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Leading high performance organisations is the attribute of those leaders capable of using, as motivat-
ing argument, the distribution of power at the level of the organisation members or, as attitudinal argument, 
the efficiency. In fact, it is about the positioning of the organisation manager in relation to people or to 
particular tasks. The individual power temptation can isolate the leader if this is inadequately distributed, 
being non-compliant with the people’s merits. We should consider the large range of power components, 
relating to: position, authority, expertise, resource owner, in general, information owner, in particular etc. In 
order to allow an equitable distribution of power, it is essential for the monitoring, control and assessment 
process to be impeccably achieved.  We can refer to the double side of processes: quantitative and qualitative. 
From such perspective, the quantitative and qualitative indicator can define the road of the organisation to 
performance. The difficulty of the correct positioning of the organization manager between “doing what 
is right – efficacy” and “doing it right – efficiency” reveals the extent of the talent of the manager to reach 
equilibriums. Equilibrium does not reflect just stability but the search among the multitudes of the states 
of a system, of those moments fit for analysis. The searches are keys for finding answers to the challenges 
faced by the organisation. People imply both assumed roles and used competences. Hence, leadership remains 
a form by which the organisation can identify the right routes to achieve its goals.   

Prof. Ph.D. Paul Marinescu

The capital of relationships at the level of an organisation
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Trends In Funding Higher Education In 
Romania And EU

~ Ph. D. Candidate Raluca Mariana Dragoescu (The Bucharest University of Eco-
nomic Studies,6 Piata Romana, 1st district, Bucharest, 010374, Romania)
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Abstract: Education is one of the determinants of the economic growth in any state, education fund-
ing representing thus a very important aspect in public policies. In this article we present the general prin-
ciples of funding higher education in Romania and how it evolved over the last decade, stressing that the 
public higher education has been consistently underfunded. We also present an overview of the evolution 
of the main statistical indicators that characterize higher education in Romania, the number of universities 
and faculties, the number of students, number of teachers, revealing discrepancies between their evolution 
and the evolution of funding. We compared the funding of higher education in Romania and EU countries 
highlighting the fact that Romania should pay a special attention to higher education to achieve the perfor-
mance of other EU member countries.

Key words: higher education, education statistics, education funding
JEL Classification: I21, I22, I23
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1. Introduction

Higher education is a key factor in the 
preparation of human resources and makes 
an important contribution to a country’s 
economic growth (Barro and Sala-I-Martin, 
1995), (Barro, 2013), (Barro, 2002). For this 
reason, funding higher education is a decisive 
factor with major influence on the formation 
of highly skilled human resources that will 
help sustain economic growth of a country 
(McMahon, 1999). In this article we present 
some developments of financing education 
in general and especially higher education in 
Romania compared to other EU countries.

The main legal framework for the fi-
nancing of higher education in Romania 
is the National Education Law no. 1/2011, 
with subsequent amendments. Under the 
law there are two major sources of funding 
of education: state budget and own income, 
which can be used autonomously by univer-
sities. According to the law, public higher ed-
ucation funding is achieved through public 
funds based on a set of requirements.

According to the National Education 
Law, revenue for higher education institu-
tions in Romania come from the Ministry of 
Education under a certain contract for ba-
sic funding, complementary funding and 
additional funding, the achievement of in-
vestment objectives, funding allocated on a 
competitive basis for institutional develop-
ment, funds allocated on a competitive basis 
for inclusion and social protection of stu-
dents’, grants and own revenues, interest, 
donations, sponsorships and fees charged 
under the law to Romanian or foreign person, 
and other sources. These revenues are used 
by higher education institutions in terms of 
university autonomy, in order to achieve 

their obligations under the state policy in the 
field of education and university research.

Basic funding is made on a multiannual 
basis, throughout a study program and funds 
are granted to the higher education institu-
tions on the basis of an institutional agree-
ment between the Ministry of Education and 
each university separately. Depending on the 
destination of expenditures, complementary 
funding consists in three categories: accom-
modation and food subsidies, funds allocated 
based on priorities and specific rules for fa-
cilities and other capital expenditure and re-
pairs, funds allocated on a competitive basis 
for university’ scientific research. According 
to article 197 from the National Education 
Law, the government encourages excellence 
in higher education institution by providing 
additional funding in the amount of not less 
than 30 % of the amount allocated to national 
public universities as basic funding based on 
quality criteria and standards established by 
the National Council for Financing of Higher 
Education and approved by the Ministry of 
Education.

According to article 197, paragraph 2 
a separate fund shall be granted for institu-
tional development, from the budget allo-
cated by the Ministry of National Education. 
Institutional development fund addresses 
the performance of higher education insti-
tutions in each category and is distributed 
based on competitive criteria and interna-
tional standards.

2. Romanian higher education in 
figures

In Romania, at the beginning of the 
2012-2013 academic year there was a total 
of 107 universities of which 56 state (public) 
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universities and 51 private universities ac-
credited or provisionally (Tempo database, 
2014). In these 107 universities there were 596 
faculties of which 405 in public education. 
The evolution of the number of faculties in 
public and private universities in the period 
1990-2012 is shown in Figure 1 (data on pri-
vate education available since 1996).

One can note that in public education 
the number of faculties experienced an up-
ward trend until 2006 when there were 558 
registered faculties, and their number de-
creased reaching the value of 405 in 2012.

Figure 1. The number of faculties in Romanian universities during 1990-2012

Data source: NIS, Tempo database

In terms of number of students, it in-
creased from 192810 in 1990 to 464592 in 
2012. In Figure 2 we show the evolution of 
the total number of students, the number of 
students in public universities and private 
universities respectively.

The number of students has seen a sharp 
increase until 2007 (907253 students in 2007), 
and due to both the economic crisis and de-
mographic factors that number dropped to  
464592 in 2012.
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Figure 2. The number of students during 1990-2012 in Romania

Data source: NIS, Tempo database

According to data published by NIS at 
the beginning of the academic year 2012-2013 
there were 27555 teachers of which 23805 in 
public education. They accounted for about 
55% of all employees in the universities. 
Among those holding a teaching position 
in the higher education system in Romania 
about 86% were employed on a full-time ba-
sis in public universities in 2012.

This percentage has remained fairly 
constant in the period 2000-2012, know-
ing values of about 88 % during 1995-2000. 
At the beginning of the 2012-2013 academic 
year the majority of people employed served 
as Lecturer (9517 persons) followed by those 
who held the position of Assistant Professor 
(7109 people). Figure 3 presents the evolution 

of the number of teachers in 1990-2012 in 
Romania, both in public education and the 
private sector. It can easily be observed that 
in this period there was a gap between the 
number of students and number of teachers, 
the number of students increasing much fast-
er than the number of teachers. Thus, in 1990 
the ratio of the number of students and num-
ber of teachers was 13.84 , while in 2012 this 
ratio has a value of 16.86 with a maximum of 
28.38 in 2007. These figures indicate the mas-
sification of higher education in Romania 
but was not correlated with a corresponding 
increase in resources necessary to the pub-
lic higher education system, characterized 
by underfunding (Andrei, 2010), (Andrei, 
2010b), ( Andrei, 2010c ), (ARACIS, 2009).
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3. The overall evolution of financing 
higher education system in Romania

During the period 1999-2011, in 
Romania funding the public universities was 
based on Ministerial Order no. 3132 of 19 
January 1998, which provides the basic prin-
ciple “funding follows the student”. After the 
adoption of the Law of National Education 
in 2011, CNFIS changed its methodology of 
funding public universities following a num-
ber of elements which will allow the com-
parison of funding. CNFIS proposals were 
implemented partially in 2012 and they are 
based on the number of equivalent student 
and unit equivalent student (CNFIS, 2013).

Taking into account currently interna-
tional existing practices funding of education 
is examined in terms of its various sources 
(public and private funding sources), and in 
terms of different categories of costs involved 

(direct costs and indirect costs of university 
education).

Public expenditure on higher education 
come exclusively from the state budget al-
lowing easy monitoring, and cover a number 
of direct or indirect costs (CNFIS, 2013). This 
class includes basic funding, complementa-
ry funding, additional funding, some of the 
University’s revenue, excluding fees charged 
to students and sponsorships, donations 
from individuals or private entities. Private 
expenditure come from other sources than 
the state budget and usually covers some 
indirect costs attributable to the activities of 
students in universities.

Annual basic funding allocated from 
the state budget as proposed CNFIS grew in 
the period 2003-2009, then the value of this 
funding has decreased continuously until 
2012. Table 1 shows the number of equiva-
lent students considered for the development 

Figure 3. The evolution of the number of teachers in higher education in Romania during 1990-2012

Datasource: NIS, Tempo database
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funding proposals, and the total amount al-
located as basic funding. It is found that 
there is a considerable difference between 
the amount of basic funding and total 

expenditure recorded with higher education 
which means that universities had to provide 
significant extra-budgetary funds (CNFIS, 
2013).

Year Number of equivalent 
students

Number of unit equivalent 
students

Basic funding (mil. 
RON)

2003 381385 633.15
2004 386248 847.26
2005 388571 1041.24
2006 362282 572984 1175.35
2007 375188 605667 1680.73
2008 380848 614391 1947.30
2009 396160 641609 1950.04
2010 416824 670113 1908.68
2011 433849 699464 1710.61
2012 437228 1675.28

Table 1. Core funding in higher education in Romania

Data source: CNFIS, 2013.

An important criterion that led to the 
funding of higher education from the state 
budget by 2011 was to allocate funds based 
on qualitative components. In 2011 there 
were a total of 17 quality indicators (IC) who 
had a share of about 30% in basic funding. 
Among quality indicators, the most impor-
tant was IC6 - the level performance in scien-
tific research.

Basic funding of public universities in 
Romania has experienced an upward trend 
from the value of 617 million lei in 2003 to 
1709 million lei in 2011 (CNFIS, 2013). If this 
trend is corrected with inflation and purchas-
ing power, the amount allocated in 2011 as 
the basic funding is only 5% higher than that 
allocated in 2003 while the number of stu-
dents increased from 381385 equivalent stu-
dents in 2003 to 433849 in 2011 indicating a 
constant underfunding higher education sys-
tem in Romania.

In Table 2 we present the evolution of 
funding per equivalent student and per unit 
equivalent student. If we consider only the 
nominal values then it can be said that fund-
ing has increased but these figures corrected 
for inflation shows only a slight increase in 
funding per equivalent student in 2011 com-
pared to 2003 and a decrease in funding per 
unit equivalent student in 2011 compared to 
2006.

In 2012, funding of higher education in-
stitutions has been conducted by Ministerial 
Order 3998/2012 which states that after allot-
ment corresponding to doctoral grants the 
rest of the funding from the state budget will 
be allocated as follows: 68% basic funding, 
30.55% additional funding (including the 
funding based on excellency 25%) and 1.5% 
funding for institutional development. Thus, 
the basic funding allocated was 1,063,855,350 
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lei and the additional funding was allocat-
ed 500,637,812 lei of which 78% for addi-
tional funding based on excellence and 22% 
for the remaining components of additional 
funding.

4. Higher education funding at 
European level

In terms of education spending as a 
whole, in Romania, the share of education 
expenditure in GDP ranged from 3.37% in 
1999 to a maximum of 4.25% in 2007, values 
that are below the European average of 4.86 
% in 1999, 4.95% in 2007 and 5.44% in 2010 
(Eurostat database, 2014).

Year Allocation per equivalent student 
(lei)

Allocation per unit equivalent 
student (lei)

2003 1660.13
2004 2193.56
2005 2679.66
2006 3244.30 2051.28
2007 4479.70 2775.01
2008 5113.06 3169.48
2009 4922.35 3039.30
2010 4579.10 2848.30
2011 3942.87 2445.60

Table 2. The allocation per equivalent student and unit equivalent student

At European level there is an increase in 
the share of education expenditure in GDP 
while in Romania it was an oscillating evolu-
tion: decreases from 3.38% in 1996 to 2.88% 
in 2000 and then increase to 3.51% in 2002 , 
followed by a further decrease to 3.45% in 
2003 (European Commission, 2011). Then fol-
lows a period in which this percentage drops 
to 3.28% in 2004 and then increase steadily 
from 3.48% in 2005, to 4.25% in 2007, 4.24% in 
2009, followed by a decrease to 3.53% in 2010 
and 3.07% in 2011 likely due to the economic 
downturn.

Figure 4 shows the evolution of the 
percentage of GDP allocated to education 
for Romania and for the EU27 in the period 

1999 to 2011 (no data available for Romania 
in 2006 and 2008).

Although at the European level the per-
centage of GDP allocated to education is con-
stantly over 5% after 2000, in Romania it has 
had a fluctuating trend never reaching the 
European average.

To perform a comparative analysis of 
education systems in various countries, in-
ternational organizations such as the OECD 
and the European Commission gather com-
parable data as a system of statistical in-
dicators (European Commission, 2013). 
Unfortunately, Romania is among the few 
countries who do not submit complete data 
on the funding of the education system, 
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being thus excluded from most international 
analyzes (European Commission/Eurydice, 
2010).

Regarding the share of higher education 
expenditure in GDP, in Romania it ranged 
between 0.68% in 2002 and 1.20% in 2008. The 
European average percent has always been 
higher than the values recorded in Romania, 
only in 2007 the value recorded in Romania 
(1.12%) surpassing the EU27 average (1.11%).

Public expenditure on education ex-
pressed as a percentage of GDP can be 

viewed as a measure of the degree to which 
governments are committed to developing 
highly skilled human resources (Dragoescu, 
2013a). These expenses comprises current 
and capital spending of the educational in-
stitutions, loans to students, subsidies and 
transfers to non-profit organizations or pri-
vate companies that offers educational activi-
ties (Savova, 2013).

Figure 4. Expenditure on education as % GDP for Romania and EU27

Datasource: Eurostat
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Figure 5. Public expenditure on higher education as a percentage of GDP in Romania and EU27

The last complete data set available on 
Eurostat database shows that in 2010 the 
EU27 average public education expenditure 
was 5.44 % of GDP, but there are large differ-
ences between member states in terms of per-
centage of GDP allocated to education: while 
Denmark allocates 8.80 % of GDP to educa-
tion, Romania has allocated only 3.53% of 
GDP education in 2010 being one of the lowest 
percent among EU27 countries (Dragoescu, 
2013b). The percentage of GDP allocated to 
total and higher education (ISCED 5 and 6) 
expenditures for EU27 countries are plotted 
in figure 6. The higher education public ex-
penditure ranges between 2.41% of GDP for 
Denmark and 0.61% of GDP for Bulgaria.

Regarding the time evolution of educa-
tion spending, countries like France, Italy, 
Portugal, Denmark, Finland and Sweden 
have constantly maintained their level in 
the period 2000-2007 and after 2007, in re-
sponse to the economic crisis, education ex-
penditure increased (except Italy) (Eurydice, 
2013). Another group of countries formed by 
Germany, Belgium, Netherlands, Austria, 

Poland, Slovenia recorded a slight increase 
in the expenditure on education in the peri-
od 2000-2007 and after 2007 this level contin-
ues to rise while a third group of countries 
(Bulgaria, Romania, Czech Republic, Estonia, 
Ireland, Spain, Latvia, Lithuania, Hungaria, 
UK), although recorded significant increases 
in the period 2000-2010 in the amount of pub-
lic expenditure to education, after 2007 have 
evolved very different. Romania recorded 
the largest decrease in public expenditure on 
education in real terms, during 2008-2010, 
the reduction being about 40% .

5. Conclusions

The economic crisis of recent years has 
had a significant effect on the educational 
systems of EU countries (EACEA, 2012). On 
the one hand, increasing unemployment in 
many EU countries leads to an increasing de-
mand for education, many young people try-
ing to increase their chances to hire through 
better preparation and to postpone to mo-
ment they enter the labor market and on 
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the other hand funding of educational sys-
tems was subject to budget cuts (European 
Commission / EACEA / Eurydice, 2013).

Under these circumstances it is neces-
sary to develop strategies for education that 
lead to efficient use of resources and increase 
the administrative efficiency. Among the pri-
orities in educational policy should be: fa-
cilitating youth access to the labor market, 
investments in the material base of the edu-
cational system, increasing the attractiveness 
of the profession of teacher.

Unfortunately higher education system 
in Romania has experienced a constant un-
derfunding over the years, making Romania 
to be still far from the performance of 

educational systems in the developed coun-
tries of EU. It is necessary to optimize the 
allocation criteria in funding from the state 
budget, increasing accuracy of the base indi-
cators on higher education system and diver-
sification of funding higher education. 
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Japanese miracle versus thirty-six years of 
excellence in American searching groping

Abstract: The paper Japanese miracle versus thirty-six years of excellence in American searching 
groping presents the way in which a country which can ensure the necessary from own resources only to 
the limestone and sulfur, having a hardworking population, highly disciplined, proud and persevering has 
managed to install in the consciousness of the world an undeniable phenomenon called Japanese miracle. 

In this paper the authors tried to decipher some of the mechanisms that have made the great achieve-
ments of Japanese. The authors believe that being forced to start from scratch, the availability and openness 
that they had in order to learn from others, especially from the best managers of the moment, but also from 
their mistakes enhanced by the consistency and perseverance of not doing sacrificing quality, represented 
the main factors of success.

The Japanese have used like nobody else the oil crisis as a great opportunity, by restructured and mod-
ernized their economy, while their total dependence on raw materials forced them to be imaginative into 
collaborations of all kinds and become very performant. No one before them has harnessed more the new 
technologies communications, coordination and mainstreaming.
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1. Introduction

The country which can ensure the nec-
essary from own resources only to the lime-
stone and sulphur, having a hardworking 
population, highly disciplined, proud and 
persevering has managed to install in the 
consciousness of the world an undeniable 
phenomenon called Japanese miracle. We 
tried to decipher some of the mechanisms 
that have made the great achievements of 
Japanese. We believe that being forced to 
start from scratch, the availability and open-
ness that they had in order to learn from oth-
ers, especially from the best managers of the 
moment, but also from their mistakes en-
hanced by the consistency and perseverance 
of not doing sacrificing quality, represented 
the main factors of success.

The Japanese have used like nobody 
else the oil crisis as a great opportunity, by 
restructured and modernized their economy, 
while their total dependence on raw materi-
als forced them to be imaginative into col-
laborations of all kinds and become very 
performant. No one before them has har-
nessed more the new technologies commu-
nications, coordination and mainstreaming.

2. Openness and availability versus 
ignorance, or: “no one can be a proph-
et in his own country”

About the Japanese economic miracle 
was written into the seventh decade of the 
last century, an entire literature impregnated 
with wonder at the speed with which Japan 
defeated and occupied military had risen 
from the ashes of the last world war to regain 
a prestigious place among the main industri-
al powers of the world.

In our approach we try to decipher the 
key decisions that made the difference. The 

essential element in our opinion was the 
opening, the availability and preference for 
quality and well done things.

We will evoke the architect of Sony 
(originally called Ibuka), Masaru Ibuka, who 
in 1945 rented a store from the Tokyo city 
center, who had a former telephone switch-
board, bombed and torched, and with seven 
employees and $ 1,600 of personal savings 
began a hard and unpredictable work.

In spite of the great difficulties of the be-
ginning, of struggle for survival, Ibuka had 
enough energy and time to define his be-
lief that certainly does not lack options: eth-
ics (we will remove any source of dishonest 
profit), progress (the application of advanced 
technology in people’s lives), and overtaking 
performance (we will focus on skill, perfor-
mance and individual character so that ev-
eryone can give his best in terms of skills and 
understanding).

After 1946 total disorganization situ-
ation faced by Japan create big problems of 
American occupation authorities. The situ-
ations being critical, USA decide to take all 
necessary steps to strengthen and restruc-
ture Japanese industry and services. General 
Douglas MacArthur, committed to public 
education including through radio, recruits 
Homer Sarasohn (American engineer spe-
cializing in Radio Engineering and subse-
quently Quality Management) to restore the 
telecommunications industry from Japan af-
ter the damage sustained during the Second 
World War.

In 1946 he also founded the Japanese 
Union of Scientists and Engineers (JUSE) 
organization with an important role in the 
promotion of quality control under the pa-
tronage of which has been created in 1949 
“Quality Control Research Group” (QCRG), 
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with very precise intention to provide sup-
port to directors of companies in their activ-
ity by managing the production and services.

Between the members QCRG can be 
found professors K. Ishikawa, S. Mizuno, T. 
Kogure, who have had an important role by 
educating and preparing business leaders, 
helping them to understand the power of 
quality control program.

From 1946 to 1950, H. Sarasohn lead 
Civil Division of Communications - Civil 
Communications Section (CCS), helping 
Japan in the recovery, repair and installation 
of equipment, materials and components in-
cluding the achieving necessary to restart the 
factories, reinstatement of laboratory equip-
ment tests (ETL).

For better organization, H. Sarasohn 
decides to apply management and quality 
control methods in the U.S. sector, introduc-
ing stringent quality standards for products. 
Sarasohn sets including one quality manage-
ment education program for top executives 
in Japan.

Moreover, on his return in the United 
States Sarasohn recommends W. Edwards 
Deming (American statistician, professor, 
author, lecturer and consultant recognized) 
to support a seminar in Japan on the theme 
about statistical control of quality, especial-
ly with one of his first initiatives of QCRG 
group was the development of such a course 
(Quality Control Basic course), whose impor-
tance and power was easily understood by 
the Japanese.

In addition, in the early 1950s, the 
magazine publication “Statistical Quality 
Control” (SQC) has been a key tool in pro-
moting control techniques in Japan, Japanese 
industry knowledge gradually advanced 
unexpectedly.

The Lecture Series of “all day long” type 
(which lasts all day), held in the ‘50s Japan 
for eight days, began with the one in which 
Deming focused on philosophy quality and 
on clarifying the role of statistical methods 
in quality control, he being the man who in-
vented management process statistical con-
trol, giving managers the means to determine 
when to intervene in an industrial process.

The concept introduced of “design cycle 
of the product” (product design cycle) differs 
from the process management - later known as 
the PDCA cycle type (“Plan-Do-Check-Act”).

Deming emphasized five key points of 
this work:

₋₋ -	Product design based on appropriate 
models;

₋₋ -	Implementation and testing it in both 
laboratory and production line;

₋₋ -	The launch of product on the market;
₋₋ -	Product testing by the customer, so 
that, on the basis of marketing re-
search to identify users opinion about 
it, and the reasons for which the prod-
uct was not purchased (the opinion of 
non-users);

₋₋ -	Redesigning the product due to con-
sumer reaction across the relationship 
between quality and price.

At his conference “of introduction” 
Deming stressed the differences between 
inspection and quality control, pointing out 
that they were much discussed since 1939 
by W.A. Shewhart (American physicist, en-
gineer and statistician, sometimes known as 
the father of statistical quality control) in-
spection (check the reception quality and / or 
delivery) with a post-procedural role, while 
acknowledging quality control - in terms 
of cyber command and control - is consid-
ered exclusively a process of management 
technology.
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The first result is reflected in the con-
cern of many Japanese companies in order to 
introduce the statistical techniques of quality 
control (the years 1951-1954), originally ap-
plied only on finished products.

Through these seminars, Dr. Deming 
taught executives, managers, engineers and 
researchers in Japanese industry, the basics 
of statistical of quality control. His teachings 
have left a deep impression in the minds of 
participants and were a boost to implemen-
tation of quality control in Japan, then in the 
early stage of recovery.

Dr. W.E. Deming generosity to donate 
its copyright backed up seminars on Japanese 
Institute JUSE, was very well received by the 
Japanese as a sign of appreciation and friend-
ship; later they used them in order to finance 
the prize that bears his name, through ac-
knowledge its merits and commemorates his 
help to promote the continuous development 
of quality control in Japan.

J. M. Juran (Romanian-born American, 
engineer and management consultant), in-
vited to Japan in 1954, promotes the idea that 
quality control should be seen as a manage-
ment tool and not just a technical problem. 
The concept of quality control must be intro-
duced in an organization from the highest 
level, based on a well-defined strategy.

To promote the quality control, JUSE 
promoted a number of courses such as: QC 
Middle Management Course Basic QC for 
Top Management Course, QC Introductory 
Course, Design of Experiment Course, 
Sensory Test Course, Basic Course Reliability 
QC Executive Course, Introductory 
Reliability Course, Reliability Management 
Course, etc.

