumer spending is recorded in Russia. It is followed in
ranking by the Czech Republic, Slovakia, Bulgaria, Serbia and Slovenia.

4. Intensity of competition takes into account the number of competitors who are
aready present in the analyzed CEE countries, as well as the volumes of polyether polyols
which these competitors are producing or exporting to these markets. By their geographical
location, the Czech Republic and Slovakia are closer to the polyether polyols producers
from Central and Western Europe. Companies such as Bayer, BASF, PCC Rokita, Dow
export to these markets. Therefore, competition is greater than the markets of Russia,
Bulgariaand Serbia.

5. Inflation rate determine the purchasing power of the population and the increase
of prices, having impact on consumption of consumer goods. For this indicator, the best is
the Czech Republic, followed by Slovenia, Slovakia, Bulgaria, Russiaand Serbia.

6. Market entry barriers. Take into account any existing barriers to market entry
and exit on the CEE countries analyzed. From the analysis were not identified barriers to
the export of polyether polyols.

7. Political stability has influence on the economic environment. Stable political
climate influences positively the firm's decision to export, especialy the export mode. At
the time of this research, the CEE countries analyzed there were no signs of political
instability.

8. Market sengitivity to economic changes. The more senstive a market is to
economic changes, the more difficult it adapts to various economic events, such as crises,
with negative repercussions on the economic climate. Thus, countries with a higher degree of
economic development, the Czech Republic, Slovenia and Slovakia have a lower sensitivity
to economic change, while Russia, Bulgaria and Serbia have a greater sengitivity.

9. The volume of imports shows the level of opening of the country to goods and
services coming abroad. Russia has the highest volume of imports of the CEE countries
analyzed, followed by the Czech Republic, Slovakia, Slovenia, Bulgaria and Serbia.

10. Environmental requirements consider environmental standards to be met by
each company and product in a particular market. For polyether polyols, environmental
requirements are standard and are considering production, transport and storage. The
company has an Integrated Quality and Environment Certificate according to
SO 9001:2001 and 1SO 14001:2004.
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= on competitive strength of the company:

1. The market share takes into account the part that company owns it on each of the
CEE countries analyzed. The company holds small shares on each of the markets analyzed
and varies significantly from year to year, being a sign that the company hasn’t show, until
now, a clear interest for these markets. Basically, the company's products have reached
these markets through indirect export.

2. The product quality shows how company can respond to quality requirements
imposed by the CEE countries analyzed, and by the competition. As mentioned above to
the environmental requirements, the company has an Integrated Quality and Environment
Certificate.

Tableno 2. General Electric/ McKinsey Matrix to select the most attractive markets
for the export of polyether polyols, having as main criteria the purchase of consumer goods

The Czech

dicators weight Bulge?rla. Repu_blic_ Rus?a | Slova.kla.
of NoteV\/elghtlng Notewe'ghtmg Notewe'ghtmg NoteWe|ght|ng
factors value value value value
1. GDP - per capita | 0,15 | 2 0,30 5 0,75 3 0,45 4 0,60
2. Population 015 | 3 0,45 4 0,60 5 0,75 2 0,30
3. Consumer pending | 0,15 | 2 0,30 4 0,60 5 0,75 3 0,45
g} 4. Intensity of 0,10 | 4 0,40 3 0,30 4 0,40 3 0,30
= competition
> |5. Inflation rate 010 | 3 0,30 5 0,50 2 0,20 4 0,40
S 6. Market entry 0,10 | 4 0,40 4 0,40 4 0,40 4 0,40
& |barriers
® |7. Political stability | 0,05 | 4 0,20 4 0,20 4 0,20 4 0,20
T 8 Maket sengtivityto | 0,10 | 3 0,30 4 0,40 3 0,30 4 0,40
& |economic changes
= |9. The volume of 005 | 2 0,10 4 0,20 5 0,25 3 0,15
imports
10. Environmental| 0,05 | 4 0,20 4 0,20 4 0,20 4 0,20
requirements
Score 1,00 | - 2,95 - 4,15 - 3,90 - 3,40
T_he Bulgaria Czech_ Russia Slovakia
Indicators weight — Repu_bllc_ — —
of Notewe'ghtmg NoteWe|ght|ng Notewe'ghtmg Notewe'ghtmg
factors value value value value
1. Themarket share 0,10 | 2 0,20 1 0,10 2 0,20 1 0,10
2. Theproduct qudity | 0,15 | 4 0,60 4 0,60 4 0,60 4 0,60
3. Price 015 | 4 0,60 4 0,60 4 0,60 3 0,45
competitiveness
4. Promatingproducts | 0,10 | 3 0,30 4 0,40 4 0,40 4 0,40
5. Digributionnetwork| 0,15 | 2 0,30 4 0,60 4 0,60 3 0,45
6. The degee off 0,10 | 3 0,30 4 0,40 4 0,40 4 0,40

mearket investigetion
7. The managerid| 0,05 | 4 0,20 4 0,20 4 0,20 4 0,20
and marketing staff
8. Flexibility and| 0,05 | 3 0,15 4 0,20 4 0,20 4 0,20
organization
9. Customer loyalty | 0,10 | 3 0,30 4 0,40 4 0,40 4 0,40
10. Technological 005 | 4 0,20 4 0,20 4 0,20 4 0,20
level

Competitive strength of the company

Score 1,00 | - 3,15 - 3,70 - 3,80 - 3,40
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3. Price competitiveness shows the company's ability to compete on the market,
through price. In principle, the firm faces price competition in the most analyzed CEE
countries.

4. Promoting products can be done by participating in specialized fairs and
exhibitions or by distribution network to the companies with which the company aready
has a contractual relationship for other chemical products. This network is more extended
in Russia and Czech Republic.

5. Distribution network. As mentioned in the previous paragraph, this network has
the largest expansion in Russia and the Czech Republic, followed by Slovakia, Slovenia,
Serbiaand Bulgaria

6. The degree of market investigation. For investigating the CEE countries markets
analyzed, the company is based on information obtained from the distribution network,
those from partners and specialized studies.

7. The managerial and marketing staff is well trained and experienced for export
activity.

8. Theflexibility and organization.

9. Customer loyalty. Basically, the company has no problems with its customer
loyalty.

10. Technological level of the firm is on a high level, especialy polyether polyols
production facilities were modernized in recent years.

Finally, from the initial set of markets, Slovenia has been removed because it has
the smallest population and Serbia has the lowest expected GDP / capita, and in addition,
there is no data on consumer spending.

Market attractiveness

High Medium Low
1,66 0

Strong

334 __|___________ _I_I_I_
Medium T "

1,66

Competitive strength of the

Weak

Figure no 1. Graphic representation of General Electric/ McKinsey Matrix to select
the most attractive markets for the export of polyether polyols, having as main criteriathe
purchase of consumer goods
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4. Results and discussion

Analyzing the data above, we can draw the following conclusions:

» The markets of Russia, Czech republic and Slovakia are seen as category A,
where the firm can invest with confidence. Following analysis of polyether polyols exports
in recent years, there have been small exports to these countries, most of them indirectly.

At least in the case of Russia, the construction sector recovery and production of cars
will result in a huge increase in demand for polyether polyols.

= Bulgarian market is a category B market with growth potential. Company may
develop exports to these markets, but they are not so strong in terms of demand for
polyether polyols, like Russia, Czech Republic and Slovakia.

= Since polyethers polyols became the second most important export product of the
company, providing a balanced portfolio of markets has become a necessity.

5. Conclusions

Now is the time for the company to move to direct export, giving up intermediaries.
Also it would be appropriate for the firm to open an agency on each market of Russian,
Czech Republic and Slovakia. Through these agencies the company can address potential
customers directly, without using intermediaries, which are not always well-intentioned.

However, through these agencies, the company may have access to information
about these markets and can receive full reports on market developments, not only in
general, but also those of polyether polyolsin particular. Thus, the company would be able
to neutralize, in part, some of its weaknesses, namely finding customers and poor and less
relevant market research.