Kaoru Ishikawa (Japanese chemical 
engineer, theorist of organizational quality) 

assessed the quality of personality in Japan, 
develops theories of American experts Juran, 
Deming and Feigenbaum, launching the con-
cept of involving all departments of the or-
ganization in achieving quality, based on the 
idea that the participative management is 
essential.

The research activity continues, 
Professor Kaoru Ishikawa, managing to es-
tablish of quality control circles (quality con-
trol circles), later called “quality circles”, 
widespread and valued subsequently in 
Japan. The basic components of “Company 
Wide Quality Control” are: quality assur-
ance; ensure quality and cost control; ensure 
control quantities and delivery dates.

The inner circle of quality assurance 
is the core of the concept CWQC. The term 
quality refers primarily to control the devel-
opment of new products. Any control mea-
sures, on the second level, considering all the 
activities with impact on quality and compli-
ance with estimated costs.

The third circle symbolizes the surveil-
lance procedures of how the company is 
performing all activities in order to prevent 
deficiencies extremely important in achiev-
ing high quality products, aiming, while re-
taining the required quantities and delivery 
dates predetermined. 

Ironically, we can say that the most 
important precursors of quality manage-
ment are considered the Americans: Walter 
Shewhart, W. Edward Deming, Joseph M. 
Juran, Armand V. Feigenbaum, Philip B. 
Crosby, who joined them much later, the 
Japanese: Kaoru Ishikawa, Taguchi, etc.. One 
of the developer’s ideas of performance as-
sessment at the individual concerned and 
aligning objectives at individual performance 
with organizational level was Peter Drucker, 



22 Leadership Prospects

No. 19 ~ 2014

who introduced the concept of management 
by objectives, since 1954 included in his book 
“The Practice of Management”.

The explanation was obvious: while the 
Japanese are at crossroads in great difficul-
ty, and have shown their entire opening and 
availability in learning, adaptation and ap-
plication of quality concepts promoted even 
by Americans experts sent to Japan’s econo-
my recover, Americans proved reluctant and 
even uninterested in applying the new con-
cepts of total quality management, while fail-
ing to understand the usefulness and value 
that it would be able to generate companies.

Union of Scientists and Engineers of 
Japan (JUSE), decided in 1951 to set and 
to grant “Annual Award for Quality WE 
Deming” as recognition of illustrious U.S. 
personalities merit in quality management, 
whose contributions to the development of 
theory and methods for improving product 
quality industrially manufactured boosted 
Japanese industry.

1960 is the inaugural year for Japan na-
tional campaign for quality, November be-
ing designated the month of quality, during 
which activities and events designed to pro-
mote quality control.

Source: Kaoru Ishikawa, What is Total Quality Control? The Japanese Way, Ed. Prentice-Hall Inc., Englewood 
Cliffs, New York, 1985

Figure no. 1 - The basic components of Company Wilde Quality Control (CWQC)
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The lack of coherence found in the ap-
proach to quality JUSE determined from 
1962, to set up the first quality circles. These 
circles were composed of small groups of 
workers, partners and even leaders, directly 
concerned in improving the production sys-
tem, to solve problems they faced in their 
work, receiving and exchanging information 
between them based on the experiences that 
they can share.

Surprisingly, the idea took shape, was 
successful, even reaching between 1980-1990 
to have approximately 250,000 quality circles.

3. Restructuring versus protection

The existence of quality circles proved 
beneficial, contributing to a better involve-
ment of leaders in the management, greater 
accountability of subordinate employees, the 
existence of good communication between 
all levels participating in creating an envi-
ronment where quality being understood to 
the true value required a continuous devel-
opment and improvement.

Oil shock, after the proclamation of the 
embargo and oil prices in 1973 did not put 
Japan issues of other nature than to other in-
dustrialized countries. But put these issues 
in more dramatic due to the extent of 88-90% 
dependence on external sources of energy 
and more than 99% of oil consumption.

Market fluctuations and the economic 
crisis imposed organizational environment to 
constantly change the approach to business. 
Ministry of International Trade and Industry 
of Japan was concerned consistently restruc-
ture the economy (Ionescu, B.; Ionescu, I.; 
Tudoran, L.; Bendovschi, A., “Traditional ac-
counting vs. Cloud accounting”, 2013, pp 106 
-125).

So instead of basic industries, energy 
intensive strongly developed in the era of 
oil was gradually taken by the computer in-
dustry, integrated circuits, aviation, electrical 
and electronic medical uses. The fact is that 
the first time, government, employers, trade 
unions and research institutes, have join their 
efforts to achieve reduced consumption of 
raw materials and energy required to obtain 
one unit of finished product.

A decisive role towards reducing en-
ergy consumption and research on new en-
ergy sources was played by The Institute of 
Energy Economics, founded in 1966. The per-
formance of restructuring and modernizing 
the economy can be supported by the fol-
lowing: steel industry, the largest consumer 
of energy 19% national consumption in 1974 
has reduced the share to 15.6% in 1979; ener-
gy consumption per ton of steel was reduced 
by 10% from 1974 to 1980; energy consump-
tion per unit of petrochemical decreased by 
13% from 1973 to 1977; energy consumption 
per ton of comment during 1970-1977 de-
creased by 21.6%; Between 1973 and 1977 it 
achieved a 20% reduction in the production 
of alumina and aluminum refining 2.8% and 
continued reductions in the period 1978-1985 
with a further 14% and 3.4%; and so on.

In the early 1980s the automobile war-
fare with the United States and Western 
European countries the main trade unions 
and major car manufacturers demanded of-
ficial action to limit or voluntary restraint of 
Japanese imports in total contradiction with 
liberal economic platform.

Some companies from United States 
and Europe before a lucid analysis of the real 
causes of Japanese successes have built a con-
tagious as Japanese competition. Were raised 
among others: lack of fair play Japanese 
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competitors; undervaluation of the yen; 
dumping policies; social dumping; Japanese 
the protectionism on the import of spare parts 
and machines; Japanese protectionism by neo 
requirements too severe pollution and safety 
rules; and so on Literature has removed all 
these allegations substantiated by the force of 
facts and reality. It is evident that the causes 
must be sought elsewhere. Refusing to learn 
from an initial failure does nothing to turn 
this failure into a deadlock.

4. Horizontal collaboration and spe-
cialization versus immediate profit

To ensure continuity and regularity of 
supply, large commercial companies which 
have central role not only in promoting ex-
ports and ensuring imports determines its 
policy of implantations, develop cooperative 
relationships with national companies, in-
cluding through joint investments.

By way of example can be mentioned: 
the U.S. market providing soya scrap met-
al, coal, cotton, wood, chemicals, industrial 
equipment, etc., the initially large commer-
cial houses created as representative offic-
es, became later companies American law 
or subsidiaries; the speed with which they 
were exploited opportunities is legendary1  
by which Japan secured term over 48% of 
the high quality iron in Australia in the early 

1 According to the work reported by Costin Mur-
gescu: “Japan in the world economy”, Scientific 
and Encyclopedic Publishing House, Bucharest, 
1982, in 10 minutes after they have been informed 
that it was discovered a new iron ore in Australia, 
they already started the debate, after one week a 
delegation of specialists and decision makers are 
on the ground, and in a month they know the re-
ality and they were prepared to base their decisi-
ons.

1960s;by using the same policies for explo-
ration and learning through the commer-
cial offices, Japanese companies expanded 
their market shares which they hold in the 
Bay Area so by increasing exports of general 
equipment, electrical and telecommunica-
tions equipment, cars, trucks, precision in-
struments, radios, televisions, etc., but also 
by winning long-term outlets for the con-
struction of refineries, petrochemical com-
plexes, power plants, desalination of sea 
water, ports, airports, capturing solar energy, 
etc.

Coherent, dynamic and imaginative 
policy of Japanese companies during their 
70s can join the pragmatic management prac-
tices of American and Western European 
fame that, with few exceptions, have promot-
ed the principles of specialization and reduc-
ing the costs through mass production.

5. The rediscovery of excellence

Tom Peters, author of the best-selling 
book “In Search of Excellence” published 
in 1982, expresses the main ideas on solving 
business problems, work in which he tries to 
empower the decision makers of a company 
level, encouraging personal responsibility as 
response to the “New Economy” that take 
shape around the world.

Through its urges Americans to not 
despair because their organizations achieve 
excellence. Along with Richard Pascale he 
urged Japanese companies to analyze and 
learn from their lessons. In 1981 Richard 
Pascale, in his book “The Art of Japanese 
Management”, makes a comparison between 
the Japanese company Matsushita and the 
U.S. Company ITT, trying to highlight the 
differences in approach to management.
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American business characteristics of 
excellence have been identified following 
observations and analysis by U.S. econo-
mists, among which there can be mentioned: 
Thomas Peters, Robert Waterman, Richard 
Pascale, and Anthony Athos. Studying about 
50 large American companies, they have 
qualified them as business excellence. In or-
der to identify success factors, the specialists 
mentioned conducted an analysis of their fi-
nancial performance, interviewing some of 
the leaders and their employees, studying 
carefully all articles published in the last 25 
years on their work seen from all points of 
view.

These factors, identified as generators 
of success in literature are valued as basic 
features of an enterprise of excellence. In ad-
dition, economists have shown that to fit in 
the category of enterprise excellence, finan-
cial performance is necessary to confirm the 
prestige gained purpose they developed six 
specific indicators of performance.

Of these, three are measures of growth 
and wealth creation, and the three other mea-
sures of operating profitability.

Modeled after Deming Prize, Malcolm 
Baldrige National Quality Prize was intro-
duced in the U.S. by law in 1987. Baldrige 
Award, recognizing excellence alone ensures 

performance for both public organizations 
and private ones in the U.S., brings winner 
annually designated a special prestige, being 
assimilated to a national record. The award 
is administered by the Baldrige Excellence 
Program, managed by the National Institute 
of Standards and Technology (NIST), an 
agency of the U.S. Department of Commerce. 
Annually may be awarded three prizes for 
each of the six areas: manufacturing, service, 
small business, health, education and non-
profit sectors, i.e., more than 18 awards per 
year. Malcolm Baldrige Award is awarded by 
the President of the United States in a special 
ceremony in Washington DC.

In 2010, the program name was changed 
to Baldrige Performance Excellence Program 
to reflect developments.
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1. Introduction

Much of the empirical research has 
defined creativity as an outcome, focusing 
on the production of new and useful ideas 
concerning products, services, processes 

and procedures (Amabile, 1996; Ford, 1996; 
Oldham and Cummings, 1996; Shalley, 
1991; Zhou, 1998). Using this definition, re-
search has examined creative solutions to 
business problems, creative business strate-
gies and creative changes in job processes 
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(Ford and Gioia, 2000; West and Anderson, 
1996). Creative outcomes can range from mi-
nor adaptations in workflow or products to 
major breakthroughs and the development 
of new products and processes (Mumford 
and Gustafson, 1988). Prior researchers have 
suggested that some level of creativity is re-
quired in almost any job (Shalley, Gilson and 
Blum, 2000; Unsworth, 2001). Therefore, un-
derstanding that there is a spectrum of what 
would be considered a creative outcome is 
crucial for those in a position to lead and 
evaluate creativity. Sometimes, organizations 
may desire more incremental creative solu-
tions while at other times may be desirable 
to have employees achieve more monumen-
tal breakthroughs. Inherently, the level of 
creativity required may be dependent on the 
job in question. For example, when examin-
ing the tasks performed by R&D profession-
als, major breakthroughs may be desirable 
and necessary. In contrast, for the jobs of as-
sembly line workers, an incremental change 
in how the work is done may be a desirable 
creative outcome.

It is also important to clearly differ-
entiate creativity from innovation. While 
the constructs of creativity and innova-
tion are closely related, they are different. 
Specifically, creativity involves producing 
novel and useful products, processes or ser-
vices (Woodman, Sawyer and Griffin, 1993; 
Shalley, 1995). Creativity differs from inno-
vation in that innovation refers to the imple-
mentation of ideas at the individual, group 
or organizational level (Amabile, 1996; 
Mumford and Gustafson, 1998). Creativity 
is important in and of itself and can be con-
ceptualized as a necessary firs step or precon-
dition required for innovation (Scott, 1995). 
And yet, it would not be correct to neglect 

intuition as a stimulating factor of innova-
tion (Niţă, Simirad, 2009).  In this article, we 
are concerned solely with creativity and the 
relationship among leadership, context and 
creativity. 

Because creativity is considered by 
many to be historically, culturally and social-
ly bound (Amabile, 1996), it is important to 
have agreement from those who are consid-
ered knowledgeable in the field concerning 
the level of creativity. For example, an in-
dustrial designer who may produce creative 
outputs in his own field is not necessarily in 
a position to judge the creativity incorporat-
ed in a new agricultural product. Therefore, 
with regards to creative outcomes, managers 
may play a key role in that they are often the 
individuals best suited to make the determi-
nation of whether an employee’s outcome 
should be regarded as creative.

At any given time, a single manager may 
be overseeing employees who are working to-
ward creative outcomes. As such, a key com-
ponent necessary for creativity is the context 
within which creativity takes place because 
creative outcomes cannot and do not occur 
in a vacuum. Mumford et al (2002) discussed 
creative work as being contextualized (p. 
709) in that the success of creativity depends 
on the capabilities, pressures, resources and 
socio-technical system in which employees 
find themselves (Csikszentmihalyi, 1999). 
In order for creativity to occur, leadership 
needs to play an active role in fostering, en-
couraging and supporting creativity. Hence, 
the role of leaders is to ensure that the struc-
ture of the work environment, the climate, 
the culture and the human resource prac-
tices (such as rewards, resources, goals and 
expected evaluations) are such that creative 
outcomes can and do occur (Shalley et al, 
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2000; Mumford, 2000; Mumford et al, 2002, 
Oldham and Cummings, 1996). In the follow-
ing section we will review the social and con-
textual components of the work environment 
that have been found to influence the occur-
rence of creativity. Next, we discuss how 
managers can use this research to lead their 
employees to be more creative.

2. Social and contextual factors

The theoretical works of Amabile (1988, 
1996) and Woodman et al (1993) serve as gen-
eral frameworks that describe a variety of rel-
evant factors that can either enhance or stifle 
employee creativity. Although these mod-
els do not specifically define any particular 
contextual factor, they present a foundation 
for suggesting why the context in which em-
ployees work is important for their creativity. 
Based, in part, on these models, several re-
searchers have included context in their work 
on creativity (Mumford, 2000; Mumford 
et al, 2002; Oldham and Cummings, 1996; 
Shalley et al, 2000). However, a clear picture 
regarding what is important and when is 
still emerging. In general, these two models 
have categorized the major components of 
the work context into individual, job, group 
or team and organizational level factors. In 
the following sections of this article, we will 
use the same categorization to discuss how 
leadership can play a role at individual and 
organizational levels. Essentially, we argue 
that if managers are aware of the important 
social and contextual factors al all levels, they 
should be better able to positively affect the 
occurrence of creativity.

3. Individual factors

Individual creativity is said to be a func-
tion of personality factors, cognitive style 

and ability, relevant task domain expertise, 
motivation and social and contextual influ-
ences (Woodman et al, 1993). For instance, 
researchers have identified a set of core 
personality traits that are reasonably stable 
across fields and result in some individuals 
being more creative than others (Barron and 
Harrington, 1981). These traits include broad 
interests, independence of judgment, autono-
my and a firm sense of self as creative.

In addition to personality traits, creative 
performance requires a set of skills specific to 
creativity (Amabile, 1988). Creativity relevant 
skills can be defined as the ability to think 
creatively, generate alternatives, engage in 
divergent thinking or suspend judgment. 
These skills are necessary because creativ-
ity requires a cognitive-perceptual style that 
involves the collection and application of di-
verse information, an accurate memory, use 
of effective heuristics and the ability and in-
clination to engage in deep concentration for 
long periods of time (Amabile, 1988). When 
individuals access a variety of alternatives, 
they are more likely to make connections 
that lead them to be creative (Amabile, Conti, 
Coon, Lazenby and Herron, 1996). In addi-
tion, skills such as problem finding, problem 
construction, combination and idea evalu-
ation are important for creativity (Reiter-
Palmon, Mumford, Boes and Runco, 1997; 
Vincent, Decker and Mumford, 2002).

At the individual level, having depth 
and breadth of knowledge also has been 
linked to creativity. In contrast to personality 
traits and creativity relevant skills, domain-
specific knowledge reflects an individu-
al’s level of education, training, experience 
and knowledge within a particular context 
(Gardner, 1993). Education provides expo-
sure to a variety of experiences, viewpoints 
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and knowledge bases, reinforces the use 
of experimentation and divergent prob-
lem solving skills and develops individuals 
cognitively so that they are more likely to 
use multiple and diverse perspectives and 
more complicated schemas (Perkins, 1986). 
Training also can provide employees with 
guidance on how to generate novel ideas as 
a part of what they do rather than the excep-
tion. For instance, training strategies have 
been found to enhance individual creative 
thinking skills and problem solving ability 
(Feldhusen and Goh, 1995). In addition, by 
developing a more extensive skill set, em-
ployees should be more comfortable in try-
ing new things and more aware of different 
alternatives and opportunities.

Experience in a field can be a necessary 
component for creative success because an 
individual needs some level of familiarity 
to perform creative work (Weisberg, 1999). 
That is, it would be difficult to be creative 
in an area without having some experience 
and knowledge about what has historically 
been constituted as routine or the status quo. 
Although, in some cases, task familiarity 
could lead to more “habitual” performance 
(Ford, 1996) it also can provide the needed 
opportunity to prepare for creativity through 
deliberate practice of task domain skills and 
activities.

Creativity also requires some level of 
internal, sustaining force that pushes indi-
viduals to persevere in the face of challenges 
inherent to creative work. Much of the re-
search on individual creativity has focused 
on the importance of intrinsic motivation 
(i.e., their feelings of competence and self-
determination on a given task) for creativity 
(Amabile, 1987; Shalley and Oldham, 1997). 
Essentially, research based on the intrinsic 

motivation perspective has argued that spe-
cific contextual factors influence individuals’ 
intrinsic motivation that, in turn, influences 
individuals’ creativity. For example, R&D 
professionals have reported that intrinsic 
motivation is critical for creativity (Amabile 
and Gryskiewicz, 1987).

Finally, creativity inherently involves 
risks (Farr and Klein, 1997). That is, to de-
velop new and useful products, individuals 
have to be willing to try and to possibly fail. 
For many, this is not an easy thing to do and 
can, in part, depend on the individual’s pre-
disposition toward risk as well as the organi-
zations culture. Research has indicated that 
people tend to avoid risk and prefer more cer-
tain outcomes (Bazerman, 1994). However, 
because creativity does not just happen but 
rather evolves through a trial-and-error pro-
cess that involves risk taking, failure will of-
ten occur along with success. If employees 
are risk averse, it is much easier for them to 
continue performing in more routine ways 
rather than take a chance with a new and po-
tentially better approach. Therefore, a key in 
the motivation of employees toward creativ-
ity is to ensure that they feel encouraged to 
take risks and break out of routine of doing 
things. 

This discussion highlights the point 
that while there are individual differences 
with regards to creativity, social and contex-
tual factors can enable the expression of cre-
ative activity and motivate its applications. 
Therefore, if creativity is desired, managers 
can try to hire individuals that are more pre-
disposed to be creative. Additionally, they 
can use an individual’s predisposition for 
creativity as a factor in placing them in jobs 
where creativity may be more desirable and 
critical. However, if managers do not want to 
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screen for high innate levels of creativity abil-
ity or intrinsic motivation, they need to focus 
on affecting the social and contextual influ-
ences in the work environment that would be 
more likely to lead to creativity. This would 
be particularly useful for managers who al-
ready have a pool of employees that they 
want to be more creative. To this end, man-
agers need to ensure that their employees are 
well trained so that they have the skills neces-
sary to perform not only their work but also a 
depth and breadth of knowledge that should 
encourage them to be curious about other so-
lutions, options or ways of doing their work. 
For instance, while job rotation has become 
popular, managers need to ensure that em-
ployees have enough experience in an area 
of work if they want them to be creative. 
Therefore, while individuals from different 
areas may bring a new perspective to the 
work, they also need to have sufficient expe-
rience and familiarity with the target area so 
that creativity can occur.  

4. Organizational factors

Organizational climate
In trying to determine what makes a cli-

mate that is supportive of creativity, Amabile 
et al (1996) and Woodman et al (1993) have 
suggested a number of different characteris-
tics. At the organizational level, there are sev-
eral key contextual components that leaders 
should be aware of when managing their hu-
man resources to encourage creativity.

In general, organizations tend to have 
a basic climate that has often been described 
in accordance with Hofstede’s (1991) cul-
tural dimensions. A key for creativity can be 
the level of uncertainty avoidance – in other 
words, is the organization one where every 

situation encountered is highly structured 
and where employees feel threatened by un-
certainty or is it an organization where there 
is latitude regarding how work is to be per-
formed and where there are opportunities 
to try new things? Similarly, Isaksen, Lauer, 
Erkvall and Britz (2001) proposed that the 
values, beliefs, history and traditions of the 
organization should affect employees’ pro-
pensity to be creative. If leaders value and 
want employees to be creative, a critical con-
textual factor they need to attend to is fos-
tering an environment where risk taking is 
encouraged and uncertainty is not avoided. 
This has been referred to as providing a cul-
ture where employees feel psychologically 
safe such that blame or punishment will not 
be assigned for new ideas or breaking with 
the status quo (Blake and Mouton, 1985; 
Edmonson, 1999). In support of these argu-
ments, Nystrom (1990) found that organiza-
tional divisions were more innovative when 
their cultures reflected challenge and risk 
taking and Abbey and Dickson (1983) found 
that climate was the most important compo-
nent for R&D innovativeness. Essentially, if 
creativity is a valued outcome and employ-
ees believe this to be true, they should be 
more willing to experiment with new ideas, 
more open to communicating and seeking 
input from others about new ideas and over-
all behave in ways that will lead to creative 
outcomes.

In addition, an organization’s structure 
can play a critical role in enhancing or hin-
dering creativity. When considering the link 
between structure and creativity, there are 
many things that leaders can do to ensure that 
the climate of their organization, division or 
general work area is one that supports cre-
ativity. For instance, research has found that 
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structures that promote open, ongoing con-
tact with external others or information seek-
ing from different or multiple sources were 
related to creativity (Ancona and Caldwell, 
1992). 

Another important component of orga-
nizational structure is how levels of respon-
sibility and formal reporting relationships 
are organized. For instance, a highly bu-
reaucratic organization may not encourage 
employees to try new ways of doing their 
work, whereas a flatter structure with wider 
spans of control may be more conducive to 
employee creativity. For instance, Hage and 
Aiken (1969) found that more authoritarian 
organizations tended to be less innovative. 
Similarly, Amabile (1988) asserted that indi-
vidual creativity efforts are strengthened by 
the presence of organizational systems, pro-
cedures and processes that enable creativity. 
For example, Cummings and Oldham (1997) 
found that individuals with creative person-
alities produced more creative outputs than 
those with less creative personalities only 
when they were surrounded by an organiza-
tional context that facilitated creativity.

With regards to climate, leaders also 
may want to attend to the issue of conflict – 
how is conflict perceived in their department 
or organization? Work on the importance 
of constructive conflict for performance has 
found that task conflict can be beneficial for 
creativity (Jehn, 1995; Pelled, 1996). This is 
because when individuals experience conflict 
over how work is to be done, the process or 
act of disagreeing can result in the generation 
of new ideas and novel solutions. Research 
on group composition and conflict has found 
that diverse groups report having higher lev-
els of task conflict and such conflict was posi-
tively related to creative performance (Jehn, 

1995; Pelled, 1996).
A final component of organizational cli-

mate that needs to be considered by leaders 
is the justice or fairness climate. When jus-
tice is conceptualized as a contextual phe-
nomenon (James, 1993) it has been argued 
that a fair context is one where individuals 
can focus on their work because they do not 
need to worry about how decisions will be 
made or individuals treated. With regards 
to creativity, it should be important that em-
ployees perceive their work context as one 
where decisions are made and applied in a 
just manner. Interestingly, fairness has not 
been considered in many studies of creativ-
ity. However, many of the components of 
procedural justice have been incorporated 
into creativity research. For instance, being 
able to participate in decision making was 
found to be a key process in enhancing in-
novation (West and Anderson, 1996) and is 
an integral component of procedural justice 
(Lind and Tyler, 1988). Likewise, participa-
tive safety, being able to give input without 
being judged or ridiculed has been positively 
linked to creativity (De Dreu and West, 2001). 
Finally, Amabile and Gryskiewicz (1987) de-
scribe being free from extraneous concerns 
as important for creativity and the justice 
literature stresses accuracy of information, 
correction of errors and ethics as crucial com-
ponents of how decisions are made, how re-
sources are allocated and how individuals 
are treated (Leventhal, 1976).

While overall climate is often regarded 
as a hard thing to change, there are several 
components of climate that are reasonably 
manageable and should have an effect on 
creativity. For example, fostering a climate 
where risk taking and constructive task con-
flict are encouraged can be role modeled 
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and actively encouraged and supported by 
management. Likewise, a review of a depart-
ment’s or organization’s management hier-
archy and reporting structure may highlight 
that employees are not encouraged to make 
decisions on their own and thus may be less 
likely to try new ways of doing their work. 
Finally, if the bureaucracy associated with 
changing anything is such that it takes a great 
deal of time and effort to get new ideas con-
sidered, employees may be less likely to try 
new approaches to work.

Organizational human resource 
practices

In terms of individual differences in abil-
ity to be creative, there are a variety of things 
that leaders can do through their human re-
source practices to ensure a creative environ-
ment is achieved and sustained (Mumford, 
2000). According to Nită (2011), an individ-
ual’s creative capacity is also based on “the 
knowledge triangle” and on “the block dia-
gram of a receiver analyzer or transmitter 
analyzed”.  For example, selection devices 
can be used to try and select employees who 
are more likely to be creative or who have 
higher innate creative ability. Organizations 
can focus on screening prior to selection to 
try to hire employees based on their task 
expertise, intrinsic motivation and cogni-
tive skills needed for creativity. Placement 
is also important so that individuals fit both 
the task demands and their immediate work 
context. In addition, given that creativity can 
be a requirement of the job, it may be helpful 
to match more creative types to jobs that re-
quire higher levels of creativity.

Training can be used to increase the 
incidence of creative thought processes and 
provide educational opportunities that can 
enhance task domain expertise. For example, 

Basadur, Graen and Graen (1982) empiri-
cally demonstrated that training in creative 
thought processes resulted in positive im-
provements to attitudes associated with di-
vergent thinking. In addition, research on 
training for creative problem solving has 
indicated that training can help enhance 
employees’ level of creativity (Basadur, 
Wakabayashi and Graen, 1990). By offering 
training opportunities that can increase in-
dividuals’ knowledge base or their creativity 
relevant skills, this should help employees to 
try to be more creative in their work. Leaders 
also can encourage employees to seek train-
ing outside of work and even to pursue 
higher educational degrees with the expecta-
tion that their work will benefit from this in-
creased knowledge base.

While selection, placement and train-
ing are all important, leaders may also want 
to put systems in place to track creativity so 
as to be able to appraise and ultimately re-
ward it appropriately. If organizations ac-
tually evaluate and reward creative ideas, 
then more should follow. In addition, some 
reward programs may facilitate creativity 
over others. For example, programs that may 
help to increase employees’ long-term com-
mitment to the organization such as profit 
sharing make take them more willing to be 
creative. Moreover, although no job can be 
guaranteed, if employees feel that their jobs 
are relatively secure, they may be more will-
ing to exert the cognitive effort required for 
creativity and more willing to take risks that 
could lead to creative outcomes. Therefore, 
leaders may want to consider the nature of 
employment practices and whether they are 
having the desired effects on employees’ 
creativity.

While some areas that are related to 
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human resource practices have been touched 
in this article, a key point for leaders to focus 
on when thinking about human resources is 
consistency. The human resource practices 
used to select, train, appraise and reward em-
ployees, all need to be systematically linked 
together so employees know what is expect-
ed of them and when and how. This also ties 
back to the importance of procedural justice 
in that if employees understand how, when 
and for what they will be rewarded, pro-
moted or even fired, then they should have 
a stronger sense of fairness and subsequent 
organizational commitment, loyalty and in-
creased levels of organizational citizenship 
behavior. In addition, it is specifically these 
types of attitudes that need to be fostered for 
creativity to occur. For example, employees 
who are not loyal or committed to their or-
ganizations will not be willing to give more 
than is required by their job and therefore 
will be more likely to stick to the tried and 
true ways of performing their tasks rather 
than searching for alternative solutions.

5. Conclusions and future directions 
for research

In this paper we have tried to organize 
the existing research concerning individual 
and organizational factors that should be of 
interest to leaders within a framework of how 
leaders can manage their human resource 
to encourage creativity. Because leadership 
plays a key role in providing a context where 
creative performance can be nourished, it 
behooves leaders to understand the context 
within which their employees currently work 
and to ascertain whether there is a match for 
the level of the creativity desired.

Some implications for the management 

of creative people should be highlighted. 
First, across the empirical studies reviewed, 
one common theme is that individuals need 
to feel they are working in a supportive work 
context. This applies to how leaders interact 
with employees and whether the climate is 
perceived to be supportive. Thus, managers 
should attempt to increase the supportive-
ness of the work context.

Second, if leaders truly desire creativity, 
they need to communicate this to employees 
in some way. This can be accomplished by 
setting goals or role requirements for pro-
ducing creative outcomes and by modeling 
the types of behaviors that would be more 
likely to lead to creativity. Also, when lead-
ers reward employees that are creative, this 
can send a powerful message that creativity 
is desirable.

Finally, there are some important things 
that leaders can do to help facilitate individ-
ual employee’s ability to be more creative. 
These can include using selection criteria fa-
voring those that have a higher predisposi-
tion to be creative. Moreover, leaders need to 
redirect employees’ intelligence towards cre-
ativity as employees are not always aware of 
their abilities and potential for future growth 
based on the magnitude of their own intelli-
gence (Nita, 2012). When placing employees 
in different jobs leaders can consciously fac-
tor in whether they fit well with the job and 
the level of creativity that may be required 
in that job. Further, managers can make sure 
that if employees are not necessarily predis-
posed to be more creative at work, they are 
given training in creative problem solving 
skills and any other content-based skills they 
need to be more creative in their jobs.

Currently, although we know about 
several social and contextual factors that 
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influence creativity, there is still a great deal 
we do not know. As such, future work should 
take a closer look at understanding the un-
derlying processes that operate in conjunc-
tion with contextual conditions to influence 
individual’s ability or motivation to be cre-
ative. For example, what is the relationship 
between domain or creativity relevant skills 
and specific contextual factors? To date, the 
primary intervening process examined has 
been motivation and this particular focus 
has some potential problems. For instance, 
although the theoretical models discuss the 
importance of intrinsic motivation, very lit-
tle research has empirically tested this rea-
soning. In fact, recently, the importance of 
intrinsic motivation rather than motivation 
in general or some other underlying mech-
anism such as focus of attention has been 
questioned (Shalley and Perry-Smith, 2001). 

 Next, given the changing nature of 
work, today’s employees are more likely 
to change jobs and professions, share jobs, 
move from one organization to another or 
work virtually. As such, one issue that lead-
ers might need to consider is how the work 
production of creative outcomes might af-
fect an individual’s career progress, tenure 
in an organization and their continuance in 

a particular field. In addition, because hav-
ing sufficient knowledge and experience in 
an area benefits creativity, how can we retain 
knowledge when individuals change jobs? 
One way this could be overcome is by hav-
ing a context and human resource practices 
that stress training and having employees 
work together in teams such that knowledge 
resides in the team. If this type of approach 
is accepted, the movement of individuals in 
and out of the team at different times will 
allow for an influx of some new ideas and 
new external communication channels but 
should not detract from the teams having the 
skill set necessary for creativity to occur. This 
suggests that leaders may want to consider a 
context within which teams are empowered 
and team members are not only cross trained 
but also trained as a team (Kirkman and 
Rosen, 1999). Moreover, because employees 
are increasingly working in locations sepa-
rated by time and geography, this confronts 
leaders with a new level of complexity when 
trying to foster creativity. In virtual work, the 
social and climate components of the organi-
zational context are stripped away; therefore, 
the effects of leadership in providing a con-
text that supports creativity for this type of 
work remain to be explored.

REFERENCES:

1. Abbey, Augustus; Dickson, John, W. “R&D work climate and innovation in semiconductors”. Academy of 
Management Journal, 26, pp. 362-368, (1983).

2. Amabile, Theresa. M. The motivation to be creative. In S. Isaksen (Ed.), Frontiers in creativity: Beyond the 
basics. Buffalo, NY: Bearly, (1987).

3. Amabile, Theresa,  M. A model of creativity and innovation in organizations. In B. M. Staw and L. L. Cum-
mings (Eds.), Research in Organizational Behavior, vol. 10, Greenwich, CT: JAI Press, (1988).

4. Amabile, Theresa, M. Creativity in context. Boulder, CO: Westview Press, (1996).

5. Amabile, Theresa, M.; Conti, Regina; Coon, Heather; Lazenby, Jeffrey; Herron, Michael. Assessing the 
work environment for creativity. Academy of Management Journal, 39, pp. 1154-1184, (1996).

6. Amabile, Theresa, M.; Gryskiewicz, Stanley, S. Creativity in R&D laboratory. Technical report 30. 
Greensboro: Center for Creative Leadership, (1987).



36 Leadership Prospects

No. 19 ~ 2014

7. Ancona, Deborah, G.; Caldwell, David Franklin. Demography and design: Problem-solving styles and 
attitudes toward divergent thinking before and after training. Creativity Research Journal, 3, pp. 22-32, 
(1992).

8. Bazerman, Max, H. Judgment in management decision making. New York: Wiley, (1994).

9. Blake, Robert, R.; Mouton, Jane, S. Don’t let the norms stifle creativity. Personnel, 62, pp. 28-33, (1985).

10. Csikszentmihalyi, Mihaly. Implications for a system perspective for the study of creativity. In R. J. Sternberg 
(Ed.), Handbook of creativity. Cambridge: Cambridge University Press, (1999).

11. Cummings, Anne; Oldham, Greg. R. Enhancing creativity: Managing work context for the high potential 
employee. California Management Review, 40, pp. 22-39, (1997).

12. De Dreu, Carsten, K.W.; West, Michael. A. Minority dissent and team innovation: The importance of partici-
pation in decision making. Journal of Applied Psychology, 8, pp. 1191-1201, (2001).

13. Edmonson, Amy, C. Psychological safety and learning behavior in work teams. Administrative Science Quar-
terly, 44, pp350-383, (1999).

14. Feldhusen, John. F., Goh, Ban Eng. Assessing and accessing creativity – An integrative review of theory, 
research and development. Creativity Research Journal, 8, pp. 231-247, (1995).

15. Ford, Cameron, M. A theory of individual creative action in multiple social domains. Academy of Manage-
ment Review, 21, pp. 1112-1142, (1996).

16. Ford, Cameron, M.; Gioia, Dennis, A. Factors influencing creativity in the domain of managerial decision 
making. Journal of Management, 26, pp. 705-732, (2000).

17. Gardner, Howard. Frames of mind. New York: Basic Books, (1993).

18. Hage, Jerald; Aiken, Michael. Routine technology, social structure and organizational goals. Administrative 
Science Quarterly, 14, pp. 366-376, (1969).

19. Hofstede, Geert. Cultures and organizations: Software of the mind. London: McGraw Hill, (1991).

20. Isaksen, Scott, G.; Lauer, Kennetth, J.; Ekvall, Göran.; Britz, Alexander. Perceptions of the best and worst 
climates for creativity: Preliminary validation evidence for the situational outlook questionnaire. Creativity Re-
search Journal, 13, pp. 171-184, (2001).

21. James, Keith. The social context of organizational justice: Cultural, intergroup and structural effects on justice 
behaviors and perceptions. In R. Cropanzano (Ed.), Justice in the workplace: Approaching fairness in hu-
man resource management. Hillsdale: Lawrence Erlbaum Associates., (1993).

22.  Jehn, Karen, A. A multimethod examination of the benefits and detriments of intragroup conflict. Administra-
tive Science Quarterly, 40, pp. 256-282, (1995).

23. Kirkman, Bradley. L.; Rosen, Benson. Beyond self-management: Antecedents and consequences of team em-
powerment. Academy of Management Journal, 42, pp. 58-74, (1999).

24. Leventhal, Gerald, S. The distribution of rewards and resources in groups and organizations. In L. Berkowitz 
and W. Walster (Eds.), Advances in experimental social psychology. New York: Academic Press, (1976).

25. Lind,  Allan, E.; Tyler, Tom, R.  The social psychology of procedural justice. New York: Plenum, (1988).

26. Mumford, Michael, D. Managing creative people: Strategies and tactics for innovation. Human Resources 
Management Review, 10, pp. 313-351, (2000).

27. Mumford, Michael, D.; Gustafson, Sigrid, B. Creativity syndrome: Integration, application and innovation. 
Psychological bulletin, 103, pp. 27-43, (1988).



37Leadership Prospects

No. 19 ~ 2014

28. Mumford, Michael, D.; Scott, Ginamarie. M.; Gaddis, Blaine.; Strange, Jill. M. Leading creative people: 
Orchestrating expertise and relationships. The Leadership Quarterly, 13, pp. 705-750, (2002).

29. Niţă, Mircea Aurel; Simirad, Luminiţa. Intuition – the psychological capacity for revealing the truth. In 
Teodorescu, C. and Strainu, E. (Eds.), Stability and Regional Security. ‘Carol I’ University of Defense 
Publishing House, Bucharest, Romania,  pp.238, (2009).

30. Niţă, Mircea Aurel. Improving the knowledge through the transdisciplinary approach in public administration 
field. 33rd Annual Conference of the European Group for Public Administration, EGPA  conference – 
PSG 9, Bucharest, Romania, (2011), www.egpa-conference2011.org

31. Niţă, Mircea Aurel. The mind, the unique truth and the new intelligence. In Spiritual dimension of human 
rights. Education for all. Romanian Institute for Human Rights. Papers of international symposium, Iasi, 
Romania, November, 4-6th,  pp.42, (2012)

32. Nystrom, Harry. Organizational innovation. In M. S. West and J. L. Farr (Eds.), Innovation and creativity 
at work: Psychological and organizational strategies. New York: Wiley, (1990).

33. Oldham, Greg, R.; Cummings, Anne. Employee creativity: Personal and contextual factors at work. Acad-
emy of Management Journal, 39, pp. 607-634, (1996).

34. Pelled, Lisa, H. Demographic diversity, conflict and work group outcomes: An intervening process theory. Or-
ganization Science, 7, pp. 615-631, (1996).

35. Reiter-Palmon, Roni; Mumford, Michael. D.; Boes, Jenifer. O.; Runco, Mark. A. Problem construction 
and creativity: The role of ability, cue consistency and active processing. Creativity Research Journal, 10, pp. 
9-23, (1997).

36. Shalley, Christina. E. Effects of coaction, expected evaluation and goal setting on creativity and productivity. 
Academy of Management Journal, 38, pp. 483-503, (1995).

37. Shalley, Christina. E.; Gilson, Lucy. L.; Blum, Terry. C. Matching creativity requirements and the work en-
vironment: Effects on satisfaction and intentions to leave. Academy of Management Journal, 43, pp. 215-223, 
(2000).

38. Shalley, Christina. E.; Oldham, Greg. R. (1997). Competition and creative performance: Effects of competitor 
presence and visibility. Creativity Research Journal, 10, pp. 337-345, (1997).

39. Shalley, Christina. E.;, Perry-Smith, Jill. E.  Effects of socio-psychological factors on creative performance: The 
role of informational and controlling expected evaluation and modeling experience. Organizational Behavior and 
Human Decision Processes, 84, pp. 1273-1286, (2001).

40. Unsworth, Kerrie. Unpacking creativity. Academy of Management Journal, 26, pp. 289-297, (2001).

41. Vincent, Andrea. S.; Decker, Brian. P.; Mumford, Michael. D. Divergent thinking, intelligence and exper-
tise: A test of alternative models. Creativity Research Journal, 14, pp. 163-178, (2002).

42. Weisberg, Robert, W.  Creativity and knowledge: A challenge to theories. In R. J. Sternberg (Ed.), Handbook 
of creativity. Cambridge: Cambridge University Press, (1999).

43. West, Michael. A.; Anderson, Neil. R. Innovation in top management teams. Journal of Applied Psychol-
ogy, 81, pp. 680-693, (1996).

44. Woodman, Richard, W.; Sawyer, John, E.; Griffin, Ricky, W. Toward a theory of organizational creativity. 
Academy of Management Review, 18, pp. 293-321, (1993).

45. Zhou, Jing. Feedback valence, feedback style, task autonomy and achievement orientation: Interactive effects of 
creative performance. Journal of Applied Psychology, 83, pp. 261-276, (1998).



38 Leadership Prospects

No. 19 ~ 2014

The Emotional Intelligence Approach for 
Enhancing Skills in Leadership

~ Ph. D. Lecturer Radu Herman (Faculty of Administration and Business, University 
of Bucharest, Romania)

E-mail: radu.herman@faa.ro

Abstract: An appreciated manager coordinates efficiently the team and both his abilities to be a leader 
and assume his decisions is crucial for the success of the project. In the empirical study “O nouă abordare 
asupra învățării practice” several conclusions show that some leadership problems were related to the pri-
oritization of the objectives, an efficient coordination of the members by the leaders, fear in assuming the 
leadership, not defending the leadership position and tension within the group when facing competition. As 
a leader, a certain state of mind is required to solve a long-term goal, to have a consistent behavior and adapt 
a certain leadership style to motivate in a specific situation the members of a team. In an emotional intelli-
gence approach, controlling the afflictions of the mind means reducing the barriers towards being “able to” 
manifest a leadership style. The aim of this article is to argue that the quest of developing leadership skills 
can become useless when the leader fells into an inappropriate state of mind.

Keywords: emotional intelligence, leadership, afflictions of mind, leadership styles, creativity.
JEL Classification: J50, M12, M54



39Leadership Prospects

No. 19 ~ 2014

1. Introduction

Around the globe, employees enumer-
ate commonly a lack of soft skills like lead-
ership, team work, interpersonal skills, 
knowledge of foreign languages, ICT skills, 
readiness to learn and ability of problem solv-
ing. (Learning workplace skills through gam-
ing, 19 April 2014). Reviewing the literature 
we can see that there is a strong link between 
leadership and the employees’ creativity. The 
challenge is to understand how leadership 
affects the behavior of the team members 
and how to foster leadership. Leadership is 
positively linked with employees’ creativity 
and an organization must find ways to mix 
properly the creativity of the workers with 
the rigidity brought by administrative, finan-
cial and other requirements in order to reach 
efficiency and performance of the organiza-
tion. Trust-building, negotiation, communi-
cation and leadership are important abilities 
to develop within the class of “soft-skills” 
(Learning workplace skills through gaming, 
19 April 2014). The challenge is for match-
ing skills with the labour market needs for 
both “hard” and “soft” skills. When starting 
a team with the purpose  of implementing a 
project, a leader needs those abilities to moti-
vate, communicate efficiently, negotiate with 
the stake-holders, to integrate in a multi-cul-
tural business environment and to be respon-
sible when taking decisions. An appreciated 
manager coordinates efficiently the team and 
his ability to be a leader and assume his deci-
sions is crucial for the success of the project.

2. Literature review

Delgado (2014: 4712) draws on data 
collected from students that have finished a 
leadership program and from the analysis of 

their curricula he argues that many institu-
tions in Europe should rethink their research 
and teaching programs in order to ensure 
the quality of their leadership training. 
Crutchfield and Roughton (2014: 131) argue 
that a personal leadership goal should be to 
become more influential and gain more au-
thority which increases the ability in becom-
ing a leader and the leadership team should 
include all the employees of the organization 
in the process and define clearly the impor-
tant roles like responsibility, delegation and 
authority. Vessey et al. (2014: 1048) show in 
their analysis that a model based on strategic 
planning and product championing could 
explain the positive effects of leadership on 
creativity in a highly creative population. 
Rego et al. (2012: 429) empirically validates 
theoretical arguments that authentic leader-
ship and psychological capital may enhance 
the creativity of the employers. Zhang and 
Zhou (2014: 150) show there is an interaction 
between empowering leadership, uncertain-
ty avoidance, and trust that affects creativity 
and empowering leadership has the stron-
gest positive relationship with creativity 
when the organization if facing high levels of 
uncertainty and trust their leaders. Goleman 
(19 april 2014) defined six types of leader-
ship styles: coercive, authoritative, affiliative, 
democratic, pacesetting and coaching.  Zhang 
and Zhou (2014: 150) argue that creativity is 
linked with leadership, uncertainty avoid-
ance and trust.  Müceldili, Turan and Erdil 
(2013: 673) argue that a positive relation-
ship exists between leadership and employ-
ees’ creativity and leadership has a positive 
relationship with innovativeness. Singh and 
Bhattacharjee (2012: 34) argue that the af-
flictions of the mind are reasons for success 
and failures in business  leadership  position.  
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Destructive behavior occurs when leaders 
pursue short-term interests for themselves 
instead of pursuing the long-term interests 
of the organization (Daan van Knippenberg, 
2011:1078) . 

3. The Emotional Intelligence 
Approach

In the project “O nouă abordare asupra 
învățării practice practica-ta.ro” several ses-
sions were dedicated to forming transversal 
competencies of the human resources. Based 
on the results of the interviews, the students 
were distributed for several types of training, 
including “Management and Leadership” 
where were distributed 63 persons with a fre-
quency of 30% from the total students. The 
purpose of this training is that students will 
gain some soft skills that will help them be-
come more competitive in the labor market.

In this paragraph I am summarizing the 
structure and results from the training for 
Management & Leadership from the project 
“O nouă abordare asupra învățării practice” 
(19 april 2014). Within the training session, 
students have the objectives to:

-	 understand some important concepts 
of management which are applied in 

the company;
-	 understand the role of a leader 
when starting a group activity;
-	 delegating some tasks and means of 
checking the quality of the results;
-	 understanding the purpose and 
working the organizational structure 

within a company.
The conclusions of the training were 

that all of the students were very active, 
which show that there is a naturally interest 
in developing leadership abilities. However, 

some problems were observed in the behav-
iors, like:

1.	 The competition between the teams 
made 

it difficult to work between the 
workgroups;

2.	 The prioritization of the internal 
objectives 

of the team was not coordinated effi-
ciently by the group leaders;

3.	 Fear in assuming leadership: “many 
times, 

informal leaders preffered to give the 
formal leadership position to another person. 
The same aspect was seen in the team-work 
session”.

We can see that some challenges ap-
peared – related to the prioritization of the 
objectives, an efficient coordination of the 
members by the leaders, fear in assuming the 
leadership, not defending the leader position 
and tension within the group when facing 
competition.

A question naturally arises, why he 
“felt” fear in assuming leadership? Fear was 
an emotion felt by the individual who was 
appreciated as a leader by the team mem-
bers, but was unable to temporarily assume 
that role. I am assuming that the role of a 
leader was a challenge for the individual - 
which was felt as overwhelming. Temporary, 
the leadership role of reacting to the groups’ 
needs could not be met, motivation could 
not be achieved and expressing specific ob-
jectives could not be realized. Both the cre-
ativity of the leader and the creativity of the 
group was temporary blocked. In economics, 
utility is related to the individual satisfaction 
which means that the utility of the leader-
ship was negative toward reaching the objec-
tives of the project “O nouă abordare asupra 
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învățării practice” (19 april 2014), with re-
spect to the empirical research of the project. 
Not communicating the objectives, not fos-
tering towards the objectives and not acting 
towards the appropriate activities will not 
bring utility to the project. In other words, 
the satisfaction of achieving an objective is 
related with the economic utility of achieving 
the objectives of the project. The statements 
above were related to the negative economic 
effects of not assuming the leadership role 
within the project. However, the problem 
persists in understanding the reason why 
the leadership role was not assumed. In eco-
nomics we meet concepts like relationships 
between consumers and producers and in 
management we find out about relationships 
between managers and other team members. 
To this respect, the relationship between the 
leader and the group members has a strong 
emotional charge. Perhaps, for this reason, 
an emotional intelligence behavior approach 
is appropriate for understanding how lead-
ership skills can be enhanced. Enhancing a 
skill, analogous to an investment, may have 
some barriers. Enhancing a skill is a knowl-
edge attribute which can be associated with 
reaching a certain state of mind in the emo-
tional intelligence approach. If it’s not a 
knowledge attribute it means that the ability 
of leadership cannot be learned and the ap-
propriate state of mind of the leader cannot 
be achieved. In this emotional intelligence 
vision, controlling the afflictions of mind 
means reducing the barriers  towards being 
“able to” manifest the leadership skill.