The Russian market has not yet entered into the views of big Western European
polyether polyols producers. Although on this market will occur local producers of
polyether polyols, the market will continue to have a high absorption capacity.

By developing exports on the markets of Russia, Czech Republic and Slovakia, the
company can achieve a balanced portfolio of markets. That does not mean that the
company should abandon its current markets, but rather to secure exports, given that its
current markets drew attention to other competitorsin Central and Western Europe.

In this regard, the company would have to reorganize the marketing department and
to strengthen it with international marketing specialists that will have to handle either a
certain geographical areathat company is exporting on or a certain product.

Especially entering the Russian market should be done in such a manner in order to
enabl e the company to achieve significant market shares, especially now when competition
IS not so strong.
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UTILIZAREA MATRICEI GENERAL ELECTRIC/MCKINSEY TN
PROCESUL DE SELECTARE A PIETELOR EXTERNE

Nicolae Riizvan Decusear i'

Rezumat: Datorita resurselor limitate nicio firma nu poate servi toate piesele potenziale din lume,
astfel Incat clienvii sa fie satisfacuri, iar obiectivele firmel sg fie atinse, motiv pentru care firma trebuie sa
selecteze cele mai potrivite piere. Ea se poate concentra pe piaza unui singur produs, putand servi mai multe
zone geografice, dar poate, de asemenea, si decida sa serveasca diferite piere ale produsului Tntr-un grup
restrans de zone selectate geografic. Datorita numarului mare si diversitarii pierelor din care poate alege,
analiza atractivitarii pierelor si selectarii celor mai interesante este una complexa. Matricea General Electric
are doug dimensiuni, prima fiind atractivitatea piefei, iar cea de a doua, forfa competitiva a firmei si
urmareste analizarea punctelor tari i dabe ale firmel intr-o varietate de domenii, permifand firmel si
identifice cele mai atractive piefe, precum si si orienteze managerii Tn alocarea resurselor catre aceste piere,
si Tmbundtareasca poztia competitiva mai slaba a firmel pe pierele Tn dezvoltare, respectiv s scoata firma
de pe pierele neatractive.

Cuvinte cheie: selectarea pierelor, internagionalizare, competitivitate, marketing international

Clasificare JEL: M16, M31, M39.

1. Introducere

Pentru a se internationaliza, firmele trebuie sa stie exact pe ce piete vor sa patrunda si
mai aes ce dtrategie de patrundere trebuie sa aplice. Practic, toate firmele care sunt
prezente sau au intentia sa intre pe pietel e internationale isi sprijina strategiile de marketing
pe identificarea si alegerea celor mai potrivite piete sau segmente de piata si, pe aceasta
baza, isi structureaza ofertain concordanta cu conditiile specifice ale acestor piete.

Datorita resurselor limitate nicio companie nu poate servi toate pietele potentiale din
lume, astfel Tncét clientii sa fie satisfacuti, iar obiectivele firmei sa fie atinse, motiv pentru
care firmatrebuie si selecteze cele mal potrivite piete. Ea se poate concentra pe piata unui
singur produs, putand servi mai multe zone geografice, dar poate, de asemenea, sa decida
sa serveasca diferite piete ale produsului Tntr-un grup restréns de zone selectate geografic.
Datorita numarului mare si a diversitatii pietelor din care poate alege, analiza atractivitatii
pietelor si selectarii celor mai interesante este una complexa.

2. Prezentarea contextului cercetirii si a altor abordari din literatura de
Specialitate

Matricea General Electric este in esenta o extindere a matricei Boston Consulting
Group. Ea a fost dezvoltata de McKinsey and Co. pentru General Electric
(http://www.busi ness-tool s-templ ates.com/General_Electric GE_mckinsey _matrix.htm),
fiind recunoscut faptul ca matricea Boston Consulting Group nu a fost indegjuns de
flexibila pentru aluain calcul probleme mai complexe.

Matricea are doua dimensiuni, prima fiind atractivitatea pietel, iar cea de a doua,
forta competitiva a firmei, care urmareste analizarea punctelor tari si slabe ale firmei ntr-
0 varietate de domenii.

Factorii determinanti ai atractivititii pietei. Managerii judeca atractivitatea unei
piete potentiale sau actuale pe baza a patru seturi largi de variabile (Boyd si Walker, 1995):

= Factorii de piata, care reflecta caracteristicile clientilor ce formeaza piata in cauza
(beneficiile pe care acestia le cauta, gradul de satisfactie al acestora cu oferta curenta de
produse, puterea lor Tn raport cu furnizorii) si factorii care ar putea formavolumul potential

1 Lect. univ. dr., Universitatea ,Constantin Brancoveanu” Pitesti, Facultatea Management Marketing tn Afaceri
Economice R&mnicu Valcea
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a pietei, cum ar fi dimensiunea sa globala, rata de crestere, precum si stadiul ciclului de
viata.

= Factorii economici si tehnologici examineaza capitalul si tehnologia de care o
firma are nevoie pentru a concura pe piata, plus variabilele structurale, cum ar fi bariere de
intrare si iesire — care gjuta la modelarea competitivitatii pe termen lung si a profitului
potential.

= Factorii concurentiali masoara numarul si punctele forte ale concurentilor
existenti pe piata si iau In considerare posibilitatea de a aparea schimbari competitive in
viitor prin aparitia produselor de inlocuire.

= In cele din urma, factorii macromediului reflecta constrangerile sociale sau
politice asupra capacitatii firmei de a concura in mod profitabil Tntr-o piata, cum ar fi
reglementarile guvernamentale sau grupurile de interese.

In privinta pozitiei competitive a firmei, factorii pozitiei pe piati sunt cei mai
potriviti pentru evaluarea pietelor pe care firma este deja prezenta, deoarece el reflecta
puterea pozitiel actuale afirme si oferta de produse, in comparatie cu concurentii existenti.
Factorii economici si tehnologici pot indica avantajul competitiv actual sau potential al
firmel, deficientele in obtinerea de costuri reduse in productie (capacitatea utilizata si
procesul tehnologic) sau o diferentiere durabila a produsului (o tehnologie superioara de
produs sau de protectie a brevetului). Abilitatile de afaceri pot reflecta punctele forte sau
slabe Tn raport cu concurentii, cum ar fi un canal de distributie ma extins sau resurse
financiare limitate pentru a sustine cresterea economica viitoare. De asemenes, firmele
trebuie si ia in considerare si interactiunile, pozitive sau negative, de-a lungul pietelor
tintd. Asemenea interactiuni rezulta din Tmpartirea activitatilor sau resurselor de-a lungul
pietelor (de exemplu, utilizarea in comun a fortel de vanzare pentru a acoperi mai multe
piete) (Danciu, 2005; Kotler si Armstrong, 2003; Hollensen 2004; Boyd si Walker, 1995).

Construirea matricei General Electric/McKinsey presupune parcurgerea a cinci etape
(Boyd si Walker, 1995):

1. Alegereacriteriilor de masurare a atractivitatii pietel si pozitiei competitive.

2. Ponderarea factorilor atractivitatii pietei si pozitiel competitive pentru a reflecta
importanta lor relativa.

3. Evaluarea pozitiei curente afiecarel piete tinta potentiale pe fiecare factor.

4. Proiectarea pozitiel viitoare a fiecarel piete pe baza tendintelor preconizate ale
mediului, clientilor si concurentei.

5. Evaluarea implicatiilor eventualelor schimbari in strategiile de afaceri si in
cerintele de resurse.

Matricea McKinsey/General Electric este formata din noua campuri (3 x 3).
Campurile aflate in coltul din stanga-sus (in numar de trel) reprezinta pietele cele mai bune
pe care firma ar trebui sa intre. Cele trei cABmpuri aflate pe diagonala formeaza pietele cu
atractivitate medie si care, in viitor, pot urca in categoria celor mai bune piete. De aceea,
firmatrebuie sa-si mentina nivelul investitiilor pe aceste piete. Ultimele trei cdmpuri, aflate
in coltul din dreapta-jos, reprezinta pietele cele ma slabe din punctul de vedere a
atractivitatii. Firmanu trebuie sa se géndeasca sa investeasca pe aceste piete.