4. Enhancing Skills in Leadership 
with the Emotional Intelligence 
Approach

Goleman (19 april 2014) argues that 
the leaders with best results rely on several 

leadership styles which they should fit ap-
propriately to a certain situation. Goleman 
(19 april 2014) defines six styles of leadership 

1.	 Coercive leaders which request a fast 
compliance;

2.	 Authoritative leaders who direct the 
team towards a vision;

3.	 Affiliative leaders make appeal to the 
harmony of the team and search for appro-
priate emotional communication;

4.	 Democratic leaders search for agree-
ment between the members of the group;

5.	 Pacesetting leaders expect good re-
sults and self-oriented individuals;

6.	 Coaching leaders develop the quali-
ties of the individuals for better results in the 
future.

According to this approach, a leader 
should be wise enough to understand the con-
text of a business, the needs of the individuals 
in order to choose appropriate the leadership 
style he will choose to use. The new elements 
of this approach is that each leadership style 
has its roots in different aspects of emotion-
al intelligence. Each individual has different 
strengths and weakenesses with respect to 
some qualities which have relevance with-
in a leadership behavior. Goleman (19 april 
2014) finds out that leaders who know to ap-
propriately use the authoritative, democratic, 
affiliative and coaching styles have the best 
business performance. Developing the abili-
ty of leadership raises complex questions due 
to a high number of variables which occur. 
You know there is a problem, you somehow 
“feel” it, but it’s not always easy to locate it 
fast and find some general rules which apply 
and solve the problem. As a leader, a certain 
state of mind is required to solve a long-term 
goal, to have a consistent behavior and adapt 
a certain leadership style to motivate in a 
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specific situation the members of a team. This 
shouldn’t be too hard to prove, due to the fact 
that feelings have the purpose to be felt by 
others and a certain leadership style may re-
quire a certain state of mind in order to be felt 
in a motivational sense by the others. 

I’m recalling the empirical evidence 
from the project “O nouă abordare asupra 
învățării practice” (19 april 2014) that “mem-
bers didn’t agree to the prioritization of the 
objectives, the leader lacked an efficient co-
ordination of the team-members and fear in 
assuming leadership, many times informal 
leaders preferred to give the formal leader-
ship position to another person”. In litera-
ture we find that the afflictions of the mind 
are reasons why leaders are not behaving 
appropriate. Singh and Bhattacharjee (2012: 
38) stated that “a leader with afflicted mind 
could be equated with a prisoner, a prisoner 
of mind” and the arguments are: attachment 
to unworthy things, inflated ego, ignoring 
responsibilities, feelings of insecurity and 
working in destructive ways. Leaders have 
the responsibility to provide a clear vision of 
a business, to choose wisely the sustainable 
goals, to motivate the team, and according to 
Goleman (19 april 2014) to choose the appro-
priate leadership style in a certain context. In 
order to reach the long-term goal, a leader 
should first identify the necessary steps and 
resources, then identify the appropriate man-
agement style to fit a business situation and 
motivate wisely the team members to achieve 
the goal. A necessary state of mind is re-
quired by a leader – which requires training 
to pass certain barriers which are associated 
to the afflictions of the leader’s mind (Singh 
and Bhattacharjee (2012: 38):

1.	 Ignorance, when leaders perceive 
in a different and non-constructive way an 

objective reality;
2.	 Attachement is related to the short 

term goals in an egoist manner;
3.	 Aversion is related to the rejection to-

wards something or someone;
4.	 Ego is related to a biased perceived 

separation between the individual and the 
objective environment;

5.	 Insecurity is an affliction of the mind 
related to fear, anxiety, self-esteem, manipu-
lation and other states of mind which create 
an insecurity behavior of the leader.

The above statements reach many fields 
of the literature and arguing them are be-
yond the purpose of this article. However I 
considered appropriate to choose some rea-
sons which I considered relevant to argue 
that there are certain paths in literature that 
could spark a light when deciding to start 
training the ability of leadership. The aim 
of the research in this paper is to find ar-
guments for understanding the observed 
problems in the behavior of the participants 
from the project “O nouă abordare asupra 
învățării practice” (19 april 2014). The quest 
of being able to choose an appropriate style 
of leadership, while having the “right” state 
of mind, in a chaotic business situation, is a 
real challenge for a leader. Developing some 
leadership skills can become useless when 
the leader falls into an inappropriate state 
of mind. Instead of seeing the “right” vision 
for reaching the objectives, an ego-driven in-
dividual “arises” who prefers different self-
oriented objectives. The leader ignores the 
accurate trajectory for reaching the target-
ed objectives, while he prefers a certain vi-
sion which will gain him personal benefits. 
Perhaps, the short term goals are easier to vi-
sualize and reach, but they are not strategic 
and the expected value brought by achieving 
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them will be lower than reaching the long 
term ones. Due to some internal perceptions 
or other aversion variables, a leader may re-
ject some aspects related to the other team 
members which will distort the realization 
of the objectives. Destructive behavior oc-
curs when leaders pursue short-term inter-
ests for themselves instead of pursuing the 
long-term interests of the organization (Daan 
van Knippenberg, 2011:1078). The members 
from a group have heterogeneous attributes, 
and just certain attributes are appreciated 
by the group members. In order to achieve 
certain goals of the organization, members 
need a structure with intelligible activities 
and leaders provide them. The decision is a 
complex process and needs a strong value 
system. However, in some situations, lead-
ers do not take those decisions which lead 
to achieving the long-term objectives of the 
organization and this article does some re-
search in this respect. Sometimes it’s quite 
obvious for the team members that doing an 
activity will bring the expected benefits and 
the leader rejects it due to some “personal is-
sues”. Another reason for why leaders have 
an afflicted mind is related to the ego. An ex-
ample is an “egoist” leader which is rather 
destructive to the organization for not lis-
tening to other realistic opinions from the 
members. A less ego driven leader wants to 
find out more about the course of the events 
and is constantly listening and updating 
his knowledge data-base. Illies and Reiter-
Palmon (2008: 251) show that individuals de-
fined and structured the leadership aspects 
in ways that reflect their value systems and 
their research results show that individuals 
with self-enhancement values were more de-
structive than individuals with self-transce-
dence values. Self-enhancement individuals 

were considered to be oriented on achieve-
ment and power, while self-transcendence  
towards universalism and benevolence. In 
other words, self-interest values determine a 
more destructive behavior that self-transce-
dence. In my opinion, the most relevant af-
fliction of the mind which can be associated 
to the behavior of fear in assuming leader-
ship is due to the personal insecurities of the 
leader. I consider that the first and most dif-
ficult step in developing the leadership skill 
is related to the insecurities. With respect to 
the empirical research of the project “O nouă 
abordare asupra învățării practice” (19 april 
2014) I associate the behavior of the leaders 
- who felt fear in assuming the leadership 
and not defending the leader position - with 
the insecurity affliction of the mind. In this 
context, not assuming the leadership posi-
tion and preferring to give the formal lead-
ership position to another person is a form 
of insecurity. Lack of confidence in the leader 
is reflected in his behavior, and shows both 
fear and timidity. If he expresses doubt and 
doesn’t know what to communicate and to 
show an appropriate behavior to a leadership 
style, the other members of the group will de-
crease their confidence in the leader. Instead 
of being creative and brainstorming, they 
will feel the same doubt and reluctance as the 
leader. Practically, the expression of the lead-
ership style stops before it starts manifest-
ing. Although he may knew what leadership 
style to appropriately adopt in motivating 
the team, he couldn’t deal with his insecuri-
ties and he couldn’t manifest any longer the 
leadership role. 

5.	Conclusions

The behavior of a person is changing 
when he assumes the leadership role. An 
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explanation for this change comes from the 
emotional intelligence approach that he is 
dealing with insecurities or other afflictions 
of the mind. The quest of a leader is to have 
the state of mind that allows him to choose 
and use the appropriate leadership style to 
reach the strategic objectives of the project 
and foster the creativity of the team members. 

In my opinion, I consider that the first and 
most difficult step in developing the leader-
ship skill is related to the insecurities. If the 
leader expresses doubt and doesn’t know 
what to communicate and how to show the 
appropriate behavior for a leadership style, 
the other members of the group will decrease 
their confidence in the leader and the strate-
gic objectives are harder to reach.
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1. Cross-cultural leadership overview

In a world subject to a continuous pro-
cess of globalisation, the concept of cross-cul-
tural is frequently encountered in all fields 
of activity and at all levels. This is the reason 

why I undertook to approach such issue, not 
in its generic meaning, but customised for the 
leadership pattern. 

The main question one could ask him-
self/herself when talking about cross-cultural 
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leadership is what does it explicitly mean. 
The answer is more complex than it could 
look like at first sight, as it might be con-
strued from a double perspective. 

On one hand, cross-cultural leadership 
may be seen as the arsenal of methods used 
by a leader while carrying out his/her related 
activity so as to create an harmonious whole 
both as for the internal environment (mem-
bers/employees) and for the external one 
(partners, suppliers, customers), irrespective 
of the origin and mentality of the above-men-
tioned individuals. More exactly, it reflects 
the capacity of a leader to accept the others as 
they are, to accept their culture, to be open-
mind and flexible when making decisions 
and acting as such. 

On the other hand, cross-cultural lead-
ership may be defined as differences in 
leadership styles, manifested across vari-
ous cultures. It means that leadership might 
be partially or even completely different as 
approach from one region, country or con-
tinent to another one, this not implying, of 
course, that one type of leadership is better 
than another one, but simply reflecting a dis-
tinct perception of the surrounding world, 
emerged from different history, educational 
system and social environment.

	 These being said, I intend to discuss 
in more detail about the first sense of cross-
cultural leadership, that is, about under-
standing and acceptance of other people’s 
habits, values, beliefs and norms, when as-
suming the prerogatives of a leader. 

Living in a world of diversity makes 
us inherently come into contact with mis-
cellaneous manners of thinking and acting, 
according to specific cultures, but learning 
from those cultures and enriching oneself in 
this respect is an act of will. If for common 

individuals this is a decision of their own, 
with less incidence on others’ life, for leaders 
this becomes a necessity, it having a signifi-
cant impact on the healthy and sustainable 
growth of the organisation being under their 
coordination. 

Given that a leader is a not a simply 
manager, but a person who, by the power 
of example, by his/her behaviour, is able to 
make other people to follow him/her, the 
adoption of various cultures turns into an im-
portant purpose subsidiary to achieving the 
main goals of the related organisation. In this 
context, cross-cultural leadership is a hybrid 
leadership encompassing ideological diversi-
ty and allowing an organisation, of any type, 
to perform at its best not only domestically, 
but also at international level. 

2. Diversity across organisations

Let’s make an exercise of imagination. 
Think of an important multinational com-
pany performing on the national territory. 
The idea of diversity emerges at a glance and 
gives rise to many questions.

Considering that, usually, such a com-
pany puts altogether resident and non-res-
ident employees, with different visions, in 
compliance with their own cultures, how 
could they work together efficiently if they 
are unable to effectively listen to each oth-
er, if they are not opened to the each other’s 
point of view? I assume everybody agrees 
that the first step is to accept and treat your 
colleague as one of your own, given that the 
final aim is to make the related company a 
powerful one, this subsequently involving 
both appreciation and higher wages for the 
valuable personnel. It is also well known that 
united heterogeneous teams are stronger 
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than homogenous ones, as all issues are anal-
ysed and solved from a multiple perspective, 
by acting based on a sort of invisible brain-
storming mechanism. The diversity at this 
level is so important that firms not having 
foreign employees send their domestic ones 
abroad to develop new skills and competen-
cies under the impact of different cultures. 
But it is indubitable true that inadequately 
led heterogeneous teams can generate disas-
ter for the organisation.

Besides, the related company being 
multinational, it obviously comes in touch 
with a varied environment, be it represent-
ed by suppliers, customers or partners and 
here appears again the idea of collaboration 
in diversity. Not only the marketing and 
sales departments, but, more or less directly, 
the entire company should think and accept 
other cultures so as to be able to communi-
cate by resorting to the same “business lan-
guage”. What would happen if the leader 
did not create a bridge between the com-
pany led by him/her and the diverse source 
or target stakeholders? Which would be the 
attitude of his/her subordinates? And more 
than that, how could such a company go fur-
ther? The answers are implicit. There is no 
way to progress is the business area without 
a cross-cultural approach. The characteristics 
of the nowadays world impose us to adopt 
such an attitude in order to get competitive 
advantage.

What about the academic leadership? 
The things are quite similar, at least at con-
ceptual level. In this case too, the issue might 
be perceived from two directions.

First of all, many students go and come 
from abroad to acquire new knowledge or 
to perfect, in a different environment, their 
already acquired knowledge, either for the 

entire length of their academic studies or for 
an exchange of experience, this involving 
coming into contact with other conceptions, 
mentalities, in one word with other cultures. 
Their integration in the new community does 
not depend only on one’s own capacity of ad-
aptation, but also, especially, to the openness 
of the target organisation to receive him/her 
in the middle of it. And this is certainly in-
duced by the leader of that community. The 
same as concerns the professors teaching, 
from one reason or another, in a foreign uni-
versity. As we all know, universities should 
make all necessary efforts to attract best stu-
dents and professors possible, “la crème de 
la crème”, both from among domestic indi-
viduals and from those coming from all cor-
ners of the world, so that their ranking might 
be ever higher, and a true leader shall adopt 
an appropriate attitude to encourage it, to its 
largest extent. 

Secondly, diversity occurs when it 
comes about academic research. As in the 
case of the above-mentioned business area 
cross-cultural approach, ideas born from dif-
ferent minds and put altogether can lead to 
impressive research results. More unity in di-
versity in such area, more chances to prog-
ress not only as for the said researchers or 
for their origin educational institution, but 
for the mankind evolution as a whole. And 
again, the main responsible for a successful 
result is the leader of the academic organ-
isation, who should help his/her followers 
understand the unexpected dimension of in-
tense collaboration beyond borders. 

If we try to go further, to the political 
leadership zone, things do not change at all. 
Even more in this case, diversity manifests 
at each step. No country can operate in the 
global world without being subject to all sort 
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of foreign influences, at various levels. Just 
think of the adhesion to the European Union 
or to the North Atlantic Treaty Organization 
structures. How to be able to cooperate if un-
able to understand the other’s opinions, if not 
opened to capture the best of what the other 
side can offer? The leader in this case has the 
duty to create and strengthen the link with 
the foreign environment and to correctly in-
form the habilitated bodies and the popula-
tion in general about the importance of such 
fraternity. 

And these have been just several exam-
ples of a large series.

3. Dealing with a cross-cultural 
approach 

No matter of the field of activity, diver-
sity exists inside and outside of any organisa-
tion, and it is without any doubt a positive 
thing, this generating added value, as by 
benefiting from diversity, any organisation 
can healthy develop and achieve innovation, 
performance, competitive advantage and, fi-
nally, reputation (Figure 1). But what is es-
sential, in order to achieve the same, is for 
such diversity to be appropriately managed 
by the related leaders, by resorting to the 
mechanisms being at their disposal.

Figure 1
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	 When talking about the actions 
a leader should take in a cross-cultural 
environment, these are basically the same 
irrespective of the field of activity in which 
the said organisation operates (Figure 2): 

-	 Not encouraging or accepting any 
discrimination within the organization. A 
leader should promote non discrimination of 
people, irrespective of their nature, convic-
tions or mentalities, so that they feel like fully 
belonging to the assembly;

-	 Popularising diversity. A leader 
should “teach” people to feel comfortable 
working in a varied environment, to discover 
the most interesting aspects of other cultures 
and to take advantage of the related different 
manners of thinking and acting;

-	 Implementing adequate policies, 
rules, procedures and practices. In an envi-
ronment characterized by diversity, a leader 
should pay a special attention to avoid re-
sorting to policies, rules, procedures and 
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practices adversely impacting on certain in-
dividuals or groups;

-	 Making changes. A leader should be 
flexible and opened to change whenever nec-
essary so as to permanently maximise the po-
tential of all people involved;

-	 Encouraging feed-back. It is always 
recommendable to require and receive feed-
back, but it is absolutely necessary to do so 
when working in diversity. 

-	 Treating others as they like to be 
treated. In a homogenous environment a 
leader should treat others as he/she likes to be 
treated, but in a heterogeneous one the prob-
lem is more profound. Different individuals 
have different expectations, sometimes fully 
distinguished in nature from one another, so 
the most important is to treat each of them as 
he/she likes to be treated;  

-	 Being open and flexible. A leader 
should be aware that his/her point of view is 
not necessarily the best, that the multitude of 
points of view emerged from diversity could 
bring the organisation infinitely much more 
benefits;

-	 Getting to know the people work-
ing with. A leader should come to know his/
her people, this not involving to become ac-
quainted with every detail of their life, but to 
understand how they think and act, what mo-
tivates them, what makes them happy. How 
to know people unless listening to them? 
Listening more, means getting faster to the 
essence of those people. By perceiving them 
as they really are, with their specific charac-
teristics, the leader is able to develop strong 
relationships with the same, to create a com-
mon ground allowing him/her to establish 
unity-oriented sustainable connections with-
in the said entity, with a positive synergic ef-
fect at the level of the entire organisation.

Figure 2
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4. Leadership styles from cross-cultur-
al perspective 

The following lines are dedicated to the 
identification, from a large class of leader-
ship styles revealed by renowned specialists 
in the matter, of the ones most appropriate 
while working in a multi-cultural environ-
ment (Table 1):
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Author Types of leadership Characteristics Appropriateness 
for cross-cultur-
al environment

Kurt 
Lewin

Autocratic leader-
ship

Decisions are made exclusively by the leader, 
without involving any other member of the or-
ganisation

not appropriate

Democratic leader-
ship

Decisions are finally made by the leader, the or-
ganisation members being however consulted 
during the decision/making process

most appropriate

Laissez-faire leader-
ship

Decisions are made in collaboration with the 
organisational members, the latter benefiting 
from freedom of actions and grounded resource 
and advice-related support

appropriate

Robert 
Blake 
and Jane 
Mouton

Country club leader-
ship

Leaders are mainly focussed on people, en-
couraging teamwork and providing creative 
collaboration, and less on production 

appropriate

Team leadership Leaders are highly focussed both on people and 
on production, generating an environment of 
trust and respect

most appropriate

Middle-of-the-road 
or Status-quo leader-
ship 

Leaders are moderately focussed both on peo-
ple and on production, causing medium work 
results and people satisfaction

moderately ap-
propriate

Impoverished lead-
ership

Leaders are not focussed either on people or 
on production, being the less involving type of 
leadership

not appropriate

Produce, Dictatorial 
or Perish Style

Leaders are mainly focussed on production, en-
couraging well done jobs, and less on people

not appropriate

Table 1. Cross-cultural fit leadership styles
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Paul 
Hersey 
and Ken 
Blanchard

Telling leadership Communication is unidirectional, from 
the leader to his/her people, the former 
determining, by himself/herself, the 
necessary actions in order to accom-
plish the related tasks  

not appropriate

Selling leadership Communication is bidirectional, the leader de-
termining, by himself/herself, the steps to be 
done so as to fulfill the related tasks, however 
offering moral support to his/her people

moderately 
appropriate

Participating leader-
ship

Communication is bidirectional, the 
leader involving the team in order to es-
tablish the issues necessary to accom-
plish for doing right the related tasks, 
therefore maintaining high relationship 
behavior

most 
appropriate

Delegating leader-
ship  

Leaders step back, the individuals of the group 
taking in charge the decisional process, the role 
of the leader consisting in monitoring the prog-
ress

appropriate

Daniel 
Goleman, 
Richard 
Boyatzis 
and Annie 
McKee

Visionary leadership Leaders provide guidance and informa-
tional support to their people, enriching 
the latter’s knowledge 

appropriate

Coaching  leader-
ship

Leaders help people in discovering their 
strengths and weaknesses, allowing them to 
correlate the same with the job-related aspira-
tions, and delegate challenging assignments, 
testing their potential

appropriate

Affiliate leadership Leaders are mainly focused on their people’ 
needs, trying to establish connections between 
them, thus generating a harmonious organiza-
tional environment 

most 
appropriate

Democratic  leader-
ship

Leaders are rather opened to people participa-
tion, to listening to them than to effective action

appropriate

Pacesetting leader-
ship

Leaders look for excellence of people in ac-
complishing their tasks, however without rel-
evantly guiding them in this direction, but di-
rectly involving in solving issues by their own 
, if necessary

moderately 
appropriate

Commanding  lead-
ership

Leaders are sorts of dictators, giving clear or-
ders and expecting total obedience from their 
people

not appropriate
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As the above-table revealed, the most 
appropriate leadership styles in a cross-cul-
tural approach are those highly centred on 
people, directed towards active listening, in 
order to capture individuals’ and groups’ 
needs, towards the stimulation of collabora-
tion and knowledge sharing, so as to create a 
harmonious work environment fit for a large 
mass of cultures. The democratic leader-
ship of Lewin, the Team leadership of Blake 
and Mouton, the Participating leadership of 
Hersey and Blanchard or the Affiliate lead-
ership of Goleman, Boyatzis and McKee are 
just some of the most representatives types of 
leadership helping leaders in creating unity 
in diversity within their organisations.

5. Conclusions  

	 The present paper outlined significant 
issues relating to cross-cultural leadership, 
going from the revealing of the importance of 

organisational cultural diversity in a continu-
ously globalising world, passing through the 
description of the key role of leaders in man-
aging diversity and turning it into a competi-
tive advantage-bringing unity and ending by 
specifying the methods the leaders should 
use and the styles the leaders should adopt 
in order to achieve the said goals and thus to 
get progress. 

	 The research is to be continued by a 
thorough analysis of the medium and long-
term consequences of people focussed lead-
ership, based on case studies referring to 
organisations activating in miscellaneous 
fields. The ways the leaders might improve 
their cross-cultural leadership perspec-
tive could be also discussed. And finally, 
but not at least, the idea of team leadership 
would represent an interesting topic to ap-
proach when dealing with a multi-cultural 
dimension. 
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1. Introduction

Small and medium enterprises are at 
the heart of European policies of sustainable 
development, as they considered one of the 
key factors for the success of the Europe 2020 
Strategy, by their contribution to economic 
growth and job creation, as well as for their 
role in innovation and EU competitiveness.

According to the assessments in the 
2012 Report of the European Commission, 
SMEs have demonstrated their resilience and 
flexibility in the face of new challenges posed 
by the crisis, contributing greatly to the eco-
nomic recovery and the restoration of the 
economic parameters in the Community [4].

European Union capacity, in its en-
semble, and of member states to material-
ize growth and innovation potential of SMEs 
will decide their future and prosperity in 
community space. Given that SMEs func-
tion in different national and local environ-
ment presents a great diversity, community 
politics focused on  SMEs must take account 
on such diversity and to respect subsidiary 
principle.

The Vice-President of European 
Commission, Antonio Tajani, commissioner 
for enterprise and industry, states that “SMEs 
are over 99% of total of enterprises and hire 
over 90 million people in Europe. They rep-
resent our economy engine and must remain 
powerful, competitive and innovative. State 
members must act quickly to ensure full im-
plementation of “Small Business Act”. SMEs 
play an important part in our industrial as-
sets frame, and, thus, must we develop po-
tential, especially in export growth. Such will 
mean, on one hand, to ensure access to more 
finances, and, on the other hand, to support 
daily functioning by efficient implementa-
tion of “Small Business Act”. Therefore, a 

development of new culture of entrepreneur-
ship and innovation is necessary in Europe, 
for creating and strengthen a business envi-
ronment for European citizens to be encour-
aged in initiation of new entrepreneurial 
activities {11, 12].

In the last year, the European 
Commission put even a stronger emphasis on 
supporting entrepreneurship and small busi-
nesses, at the same time with re-launching 
Community policies supported by dedicated 
support instruments and by the inclusion of 
SMEs in the industrialization, competitive-
ness and innovation strategies for Europe. 
The European Commission also calls for the 
establishment of a national framework as 
consistent and favorable as possible for SMEs 
within all Member States [10].

2. Evolutionary benchmarks of the EU 
SMEs 

Presently, the European Union includes 
the activity of almost 20,7 million SMEs, 
which represent 99,8% of the total of private 
enterprises. Such firms handle two thirds of 
workforce and accomplish 55% of communi-
ty companies’ business number. Also, SMEs 
have a contribution of 57% to creating added 
value in European Union (45% industry, 59% 
services and 81% constructions). SMEs rep-
resent an important component of European 
industry, using 80% of workforce in con-
structions, textiles and furniture.

They represent a permanent source 
of labour, solving many social problems, 
as well as a vector of sustainable economic 
development. 

Strategic indicator which marks the de-
velopment status of SMEs in European 

Union is their density, the number of ac-
tive SMEs per 1000 inhabitants. 
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This indicator offers essential informa-
tion concerning government politics effi-
ciency of encouragement and assistance for 
SMEs, while they reflect sector and regional 
tendencies [3]. 

Presently, European Union has a den-
sity of 41 SMEs/1000 inhabitants.

The performances of small and medi-
um enterprises in the European Union are 
measured and assessed by means of three 
main indicators, namely the number of firms, 

number of employees and gross value added.
Most of the EU SMEs, i.e. 92.2%, are mi-

croenterprises with less than 10 employees, 
according to the methodology existing in the 
European Union. Approximately 6.5% are 
small enterprises with a number of employ-
ees ranging between 10 and 49, and a rate 
of 1.1% is represented by the medium-sized 
enterprises, which have a staff of between 50 
and 249 employees, according to the classifi-
cation in the Community (Figure 1).

Figure 1. Number of enterprises in the European Union, on size classes, 2012

As regards their contribution to em-
ployment, SMEs have provided in 2012 
67.4% of the total number of jobs existing in 
the non-financial economy in the European 
Union, thus maintaining the level of 2011, yet 
exceeding the level of 2010 (66.9%) (Figure 
2). The share of gross value added achieved 
by the SME sector declined in 2011 and 2012, 

falling to an average of 58.1% of the total val-
ue achieved in the EU economy (Figure 3).

The SME performances evaluated by 
means of Eurostat structural data regard-
ing the number of enterprises, number of 
employees and gross value added define 
the general image of the SME sector in the 
European Union.
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The number of employees was the most 
severely affected, and the increase of the 
number of SMEs has been stopped. The only 
indicator with a clear recovery after 2009 was 
the gross value added, which has resumed its 
growth in all size classes.

In 2011, SMEs in three European coun-
tries (Austria, Germany and Malta) were able 
to exceed the 2008 levels of the indicators re-
garding the value added and number of em-
ployees. A positive case was also registered in 
Belgium, Finland, France and Luxembourg, 
where the values were maintained in 2011 at 
levels similar to those in 2008, while in the 
other countries the SMEs have not managed 
to recover losses since 2009. From the per-
spective of the evolution of the gross value 

added and number of employees in the pe-
riod comprised between 2008 and 2012, the 
EU states were placed in four groups (Table 
1) [4]:

hh	The group of countries where the 
gross value added and number of employees 
registered an ascending trend;

hh	The group of countries with a positive 
variation of the gross value added and a neg-
ative variation in the number of employees;

hh	The group of countries with a negative 
variation of the gross value added and a posi-
tive variation in the number of employees;

hh	The group of countries in which the 
two indicators registered a descending trend. 

Figure 2. Number of employees in EU enterprises, on size classes, 2012
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Figure 3. Gross value added in EU enterprises, on size classes, 2012
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                                 Year
Indicator evolution

2009 2012

Gross value added  (+)
Number of employees (+) Germany

Austria, Belgium, Bulgaria, 
Cyprus, Denmark, Estonia, 
Germany, Hungary, Ireland, 
Latvia, Lithuania, Romania, 
Luxembourg, Malta, Neth-
erlands, Slovakia, Spain, 
United Kingdom

Gross value added  (+)
Number of employees (-) Belgium, Netherlands

Czech Republic, Finland, 
France, Italy, Poland, Slo-
venia, Sweden

Gross value added  (-)
Number of employees (+) Bulgaria, United Kingdom

Czech Republic, Finland, 
Italy France, Poland, Slove-
nia, Sweden

Gross value added  (-)
Number of employees (-)

Austria, Czech Republic, 
Cyprus, Denmark, Esto-
nia, Greece, Hungary, Ire-
land, Latvia, Lithuania, 
Italy, Luxembourg, Malta, 
Romania, Slovakia, Spain, 
Sweden, Poland, Portugal, 
Finland, France, Slovenia

Greece, Portugal

Community states show several par-
ticularities which result from the distribution 
of SMEs on main economy branches. In Italy, 
Denmark, Finland and Sweden these firms 
own an important part of the industry, while 
Germany, Luxemburg and France SMEs are 
well represented on services area. In Greece, 
which present a lower economic develop-
ment compared to above mentioned states, 
firms are more oriented on commercial ac-
tivities. As a conclusion, between the level of 
development of a country and the percentage 
of SMEs in industry and services there is a 
direct proportionality relation [2]. A worthy 
to be mentioned issue is the consolidation 
of industry firms’ position, which is due to 
personnel reduction in great enterprises, 

externalization of their activities, develop-
ing of subcontracting relations, as well as ap-
plying certain government and community 
program to support small and medium sized 
organizations. In the context of European in-
tegration process, SMEs with industrial ac-
tivities are considered target groups.

3. Support for EU SMEs

Nowadays, the General Direction 
“Enterprises and Industry” functions within 
European Commission, which have an im-
portant role implementing “Europe of 2020” 
strategy, answering two of the seven main 
initiatives, such as [13]:

EU Member States grouped depending on the evolution of gross value added and number of employees, 2008-2012
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hh	“An industrial politics adjusted to glo-
balization era”, with the role of improving 
business environment, especially for SMEs 
and to support development of solid and sus-
tainable industrial basis, which can compete 
worldwide level;

hh“A Union of Innovation”, with the role 
to improve general conditions and access to 
financing for research and innovation sec-
tor, to allow transformation of new ideas on 
products and services to generate economic 
growth and employment.

The two initiatives are essential for 
Europe economy to become more competi-
tive and innovative to a more efficient use 
of resources, thus to face present and future 
challenges.

According to provisions of European 
Commission Work Program, activities of 
“Enterprises and Industry” General Direction 
aim substantiation and take on measures 
to allow implementation of “Europe 2020” 
strategy within industrial and business sec-
tor [14].

In order to create favourable environ-
ment for small enterprises and entrepreneur-
ial initiatives, the General Affairs Council 
adopted in June of 2000 “European Charter 
for Small Enterprises” [8]. This document em-
phasizes that small enterprises have an im-
portant part in sustaining social and regional 
development, representing examples of ini-
tiative and commitment. Main objectives of 
“European Charter of Small Enterprises” are 
the consolidation of innovative and entre-
preneurial spirit, development of a regula-
tory, fiscal and administrative frame which 
can stimulate entrepreneurial activity, im-
provement of entrepreneur status, as well as 
facilitate access to best research results, to ad-
vanced technologies and finances during the 

whole firm’s cycle of existence.
By this European Commission the state 

members were required to consider ten di-
rection of action for small and medium en-
terprises to benefit from digital economy 
advantages [9]:

hh	Education and training entrepreneurs;

hhFaster and less expensive business 
initiation;

hhBetter legislation and representation;

hhEnsuring necessary skills;

hhImprovement of online access;

hhInternal market consolidation;

hhFiscal system and financial issues;

hhConsolidation of technologic capacity 
of SMEs;

hhUse of successful e-business models 
and ensuring quality care for SMEs;

hhDevelopment of a more powerful and 
more efficient representation of SMEs inter-
est on national and European Union level.

In 2008 “Small Business Act” for Europe 
was adopted, first comprehensive politics 
framework for European Union SMEs and its 
member states [1]. Main objective of “Small 
Business Act” for Europe is improving gen-
eral strategic approach of entrepreneurship, 
to stabilize irreversibly the principle “Think 
Small First”.

“Small Business Act” for Europe relies 
on Commission and member states strategic 
achievement, creating a new strategic frame 
to integrate existent instruments of enter-
prise politics and it is inspired by European 
Charter of Small Enterprises and modern 
politics of SMEs. To implement this am-
bitious strategic agenda, the Commission 
proposes a genuine political partnership be-
tween European Commission and member 
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states, to meet principles of subsidiary and 
proportionality.

“Small Business Act” promotes and set 
of 10 principles meant to guide the creation 
and implementation of domain public poli-
tics, on European level, as well as member 
states’ level. These principles are:  

hhCreating an environment in which en-
trepreneurs and family enterprises can pros-
per and where entrepreneurship is rewarded;

hhEnsure that honest entrepreneurs who 
have failed can get second chance;

hhDefinition of rules by the “Think 
Small First”;

hhMake public administrations  respon-
sive to SME needs;

hhAdapt public policy tools to SME 
needs, facilitating SMEs to public procure-
ment and judicious exploitation of the pos-
sibilities for SMEs to benefit from state aid;

hhFacilitating SME access to finance and 
implement a legal and business environment 
supportive to timely payments in commer-
cial transactions;

hhSupport SMEs to benefit more from 
opportunities offered by the Single Market;

hhPromote upgrading of skills in SMEs 
and all forms of innovation;

hhHelping SMEs to turn environmental 
challenges into opportunities;

hhEncourage and support SMEs to 
benefit from growth of markets outside the 
European Union.

4.  Skills and innovation in SMEs

There is a close correlation between 
the share of business innovation in general 
and the share of innovative SMEs. Germany 

ranks first in the hierarchy of EU states as 
regards the share of innovative companies, 
with a percentage of 80%. The lowest share 
of innovative enterprises was registered in 
Latvia, Poland, Hungary, Lithuania, Bulgaria 
and Romania [10]. In Germany and Austria 
there is a greater concentration of staff in 
SMEs in the production of high and medium 
technology, or in science-intensive services. 
In the context of such aspects and the “A 
Union of Innovation” Initiative, included in 
the “Europe 2020” Strategy, the “Skills and 
Innovation” principle presents major im-
portance among the principles of the “Small 
Business Act” for Europe. This principle is 
defined by the 10 indicators, namely [5]:

hh	SMEs introducing product or process 
innovations (% of SMEs);

hhSMEs introducing marketing or orga-
nizational innovations (% of SMEs );

hhSMEs innovating in-house (% of 
SMEs);

hhInnovative SMEs collaborating with 
others (% of SMEs);

hhSales of new-to-market and new-to-
firm innovations (% of turnover);

hhSMEs participating in EU funded re-
search (number per 100.000 SMEs);

hhSMEs selling online (% of SMEs);

hhSMEs purchasing online (% of SMEs);

hhEnterprises providing training to their 
employees (% of all enterprises);

hhEmployees’ participation rate in edu-
cation and training (% of total no of employ-
ees in micro-firms).

If we look at the latest “SBA Fact Sheets” 
developed by the “Enterprise and Industry” 
Department of the European Commission, 
we find that, for 8 of the 10 indicators, the 



60 Leadership Prospects

No. 19 ~ 2014

EU average value (recorded for the whole 
European Union) has remained at the same 
level in recent years.

The only exceptions are the “SMEs pur-
chasing online (% of SMEs)” indicator, for 
which the Community average value de-
creased from 28 in 2010 to 16 in 2012, and the 
“Enterprises providing training to their em-
ployees (% of all enterprises)” indicator, for 
which there was a sharp drop from 58 in 2005 
to only 24 in 2010 [5,6].

Consequently, it is essential that, in 
the next period, the European Commission, 
through its “Directorate-General for 
Enterprise and Industry”, initiate new pro-
grams to support innovative SMEs in the 
Community and to allocate funds to stimu-
late the innovative and creative processes in 
SMEs. It is also important to encourage com-
panies to provide training programs for their 
employees, especially in the current context 
of the new knowledge-based economy hav-
ing as its pillars knowledge and innovation.

European Commission will contin-
ue to give priority to SME sector. Review 
“Small Business Act” in line with “Europe 
2020” goals, as well as recent developments 
on European and international level, mean-
ing taking action structured along following 
lines [12]:

hh	improving access to finance for in-
vestment and development;

hhsmart regulation to give SMEs the op-
portunity to focus on core activities;

hhfull use of the Single Market;

hhhelping SMEs to cope with problems 
posed by globalization and climate change.

5. Conclusions

According to the assessments in the 
2012 report of the European Commission, 
SMEs have demonstrated their resilience and 
flexibility in the face of new challenges posed 
by the crisis, contributing greatly to the eco-
nomic recovery and the restoration of the 
economic parameters in the Community.

In the last year, the European 
Commission put even a stronger emphasis on 
supporting entrepreneurship and small busi-
nesses, at the same time with re-launching 
Community policies supported by dedicated 
support instruments and by the inclusion of 
SMEs in the industrialization, competitive-
ness and innovation strategies for Europe.

The SME performances evaluated by 
means of Eurostat structural data regard-
ing the number of enterprises, number of 
employees and gross value added define 
the general image of the SME sector in the 
European Union.

The number of employees was the most 
severely affected, and the increase of the 
number of SMEs has been stopped. The only 
indicator with a clear recovery after 2009 was 
the gross value added, which has resumed its 
growth in all size classes.

Community states show several par-
ticularities which result from the distribution 
of SMEs on main economy branches. In Italy, 
Denmark, Finland and Sweden these firms 
own an important part of the industry, while 
Germany, Luxemburg and France SMEs are 
well represented on services area. In Greece, 
which present a lower economic develop-
ment compared to above mentioned states, 
firms are more oriented on commercial ac-
tivities. As a conclusion, between the level of 
development of a country and the percentage 
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of SMEs in industry and services there is a 
direct proportionality relation.

“Small Business Act” for Europe relies 
on Commission and member states strategic 
achievement, creating a new strategic frame 
to integrate existent instruments of enter-
prise politics and it is inspired by European 
Charter of Small Enterprises and modern 
politics of SMEs. 

“Small Business Act” promotes and 
set of 10 principles meant to guide the cre-
ation and implementation of domain pub-
lic politics, on European level, as well as 
member states’ level. In the context of “A 
Union of Innovation” Initiative, included in 
the “Europe 2020” Strategy, the “Skills and 
Innovation” principle presents major im-
portance among the principles of the “Small 
Business Act” for Europe.

Germany ranks first in the hierar-
chy of EU states as regards the share of 

innovative companies, with a percentage 
of 80%. The lowest share of innovative en-
terprises was registered in Latvia, Poland, 
Hungary, Lithuania, Bulgaria and Romania. 
In Germany and Austria there is a greater 
concentration of staff in SMEs in the produc-
tion of high and medium technology, or in 
science-intensive services.

It is essential that, in the next peri-
od, the European Commission, through its 
“Directorate-General for Enterprise and 
Industry”, initiate new programs to support 
innovative SMEs in the Community and to 
allocate funds to stimulate the innovative 
and creative processes in SMEs. It is also 
important to encourage companies to pro-
vide training programs for their employees, 
especially in the current context of the new 
knowledge-based economy having as its pil-
lars knowledge and innovation.
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Synergy within a Scientific Research Centre

Abstract: The analysis of the social-economic systems prove us that the whole is distinct from the 
sum of the parts. The concurrence of the components forming a system produces cumulated effects whose 
value exceeds the sum of effects of the components considered individually. Interactions at the level of parts 
help us understand the causes that sometimes generate spectacular outcomes of the system composing 
them. As a matter of fact, organizations exist because they mean more than the sum of the parts. 

Synergy facilitates precisely this pulling together of the members of an organization around a joint 
vision. From this perspective, we can connect organizational dynamics to the components of organizational 
culture.

In this article, we aim at making a summary analysis of how synergy has intensifying effects by coop-
eration among the departments of CSOL-UB, but also between the latter and other entities: TEAM WORK, 
AERS, CARO, CAEN, SPHERAA SCHOOL, etc.

Synergy analysis at the level of CSOL-UB leads us to the conclusion that cooperation among its de-
partments generates benefits to the partners as well.
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1. Theoretical perspectives on synergy

Haken states that “synergetics is offered 
as a physical construct for understanding 
self-organization. It is a mathematical-physi-
cal of studying how collections of subsystems 
(such as atoms, cells, animals) can produce 
structures and patterns by self-organization” 
[10, p. 417]. Such pulling together is also ap-
plicable in case of other biological, social, 
physical systems, etc. and gets materialised 
by the cooperation of their integrating parts 
which mutually complete each other in their 
way to a joint purpose. Synergy acts as a pro-
pellant of integration and formation of a uni-
tary whole with joint desiderates.

Synergy is the global effect of coop-
eration and/or concurrence of the parts and 
characterizes ,,the whole distinct from the 
sum of the parts” or, in other words, the 
whole is much more than the sum of the 
parts. Ansoff states that “synergy can pro-
duce a combined return on resources that is 
greater than the sum of individual parts. This 
has been expressed as 2 + 2 = 5 to illustrate 
that the firms combined performance may be 
greater than the simple aggregate of parts.” 
[5, p. 657]. The excess comes from the syn-
chronic and concentrated cooperation of the 
parts. While order in a system refers to levels 
of cooperation and is static, organization fo-
cuses on the rhythms of cooperation, being 
dynamic. Thus, synergy is produced by the 
organization-movement ratio, as a result of 
cooperation action.

Although people have always created 
connections and made exchanges, nowadays 
these connections crossed over the cultural 
borders or those specific to the fields of activi-
ty as stand-alone entities. This trend has been 
also determined by the visible progress of in-
formation technology and the diversification 

of the communication means that facilitated 
the achievement of inter-human relation-
ships and concentration of various resources 
under a joint direction.

The main pillar and factor intensifying 
synergy efficacy is cooperation. In this re-
gard, Limerick and Cunnington (1993) sug-
gests that “synergy occurs when empowered 
people are linked” [8, p. 156]. Individuals 
constituting the parts belonging to a synergic 
system have to prove involvement, to focus 
their energy and resources on the achieve-
ment of a joint purpose. They should be guid-
ed by such an intense intrinsic motivation as 
to ensure their engagement to attain the pur-
sued goals. 

Synergy supposes not only cooperation 
and /or concurrence of subsystems, but also:

•	 system over determination as to sub-
systems, that is subjugation of subsystems by 
the adjacent hierarchical system;

•	 order generation from disorder (“de-
termined chaos” - Haken), that is apparition 
of a visible (manifest) order from the impli-
cated (hidden) order. 

Synergy produces emerging proper-
ties visible to the outside. Emergence is re-
lated both to organization and finality, as 
to functionality representing the multitude 
of interactions between system and its envi-
ronment, and the higher hierarchical system. 
Therefore, functionality may be considered 
as system „behaviour to the outside”.

Commoner [2] states that nature teaches 
us a fundamental lesson of synergism since 
belonging to a system is a requisite for sur-
vival on the planet, while subcomponents 
should be open to cooperation and collabo-
ration. Life itself learned such lesson on the 
primor¬dial earth.
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Synergy and synergism have as start-
ing points other scientific fields (for instance, 
engineering, economy, sociology, physics). 
That is why, synergism is a relatively new 
border, science of a deep interdisciplinary 
character. In this regard, P. Corning states 
that “synergy can be found in the subject-
matter of most, if not all of the academic dis-
ciplines. In the social sciences, synergy can 
be found in many of the phenomena studied 
by economists - from market dynamics (de-
mand-supply relationships) to economies of 
scale, the division of labour and, of course, 
the influence of technology” [3, p. 4].

Brant [1, p. 412] thinks that systematic 
approach is preferable to narrow approach 
when engineering anything, from simple 
tools or constructions to human communities.

The antonym of synergy is antagonism, 
phenomenon where the action of two agents 
has a cumulated effect inferior to that result-
ed from the sum of individual effects. The 
term has been used since 1925.

Managers can be taught to get synergy. 
They change the visions shared by organi-
zations into facts and, consequently, any in-
crease in synergy or in combined actions can 
trigger several benefits. 

From this perspective, organizations ex-
ist because they mean more than the sum of 
their parts. If personal interest prevails upon 
the corporative one in various companies, 
synergy constitutes a concept that needs to 
be stressed since it leads to some positive at-
titudes from the part of all involved parties.

The operation synergic model has not 
yet been entirely recognised as organization-
al policy, though it has major implications 
for the organization and management of the 
companies. That is why one of the problems 
most frequently faced within an organization 

is represented by the absence of synergy and 
of the feeling that employees may rely on 
each other. 

Synergy supposes presentation of deci-
sions for collective debates and encouraging 
of the organization members to discuss them. 
Synergy gathers all the members of the orga-
nization so that they share a joint vision.

Synergism emphasizes the increase in 
system efficacy (“efficient synergy”, Haken) 
by optimising the operation of the whole due 
to the contribution of the internal mechanism 
of cooperation of its elements. 

2. Methods of Synergism	

As regards the methods of synergism, 
the following can be mentioned:

•	 the synthesis which allows correla-
tion of some dissimilar results, from the most 
varied and farthest field. 

•	 the analogy which allows application 
in various fields of activity. Synergism inte-
grates a series of principles focused on perfec-
tion of self organization at system level: the 
principle of non-linear casualty, principle of 
interaction, principle of efficacy, principle of 
domination, principle of optimum self-orga-
nization, principle of optimized cooperation. 

The principle of domination requires 
the selection of a low number of variables 
that should correctly and completely de-
scribe system behaviour, when unstable vari-
ables dominate the stable ones. By a series of 
successive transformations and assessments, 
system variables are classified in dominat-
ing and dominated variables (the dominated 
ones will be removed as non-essential). The 
principles of optimum self-organization and 
optimized cooperation determine the change 
of a synergic system into s system of systems.
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3. Principles of Synergic Economy

The sustainable and entrepreneurial 
economy of the current millennium may 
only be achieved by the synergic effect of its 
technical-economic, social-political, ecologi-
cal systems, etc. In a vision specific to syn-
ergism, such synergic economy should be 
based upon principles such as:

-	 principle of responsibility;
-	 principle of competition and free 

initiative; 
-	 principle of efficiency;
-	 principle of efficacy;
-	 principle of innovation;
-	 principle of efficient use of intellec-

tual capital.
A synergic technical-economic system 

may have the meaning of:
-	 firm, institution or any other organi-

zation whose activities have a minimal nega-
tive effect on the environment and are carried 
out on a innovatory basis of maximal use of 
intellectual capital;

-	 product, modern technology, ma-
chine-tool, engineered equipment;

-	 several firms and institutions interre-
lated by connections, relationships and inter-
dependences which may form a cluster-type 
innovation system promoting scientifically 
advanced technologies. 

In the 1988s, the concept of synergic 
technical-economic system was defined as 
the system that ensures the progress of a firm 
starting from the technical base and the fi-
nancial means of the same and based upon:

hh	the entrepreneurial and innovato-
ry spiritof the business management and 
employees;

hh	the promotion of economic-ecological 
solutions in the technological development.

From the organizational perspective, 
synergy may be summarised by the colloca-
tion „there is a crowd”. The results of an or-
ganization or of a team of the same do not 
account for the algebraic sum of the results 
of each and every individual member, as 
the control of the activity of each member 
does not mean control over the entire orga-
nization/team. That is why modern orga-
nizational management pursues controlled 
construction of a systematic cohesion of the 
collective/team/group by various techniques 
and methods such as “team building”. 

At organizational level, synergy lays at 
the base of creation of competitive advantag-
es. This has a multiplicative effect of all abili-
ties, resources, capacities and knowledge 
held by certain parts integrated into and 
used within a system. According to Harris, 
“a high-synergy corporation is one in which 
employees cooperate for mutual advantage 
because the customs and traditions of the 
corporation or organization support such be-
haviour. In this non-competitive atmosphere 
the individual works toward his or her bet-
terment as well as that of the group” [7, p. 
363].

Synergy arises from the combination of 
subsystems and system resources. Besides 
the revenues pursued from the activity of a 
system, undesirable, additional effects, both 
positive, and negative, may arise as well. The 
synergic effect arises only by combining the 
parts of the system. But sometimes, a major 
problem is faced with when complex sys-
tems are built without fully understanding 
the consequences of their creation.

4. Effects of Synergy at the Level of 
the Firms

The first synergic role of the manager is 
to create a vision, then to attract people who 
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may help attaining the organizational goals, 
approaching the vision as being theirs and 
accepting the responsibilities to get organiza-
tional performance. This process of aligning 
personal vision to that of other people repre-
sents the organizational vision. 