Rezultatul acestei evaluari 1l reprezinta clasificarea tarilor/pietelor in categorii
distincte (Hollensen 2004; Fleisher si Bensonssan, 2003):

- tarile de clasa A. Ele sunt pietele primare, care ofera cele mai bune oportunitati

pentru dezvoltare strategica pe termen lung. Pe aceste piete firmaisi poate stabili
0 prezenta permanenta, trebuind, de aceea, sa realizeze un program amanuntit de
cercetare. Strategia pe care firma trebuie si 0 urmareasca pe aceste piete este de
investire sau crestere.
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- tariledeclasa B. Tarile din aceasta clasa sunt piete secundare, unde oportunitatile
sunt identificate, dar riscul politic sau economic este perceput ca fiind prearidicat
pentru a realiza angajamente irevocabile pe termen lung. Aceste piete vor fi
gestionate intr-o maniera mult ma pragmatica datorita riscurilor potentiale
identificate. Pe aceste piete, firma urmareste o strategie de imbunatatire selectiva
sau o strategie defensiva.

- tarile de clasa C. Aceste piete sunt tertiare sau de tipul ,ia cét poti”. Ele sunt
percepute ca fiind cu risc foarte ridicat, de aceea alocarea resurselor este minima.
Obiectivele Tn asemenea tari sunt oportuniste si stabilite pe termen scurt, firmele
nu-si asuma un angajament real. Strategia utilizata in acest caz este de culegere cat
mai rapida a profiturilor sau de renuntare.

Managerii trebuie sa iain calcul o tara cafiind o tinta posibila numal daca aceasta se
incadreaza cu un punctaj foarte bun lacel putin unadintre cele doua dimensiuni si cel putin
un puncta) moderat la cealata dimensiune. Totusi, firmele pot decide si intre pe pietele
aflate Tn esalonul doi, din diferite motive (Boyd si Walker, 1995):

- firmele cred ca atractivitatea pietelor sau forta lor competitiva au sanse de a se

Tmbunatati Tn urmatorii ani;

- ele vad aceste piete ca pasi pe care trebuie sa-i parcurga in drumul lor catre
pietele mari;

- experientele acumulate le vor fi utile pe ate piete etc.

3. Metodologia cer cetarii

In exemplul de ma jos, am redizat o analiza, utilizand Matricea General
Electric/McKinsey, a potentialului pietelor externe Central si Est Europene, din punctul de
vedere a consumului de bunuri de larg consum si in special a celor care contin polioli-
polieteri. Scopul acestel analize este acela de a evidentia acele piete are sunt cele mai bune
din punctul de vedere al orientarii exporturilor firmei. Analiza a fost efectuata pentru anul
2011. Fiecare dintre cele doua dimensiuni ale sale, atractivitatea pietei si forta
competitiva a firmei, are un numar de zece indicatori care vor fi supusi analizei. Fiecarui
indicator luat Tn considerare i se atribuie un coeficient de ponderare, dupa preferinta, n
functie de interesul activitatii pentru firma, avand un caracter destul de subiectiv (Florescu
et al, 2003). Suma tuturor indicatorilor de pe fiecare dimensiune va fi egala cu 1. Se
evalueaza, In continuare, pozitia curenta a fiecarel piete tintd potentiale, pe fiecare
indicator, acordandu-se un numar de puncte cuprins intre 1 si 5, dupa care se va inmulti
numarul de puncte acordate indicatorului, cu ponderea sa. Produsele astfel obtinute se
Tnsumeaza si se realizeaza un total pe fiecare coloana (piata).

Andiza a luat in calcul Bulgaria, Cehia, Rusia, Slovacia, Slovenia si Serbia, datele
referitoare la aceste tari fiind prezentate in tabelul de mai jos. Aceste piete nu sunt total
necunoscute firmel, dar nici nu prezentau o pondere semnificativa in exporturile firmel.
Ucraina este dgja o piata importanta pentru exporturile firmei.

Indicatorii analizati, vor fi:

» |aatractivitatea pietei:

1. PIB/locuitor, deoarece marimea acestuia influenteaza capacitatea populatiei de a
achizitiona bunuri de larg consum, masini si locuinte. Slovenia are cel ma ridicat
PIB/locuitor dintre tarile Central si Est Europene analizate, urmata de Cehia, Slovacia,
Rusia, Bulgariasi Serbia.

2. Popularia. Marimea acestela influenteaza marimea pietei. De asemenea, este
important si gradul Tn care evolueaza populatia, respectiv dacia sporul demografic
Tnregistreaza o tendinta de crestere sau descrestere. Rusiainregistreaza, de departe, cea mal
mare populatie din grupul tarilor Centra si Est Europene analizate (chiar daca sporul
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demografic are tendintad de scadere), urmata la mare distanta de Cehia, Bulgaria, Serbia,
Slovaciasi Slovenia

Tabelul nr. 1. Indicatori economici si demografici

Bulgaria| Cehia Rusia |Slovacia|Slovenia| Serbia
Populatia - locuitori 7.037.935(10.177.300|142.517.670|5.483.088|1.996.617|7.276.604
PIB masurat la paritatea| 102.700 | 289.600 | 2.422.000 | 129.000 | 59.250 | 80.040
puterii de cumparare

(milioane $)

PIB / locuitor - $ 14.000 | 27.500 17.000 23.700 | 29.300 | 10.600
Crestereareala aPIB 1,7 1,7 4,3 3,3 0,6 1,6
(%)

Rata de crestere a 4,2 19 8,4 39 18 11,2
inflatiel (%)

Cheltuielile de consum | 36.150,4 | 64.870,4 | 767.774 | 28.896 |14.575,5 -
(milioane $)

Volumul importurilor 30.860 | 133.200 322.300 75.100 | 31.050 | 19.450
(milicane $)

3. Cheltuielile de consum. Tn functie de marimea acestor cheltuieli, se poate evalua
nivelul consumului de bunuri de larg consum. Totodatd, o analiza mai amanuntita poate
evidentia structura consumului si, mai aes, ponderea produselor pe baza de polioli Tn
totalul bunurilor de larg consum. Cel ma ridicat nivel a cheltuielilor de consum se
Tnregistreaza in Rusia. Ea este urmata in clasament de Cehia, Slovacia, Bulgaria, Serbia si
Slovenia

4. Intensitatea concurensel are in vedere numarul de firme concurente care se gasesc
dejain tarile Central si Est Europene analizate, precum si volumele de polioli polieteri pe
care acesti concurenti le realizeaza sau le exporta catre aceste piete. Prin pozitia lor
geografica, Cehia si Slovacia sunt mai apropiate de producatorii de polioli polieteri din
Europa Centrala si de Vest. Firme precum Bayer, Basf, PCC Rokita, Dow exporta pe
aceste piete. De aceea, concurenta este mai mare decét pe pietele Rusiel, Bulgariel si
Serbiel.

5. Rata inflasiel determina puterea de cumparare a populatiel, precum si nivelul de
crestere a preturilor, cu repercusiuni asupra consumului de bunuri de larg consum. La acest
indicator, cel mai bine sta Cehia, urmata de Slovenia, Slovacia, Bulgaria, Rusiasi Serbia.

6. Barierele la intrarea pe piara. Au in vedere orice tip de barierele de intrare si
iesire existente pe pietele tarile Central si Est Europene analizate. Din analiza efectuata nu
au fost identificate bariere in calea exportului de polioli-polieteri.

7. Sabilitatea politica are influenta asupra mediului economic. Climatul politic
stabil influenteaza, in mod pozitiv, decizia de export a firmei, dar mai ales modul de
export. La momentul realizarii acestel cercetari, in tarile Central si Est Europene andlizate
nu existau semne de instabilitate politica.