There is a close interdependency be-
tween leadership and synergy from the per-
spective of the capacity to institute a shared 
vision and to consolidate the feeling of peo-
ple belonging to a group, team with a joint 
objective. In this context, Gaggiotti mentions 
the benefits provided by a synergetic man-
ager “whose ultimate desire is to be able to 
make synergy effective in practice, to attain 
the ability to integrate innumerable and di-
verse business processes and phenomena 
into a unified comprehension, and to create 
a situation of unity in diversity” [6, p. 267].  

Synergy means optimal integration of 
certain independent components of a com-
pany and refers to the increase of net benefits 
attained by parts interaction to a joint goal. 

Synergies may become essential incen-
tives for the accelerated growth of schools 
and universities and for the development of 
the activities of research and development in 
the federal government, in economy.

Financial difficulties force the higher 
education institutions to implement manage-
ment practices, while the professionals’ ef-
forts will be directed to the achievement of 
the organizational objectives, but also to the 
natural increase and personal growth.

Synergy is the most important opera-
tion consisting in coordination and synchro-
nization of all actions and processes in the 
achievement of the same scope. Operations, 
methods, structures cooperate in a synergic 
way and, thus, increase the organizational ef-
ficacy. The succession of events is achieved 

so quickly that it gets into simultaneity: con-
centration and coherence of all the forces 
operating synchronically. Any synergic co-
operation of some components (of a system) 
should hold a central component, a nucleus 
around which all the other components are 
organized; this centre is a kind of “director” 
or a kind of coordinator. Diffusion, “commu-
nication” among components is very fast in 
the synergic systems.

Due to unity between movement and 
organization, information transmission be-
tween components or various “local coopera-
tion” is accelerated. According to Prigogine 
[9], each part of the system becomes able to 
“feel”, “perceive” what is going on in oth-
er parts. This favours proliferation of the 
combining mechanisms amplifying the cre-
ative potencies of components. We can talk 
about a new type of coherence based upon 
an original mechanism of communication 
between parties as a result of dynamic, ac-
celerated self-organization. At any time, “a 
local cooperation”, in a group of components 
of a certain area, by an extension of the op-
erating fields (operational transfer) can be 
transformed into global cooperation, com-
munication in all the areas of the system.

Synergism is the global effect of coop-
eration and/or concurrence of the parts (ele-
ments, internal components) and represents 
their “subjugation” to the whole. Synergy 
is produced by the organization-movement 
ratio, as a result of interactions operation, of 
invariant “skeins” of interactions where, be-
sides the energetic issues, informational ef-
fects also take part. 

Dreikorn argued that “if an organiza-
tion does not have the characteristics of in-
tegrated business processes and synergy in 
action, then it is generating significant waste 
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and sub optimizing the creation of value for 
the customer” [4, p. 15]. Synergy should not 
be seen only as a result, but also as a complex 
process gathering all abilities and capaci-
ties of the composing parts for getting com-
petitive advantage, being based on collective 
effort.

Synergy also supposes, besides cooper-
ation/concurrence of subsystems achieved by 
horizontal “communication”, over determi-
nation of the system as to subsystems, there-
fore subsystems subjugation by the adjacent 
hierarchical system; over determination ap-
pears precisely by this domination process 
(by “orders” of the new system) and ,,behav-
iours” of subsystems.

Cooperation of subsystems, internal 
components of the system should be and can 
be induced, stimulated.

5. Synergy within the Centre for 
Organizational Strategies and 
Leadership of the University of 
Bucharest (CSOL-UB)

This is an institutional structure of the 
University of Bucharest (UB) aiming at cre-
ating and developing: training and consul-
tancy programs in the field of organizational 
strategies and leadership, researches in the 
field of organizational strategies and leader-
ship, cooperation with similar organizations 
in the academic and business environment, 
events specific to the field of organizational 
strategies and leadership involving some 
famous personalities from various environ-
ments (academic, business, political, social, 
cultural, etc.). Moreover, CSOL-UB also aims 
at supporting the development process of in-
teraction between the academic and the busi-
ness environment, in order to improve the 

organizational managing modalities.
On a longer term horizon, CSOL-UB 

pursues the development of a network struc-
ture at the level of Romania, since there are 
41 counties that may become 41 network 
knots. National network pursues the creation 
of an educational system in the field of or-
ganizational strategies and leadership ad-
dressing the pre-university, university and 
post-university education, as well as other 
social-professional groups.

Another goal of the centre is set by de-
fining clear directions of training in the field 
of organizational strategies and leadership. 
Moreover, it aims at sustaining the creation 
of necessary competences and qualifications 
in the field of organizational strategies and 
leadership by providing some training and 
consultancy programs in these fields for: stu-
dents, teachers, other employees of the UB, 
employees of public entities and of the busi-
ness environment.

CSOL-UB will organize on an annual 
basis an international conference in the speci-
fied fields to which university professors, 
students, researchers, consultants, entrepre-
neurs, politicians, etc. will take part. The goal 
is that an interdisciplinary research group 
formed of economists, psychologists, sociol-
ogists, mathematicians and other specialists 
should be configured at the level of UB.

Besides, this aims at ensuring general 
information and consulting on the progress 
of researches in the field of organizational 
strategies and leadership and presenting 
concrete situations of manifestation in the 
public entities, in the business, political and 
social environment.

CSOL-UB will provide training and con-
sulting services, will work out studies and 
will carry out activities of design, analysis, 
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assessment and development of policies and 
programs in the fields of organizational strat-
egies and leadership, upon public grants, 
sponsorships, research or consulting con-
tracts. CSOL-UB will edit periodical or occa-
sional field-related publications.

The financing sources used by CSOL-
UB will be personal incomes, revenues from 
the development of training and consultancy 
programs addressed to the business environ-
ment, from research contracts at national and 
international levels, from grants, donations 
or sponsorships.

The way of organization and financing 
of the CSOL-UB activities stresses how syn-
ergy contributes to the support of the centre, 
to the proper development and long-term 
efficacy of its initiatives. Thus, CSOL-UB ac-
tions are possible by the mediation of financ-
ing by contracts of service provision and 
research, research grants of MedC, CNCSIS 
or of other financiers, donations, sponsor-
ships, revenues of the faculties or of the UB. 

CSOL-UB also aims at creating some 
partnerships and cooperation relationships 
between the UB and other organizations 
in the field of organizational strategies and 
leadership. Thus, this centre wants to use and 
to supply information and to provide the re-
sults of its own researches and accumulated 
experiences to the interested parties, thus 
achieving a synergic effect capable of inten-
sifying the whole activity of the centre, and 
that of its partners as well. 

Synergy is also manifest in CSOL-UB 
guidance to the creation of competences and 
skills required by the field of organizational 
strategies and leadership. In this regard, it or-
ganizes training and consultancy programs 
in these fields for: students, professors, other 
employees of the UB, employees of the public 

institutions and the business environment.
CSOL-UB aims at ensuring the involve-

ment of the main actors in the business envi-
ronment with a view to provide scholarships, 
sponsorships, practice stages, provision of 
competences in carrying out some trainings 
in the field of organizational strategies and 
leadership. This way, synergy appears be-
tween the competences and the resources 
the University and its “actors” benefit from  
and the business environment facilitating 
youth access to the labour market. Moreover, 
the centre aims at promoting the research 
activity on the development of cooperation 
relationships and partnership between the 
business environment and the university 
environment.

One of the major projects promoted by 
CSOL-UB has in view the organization of an 
annual international conference on leader-
ship issues. The second edition of the inter-
national conference dealing with the topic 
“Leadership Perspectives at the University 
of Bucharest’s 150th Anniversary” gathers 
in some sections and workshops students, 
professors, business people, consultants, per-
sonalities from the political, social, cultural 
fields. The interdisciplinary activities carried 
out on the occasion of the events lay the 
premises for achieving some partnerships 
with synergic effects.

An academic network has been created 
by CSOL-UB, and such network is formed by 
colleges, the academic environment and busi-
ness environment facilitating concentration 
of some specific components of the network 
within some network knots where projects 
are carried out at a certain moment. Network 
optimization leads to rendering efficient the 
process of communication between the com-
ponents of CSOL-UB, the main knots being 
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CSOL-UB as a central nucleus, and the oth-
er knots: master’s degrees, SpherAA, Team 
Work, academic environment, business en-
vironment, colleges. Moreover, an important 
role within the networks created by CSOL-
UB is held by feedback since it contributes to 
improving the quality of the information sent 
by various communication channels.

The CSOL-UB partnerships have shown 
that virtual networks contribute to the best 
use of time and, consequently, to the comple-
tion of projects on due term. By using virtual 
networks, information transmission within 
networks is accelerated, thus projects becom-
ing efficient as regards both time and speed 
of response, and the quality of the activities 
carried out.

Figure 1 Synergy within CSOL-UB

Conclusions

The organization of some systems (i.e.: 
CSOL-UB) and the creation of some partner-
ships with other social-economic partner-
ships prove by the results obtained that joint 
effort adds value to individual efforts. 

The CSOL-UB experiment leads to the 
conclusion that researches on the synergy of 
educational systems with the participation 
of some specialists from other fields: busi-
ness, political, NGOs, public entities, etc. are 
required.

The partnerships created by CSOL-
UB become veritable research laboratories 
where teaching, knowledge, and processing 
of information are essential marks of indi-
vidual growth and organizational strategies. 
Interactions among the knots of the networks 
created by CSOL-UB increase the quality of 
the outcomes of the projects carried out by 
the same, entailing the increase of the added 
value and facilitating the creation of other ed-
ucational networks.
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1. Introduction

The best way to determine if substan-
tive change is required or only a perfectory 
in terms of companies policy to concerting 
the employees is to retrieve this information 
directly from those involved, which is why I 
find it relevant to undergo a study that will 
reveal to what extent there are any employ-
ees of service companies (Berlin Ltd.) are 
motivated and what their attitude toward 
work and management is. In this regard it 
is necessary to better understand of the en-
vironment in which they operate activity, a 
better knowledge of the stimuli that motivate 
them and, not least, the presence or absence 
of these incentives in the company’s manage-
ment policy. This present study aims to dis-
cover the views of employees (individuals), 
their opinions about the management, the 
extent to which pay system provides job sat-
isfaction, and to determine what should be 

done to improve or the working conditions 
or cover the deficiencies.

2. Setting objectives and assumptions 
 2.1. General Assumptions 
•	 Most employees of   Berlin Ltd. are 

satisfied with the working conditions in 
within the company;

•	 The majority of employees are satis-
fied with the salary they receive;

•	 The majority of employees are sat-
isfied with the general manager of the 
company;

•	 The majority of employees are satis-
fied with their relationship with the direct 
manager.

2.2. Objectives of the study 

In table 1 are the main objectives of the 
study

Basic Aspects Questions Seating Objectives
Getting the attitudes and 

opinions of employees re-
garding the  management 
Dialogue manager - em-

ployee to state of problems

What is the attitude of 
employees towarts man-

agement ? 
How much does the em-
ployees’ opinion matter? 
How much does the dia-

logue manager – employee 
matter?

Identifying the employee’s 
opinion towards direct and 
top managers. Identifying 
the importance the manag-
ers attached to the experi-

ence of the employees. 
Identifying problems of the 

employees, a step to in-
crease work efficacy

Source table: by author after Nicolescu Ovidiu (2007) and Zaharia R, Florescu C, Anghel I, (1993)

Table 1. Objectives of the study
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3. Study design.

 3.1. Type of research and the method 
of obtaining primary data 

The research that is performed involves 
a direct collection of information directly 
from their carriers. The survey was chosen as 
concrete method of research. The questions 
asked require an answer that managers. This 
technique was chosen because of its advan-
tages, namely: high rate of participation of 
subjects in the investigation, the opportunity 
of convincing them to participate in the in-
terview and to answer questions without 
revealing the identity of respondents those 
questions would otherwise remain unan-
swered, the feedback interviewers-topic.

 3.2. Considerations for questionnaire 
development

According to Zaharia R, Florescu C, 
Anghel I. Devising the questionnaire is a 
matter of great importance within the pro-
gram of organizing a market pool˝ (1993). 
Considering the set objectives, a question-
naire having the following characteristics 
was devised.

Type of questions used:
 In relation to the type of questions 

used, the closed questions prevail because 
they bring the subject to indicate one or more 
possible answers proposed the answers are 
easier to give and the processing and inter-
pretation are simplified. They used single 
choice questions, as well as multiple choice 
questions; avail questions involving a single 
choice of several frequency alternatives were 
used. 

Regarding the type of scales used in or-
der not to become tedious we chose a range of 

scales. The nominal scale used types of multi-
ple choices and single or multiple choices the 
ordinal scale is used in several variants: 

•	 Likert’s scale;
•	 semantics differential scale the vari-

ant for more features;
•	 Likert’s scale for a set of statements;
 To formulate questions avoiding the 

use of those words that suggests or implies 
some answers. Formulations of question 
wording was made in a direct manner to fa-
cilitate the subjects responses and to avoid 
certain misinterpretations. 

4. Analysis and interpretation of pri-
mary and secondary data

 4.1. Statistics of questions.

 Question 1. This question determines 
the opinion of subjects related to the man-
agement organizing meetings to discuss 
the subjects’ personal problems .The modal 
value is the answer ‘it would certainly be a 
good thing’, that together with the fact that 
69.7% of respondents have a favorable atti-
tude towards the proposal (would be good 
and would solve some problems) should be 
a warning to the management of the unit, 
pointing out that employees want to express 
some issues in front of the superiors(see 
Chart 1.) 

Question 2. Subjects were asked to la-
bel the style of management within the en-
terprise where they work. The majority of 
respondents (59.3%) (Chart 2), believe that 
management style is undefined, which is 
the modal value of the variable, a significant 
proportion believes that the style is the au-
tonomous (34.3%) and only 6.2%  defined 
management style as participatory 
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Question 3. Through these nominally 
measured questions, subjects were asked to 
indicate which their image about their supe-
rior is. Centralizing (Chart 3) data is as fol-
lows: Some of those who have chosen the 
guide also chose the option friend or rival, 
competitor. 48.7% of respondents regard 

their superior as a guide, a rate of 66.6% has a 
positive image (friend and guide) and 25.7% 
see in their hierarchical superior a rival or 
a controller. Three respondents chose other 
and have written in the questionnaire that 
they see their superior as a coworker. The 
modal variant is the guide.

 

38%

31%

19%

12%

a good thing

it would solve the problems

the discussion of problems of
doesn't  efficacy

don’t talk about the personal
problems

Chart 1.The influence of the employees’ personal problems on the work efficacy

Source: Processed by author
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Chart 2. Leadership styles

Source: Processed by author
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Chart 3. The image of the superior according to the employees
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Question 4. The intention of using this 
question was to find out the employees opin-
ion towards the statement that managers are 
unskilled. Their answers were as follows: 

•	 Those who have a positive image of 
their superior consider that the claim is exag-
gerated (56.2%), and those who have a nega-
tive imagine believes that it is true or even 
worse (34.3%).

•	  However, quite a few believe that 
the managers of the company, unskilled one 
third of these are not negligible. For those 
who have different opinion from the pro-
posed responses, two did not respond and 
one felt that business managers are skilled.
(see Chart 4)

Question 5. Using an ordinal scale 
(Likert’s scale) subjects were asked about the 
attention that managers should pay to work 
conditions. Respondents were given a state-
ment in which they are told that managers 
should pay more attention to the issue being 
asked to express agreement or disagreement 
regarding this statement.(Chart 5) A signifi-
cant percentage of employees agreed with 
the statement (43.7%) which is detrimental 
to society, 31.2% were neutral and only 25% 
of them were happy with the attention the 
company’s management work conditions. 
Average score of 0, 34 express a slightly fa-
vorable central position towards the previ-
ous statement.
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Chart 4. Analysis of the incompetence of managers

Source: Processed by author
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Chart 5. Analysis of the importance managers give to work conditions
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Question 6. The question is linked 
to the employee assessment of the criteria 
that a good manager should meet. Subjects 
could choose more than one entry of those 
proposed. Subjects felt that a good manager 
must be a complex man who possesses more 
qualities and they did not focus on a single 
criterion but they combined them. We can see 
that the majority of respondents considered 
that a good manager should to be ‘competent 
and a good professional’ (27% - modal value), 
‘to provide rewards for those who work well 
and to treat people according to the results’. 

The criteria least chosen were kindness and 
determination.(see Chart 6)

Question 7. Using a nominal scale with 
a single choice of several frequency alterna-
tive subjects was asked how often they were 
consulted, on average, every day at work by 
managers. Since asked the employee’s opin-
ion creates a feeling of belonging and of val-
ue recognition in the workplace, factors that 
can strongly influence employee motivation, 
we appreciate as very negative that 65.6% 
of employees said they were asked for their 
opinion one time or less a day.(Chart 7)

5%27%

9%

22% 12%
6%

19%

friendly

professional

energetic

motivating

understanding

determined

measured in terms of results
Source: Processed by author

Chart 6. Analysis of the criteria a manager should meet
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never
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Chart 7. Analysis of the managers’ consulting their employees

Source: Processed by author

5. Conclusions

 The distribution at Berlin Ltd. is made 
on short channel, the existence of buffer de-
posits for both food and non-food goods at 
lower prices than those of the competition. A 
first conclusion that emerges from the study 
relates to socio-professional relationships at 
work. According to data gathered from the 

study, employees considered their relation-
ship with managers, important most of them 
consider their superior as a guide or a friend, 
and managers consulting employees creates 
a sense of belonging and value recognition at 
work,  factors that can strongly influence em-
ployees’ motivation. We appreciate as nega-
tive that 65.6% of employees said they were 
asked for their opinion one time or less a day.
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Employees think that in order to be a 
good leader, a manager must be competent 
and good professional, to offer rewards for 
those who work well and treat people ac-
cording to the results. They consider that 
company managers should pay more atten-
tion to work conditions. These issues must be 
considered and rectified so that the degree of 
motivation of employees to regarding grows.

The employees’ opinion on the assertion 
that ‘managers are unskilled, those with a 
positive image of their superior consider that 
the claim is exaggerated (56.2%), and those 
who have a negative imagine believe that it is 
true or even worse (34.3% ). However quite a 
few believe that company managers are un-
skilled, one third of these are not negligible. 
The organization will have to become aware 
of its place in the economic system, to under-
stand the multitude of factors that positively 
or negatively influence its activity and the 

multitude of organizations whose activity is 
affected by its decisions.

 Permanent observation of the other 
subsystems, in particular of competition al-
lows them to exploit their weaknesses and 
take advantage of the market opportunities. 
The manager will permanently have an over-
all vision on the liquidity and solvency of 
the company which will help in developing 
a long-term strategy always knowing the fi-
nancial and economic potential of the organi-
zation and the funds available. 

He will know in advance which way 
the organization goes, profitability indica-
tors being considered intermediate stages of 
the strategic objectives as the financial ones. 
Thus be will be able to recover in time and by 
taking corrective decisions, he will eliminate 
deviations from the original plan or change 
the strategy and even the target objective if it 
exceeds the capacity of the company.
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1. Introduction

Leadership and innovation stand as crit-
ical elements for the development of a com-
pany acting within the mobility area. Nokia 
was the first undisputed leader in the do-
main, once it had launched first smartphones 
(the now famous Nokia Communicator) and 
the first OS for them (Symbian OS, a Linux-
originated operating system). Later on, 
Research in Motion (BlackBerry) became the 
smartphone leader, by means of design in-
novations (the famous QWERTY keyboard). 
At the same time, BlackBerry became the 
first vendor to supply an efficient e-mail so-
lution for smartphones. Soon enough, these 
two first pioneers were succeeded by Apple’s 
iPhone, the device that became leader by 
means of Touch technology, innovative de-
sign and exquisitely efficient marketing cam-
paigns. Subsequently, when Google launched 
Android technology, Samsung began its own 
smartphones development process and soon 
replaced Apple as leader of the market, with 
an impressive portfolio of mobile devices on 
offer.

According to both IDC and Gartner, the 
mobile devices manufacturer market is cur-
rently dominated by Samsung. According to 
researches made by the two market research 
companies, Nokia currently holds the third 
position (more details are available within 
the “Mobile phone manufacturers market” 
below table).

2. Literature review 

It is common knowledge that the aver-
age lifetime of technology products contin-
ues to shrink. High tech companies face the 
constant need to innovate to stay competi-
tive. The race to market has intensified, and 

a company’s ability to consistently produce 
profitable innovation will separate the win-
ners from the followers in this competitive 
market environment. 

Schumpeterian competition as a process 
of innovation and selection is increasingly 
viewed as the key to achieving sustained 
aggregate economic growth, by screening 
out the least innovative firms and promot-
ing the most agile ones (Caves, 1998). With 
regard to high tech companies, where in-
novation is understood more directly, for 
example, in terms of R&D investments or 
new product innovation, a more complex 
pattern emerges. The timing of innovation 
(Christensen, Suarez, and Utterback, 1998), 
commercial strategy and relatedness among 
business lines (Mitchell, 1991; Willard and 
Cooper, 1985) have a strong influence on the 
duration of new companies’ leadership in 
one field. On the whole, the idea common 
to all these contributions is that innovative 
companies could grow faster, be more prof-
itable and ultimately survive for longer, but 
not for ever. A maximum of ten years has 
been deducted by some studies. Only one 
in ten companies is able to sustain a steady 
and profitable growth for several consecutive 
years (Christensen, 2003). Only 13% from the 
1854 companies analyzed by Zook and Allen 
proved to grow significantly and consistently 
more than ten years in a row. 

The pace of competition will only accel-
erate, and the success depends on identifying 
the right opportunities and capitalizing on 
them through superior execution.

Disruptive innovation, as introduced 
by Christensen, describes a process by which 
a product or service takes root initially in 
simple applications at the bottom of a mar-
ket and then relentlessly moves up market, 
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eventually displacing established competi-
tors. By launching the mobile phones, tele-
communications companies surpassed 
classic phone producers. Years later, launch-
ing the intelligent phones disrupted the sim-
ple mobile telephones. 

Nowadays companies know they need 
growth to survive, but innovation is not easy 
(Christensen & co, 2003).  Managers know in-
novation is the ticket to successful growth.  
When companies keep improving their ex-
isting products and services to meet their 
best customers’ needs, they eventually run 
into the “innovator’s dilemma.” By doing ev-
erything right, they create opportunities for 
new companies to take their markets away. 
Established companies historically have 
struggled when trying to create new markets. 
Success seems fleeting and unpredictable.  

Companies march along a performance 
trajectory by introducing successive sustain-
ing innovations—first to remain competitive 
in the short term. But, firms innovate faster 
than our lives change to adopt those innova-
tions, creating opportunities for disruptive 
innovations (Christensen, 1997). Although 
sustaining innovations move firms along the 
traditional performance trajectory, disrup-
tive ones establish an entirely new perfor-
mance trajectory.

Technology-driven segments such as 
semiconductor, telecom, consumer electron-
ics, life sciences, original design manufactur-
ers, and hardware and software providers 
face growing challenges. They will need to 
adapt to fast-changing markets, rethink pro-
cesses and capabilities, and leverage suppli-
ers and partners to become more productive 
and competitive on a global basis.  In most 
cases they will need to look beyond the four 
walls of their companies for innovative ideas 

and ways of doing business.
The industry leaders combine custom-

er and industry insight with innovation and 
world-class execution. This is the study-case 
this paper is going to present in the follow-
ing. The leader of the market – whatever 
would be Microsoft, Apple, Samsung, need 
to manage innovation, optimize their port-
folio, and launch new products and services 
that broaden and deepen customer relation-
ships, at the best moment.

These companies need to focus on stra-
tegic business and technology decision-mak-
ing including how to: leverage intellectual 
assets, create integrated supply chains, pro-
pose innovative growth strategies, effectively 
manage product development, and optimize 
the value of products and services through-
out their lifecycle. Sometimes they are suc-
cessful in doing that, sometimes they are 
overlapped by their competitors. 

3. Companies presentations and 
history 

Apple
Apple is an American multinational 

corporation headquartered in Cupertino, 
California, that designs, develops, and sells 
consumer electronics, computer software 
and personal computers. Its best-known 
hardware products are the Mac line of com-
puters, the iPod media player, the iPhone 
smartphone, and the iPad tablet computer. 
Its consumer software includes the OS X 
and iOS operating systems, the iTunes me-
dia browser, the Safari web browser, and the 
iLife and iWork creativity and productivity 
suites. 