8. Sengbilitatea pierei la schimbarile economice. Cu cét o piata este ma sensibila la
schimbarile economice, cu atét aceasta se adapteaza mai greu diverselor evenimente
economice, cum ar fi crizele, cu repercusiuni negative asupra climatului economic. Astfel,
tarile cu un grad mai ridicat de dezvoltare economica, Cehia, Slovenia si Slovacia au o
sensibilitate mai mica la schimbarile economice, in timp ce Rusia, Bulgaria si Serbia
prezinta o sensibilitate mai mare.
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9. Volumul importurilor arata gradul de deschidere al tarii catre bunurile si serviciile
provenite din exteriorul tarii. Rusia are cel mai ridicat volum a importurilor dintre tarile
Central si Est Europene analizate, urmata de Cehia, Slovacia, Slovenia, Bulgariasi Serbia.

10.Cerinele ecologice au n vedere normele ecologice pe care trebuie sa le respecte
fiecare firma si produs pe o anumita piata. Tn cazul polioli-polieterilor, cerintele ecologice
sunt standard si au in vedere producerea, transportul si depozitarea. Firma are Certificat
Integrat Calitate-Mediu conform 1SO 9001:2001 si SO 14001:2004.

» |aforta competitiva afirmei:

1. Cota de piara urmareste partea pe care o detine firma pe fiecare din tarile Central
si Est Europene analizate. Firma detine cote mici pe fiecare din pietele analizate si care
variaza semnificativ de la un an la atul, semn ca firma nu a prezentat, pana in acest
moment, un interes clar pentru aceste piete. In principal, produsele firmei au ajuns pe
aceste piete prin intermediul exportului indirect.

2. Calitatea produselor arata modul in care firma poate sa raspunda cerintelor de
calitate impuse de tarile Central si Est Europene analizate, precum si de catre concurenta.
Asa cum mentionam si la cerintele ecologice, firma are Certificat Integrat Calitate-Mediu.

3. Competitivitatea prin prer priveste capacitatea firmel de a face fata concurentel
existente pe piata, prin intermediul pretului. Tn principiu, firma face faga preturilor
concurentilor Tn majoritateatarilor Central si Est Europene analizate.

Tabelul nr. 2. Matricea Genera Electric/McKinsey pentru selectarea celor mai
atractive piete pentru exportul de polioli-polieteri, avand casi criteriu principal
achizitiade bunuri de larg consum

Ponder eal Bulgaria Cehia Rusia Slovacia
Indicatori . Valoarea Valoarea Valoarea Valoarea
factorilorNota ponderata Nota ponderata Nota ponderata Nota ponderata
1. PIB/locuitor 0,15 2 0,30 5 0,75 3 0,45 4 0,60
2. Populatia 0,15 3 0,45 4 0,60 5 0,75 2 0,30

3. Cheltuielilede| 0,15 2 0,30 4 0,60 5 0,75 3 0,45
consum
4. Intensitatea 0,10 4 0,40 3 0,30 4 0,40 3 0,30
concurentel

'g, 5. Ratainflatiel 0,10 3 0,30 5 0,50 2 0,20 4 0,40
‘5 |6. Barierela 0,10 4 0,40 4 0,40 4 0,40 4 0,40
§ |intrarea pe piata
® (7. Stabilitate 0,05 4 0,20 4 0,20 4 0,20 4 0,20
> |politica
S [8. Sensibilitatea 0,10 3 0,30 4 0,40 3 0,30 4 0,40
2 piete la

schimbarile

economice

9. Volumul 0,05 2 0,10 4 0,20 5 0,25 3 0,15

importurilor

10. Cerinte 0,05 4 0,20 4 0,20 4 0,20 4 0,20

ecologice

Scor 1,00 - 2,95 - 4,15 - 3,90 - 3,40
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Bulgaria Cehia Rusia Slovacia

. . [Ponderea
Indicatori : Valoarea Valoarea Valoarea Valoarea
factorilor Nota ponder ata Nota ponder ata Nota ponder ata Nota ponder ata
1. Cota de piata 0,10 2 0,20 1 0,10 2 0,20 1 0,10
2. Célitatea 0,15 4 0,60 4 0,60 4 0,60 4 0,60
produsel or
3. 0,15 4 0,60 4 0,60 4 0,60 3 0,45
Competitivitatea
prin pret
- 4. Promovarea 0,10 3 0,30 4 0,40 4 0,40 4 0,40
£ |produselor
& |5. Reteauade 0,15 2 0,30 4 0,60 4 0,60 3 0,45
© |distributie
2 |6. Gradul de 0,10 3 0,30 4 0,40 4 0,40 4 0,40
g |investigatie al
£ pietel
8 |7. Personal 0,05 4 0,20 4 0,20 4 0,20 4 0,20
@, [managerial si de
E marketing
8. Flexibilitatesi | 0,05 3 0,15 4 0,20 4 0,20 4 0,20
organizare
9. Fidelitatea 0,10 3 0,30 4 0,40 4 0,40 4 0,40
clientilor
10. Nivel 0,05 4 0,20 4 0,20 4 0,20 4 0,20
tehnologic
Scor 1,00 - 3,15 - 3,70 - 3,80 - 3,40

4. Promovarea produselor se poate face prin participarea la targuri si expozitii cu
specific sau prin reteaua de distributie catre firmele cu care firma are dea relatii
contractuale pentru ate produse chimice. Aceasta retea este mult mai extinsa in Rusia si
Cehia

5. Rereaua de distribusie. Asa cum mentionam la punctul anterior, aceasta retea are
ceamal mare extindere in Rusiasi Cehia, urmate de Slovacia, Slovenia, Serbiasi Bulgaria.

6. Gradul de investigasie al pierei. In investigarea pietelor tarilor Central si Est
Europene analizate, firma se bazeaza partial pe informatiile obtinute de la reteaua de
distributie, pe cele de la parteneri si pe studii realizate de firme de specialitate.

7. Personalul managerial si de marketing este unul bine pregatit si cu experienta in
activitatea de export.

8. Flexibilitatea si organizarea.

9. Fidelitatea clienyilor. Tn principal, firma nu are probleme cu fidelitatea clientilor
Ssai.

10. Nivelul tehnologic a firmei este unul ridicat, in specia instalatiile de producere a
polioli-polieterilor fiind modernizate in ultimii ani.

In final, din setul initial de piete, Slovenia a fost eliminata datoritd faptului ca are

populatia cea mai mica, iar Serbia are cel mai scazut PIB/loc. previzionat si, in plus, nu
exista date privind cheltuielile de consum.
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Atractivitatea pietei
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Forta competitiva a firmei

Slaba

Figura nr. 1. Reprezentarea grafici a Matricii Genera Electric/McKinsey pentru
selectarea celor mai atractive piete pentru exportul de polioli-polieteri, avand drept criteriu
principal achizitia de bunuri de larg consum

4. Rezultatesi discutii
Analizand datele de mai sus, putem desprinde urmatoarel e concluzii:

* Pigtele Rusiei, Cehiel si Slovaciel sunt vazute ca fiind piete de categorie A, pe
care firma poate investi cu incredere. Urmarind analiza exportului de polioli-polieteri n
anii trecuti, s-au facut mici exporturi catre aceste tari, marea majoritate dintre ele in mod
indirect.

Cel putin Tn cazul Rusie, revenirea sectorului constructiilor si a productiei de
autoturisme vaduce la o crestere foarte mare a cererii pentru polioli-polieteri.

» Piata Bulgariei se gaseste in cadrul pietelor de categorie B, avand potential de
crestere. Firma poate sa-si dezvolte exportul catre aceste piete, dar ele nu sunt asa de
puternice din punctul de vedere a cererii de polioli-polieteri, ca si Rusia, Cehia si
Slovacia.

= Avand in vedere ca polioli-polieterii au devenit al doilea produs ca importanta in
exporturile firmei, asigurarea unui portofoliu echilibrat de piete a devenit o necesitate.

5. Concluzii

Acum este momentul ca firma sa treaca la exportul direct, renuntand la intermediari.
De asemenea, ar fi indicat cafirmasi-si deschida céte o agentie, pe piata Rusiei, Cehig si
Slovaciel. Prin intermediul acestor agentii, firmafsi poate aborda potentialii clienti Tn mod
direct, fara a mai fi nevoie sa se apeleze la intermediari, care nu sunt intotdeauna bine
Intentionati.
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Totodata, prin intermediul acestor agentii, firma poate avea acces la informatiile
despre aceste piete, putand primi rapoarte complete referitoare nu numa la evolutia
pietelor in ansamblu, ci si a celor de polioli-polieteri Tn mod specia. Astfel, firma ar reusi
si neutralizeze, partial, o parte din punctele sale dabe, respectiv gasirea de clienti si
studiile de piata slabe si putin relevante.

Piata Rusieél nu aintrat inca n vederile marilor producatori vest-europeni de polioli-
polieteri. De asemenea, pe aceasta piata vor aparea producatori locai de polioli-polieteri
dar, si cu acesti producatori, piata va avea o capacitate de absorbtie ridicata.

Prin dezvoltarea exportului pe pietele Rusiel, Cehiel si Slovacie, firma poate gjunge
la obtinerea unui portofoliu echilibrat de piete. Asta nu inseamna ca firma sa abandoneze
pietele sale actuale, ci, mai degraba, sa-si securizeze exporturile, Tn conditiile Tn care
pietele sale actuale au atras atentia si altor concurenti din Europa Centrala si de Vest.

In acest sens, firma ar trebui Si-si reorganizeze departamentul de marketing si si-|
consolideze cu specialisti de marketing international, care sa se ocupe fie de anumite zone
geografice pe care firma exporta, fie de un anumit produs.

n specia patrunderea pe piata Rusiei trebuie si se faci de asa maniera, Incat si-i
permita firmei obtinerea unei cote importante de piata, ma aes acum cand concurenta nu
este asa de puternica.
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CONTENT MANAGEMENT SYSTEMs(CMS) OPEN SOURCE
WEBSITES

Marinela Lazirical
Florin Dediu®

Abstract: Firms need flexible software applications, which may be adaptable to dynamic changes of
the modern business environment; they also need more control over their software costs, security and trust in
purchased and implemented software. Moreover, they need to be free of individual software vendors and
license costs for the software, etc. The solution of this problem consisted in open source applications and
open source technology has proven that it can often provide high-quality software being a challenge for old
model s of software devel opment and maintenance.

The first content management system was announced in the late 90s. The offer of such software
systemsis varied and each of them has its own characteristics. Thisrequires a comparative analysis of viable
open-source systemsin order to choose the most appropriate imposed goals.

In this context, the paper illustrates the use of an open source content management system, like
WordPress, to develop a content site in design of websites and analyze its characteristics.

K eywor ds: software open source, content management system - CMS

JEL classification: L17, L86

1. Open sour ce software: CM S — content management systems

Not long time ago, open source software in the enterprise was a controversial topic.
Conference panels and industry experts questioned the integrity of mixing open source
with commercial and proprietary code.

Firms need for greater agility and flexibility, and more control over their software
costs, coupled with their fear of technology obsolescence, is driving them to loosen the ties
to individual software vendors and traditional software licensing models.

Companies need flexible software applications, and adaptable to dynamic changes of
the modern business environment, they need more control over their software costs,
security and trust in purchased and implemented software, they need to be independently
of individual software vendors and traditional software licensing models, etc. The solution
of this problem consisted of open source applications and open source technology has
proveen that it can often provide high-quality software and this is a challenge for old
models of software devel opment and maintenance.

Reference Foundation of open source community is FSF - Free Software Foundation
was founded in 1984 (http://www.fsf.org/about/). Richard Stallman, founding president,
affirms that software should be open source software, only in this way it can develop
software world in particular and society in genera: through free access to previous
research. Stallman aso clearly distinguishes between free access to source code (source
code available to copy, to use, redistribution and modification of parts to resolve the error
code or its growth potential) and those free software (which costs nothing) but are not open
source software because they don’'t alow the access of its source code
(http://en.wikipedia.org/wiki/Open_source_software). Starting from the famous exampl e of
Richard Stallman "Think of Free Software as free speech, not free beer”, on has become
established the practice to refer the two meanings of the english word "free" such as "free
asin speech” or "free asin beer”.

1 PhD Lecturer, , Constantin Brancoveanu” University of Pitesti, Faculty of Management Marketing Tn Economic Affairs
- Braila, mlazarica@yahoo.com

2 Bachelor of Science - Economics, Economist, ,, Constantin Brancoveanu” University of Pitesti, Faculty of Management
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Open source software promotes innovative work and also creative work.

A web presenceis critical for almost any website, but its development process can be
discouraging. It can be discouraging because it involves significant financial and human
resources, technical knowledge and the finished product must be obtained in a very short
time. Nevertheless, after the website running, it still needs to keep up with maintenance,
updates and desirable new features. This is where an open source Content Management
System (CMS) demonstrates that it is useful.

A CMS is a software package that allow the development of websites that can be
quickly and easily updated by non-technical staff members (Quinn, Gardner-Madras,
2010). These open source systems are created and supported by a community of
developers, and can be downloaded without cost. Both their feature sets make open source
systems particularly attractive to nonprofits.

Currently, there are several viable open source systems but all the time not also
widely used. Therefore, it requires a comparative analysis of existing CM S packages in the
market to be chosen that package that will enable the development of website according to
customer requirements.

As comparison criteriait includes: technical resources (web hosting and installation),
use of CMS, flexibility, detailed structure of software package helpsto find certain lines of
code which can be modified to adapt the package to customer requirements, using short
lines of code helps to customize the website without excessive waste of time for
understanding the source code, the database must have an organized structure and must be
compactly, a hosting control panel (cPanel) with an easy-to-use interface, the range of add-
on modules (free or not) which helps to customize the content of website, the smplicity of
coding a custom theme and its implementation in website, safety and security of data,
community of people who offer support.

The chart below (chart no.1) shows the market share of the most popular applications
in the category CMS based on the number of installations detected by Wappalyzer in the
past 90 days.

Other 9 3%
1C-Bitrix 2 %
Datalife Engine 2 % N %
TYPO33 %~ "\

Drupal ¢ % ——

" WordPress 56 %

-~
Joomla19% —

Chart no. 1. Most popular CM S packages (http://wappal yzer.com/categories/cms)

2. Implementing websites using Wor dPress tool

After analyzing the characteristics of the most popular CMS tools
(http://www.comentum.com/drupal -vs-joomla-cms-comparison.html),  WordPress  was
chosen for devel opment the proposed site.

To download the WordPress package, we access the officiad website
(http://wordpress.org), "Download" section. Using the hosting control panel (cPanel), we
upload the package archive (.zip) to hosting account.

76



After purchasing the Web domain (http://e-prodesign.net/) and hosting account, we
log into hosting control panel (cPanel) with information provided by host company, we
check the Web domain, we create a database using the database management system
MySQL, we create a database user and assigning that user a password, we assign the user
to the database and the necessary database privileges.

The WordPress installation is running. First, the Web domain is accessed, after that
we complete and confirme the required data (user and password for logging into the
control panel of the site, e-mail of site administrator and indexing in search engines Google
and Tehnorati), if al the information are correct the installation is finished.

After that, we access the hosting control panel by entering username - admin and
password. WordPress interface can be seen in the figure below (fig. no. 1). The site content
(Web pages, articles, files, etc) can be also seen in the control panel.
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Fig. no. 1. cPanel of WordPress.

If the WordPress features are not right for meeting the requirements identified in the
design of website, the source code of the created object can be adapted and modified.
Further we will present a situation like this.

After several researches on websites specialised in graphic themes for WordPress
and customer requirements, we chose the theme of Redemption. This graphic theme
respond to Web 2.0 trend and predominant colors of blue and gray. Nevertheless, it doesn’'t
fully complies the requirements of the web page structure. To adapt the theme of these
requirements, it modify the php file of theme and will use short codes WordPress.

After creating website content by following the structure established in the design
process, it is necessary to display in the header the categories of items. In the original form
the theme Redemption displays only pages (fig. no. 2) and not the categories of items.
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Redemption

Home  About  Parent Page  Sub Fag

Fig. no. 2. Original form of theme Redemption

To identify the php code which displays pages, first we inspect the code of shown
HTML element (fig. no. 3).