Apple was founded by Steve Jobs, Steve 
Wozniak, and Ronald Wayne on April 1, 
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1976 to develop and sell personal computers. 
Fortune magazine named Apple the most ad-
mired company in the United States in 2008, 
and in the world from 2008 to 2012.  Apple is 
the largest publicly traded corporation in the 
world by market capitalization, with an es-
timated market capitalization of $446 billion 
by January, 2014. As of September 29, 2012, 
the company had 72,800 permanent full-time 
employees and 3,300 temporary full-time 
employees worldwide. Its worldwide annual 
revenue in 2013 reached $170 billion. Apple 
achieved widespread success with its iPhone, 
iPod Touch and iPad products, which intro-
duced innovations in mobile phones, por-
table music players and personal computers 
respectively. In addition, the implementation 
of a store for the purchase of software appli-
cations represented a new business model. 
Touch screens had been invented and seen 
in mobile devices before, but Apple was the 
first to achieve mass market adoption of such 
a user interface that included particular pre-
programmed touch gestures.

Samsung
Samsung Electronics Co., Ltd is a South 

Korean multinational electronics company. 
It is the flagship subsidiary of the Samsung 
Group, amounting to 70% of the group’s 
revenue in 2012, and has been the world’s 
largest information technology company by 
revenues since 2009. Samsung Electronics 
has assembly plants and sales networks in 80 
countries and employs around 370,000 peo-
ple. Samsung has long been a major manu-
facturer of electronic components such as 
lithium-ion batteries, semiconductors, chips, 
flash memory and hard drive devices for cli-
ents such as Apple, Sony, HTC and Nokia. 
In recent years, the company has diversified 

into consumer electronics. The company is 
generally regarded as pioneering the phablet 
market through the Samsung Galaxy Note 
family of devices.

Samsung has been the world’s largest 
maker of LCD panels since 2002, the world’s 
largest television manufacturer since 2006.

Nokia 
Nokia is a Finnish communications 

and information technology multinational 
corporation that is headquartered in Espoo, 
Finland. The company provides Internet ser-
vices, including applications, games, music, 
media and messaging services, including 
free-of-charge digital map information and 
navigation services delivered through its 
wholly owned subsidiary. Nokia provides 
also telecommunications network equipment 
and services. As of 2013, Nokia employed 
90,000 people across 120 countries, conducts 
sales in more than 150 countries and reported 
annual revenues of around €12.7 billion. In 
September 2013, Nokia sold what was once 
the world’s largest vendor of mobile phones 
to Microsoft as part of an overall deal totaling 
€5.44 billion (US$7.17 billion). Stephen Elop, 
Nokia’s former CEO, and several other exec-
utives joined the new Microsoft Mobile sub-
sidiary of Microsoft as part of the deal, which 
closed on 25 April 2014.

Nokia had been producing commer-
cial and some military mobile radio com-
munications technology since the 1960s. In 
1987, Nokia introduced one of the world’s 
first handheld phones. Nokia was a key de-
veloper of GSM (Global System for Mobile 
Communications), the second-generation 
mobile technology that could carry data as 
well as voice traffic. Probably the most im-
portant strategic change in Nokia’s history 
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was made in 1992, however, when took the 
crucial strategic decision to concentrate solely 
on telecommunications. The worldwide pop-
ularity of mobile telephones, beyond even 
Nokia’s most optimistic predictions, created 
a logistical crisis in the mid-1990s, prompt-
ing Nokia to overhaul its entire supply chain. 
By 1998, Nokia’s focus on telecommunica-
tions and its early investment in GSM tech-
nologies had made the company the world’s 
largest mobile phone manufacturer, a po-
sition it held until 2012. Between 1996 and 
2001, Nokia’s turnover increased almost five-
fold from 6.5 billion euros to 31 billion euros. 
Logistics continued to be a major advantages 
over rivals, along with greater economies of 
scale. Nokia launched its Nokia 1100 handset 
in 2003, this still being the best-selling mobile 
phone of all time. 

Microsoft
Microsoft Corporation is an American 

multinational corporation headquartered in 
Redmond, Washington, that develops, manu-
factures, licenses, supports and sells computer 
software, consumer electronics and personal 
computers and services. Its best known soft-
ware products are the Microsoft Windows 
line of operating systems, Microsoft Office 
suite, and Internet Explorer web browser. Its 
flagship hardware products are Xbox game 
console and the Microsoft Surface series of 
tablets. It is one of the world’s most valuable 
companies. Microsoft was founded by Bill 
Gates and Paul Allen on April 4, 1975 to de-
velop and sell BASIC interpreters for Altair 
8800. It rose to dominate the personal com-
puter operating system market with MS-DOS 
in the mid-1980s, followed by the Microsoft 
Windows. Since the 1990s, it has increasingly 
diversified from the operating system market 

and has made a number of corporate acquisi-
tions. In May 2011, Microsoft acquired Skype 
Technologies for $8.5 billion in its largest ac-
quisition to date. As of 2013, Microsoft is mar-
ket dominant in both the IBM PC-compatible 
operating system and office software suite 
markets (the latter with Microsoft Office). 
The company also produces a wide range of 
other software for desktops and servers, and 
is active in areas including Internet search 
(with Bing), the video game industry (with 
the Xbox, Xbox 360 and Xbox One consoles), 
the digital services market (through MSN), 
and mobile phones (via the Windows Phone 
OS). In June 2012, Microsoft entered the per-
sonal computer production market for the 
first time, with the launch of the Microsoft 
Surface, a line of tablet computers. 

With the acquisition of Nokia’s devices 
and services division, the company will enter 
the smartphone market.  

BlackBerry (formerly known as 
Research In Motion - RIM)

BlackBerry Limited, formerly known 
as Research In Motion Limited (RIM), is a 
Canadian telecommunication and wireless 
equipment company best known as the devel-
oper of the BlackBerry brand of smartphones 
and tablets. The company is headquartered 
in Waterloo, Ontario, Canada. It was found-
ed by Mike Lazaridis, who served as its co-
CEO along with Jim Balsillie until January 
22, 2012. Originally a dominant innovative 
company in the smartphone market for busi-
ness and government usage, with 43% US 
market share in 2010, the company has in 
recent years declined precipitously, in part 
because of intense competition from Apple’s 
iPhone and Google’s Android brands. Due 
to such competition, the company’s share 
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was dramatically reduced. The majority of 
BlackBerry’s remaining value lies in its pat-
ent portfolio, which has been valued at be-
tween US$2 billion and $3 billion.

The primary competitors of the 
BlackBerry are smartphones running 
Android and the Apple iPhone, with 
Microsoft’s Windows Phone platform emerg-
ing as a more recent competitor. For a num-
ber of years, the BlackBerry was the leading 
smartphone in many markets, particularly 
the United States. The arrival of the Apple 
iPhone and later Google’s Android platform 
caused a slowdown in BlackBerry growth 
and a decline in sales in some markets, most 
notably the United States. When the Apple 
iPhone was first introduced in 2007, it gen-
erated substantial media attention, with nu-
merous media outlets calling it a “BlackBerry 
Killer”.  BlackBerry then began to decline.

4. Market trends and changes for mo-
bile devices

Operating systems for the mobile 
devices

The operating system for mobile device 
market is currently dominated by Android, 
with a market share around 70 percent, ac-
cording to market studies issued by IDC 
and Canalys. In terms of operating systems 
market predictions for 2017, both IDC and 
Canalys foresee slight decreases in mar-
ket shares for Android and iOS. According 
to IDC, Windows market share will triple 
within the next four years (from 3.9 percent 
in 2013 to 10.2 percent in 2017). Canalys fore-
sees an even greater increase, with details 
published in the aforementioned box.

Major shifts within the next two years 
are foreseen in terms of the market structure 

for mobile devices. According to Canalys, by 
2016 shipments of classic mobile phones will 
decrease by 17 percent, while those involving 
smartphones will increase by 17.9 percent. 
Corresponding increases for tablets will go 
beyond 35 percent, while laptop shipments 
will decrease by some 6 percent. More details 
are available with the “Market structure for 
mobile devices” box.

	
Technological advantages for 

Microsoft
For Microsoft, technological advantages 

are related both to software designs achieved 
by Nokia in recent years (many of them in 
partnership with Microsoft before the acqui-
sition process ended), and to facilities grant-
ed by Window 8 and Windows Phone 8.

Nokia Here (previously known as Ovi 
Maps and Nokia Maps) is currently one of 
the best geographical localisation services; 
it is available on Nokia mobile devices and 
is used by important global names in indus-
try (like BMW, for car GPS systems, Garmin, 
also for GPS range of devices, and so on). 
Localisation services are extremely important 
for mobile devices, as such services are used 
by the bulk of software applications. Quality 
services in this field stand as a guarantee for 
the optimum functioning of such devices.

Microsoft Office represents an impor-
tant asset of the company, as the Office Suite 
of applications is part of Windows Phone 8 
devices. Currently, Office is by far the most 
used office applications suite; consequently, 
its integration with mobile devices may rep-
resent a guarantee of clients rerouting their 
preferences in this area. Voice over IP (VoIP) 
services represents another Microsoft advan-
tage, as they will undergo an integration pro-
cess on Windows operated mobile devices 
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once Microsoft acquired the widest spread 
global service of the kind since it bought 
Skype.

Cloud computing know-how that 
Microsoft achieved so far is also very impor-
tant. By means of integrating One Drive ser-
vice (previously known as SkyDrive) with 
Office 365, important advantages may be of-
fered for large ranges of users.

Microsoft will also add important func-
tionalities within the entertainment area. 
Xbox Live is already a mature service and 
smartphones have lately succeeded in captur-
ing important shares on the portable console 
games market. Many game manufacturers 
(among them the leader, Electronic Arts) 
lately bought smaller companies specialised 
in games for mobile devices (on Android, 
iPhone, Windows Phone) and market share 
increases in this area have been consistent.

Price strategy
By selling terminals in different price 

ranges, Samsung proved it was able to be-
come a leader of the mobile communica-
tions market. Its product portfolio included 
smartphones that begin with a price tag of 
under EUR 100 (e.g. Galaxy Young) and end 
with their + EUR 500 star, Samsung Galaxy 
S5). When compared to this, Apple and 
BlackBerry both had market strategies exclu-
sively targeted toward the high end area of 
smartphones.

Nokia’s strategy in terms of mobile de-
vices range is similar to Samsung. The prod-
uct range begins with Nokia Lumia 520, 
a roughly EUR 100 device and ends with 
Lumia 920, 925 and 1020 models. 

The Application Development Area
The Windows Phone app store current-

ly holds the smallest number of applications 

when compared to its main competitors. 
By the end of 2013, this number went be-
yond the 200k threshold. At the same time, 
iPhone applications exceeded the 1 million 
level, while the number of Android applica-
tions went beyond 1.2 million by October last 
year. However, Microsoft benefits from an 
important advantage in terms of applications 
development. The company currently holds 
one of the most complete SDKs (Software 
Development Kit) for mobile applications. 
Windows Phone 8 facilities of the SDK are 
completed by an integrated application de-
velopment environment (IDE) called Visual 
Studio. It is an environment that decreases 
the time needed for the development of such 
applications. Visual Studio is available as free 
software for programmers, with its Visual 
Studio Express version for Windows Phone.

Microsoft added friendly environments 
for application development to the facilities 
aimed for programmers. Project Siena stands 
as an example of integrated development en-
vironment, which is dedicated to non-pro-
gramming experts, as the whole application 
development process is visually achieved.

User experience
The user experience is the final test 

for all the mobile devices. This was, at their 
time, the reason for the phenomenal suc-
cess of Blackberry, and then Apple, and now 
Microsoft Nokia Lumia: the new, excellent, 
exquisite customer experience

5. Conclusions/Discussions and 
implications

It is hard to exactly foresee how Nokia 
and Windows OS will evolve within mobile 
devices area. Nokia and BlackBerry recent 
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histories showed leader changes may any-
time be possible. Nokia made some strate-
gic errors not only in terms of innovation in 
mobility, but also in terms of operations. The 
best known example is the mobile devices 
factory in Jucu, Cluj County, where Nokia 
Clasic devices for Africa and Asia were slated 

for manufacturing. The manufacturing facil-
ity stayed open for less than three years and 
a half, as it subsequently and quite naturally 
has been moved to Asia. The rightful strategy 
and a corresponding innovating process may 
get Nokia a market leader position again.

Top 10 mobile phone manufacturers in 
2013 (millions of units) according to Gart-
ner

 Top five mobile phone vendors, shipments, 
and market share in 2013 (millions of units), 
according to IDC

Vendor 2013 
sales

2013 
market 
share

2012 
sales

2012 
market 
share

Vendor 2013 
sales

2013 
market 
share

2012 
sales

2012 
market 
share

S a m -
sung

444.4 24.6% 384.6 22.0%  S a m -
sung

446.7 24.5% 409.4 23.6%

Nokia 250.8 13.9% 333.9 19.1%  Nokia 251.0 13.8% 335.6 19.3%
Apple 150.8 8.3% 130.1 7.5%  Apple 153.4 8.4% 135.9 7.8%
LG 69.0 3.8% 58.0 3.3%  LG 70.0 3.8% 56.6 3.3%
ZTE 59.9 3.3% 67.3 3.9%  Huawei 55.5 3.0% 47.5 2.7%
Huawei 53.3 2.9% 47.3 2.7%       
TCL 49.5 2.7% 37.2 2.1%       
Lenovo 45.3 2.5% 28.2 1.6%       
Sony 37.6 2.1% 31.4 1.8%       
Yulong 32.6 1.8% 18.6 1.1%       
Others 613.7 34.0% 609.6 34.9%  Others 845.2 46.4% 753.1 43.3%
TOTAL 1,807.0 100% 1,746.2 100%  TOTAL 1,821.8 100% 1738.1 100%

Source:  Gartner (Feb 2014) Source:  IDC (Jan 2014)



87Leadership Prospects

No. 19 ~ 2014

Worldwide device shipments by segment 
(millions of units) according to Gartner 
Gartner

 Smart connected device market by product 
category (shipments in millions), according 
to IDC

Type of device 2013 
sales

2014 
sales

2015 
sales

Type of 
device

2013 
sales

2013 
share

2017 
sales

2017 
share

PCs desktop / 
laptop

296.1 276.7 263.0  Desktop 
PC

134.4 8.6% 123.1 5%

Tablets (ultra-
mobile)

195.4 270.7 349.1  Portable 
PC

180.9 11.6% 196.6 8%

Mobile phones 1,807.0 1,895.1 1,952.9  Tablet 227.3 14.6% 406.8 16.5%
Other ultramo-
biles (hybrid 
and clamshell)

21.1 37.2 62.0  Smart-
phone

1,013.2 65.1% 1,733.9 70.5%

Total 2,319.6 2,479.8 2,627.0  Total 1,556 100% 2,460.5 100%
Source:  Gartner (March 2014) Source:  IDC (Sept 2013)
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Higher education in a global market has a business 
aspect to it in which communication is important, as in 
any other industry. But it’s not the main point. The real 
stake is an institution’s identity. A good communica-
tion does not have to bring new student applications to 
a school but the right positioning, from which the right 
applications will then stem. 

Prof. Guido TABELLINI, Rector, Bocconi Univer-
sity
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Working within a dynamic, ever-chang-
ing, highly competitive environment, sub-
ject to the commercial logic and to academic 
rigours too, the University - whatever its 
name or reputation - must consistently use 
market-oriented leadership strategies and 
marketing mechanisms that, until recently, 
were only associated with commercial or-
ganizations attempting at imposing a fa-
vourable image among its target audiences 
: pupils as prospective students, students, 
parents, teachers, institutional partners, etc.  
Rarely adequate to the logic of central plan-
ning specific to the communist period, desta-
bilized by the logic of transition that led to 
the inflation of „diploma mills” that have un-
dermined the very idea of higher education, 
the universities in Romania must adapt on 
the fly to the market logic, characterized by 
high competition in a space that transcends 
national boundaries. 

Traditionally, the role of the University 
has been related to the aspirations orient-
ed towards achieving high level of educa-
tion and culture; hence, higher education 
was understood as experiences of the (in-
tellectual) elite. Since the beginning of the 
concept of European Romania1  the idea of 
society has been replaced by the idea of the 
market (Touraine, A., 1995,p.103), the elite 
service has become a mass accessible prod-
uct (Kumar,M, 2009, p.137) and efficiency 
and marketability have become standards of 
evaluation for academic activities (Hayrinen-
Alesatalo,M., Peltona, U., 2006, p.251)

In order to be effective, the management 
of an organization should take into account 
the representation(s) of organisations among 

1 In  Western Europe, the process started in the 
1980s In  Western Europe, the process started in 
the 1980s

target audiences.  An adequate, solid and 
proper representation of the organization 
determines the manner in which various cat-
egories of individuals with whom it comes 
into contact (suppliers, customers, competi-
tors, etc.) relate to it and, implicitly, impact 
on its business as a whole. In the communica-
tion conquered society (B. Miege, 2000), this 
image is constructed / deconstructed / recon-
structed through the media.

	

Social representation: theoretical and 
methodological grounds

Our approach is in line with the struc-
tural methodological approach to the social 
representations initiated by Serge Moscovici 
and detailed by Jean-Claude Abric (in 
Mosovici, S., Buschini, F, 2007, pp.450-469).  
In this context, we consider the social repre-
sentations as:

 Images that condense manifold mean-
ings that enable people to interpret what is 
happerning; categories which serve to clas-
sify circumstances, phenomena and indi-
viduals with which we deal, theories which 
enable us to establish facts about them. When 
we consider the social representations em-
bedded in the concrete reality of our life, we 
refer to all the above-mentioned features as a 
whole. (Jodelet, D., 1991,p. 89)

In a project co-financed by the European 
Commission, Caroline Maury (2007) finds 
four characteristics of social representations:

hhA social representation is an organ-
ised set: the structure and the various 
elements that constitute the social re-
lations are linked to each other;

hh	A social representation is shared 
by the individuals in the same so-
cial group. In general, the partial 
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consensus around it depends on the 
homogeneity of the group and the po-
sition of individuals within the group;

hhA social representation is socially use-
ful as a means of apprehending the 
object to which it reletes. A social re-
spresentation is a system for inter-
preting and understanding the social 
enviromnent;

hh	A social representation is collectively 
produced by means of a mass commu-
nication process. Exchanges between 
individuals and exposure to mass 
communications enable the members 
of a group to share those elements 
that make up a social representation.

For our study on the mediated social 
representation of the UB we retain this last 
feature of the social representation. To fol-
low, we will focus on how the media (re)
present the UB. We start from the assumption 
that an image is, like any social representa-
tion, an organized grouping of information, 
options, attitudes, and therefore we consid-
er necessary to study its both components 
(Abric, JC, op.cit. pp.450): content and struc-
ture. Basically, the social representation of 
the UB in the media can be seen as a socio-
cognitive system with specific features: it is 
organized around a central core, constructed 
of one or of many elements that confer mean-
ing to the ensemble and which has a narra-
tive structure.

Therefore, the analysis of the mediated 
social representation of the UB in the me-
dia requires three components: the content, 
the internal structure and the central core. As 
Jean-Claude Abric said, in the study quoted 
above, currently there is no technique to al-
low alignment of those three elements, which 

means that any study of representations must 
be based on multiple methods articulated in 
two stages:

First step: delimitation of the content
Second step:  identification of the central 

core and of the internal structure

First step: delimitation of the content

Depending on the scope of the research 
(questions needed to be answered, available 
resources etc.), there are several strategies 
for delimiting the content that will be stud-
ied. In the present study, we decided on a 
cross-sectional analysis. The corpus of analy-
sis consists in all articles about the University 
of Bucharest appeared in the national press 
in the October 1th 2013 - April 1th 2014 pe-
riod.  For this purpose, we use the Daily Press 
application on the UB website; from all the 
articles about education, we select those that 
concern the UB directly. It is worth mention-
ing that, for a comprehensive analysis, it is 
interesting to study the upstream represen-
tations (the image of Romanian education in 
general) as well as the downstream represen-
tations (the images of the faculties and the re-
search centres in the UB and the image of the 
people and the personalities associated with 
the UB), but time and space restrictions made 
us to consider those articles that have the UB 
as a subject.

The corpus has the following structure:
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Adevarul, a newspaper with the tradi-
tion of treating subjects in the field of edu-
cation, allocated the largest space to the UB 
(18 articles), one-third of the total number of 
articles on this subject.

The same hierarchy is maintained if we 
consider only the articles where the UB is the 
main topic. In Adevarul there are 5 articles, 
equal with the sum of the following four 
newspapers on the list.

We emphasize that the quasi-absence of 
the UB in the media can become an opportu-
nity for developing an effective communica-
tion strategy.

Second step: identification of the cen-
tral core and of the internal structure

Central core theory suggests that the 
core elements express the meanings that in-
dividuals (or, in this case, the media) col-
lectively assign to the object of the social 
representation. They are highly consensual 
because they are determined by the shared 
values and history. They affect the periph-
eral elements and determine the logical rela-
tionships that individuals establish between 
those elements. 

The peripheral elements represent 
knowledge about the object of the social rep-
resentation that different individual (or, in 
this case, different media) have accumulated 
in various contexts. Consequently, they re-
flect the variety of individual experiences but 
they obey a logic shared by the group as a 
whole, since these experiences are interpret-
ed on the basis of the shared core elements. 
Finally, in this conception, investigation of 
a social representation involves identifying 
those elements that belong to the core, among 
all the opinions and beliefs relating to the ob-
ject. In this way it becomes possible to go be-
yond the discourses in order to understand 
the meanings the group attributes to the ob-
ject of the social representation.’ (Moliner, 
Rateau, Cohen-Scali, 2002, p. 24).

To determine the structure of the UB 
mediated social representation relying on the 
content collected in the previous phase we 
will apply the methodological tools that en-
able tracking and tracing the central core, the 
connections and hierarchy of its components. 
One of these tools, the thematic analysis, re-
veals the following structure:

Newspaper total  UB is the main subject
Adevărul 182 5
Evenimentul zilei 11 1
România Liberă 6 1
Cotidianul 5 1
Gandul 5 2
Puterea 5 0
Other newspaper 4 2
total 54 12

2 During this research, we chose to present data as numbers and not as percentages, because the total number 
of articles is less than 100
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Even if, in the analysed period, the UB 
is most often mentioned in articles about 
Stefania Duminica’s case of plagiarism, one 
can argue that, the image of this institution is 
mainly built in articles about academic per-
formance (those 7 articles in which the UB is 
the main subject). 

We present below the structure of the 
UB mediated social representation as it re-
sults from each subject area. At the end of 
our analysis, we assemble the data in order 
to achieve an overall composite image. To 

achieve this goal, we consider two levels of 
reading: the article’s title and the content.

a.	 The mediated (re)presentation of  
Stefania Duminica’s plagiarism case 

The woldle image of the titles of the arti-
cles in which the UB appears is the following: 

 Since it is obvious that the UB is as-
sociated, in the analysed period, most often 
with Stefania Duminica’s plagiarism case, it 
become necessary to study this case in depth 
and to identify the structure of the UB image 
linked to this issue.

 Topic Total UB is the main subject
Stefania Duminica’s plagiarism 28 4
Academic performance 17 7
Student’s associations 5 1
Other subjects 4 0

However, it must be noted that the UB 
is not a major player in this case; out of 28 
articles that discuss it, it is in only five that 
the UB is the main subject, while in 14 the UB 
is just mentioned. The wordle image of the 
articles about the case of Stefania Duminica’s 
plagiarism in which the UB is the main topic, 
shows a different picture:

   In these articles, the UB is associated 
with: the Ethics Commission -21 co-occur-
rences; the title withdrawal procedure -17 
co-occurrences and the diploma cancellation 
-10 co-occurrences. The UB is associated with 
plagiarism in 6 cases; in all of these cases, the 
verb is to establish.
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b.	(Re)presenting UB as the space of ac-
ademic performance

From the articles that have the UB as a 
main topic, in more than half, performance 
is the main theme. The UB is placed among 
the best 200 institutions of higher education 
(in a European Commission report) while in 
the top of school dropout the UB only occu-
pies the 7th place, below the national average 
(38% compared to 38,8%). 

Moreover, the UB students won pres-
tigious awards and could be easily accepted 
to prestigious universities abroad. Through 
association, the UB can be compared with 
the American universities, as proved by 
Ionut Budisteanu, a young computer genius 
(Adevarul, 10.01.2013): courses are identical, 
those of Stanford are identical to those in Romania 
(na.- those given at the Faculty of Mathematics 
and Informatics of the UB). I attended some cours-
es at Stanford (na- Stanford’s courses are avail-
able online to anyone on their platform) that were 
better explained in India. I’ve seen some concepts 

from Romania that were less explained than those 
from Stanford. Of course, not all of them. But the 
theory is universal, there is not a more sophisti-
cated theory in America than in Romania.