Deschideti linkul intr-o fild noud
Deschideti inkul intr-o Fereastrd noud
Deschideti linkul intr-o Fereastra incognito
Salvati link-ul ca. ..

Copiati adresa linkului

Fig. no. 3. The examination of HTML code

After this step, the browser displays the HTML code of the item selected for
inspection, and other information about its encoding (fig. no. 4) and the link to CSS file
(Cascading Style Sheets - externa file that completes the style of an element).
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Fig. no. 4.
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We take the beginning of division as a mark:

<div id="catmenucontainer">

<div id="catmenu">

These lines of code are searched in header.php file of theme and will copy to create
another identical division.

In header.php file identify the following lines of code:

<div id="catmenucontai ner">

<?php wp_nav_menu( array( 'container_id" => 'catmenu’,'theme_location' =>
‘primary','fallback_cb'=>")); ?>

</div>

The highlighted code line is the php syntax that the system will display a list of
pages. After creating a copy of the division, we have the following lines of code:

<div id="catmenucontainer">

<?php wp nav_menu( array( 'container_id' => ‘catmenu’,'theme location' =>
‘primary’, fallback_cb'=>")); 2>

</div>

<div id="catmenucontainer">

<?php wp_nav_menu( array( 'container_id' => 'catmenu’,'theme_location' =>

‘primary','fallback_cb'=>")); ?>

</div>
We replace the highlighted

line of code with the syntax: w&b Des
<?php Fortofoliu si blog §

wp_list_categories(‘'sort_column
=name&title li=& depth=4"); 7>

This syntax displays a list CV.  Contag
of categories and subcategories
with a maximum depth of 4
levels of subcategories.

After performing the above
operations, two identical
divisons will appear but with
different elements, one displays
pages, the other displays categories (fig. no. 5).

Any Web page can be ssimply edited by selecting it in the control panel followed by
change.

Promoting a website is one of the keys to success in an online business. SEM -
Search Engine Marketing, online marketing subcategory, meaning both: classica
advertising (offline) and online advertising. SEO techniques - Search Engine Optimization,
belong to these SEM practices, their purpose being that, depending on the budget available,
sites reach as high positions in search engines.

One useful modules offered by WordPress is All in One SEO Pack which allows
adding / modifying three types of meta important tags of on-page optimization (title,
description and keywords) in the hosting control panel (fig. no. 6).

Google Intrebari sira

Fig. no. 5. Thefinal form of the header area
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Fig. no. 6. Setting title, description and keywords for the page Services

On-page SEO is a process that is carried throughout the design and the development
of the Website. This service includes:
- Highlighting of some keywords in the content of the text:
border keyword/keywords in the strong tag
<hZrServicii gratuite</hi>
<ulx
<lir<strong>Consultanta gratuitd </scrongs</liz
<ful>

- Layout of content
- Choosing a conclusive title consistent with the text page
- Generating appropriate meta tags and implementing basic functions that will help
search engine crawlersto find the site
<meta name="description” content="Descrierea pe scurt a continutului” />
<meta name="keyword” content="Cuvinte cheie importante”’ />
<h1>Titlu</h1> , <h2>, <h3>
The supervision of the advertising campaign and the improving of the search engines
was made through statistical services. Google Analytics -
http://www.google.com/anaytics/, GTop - http://www.gtop.ro and Webmaster Tools (fig.
no. 7).
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Fig. no. 7. Last four months traffic report

The first target in terms of the promotion was to reach the first position in the list of

search by keywords "web design Braila" (fig. no. 8). This goa was accomplished before
the deadline of six months.
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Fig. no. 8. The position of the site on the first page of search results for the keyword
"web design braila"
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For the development and the publishing of this website we should consider some
investment costs such as:
* purchase a Web domain
Because the area of interest is web design it was chosen an appropriate web domain:
www.prodesign.net. Web domains such as .net cannot be purchased on an unlimited
period. These domains are reserved for a defined period of time for which is paid an annual
fee of seven euros.
* purchase a hosting plan
ShopHost.ro was chosen for this service and as a hosting package - medium, at a cost
of $ 4 and includes: 2000 MB disk space, 20 000 MB monthly traffic, parked domains, e-
mail and unlimited databases.

3. Conclusion

According to the research in the field of open-source applications, it has shown that
thisisatrueideologica movement.

When referring to the category of open-source content management systems (CMS)
which were used in the development of websites, the offer of such systems is very varied.
Therefore, it requires a comparative analysis of existing CMS packages in the market in
order to choose that package that will enable the development of website according to
customer requirements.

For amost any firm, a web presence is critical, the devel opment process of websites
involves significant financial and human resources, technical knowledge and the final
product must be obtained in a very short time. This is where an open source Content
Management System (CMS) demonstrates that it is useful.

In this paper we exemplified the use of an open source content management system,
WordPress, which was used to develop a website. The aim was to confirm significant
market share (56%) of WordPress.

In our opinion, the WordPress features which can support the market share are:
technical resources, flexibility, detailed structure of software package, using short lines of
code helps to customize the website without excessive waste of time for understanding the
source code, a hosting control panel (cPanel) with an easy-to-use interface, the range of
add-on modules (free or not) which helps to customize the content of website, support
forums,

In conclusion, we may assert that such a system simplifies the development of
websites, offering flexibility, low-costs but it also requires technical knowledge to
customize themes and templates provided by it.
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SISTEME DE MANAGEMENT DE CONTINUT (SMC) OPEN-
SOURCE PENTRU WEBSITE-URI

Marinela Lazirical
Florin Dediu®

Rezumat: Firmele au nevoie de aplicarii flexibile, adaptabile schimbarilor dinamice ale mediului de
afaceri modern, au nevoie de mai mult control asupra costurilor softului, siguransa si incredere in softul
achizizionat si implementat, au nevoie de libertate faza de furnizorii de software, fara de licenre etc. Soluria a
congtat Tn aplicariile open source, iar tehnica open source a dovedit deseori ca poate furniza software de
calitate, constituind o provocare pentru vechile modele de dezvoltare si de mentenanya.

Primul sistem de management al conyinutului a fost anunzat la sférgitul anilor *90. Oferta actuala de
astfel de sisteme software este variata, iar fiecare are propriile caracteristici. Acest fapt impune o analizi
comparativa a sistemelor viabile Tn scopul alegerii celui mai potrivit obiectivelor impuse.

Tn acest context, lucrarea de fasa exemplifici modul de utilizare a unui sistem de management de
conginut open source, si anume WordPress, ih dezvoltarea unui site de conginut avand ca domeniu de interes
design-ul web s analizeazi caracteristicile acestuia.

Cuvinte cheie: software open source, sistem de management de consinut - SMIC

Clasificarea JEL: L17, L86

1. Softwar e open sour ce: pachete SM C — sisteme de management de continut

Nu cu mult timp Th urma, software-ul open source era o tema controversata. Lucrarile
expuse la conferinte si expertii din industrie discutau despre integritatea mix-ului de open
source si programe proprietare.

Nevoia organizatiilor de o mai mare flexibilitate si de un control asupra costurilor
legate de software, impreuna cu teama datorata uzurii morale a tehnologiilor 1T, a dus la
scaderea atractivitatii ofertantilor individuali de software si a modelelor traditionale de
software licentiat.

Firmele au nevoie de aplicatii flexibile, adaptabile schimbarilor dinamice ae
mediului de afaceri modern, au nevoie de mai mult control asupra costurilor softului,
siguranta si incredere n softul achizitionat si implementat, au nevoie de libertate fata de
furnizorii de software, de licente etc. Solutia a constat Tn aplicatiile open source, iar tehnica
open source a dovedit deseori ca poate furniza software de calitate, constituind o provocare
pentru vechile model e de dezvoltare si mentenanta.

Fundatia de referinta pentru comunitatea open source este FSF — Free Software
Foundation aparuta in 1984 (http://www.fsf.org/about/). Richard Stallman, fondatorul
acesteia, afirma ca software-ul trebuie si fie open source, numai n acest mod se poate
dezvolta lumea software Tn specid si societatea in general: prin acces liber la cercetarile
anterioare. Acedlasi Stallman face distinctia clara intre accesul liber la codul sursa
(disponibilitatea codului sursi la copiere, utilizare, redistribuire si modificarea unor parti de
cod Tn scopul rezolvarii de erori posibile sau dezvoltarii acestuia) si acele produse software
gratuite, dar care nu sunt open source pentru ca nu li se poate accesa codul sursa
(http://ro.wikipedia.org/wiki/Software_cu_surs%C4%83_deschis%C4%83). Pornind de la
celebrul exemplu a lui Richard Stallman "Think of Free Software as free speech, not free
beer" (,Gandiri-va la Free Software ca la libertatea cuvantului, nu ca la bere oferita

1 Lector universitar doctor, Universitatea , Constantin Brancoveanu” Pitesti, Facultatea de Management Marketing in
Afaceri Economice Briila, mlazarica@yahoo.com.

2 Economist, absolvent al Universititii , Constantin Brancoveanu” Pitesti, Facultatea de Management Marketing in
Afaceri Economice Briila.
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gratuit”), s-a incetatenit practica de a se face referire la cele doua sensuri ae cuvantului
englezesc "free" ca"free asin speech” sau "free asin beer".

Programele open source promoveaza muncainovativa, creativa.

O prezenta web este critica pentru aproape orice website, dar procesul de creare alor
poate fi descurgant. Poate fi descurgant pentru ca implici resurse semnificative
financiare, umane, cunostinte tehnice, iar produsul finit trebuie obtinut ntr-un timp foarte
scurt. Si totusi, toate aceste nu sunt suficiente pentru ca, dupa implementare va trebui tinut
pasul cu intretinerea, actualizari si caracteristici dezirabile noi. Este cazul Tn care un
software open source, un instrument de tip SMC isi demonstreaza utilitatea.

Un SMC este un pachet software care permite crearea rapida de site-uri web ce pot fi
usor actualizate/editate de membrii personalului non-tehnic (Quinn, Gardner-Madras,
2010). Sistemele open source sunt create si sustinute de o comunitatea de dezvoltatori, si
pot fi descarcate fara costuri. Ambele seturi de caracteristici ale acestora fac din sistemele
open source solutii de luat Tn considerare.

In prezent, exista o serie de sisteme open source viabile, dar care nu sunt la fel de
utilizate pe scara larga. De aceea, se impune 0 analiza comparativa a pachetelor SMC
existente n piata pentru a putea fi ales acel pachet care si permita obtinerea site-ului
conform cerintelor clientilor. Printre criteriile de comparatie, se pot enumera: resurse
tehnice (sistemul de gazduire si modul de instalare), modul de utilizare, flexibilitate,
structura detaliata a fisierelor componente ale sistemului ce gjuta la gasirea anumitor linii
de cod ce vor fi modificate pentru adaptarea sistemului la cerintele clientului, folosirea
unor linii de cod scurte care gjuta la personalizarea site-ul fara o pierdere de timp excesiva
privind intelegerea codului sursa, baza de date trebuie sa aiba o structura organizata si
compacta, un panou de administrare complet si prietenos cu utilizatorul (user-friendly),
multitudinea de module (atét gratuite, cét si contra-cost) ce gjuta la personalizarea site-ululi,
usurinta Tn codarea unel teme personalizate si implementarea sa in cadrul site-ului,
securitatea si siguranta datelor si fisierelor, forumurile de suport.

Graficul de mai jos (graficul nr.1) arata cota de piata a celor mai populare aplicatii
din categoria SMC-urilor bazata pe numarul de instalari detectate de Wappalyzer in
ultimele 90 de zile.

Other 9 %
1C—Bitrim 2 %
Datalife Engine 2 % ~_ |

TYPO3 3% ~
s

Drupal & % -

" WordPress 56 %

Joomla 19 % —

Grafic nr. 1. Cele mai populare pachete SMC (http://wappal yzer.com/categories/cms)
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2. Implementarea site-urilor de continut folosind instrumentul Wor dPr ess

In urma analize caracteristicilor celor ma  populare instrumente SMC
(http://www.comentum.com/drupal -vs-jooml a-cms-comparison.html), sa ales
instrumentul WordPress pentru dezvoltarea site-ului propus.

Pentru a intra in posesia pachetului WordPress, se acceseaza site-ului oficial al
platformei (http://wordpress.org), sectiunea ,,Download”. Utilizand interfata cPanel a
furnizorului de servicii de gazduire, se incarca pachetul in format arhivat (.zip) pe contul
aferent domeniului.

Dupa achizitionarea domeniului (http://e-prodesign.net/) si a contului de gazduire, se
face autentificareain panoul de control a furnizorului de gazduire conform datelor primite,
se verifica domeniul, se creeaza baza de date folosind sistemul de gestiune MySQL, se
creeaza un nou utilizator cu drepturi privind modificarea bazei de date.

Urmeaza instalarea instrumentului WordPress. Astfel, mai intd se acceseaza
domeniul, se completeaza si se confirma datele cerute (utilizator si parola pentru
autentificarea in panoul de control a site-ului, adresa de e-mail a administratorului si
indexarea site-ului Tn motoarel e de cautare Google (/i Tehnorati), se finalizeaza instalarea.

Dupa instalarea WordPress-ului, se acceseaza panoul de control prin introducerea
numelui de utilizator — admin si parole. Interfata pachetului software WordPress se poate
vedeain figurade mai jos (fig. nr. 1). Tn panoul de control se poate vedeasi continutul site-

ului: paginile Web, articolele, fisierele, etc.
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WordPress 3.5 Release Candidate 22 noiemibrie 2012

The first release candidate for WordPress 3.5 is now available. Ye hope fo ship WordPress
3.5 in bwo weeks. But to do that, we need your help! If you haven'ttested 3.5 yel, there's no time
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Alts noutdti WordPress &

Fig. nr. 1. Panoul de control a instrumentului WordPress

In cazul In care facilitatile oferite de pachetul WordPress nu sunt suficiente pentru
indeplinirea cerintelor impuse si identificate Tn procesul de proiectare a site-ului, se
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recurge la adaptarea si modificarea codului sursi aferent obiectului creat. in continuare, am
prezentat o astfel de situatie.

In urma cautirilor efectuate pe site-urile specidizate in teme grafice pentru
WordPress si a cerintelor clientului, am guns la alegerea temel Redemption. Aceasta tema
respecta trendul grafic Web 2.0 precum si culorile predominante de albastru si gri. Totusi,
nu respecta n totalitate cerintele de structurare a paginii Web pe zone de interes. Pentru a
adapta tema la aceste cerinte se intervine asupra fisierelor de tip php ale temei si se vor
utiliza coduri scurte WordPress.

Dupa crearea continutului respectand structura site-ului stabilita in procesul de
proiectare, este necesara afisarea in zona de interes antet si categoriile articolelor. Dar Tn
forma initiala, tema Redemption afiseaza doar paginile (fig. nr. 2), nu si categoriile
articolelor.

Redemption

Home  About  Parent Page  Sub Fag

Fig. nr. 2. Formainitiala atemel Redemption

Pentru a identifica codul php care afiseaza paginile, se inspecteaza in prima faza
codul elementului HTML &fisat (fig. nr. 3)

Deschideti linkul inkr-o fild noud
Deschideti linkul inkr-o fereastrd nous
Deschideti linkul inkr-o Fereastrd incognito
Salvati link-ul ca. ..

Copiati adresa linkului

Inspectati elementul

Fig. nr. 3. Inspectarea codului HTML al elementul ui

Dupa acest pas, navigatorul, afiseaza in partea de jos codul HTML a elementului
selectat pentru inspectie, precum si ate informatii privind codarea acestuia (fig. nr. 4) si
legatura cu fisierul CSS (Cascading Style Sheets — fisier extern ce definitiveaza stilul unui
element).
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Fig. nr. 4.

Ca punct de reper vom luainceputul diviziunii:

<div id="catmenucontainer">
<div id="catmenu">

Aceste linii de cod se cauta in fisierul header.php (antet) a temei si se va copia

pentru a creanca o diviziune identica.

In fisierul header.php identificaim urmatoarele linii de cod:

<div id="catmenucontainer">

<?php wp_nav_menu( array( 'container_id' => 'catmenu’,'theme_location' =>

‘primary','fallback_cb'=>")); ?>
</div>

Linia de cod subliniata reprezinta sintaxa php prin care sistemul va afisa o lista a
paginilor. Dupa creareaunei copii ae diviziunii, vom avea urmatoarele linii de cod:

<div id="catmenucontainer">

<?php wp _nav_menu( array( 'container_id" => ‘catmenu’,'theme_ location’

‘primary','falback_chb'=>")); 7>
</div>
<div id="catmenucontainer">

<?php wp_nav_menu( array( 'container_id" => 'catmenu’,'theme_location’

‘primary','fallback_cb'=>")); ?>
</div>

Liniade cod subliniata 0 vom Tnlocui cu sintaxa:
<?php wp_list_categories('sort_column=name&title li=& depth=4"); 2>

Aceasta sintaxa va afisa o lista a
categoriilor si  subcategoriilor cu o
adancime maxima de 4 niveluri de
subcategorii.

Dupa efectuarea operatiunilor de
ma sus, vom avea ca rezultat doua
diviziuni identice, dar care vor dfisa
elemente diferite, una paginile, cealdta
categoriile (fig. nr. 5).

Orice pagina Web se poate edita
foarte smplu prin selectarea acesteia n
panoul de control urmata de modificare.

Web Des

Faortofoliu si blog ¢

CV. Contag

Google  Intrebari sira

Fig. nr. 5. Formafinala a zonei de antet

Il
V
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Promovarea unui Site reprezinta una dintre cheile succesului ntr-o afacere lansata Tn
mediul online. SEM - Search Engine Marketing, subcategorie a marketingului online,
Tnseamna deopotriva: publicitate clasica (offline) cét si publicitate online. Tehnicile SEO -
Search Engine Optimization apartin de aceste practici de SEM, scopul lor fiind ca, in functie
de bugetul disponibil, site-urile si atinga pozitii c& mai inalte in motoarel e de cautare.

Unul dintre modulele utile oferite de WordPress este All in One SEO Pack - modul
ce permite adaugarea/modificarea celor trel tipuri de meta taguri importante optimizarii on-
page (titlu, descriere si cuvinte cheie) din cadrul panoului de control (fig. nr. 6).
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Muafin dacicn cf nnarantint malbioaadia

Calech2
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All in Cne SEC Pack

Upgrade to All in One SEO Pack Pro Version

Servicii Web Design Braila
Title:
26 characters. Most search endines use a masimum of 60 chars for the title

Description:

0 characters. Most search engines use a maximum of 160 chars Tor the description
Keywords (comma separated): consultanta gratuita, suport gratuit, web design, seo, promova

Title Attribute:

Wizual | HTHL

Cioma salvata la 17:46:12. Ultima editare de Dediu Fanel-Florinin 3 martie 2011 13 11:63 AM
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Salut, Dediu Fanel-Florin &
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Fig. nr. 6. Setareatitlului, descrierii si cuvintelor cheie aferente paginii Servi ci}'

SEO on-page este un proces care se realizeaza pe tot parcursul proiectarii si
implementarii site-ului. Acest serviciu presupune:

- accentuarea

unor cuvinte cheie 1in

cadrul

continutului  textului:

Tncadrarea cuvantului cheie sau afnsiruirii de cuvinte cheie in tagul strong

<hZ>S3ervicii gratuite</hZx
<ul>

<lir><atrong>Consultanta gratuitd </strong></li>

<ful>

- asezarea in pagina a continutului

- alegerea unui titlu concludent in concordanta cu textul paginii

- generarea unor meta tag-uri adecvate si implementarea unor functii de baza ce vor
guta crawlerele motoarel or de cautare sa gaseasca site-ul.

<meta name="description” content="Descrierea pe scurt a continutului” />

<meta name="keyword” content="Cuvinte cheie importante”’ />

<h1>Titlu</hl> , <h2>, <h3>
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fost

facuta

prin  intermediul

de datistici: Google Anaytics
http://www.google.com/anaytics, GTOP — http://www.gtop.ro si Webmaster Toals (fig. nr. 7).
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Fig. nr. 7. Raportul traficului pe ultimele patru luni

Ca prima tinta din punct de vedere a promovarii, a fost atingerea primel pozitii

Monitorizarea campaniei de promovare si optimizare pentru motoarele de cautare a
serviciilor

n

lista cautarii dupa cuvintele cheie "web design braila’ (fig. nr. 8). Acest obiectiv a fost
Tmplinit Tnainte de termenul de 6 luni.
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Afla Pretul unui Site Profesional |

Eree Website Builder

W WORDP. CamY

Make your own wehsite in minutes,
It's Free,Easy,Fast and Powerful

Web design si padini web
. eimag.ro/

Imaging Plus creare optimizare si
promovare site Tel. 0780.30.24.24

Web Design & Development
ot ind

Custom websites at §595

Quality assured & an time delivery

Design Pagini Web
wne ulise.rofweb- desiqn

o

Fig. nr. 8. Pozitiasite-ului pe prima pagina arezultatelor cautarii dupa cuvantul cheie
»Web design braila’
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Pentru creareasi publicarea site-ului, trebuie luate Tn considerare si cateva costuri de
investitie cum ar fi:
e achizitiadomeniului
Pentru ca domeniul principal este designul web, s-a ades ca domeniu www.e-
prodesign.net. Domeniile .net nu pot fi achizitionate pe o perioada de timp nelimitata.
Acestea se rezerva pe perioade definite de timp pentru care se plateste o taxa anuala de 7
euro.
e achizitiaunui plan de gazduire
S-aaes ShopHost.ro pentru acest serviciu si, ca pachet de gazduire — medium, cu un
cost de 4 USD, care include: 2000 MB spatiu pe disc, 20 000 MB trafic lunar, domenii
parcate, adrese de e-mail si baze de date nelimitate.

3. Concluzii

Conform studiilor efectuate in domeniul aplicatiilor de tip open-source, s-a
demonstrat faptul ca acesteareprezinta o adevarata miscare ideol ogica.

Daca ne referim la categoria de sisteme de management de continut (SMC) de tip
open-source utilizate Tn dezvoltarea de site-uri, oferta de astfel de sisteme este foarte mare.
De aceea, se impune o0 analiza comparativa a pachetelor SMC existente pe piata pentru a
putea fi ales acel pachet care sa permita dezvoltarea de site-uri conform cerintelor
beneficiarilor.

Pentru orice firma, prezenta Web este critica, procesul de dezvoltare a site-ului
implica resurse semnificative financiare, umane, cunostinte tehnice, iar produsul finit
trebuie obtinut Tntr-un timp foarte scurt. Este cazul in care un software open source, un
instrument de tip SMC Tsi demonstreaza utilitatea.

Tn aceasta lucrare s-a exemplificat utilizarea unui sistem de management de continut
de tip open-source, WordPress, in procesul dezvoltarii unui site. Scopul afost acela de a
confirma cota semnificativa de piata (56%) detinuta de acesta. Printre caracteristicile
WordPress ce sustin aceasta cota de piata se numara: resurse tehnice impuse, flexibilitate,
structura detaliata afisierelor, folosirea unor linii de cod scurte care gjuta la personalizarea
site-ul fara o pierdere de timp excesiva privind intelegerea codului sursa, un panou de
administrare complet si prietenos cu utilizatorul (user-friendly), multitudinea de module
(atét gratuite cét si contra-cost) ce gjuta la personalizarea site-ului, forumurile suport.

Conchizand, putem afirma ca un astfel de sistem ssimplifica procesul de dezvoltare de
website-uri, ofera flexibilitate, implica costuri scazute, dar necesita si cunostinte tehnice
necesare personalizarii temelor si template-urilor puse la dispozitie de acesta
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