It is not only the UB students, but also 
the teachers who achieve high standards. 
Among the (many) communications options 
available to universities there is one that is 
increasingly successful: having their profes-
sors and experts express themselves outside 
the classroom. The idea of turning research 
professors into ambassadors or spokesper-
sons for the institution is a very attractive 
one. Therefore, the article in Evenimentul 
zilei presents the case of an assistant profes-
sor who travels around the world on research 
scholarships (21.01.2014) and is invited to 
give lectures abroad, contribute to a positive-
ly mediated social representation of the UB. 
Likewise, the UB associates its name with 
prestigious personalities that have received 
the title of Doctor Honoris Causa.

The graphic representation of this 
theme is the following: 
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c.	 The (re)presentation of  students’ as-
sociations in the media

Students’ organisations are an important 
part of the university life. Their imagine that 
falls upon the UB mediated social representa-
tion, is ambivalent: students organize charity 
events on Christmas (Be a better student on 
Christmas Day Campaign, Evenimentul zilei 
13.12.2013: the UB students, gripped by the 

magic of the holidays, want to bring smiles 
on the faces of those who can’t fully enjoy the 
Holy feast of Christmas) but contest each oth-
er and dispute the UB management.

The central core of the UB mediated 
representation, in the Romanian newspapers, 
between 1.10.2013-1.04.2014 circumscribes a 
triangle of themes consisting in:

As shown in the chart above, there are 
events that can be institutionally controlled 
(academic titles granting, maintaining the 
international charts, etc.), others that can be 
partially controlled (business students’ orga-
nizations) and others that escape institution-
al control (cases of plagiarism, scandals). In 
order to build a positive UB mediated social 
representation it is necessary to communicate 

more efficiently the positive events happen-
ing within the UB and to supply a prompt re-
sponse in crisis situations.

The quality of teaching and research, 
the creation of knowledge and academic ex-
cellence remain the primary concerns of UB; 
it is and must remain its core mission. But 
it is no longer enough. With international 
competition, an effective mediated social 

The Stefania Duminica’s case
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representation is a must for the institutions 
that want to survive in this environment.
Therefore, the UB must construct and main-
tain an efficient social representation in the 
Romanian media.

A good communication is a key element 
in realising the strategy of a school, sharing 

the newest insights and latest knowledge 
with students and society alike. Effective 
communication will help the UB to attain 
higher levels of excellence by emphasizing 
the link between research and society, which 
is a key factor in branding the university.
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1. Introduction

The performances of the organizations 
are the result of mobilizing resources they 
have, primarily of the human resources. In 
this context and to face an increasingly fierce 
competition environment, managers explore 
all methods for flexibility and adaptation to 
internal and external requirements of the 
organization.

In this paper we propose highlighting 
the features of the budgetary process and 
its role in achieving performance within or-
ganizations. Moreover, the study shows 
the importance of the employee motivation 
and link between motivation, learning and 
performance.

The paper highlights the importance of 
the relationship between strategy, resources 
and motivation, through the budgetary pro-
cess in the context of a stable environment 
and in the context of crisis. The study shows 
that the alignment of organizational objec-
tives with those of employees is an important 
driver in improving the productivity and 
growth of the entire company.

In the first part of the paper are present-
ed the concepts and the utility of the bud-
gets as performance management tools. How 
the instrument is used and the functions as-
signed to it vary from one organization to 
another due to influence factors inside and 
outside the organization: strategy, organiza-
tional structure, employee motivation, tech-
nology, external environment.

In the second part of the paper, we high-
lighted the role that employee motivation has 
in achieving the objectives of the organiza-
tion. We affirm strongly that motivating staff 
to achieve organization’s objectives can only 
be performed by a set of concerted policies 
and actions, both financial and non-financial 

that meets the aspirations of employees, their 
needs for personal development, esteem and 
self-realization.

	 At the end of the paper we have 
opened the door for a new direction of re-
search: the importance of continuous profes-
sional training and of organizational learning. 
Through the process of the continuous pro-
fessional development that permanently 
ensures a high level of competence and cre-
ativity embodied in inventions and innova-
tions, the human resource of the company 
develops and perfects itself and contributes 
to the evolution of the organization. On the 
other hand the organization, through the cul-
ture that it develops, stimulates the necessary 
flexibility of the change that it anticipates ac-
cording to the future requirements of the in-
ternal environment and the external one.

	 The subject approached in our work 
was the object of numerous research reflect-
ed in academic articles, in professional jour-
nals, in accounting and management control 
books. Existing studies support our de-
marche and are summarized in the special-
ized literature section.

2. Literature review

Numerous studies in various fields 
such as accounting, management, sociol-
ogy, psychology, education have analyzed 
the connection between different aspects re-
lated to the life of the organization, perfor-
mance, motivation and learning. Defining 
the objectives of the organization, establish-
ing the performance criteria of the employ-
ees, evaluating the performance in relation 
to them, maximizing the learning and devel-
opment process contribute to the success of 
the people and organization. Setting of clear 
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and measurable objectives for employees and 
arising from the strategic objectives of the or-
ganization are in the ten top practices of suc-
cessful companies.

The companies consider financial fore-
cast as the main activity of planning within 
the enterprise (Vintila, 2004), an effective tool 
in the fight for survival, which acts to elimi-
nate, if possible, random phenomena. The 
companies set their goals to such an extent 
that if they are achieved, enabling perfor-
mance improvement. It becomes necessary 
the development of projections included in 
the budget, which are used by companies as 
a performance management tool.

The word “budget” is taken from 
English, but it seems that its origins are 
found in old French, where “budget” (pe-
tite bourse) represents a small market, a sum 
of money, always insufficient. The budget-
ing system appeared in the 1920 -1930 in 
USA (Du Pont and General Motors), then in 
France (Saint Gobain and EDF) and Germany 
(Siemens). At the basis of the spread of the 
budgetary practice have stayed several rea-
sons: a way of rationing the money (that en-
tered first in families and local communities, 
and then entered the life of the companies), 
covering a period of stability and growth, de-
centralization of organizations that compel 
the use of connection tools and necessity that 
involves using more carefully of resources 
scarcity (Albu and Albu, 2003). In time, the 
budget became the most famous instru-
ment of the first half of the twentieth century 
(Weber and Linder, 2005). In the understand-
ing of Merchant (1981), a budgetary system 
is a combination of information flow, admin-
istrative processes and procedures, it is also 
part of the short-term planning and control 
system.

	 Many authors show that the role of 
the personnel and of the learning processes 
is essential in the context of the strategy de-
veloped by companies (Savall and Zardet, 
2001; Venkatraman and Subramaniam, 2002). 
Human resource policy tends to be of para-
mount importance within organization. 
Relation between strategy and human re-
sources gets new values and the strategic ca-
pabilities are developed through knowledge 
contained in people. Also, now it is identified 
a strong link between employee capabilities 
and firm performance (Venkatraman and 
Subramaniam, 2002).

3. Paper Content

3.1 Enterprise budgets - performance 
management tools

Two of the concepts that dominate 
modern management of organizations are 
the value and the performance. To measure 
the performance is to assess the value and 
to know the causes of the value means to 
“explain” the performance (Albu and Albu, 
2003).

The company sets its goals to such an 
extent that if they are achieved, enabling 
performance improvement. It becomes nec-
essary the development of enciphered pro-
jections in the budget, which are now used as 
tools of performance management.

The forecast is a special feature of the 
process of management and decision-mak-
ing, because it establishes the actions to be 
taken in the future and that will cover the 
entire activity of the company. The financial 
projections are materialized in a company’s 
financial plan which is a complex set of pro-
visions deducted from the firm’s strategy 
and adapted to market conditions, developed 
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and put into practice by top management, 
which seeks to materialize the forecasts of 
market competition, internal factors, the eco-
nomic environment etc. (Costache, 2003). It is 
a response given to the inherent uncertainty 
in the enterprise operation. Therefore, the 
companies consider financial forecast as the 
main planning activity within the enterprise 
(Vintila, 2004), an effective tool in the fight 
for survival, which acts to eliminate, if pos-
sible, random phenomena. If this instrument 
is missing, the enterprise risks to pass from 
working state to that of reaction at the influ-
ence factors.

The first step in forecasting is to prepare 
strategic plans treating the global objectives 
on long term (5-10 years) and operational 
plans detailing the overall objectives in me-
dium term (2-5 years). Each company has a 

certain strategic objective aimed at strength-
ening the business (capital growth, increasing 
profits, maintaining market share, achieving 
leadership position in a certain area, etc.) and 
which will be implemented in the strategic 
and operational plans.

The second step is the development of 
budgets, which is done by detailing the stra-
tegic plans in short term plans (usually one 
year) for enterprise’s activities. The process 
of budgets drawing up is one of the most im-
portant in the prediction and control scheme 
within the enterprise, by which can be find 
the right way to achieve the proposed ob-
jectives and deploy profitable economic 
activities.

The relationship between strategy and 
budget can be presented as:

Like all management tools appeared in 
the early twentieth century, the duo planning 
- budgeting is based on the environmental sta-
bility and involves optimizing internal flows. 
In a predictable environment the budgeting 
allows optimize the production, extends pre-
dictability inside and simplifies resource al-
location mechanisms (Berland, 2000).

	 As defined by the Institute of 
Certified Accountants in the accounting and 
management field of the U.S., the budget is 
“a quantitatively expressed plan in monetary 
terms, prepared and approved for a time, 
which usually indicates the size of the in-
come planned to be reached and / or expens-
es to be incurred during this period and the 
capital necessary to achieve the purpose”.

	 The budgetary system of an 

organization is a system of short-term fore-
cast management, which performs a techni-
cal dimension - the accounting and statistical 
aspect of budgets and budgetary control - 
and a sociological and psychological dimen-
sion - motivation system that cause staff to 
work towards the sense determined by bud-
gets. To ensure that a budgetary system is 
functional, the following conditions must be 
satisfied (Malo and Mathe, 2000): (1) to trans-
late business strategy, (2) to comply with the 
organizational structure, (3) to predict both 
objectives and means and resources, (4) to 
provide “a priori” control, (5) to ensure track-
ing achievements and (6) to involve “a poste-
riori” verification.

	 The budgeting process requires the 
development of three major distinct tasks 
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but equally important: preparing of budgets, 
drafting of budgets and budgetary control. 
According to many researches, most of the 
budgets which do not reach their goals were 
not properly planned and monitored. Often, 
organizations go to step of drafting the bud-
get without previous training and later, in the 
budgetary cycle, have no reference points.

	 In the preparation stage of budgets it 
is pursued to establish a strategy and identify 
factors of influence. General direction of an 
organization is transmitted through its stra-
tegic objectives. Since the annual budget is a 
part of the firm’s strategic plan and reflects 
a certain stage in order to achieve the settled 
objective, it is necessary to identify hypoth-
eses that will be carefully tracked and will 
take into account influences of environment 
in which the organization operates. 

	 The environmental analysis is done 
routed through a specific marketing tool, 
SWOT analysis, which will highlight the 
internal hard points (S = strengths) and 
weaknesses (W = Weaknesses), also exter-
nal opportunities (O = opportunities) and 
external threats (T = threats). The analysis 
of internal and external environmental fac-
tors should guide the strategy selected by 
managers in order to fruition of the internal 
hard points and of the external opportunities 
while avoiding the external threats and inter-
nal weak points. The success in business de-
pends on the way that management knows 
how to respond to environmental factors, un-
certainty and instability in the strategic plan-
ning process. They have to capitalize on the 
numerous strengths and take advantage of 
existing opportunities.

STRENGHTS
strong image 
the involvement of the management team 
positive attributes of staff (knowledge, educa-
tion, contacts, reputation) 
low cost of labor force
cheap labour
equipment 
devoted customers 
high volume of sales 
existing distribution channels

WEAKNESSES
low level of technology 
limited resources 
financial difficulties / lack of liquidity 
low involvement of the management team 
inexperience 
unmotivated / large staff 
reduced distribution network 
difficulty in changing old mentalities

OPPORTUNITIES
a new distribution network 
new investors 
new markets 
export growth
 

THREATS
financial crisis 
inertia of shareholders 
subordination towards suppliers 
foreign competition 
unstable legal and institutional framework

SWOT Analysis
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Along with environmental determining 
factors, in the budgetary process will be used 
all existing tools of information as systems 
of measurement, control and informational 
support.

	 Drafting budgets is another step in 
the budgetary process, through which is 
performed the allocation of resources per 
responsibility centers. First are prepared 
the following: shopping budget, investment 
budget, purchasing budget, production 
budget, cash budget and overheads budget. 
Subsequently are prepared synthesis docu-
ments: treasury budget, forecast effects ac-
count and forecast balance sheet. Between 
the budgets developed by the company there 
is a strong connection and viewed in their 
entirety, they must form a coherent picture. 
If a budget is influenced by a certain factor, 
the effect of its influence spreads on other 
budgets.

	 Budgetary control. The budgetary 
process does not end with approval of the 
budgets. Periodically, during the year, the 
provisions of the budgets are compared with 
the actual budgets. The control technique 
leads to the analysis of observed deviations 
in order to take required corrective decisions.

	 In terms of budgeting forms, sev-
eral authors (Hope si Fraser, 2000; Berland, 
2002; Weber and Linder, 2005) talk about 
Budgeting(1), Better Budgeting(2) and 
Beyond Budgeting(3).

(1)Traditional budgeting is the annual 
process of planning and resource allocation.

(2)Improved budgeting (better budget-
ing) implies renewal and modernization of 
budgets through improving the entire pro-
cess of control. The specific techniques are 
the following:

•	 Zero Base Budgeting - all passed 
data are ignored in the budget construction 
process

•	 Activity-Based Budgeting - is based 
on the ABC method of cost calculation and is 
included in the strategic planning process 

•	 Value Base Budgeting - involves out-
ward orientation and value analysis

•	 Rolling Budgets - through which 
businesses can cope with unforeseen changes, 
without affecting the planned performances

(3)Beyond Budgeting is a method that 
involves giving up the traditional budgeting 
and introduces some tools such as Balanced 
Scorecard and Benchmarking. 

	 In recent years traditional budgets 
have been subject to several critics, mainly 
targeting its inability to adapt in conditions of 
uncertainty. These criticisms have been initi-
ated by a group of American researchers from 
CAM-I (Computer Aided Manufacturing 
International), led by Hope and Fraser, who 
proposed the Beyond Budgeting method. 
The process has three phases (Berland, 2002): 
development of the strategy, development of 
action plans consistent with the strategy and 
sliding forecasts for a year.

	 The traditional budgeting stages and 
the Beyond Budgeting stages can be present-
ed comparatively as follows (Wegman, 2003):
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Typically, the budgets of enterprise are 
prepared with almost a year prior to the ef-
fective deployment of the operating cycle. 
During this time, changes may occur and the 
managers are forced to take them into ac-
count, even if these are not included in the 
initial budget. Therefore, the budgets must 
describe the outline of financial develop-
ments and must provide a leeway within 
their provisions and the opportunity to be 
reviewed.

	 Many researches in the field show the 
importance of the traditional budgeting pro-
cess proven practically in times of stability. 
But in crisis, budgets have a reduced capacity 
to play attributed traditional roles: setting ob-
jectives, allocating resources and motivation. 
This is explained mainly by the high degree 
of uncertainty which coerces the budgets to 
deviate from their goals. In the conception of 
many authors, in a turbulent environment, 

the budget is used as a reflection tool to un-
derstand the environment (Gervais, 2009). 
This turbulent environment results from the 
uncertainty regarding behavior of the actors 
(the unpredictability of their actions) and 
from the dynamic complexity of the environ-
ment in which they operate (Gervais, 2009).

	 Despite the turbulent context, us-
ing the budgetary tool as a vector in order 
to achieve  performance the organizations 
choose to pay continuous attention to dy-
namic relationship between objectives and 
resources, not only during the preparation of 
the budget, but throughout the budget year. 
The instability compels the using of the roll-
ing budgets or even practices of management 
without budget. In the context of crisis, the 
budgets play a new economic role: to meet 
the information needs of investors (Bescos, 
2011).	
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	3.2 Motivating staff in the budget ex-
ecution. Competencies, responsibili-
ties, rewards

	 The success or the failure of the bud-
getary activity depends largely on the ability 
of the company and its managers to develop 
a policy regarding the human resources and 
the enterprise culture, compatible with logic 
of budgeting, enabling the best possible inte-
gration of staff and achieving performance. 
From the top management to the last hierar-
chical level of the company, in the budgetary 
process must be involved actively and hon-
estly everyone.

	 Furthermore one of the necessary con-
ditions to transform the budget into a tool of 
leadership is that of determining competenc-
es and accountabilities for the budget execu-
tion, at the level of each responsibility center, 
through individual performance plans. From 
the analysis of the phases of goals setting and 
budgeting, it results that budgetary manage-
ment are an instrument of decentralization 
and delegation of responsibility within the 
company structure, which involves dissem-
ination the management spirit from the top 
management to the bottom of the hierarchy, 
thus creating a true system of participatory 
management by objectives.

	 The budgets must be instruments of 
dialogue, learning and control. Advocating 
for budget management model based on 
stakeholder involvement, enabling the orga-
nization to better achieve its objectives and 
the individual feels more responsible and 
freer, so more efficient, P. Bouloc, the par-
ent of the technique of management by ob-
jectives, shows what are advantages of the 
participating in decisions and delegating of 
responsibilities. 

The benefits from participation in deci-
sions are: decisions more adapted, a better 

motivation for execution, better information 
of people, a greater degree of flexibility in 
adopting solutions, a more responsible con-
duit, so more effectively, improving work 
in group, developing the spirit of team, de-
veloping a sense of solidarity, calling on 
imagination.

The advantages of delegating the re-
sponsibilities are: development of initiative, 
increasing autonomy and independence, in-
creasing competition between groups and al-
leviating competition between individuals, 
simplifying communication, facilitating the 
human contact, clarifying the dependence 
and the subordination in relation to the supe-
rior hierarchical levels.

	 By decentralizing the management 
and by trust invested in responsibility cen-
ters, the managers aim at motivating staff 
to accomplish individual and team goals, 
to fulfill its responsibilities, outcomes mea-
surement, appreciation and reward. Experts 
have often argued that the dedication of em-
ployees is essential in achieving the goals of 
company; employees need to feel they are 
able to achieve them. Thus, it is important 
for employees to participate in the process 
of setting objectives, to accept and be moti-
vated to internalize them. It is also important 
for managers to express their desire to assist 
employees in achieving these goals by pro-
viding the necessary resources, guidance and 
removing obstacles.

	 The proper motivation of organi-
zation’s employees who are dedicated to 
increasing the performance and competitive-
ness of the organization is realized through a 
reward system designed in accordance with 
the strategy and the specific policies. The re-
ward system must motivate employees so 
they adopt the behavior which is desired by 
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the organization. Often reduced to pecuniary 
offer (wage increases and bonuses), this form 
of reward is not sufficient to create a well-
motivated workforce.

	 It is understood, therefore, that the 
staff motivation can only be performed by 
a set of concerted policies and actions, both 
financial and non-financial, that meets the 
aspirations of employees, their needs for 
individual development, assessment and 
self-realization (promotion, a wider area of 
responsibilities, greater participation and 
consideration, more work means, etc.). 	
The employees can be rewarded with two 
types of rewards: extrinsic rewards and in-
trinsic rewards (Hilton, 2003). The intrin-
sic rewards come from the individual itself 
and these are manifested in the form of sat-
isfactions achieved through the work done 
by own forces (forms of self-appreciation). 
The extrinsic rewards (money or moral) are 
those assigned to a third person (partners, or-
ganizations) and are constituted by money, 
awards, titles, honors, recognition of profes-
sional ability.

	 To ensure that the reward is truly 
motivational one, there must be some contri-
butions (Coleman, 1991):

•	 Employees really want to be re-
warded, otherwise reward losing its proper 
importance; 

•	 Employees have clear consciousness 
of the fact that their supplementary effort 
will further enhance the performance, which 
will determine their reward; 

•	 The link between supplementary ef-
fort, performance improvement and reward 
must be clear, direct and equitable	

	 Changes in the economic, social and 
cultural area, as well as accelerating compe-
tition in the business world creates pressure 

on organizations to constantly adapt, leading 
to the need for a process of learning, which is 
the premise for a sustainable organizational 
performance (Schaffer, Steiners, 2004).

	 On theoretical plane were developed 
new theoretical complementary concepts, 
which can fundamentally influence the or-
ganizational performance: management of 
knowledge, organizational learning, orga-
nization which learn, unremitting profes-
sional education. In Romania, the theory and 
practice of management is just at the start of 
adopting these modern concepts, but the in-
terest shown in harnessing the benefits aris-
ing from these concepts is increasing.

4. Conclusions/Discussions and 
implications

In conclusion, we can say that the bud-
getary practices can be used in various ways 
in organizations and the functions performed 
by budgets support more or less the strategy 
depending on their capacity to adapt.

	 As a short term pilot scheme, the bud-
getary management provides the following: 

•	 Consistency of the management ac-
tivity because the budget network covers all 
aspects of enterprise: commercial, produc-
tive, financially. It allows strengthening of 
the actions inserted in the general budget 
and presentation of the synthesis forecast 
documents.

•	 Sizing and control of the perfor-
mance based on revenue-expenditure rela-
tionship that allows test several budgetary 
hypotheses. This point is becoming increas-
ingly important due to the uncertainty and 
complexity of current markets.

•	 Establishing of competencies, ac-
countabilities and incentives because the 
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management of the budgets involves a de-
centralization of power and an increase of 
confidence invested in the managers of re-
sponsibility centers.	

	 The same time the role of the employ-
ees involved in the formulation and imple-
mentation of the strategy is essential. They 
will accept this role only if they feel able, for 
example if they will be masters of their own 
value, knowledge and opportunities they 
have and if they will feel motivated by the 
results of their work and by the beneficial ef-
fects that will be generated. In such circum-
stances, employees will become dedicated in 
achieving organizational objectives and will 
not be controlled in the classic manner, by 
oversight or by the punishment and reward, 
but rather by increasing the intrinsic motiva-
tion versus extrinsic motivation. The strategy 
is seen as the work of a group, not one of a 
single individual.

	 Motivating staff to achieve the perfor-
mance and the productivity growth cannot 
be obtained by a single method applicable in 
all companies or for all employees. The com-
panies motivate their employees differently, 
so the correct solution is to develop their own 
motivational strategy. In economic terms, the 
people quality can make the difference be-
tween two competing companies. 

	 The approach that the author of this 
paper have done is theoretical and he recog-
nizes the need for some case studies to un-
derstand the complexity of situations that 
involve the use of budgets, could thus over-
come the barrier between the academic dis-
course and the practice, which would be 
beneficial to both sides. Other lines of re-
search could be the analysis of the behavior 
of budget users or the effect of organizational 
learning on enterprise performances.
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Abstract: The European governance is an institutional arrangement enabling the cooperation and 
the competition among the states, the individuals and the pressure groups looking to maximize their wel-
fare. The European governance system is a multi-level non-hierarchical structure, and authority is shared 
among the supranational bodies, as well as among the latter and the Member States. 

The structure of the European governance system is influenced by the need to achieve a political bal-
ance among the stakeholders, in the environment of a permanent conflict among the public interest regula-
tions and the “captive” regulations (George J. Stigler1 ), the latter being determined by the rent extraction/
rent seeking. 

In this short analysis I describe the European governance, taking into account the policy-making 
framework under, “Two-pack”, “Sixpack”, and the Treaty on Stability, Coordination and Governance in 
the Economic and Monetary Union (TSCG) that increases the power of the supranational bodies2 .

For this purpose I embarked on two different approaches: the economic theory of regulation (G. Sti-
gler, G. Tullock, S. Peltzman, R.Posner) and the normative theories on power distribution. For the time 
1 George J. Stigler: „ The Theory of Economic Regulation. The Bell Journal of Economics and Management 
Science, Volume 2, Spring 1971.
2 Commission and the European Court of Justice.
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I. European governance 

The EU governance system1 evolved in 
50 years, as a reflection of neo-intergovern-
mentalism. The European governance system 
is a multi-level non-hierarchical structure, 
and authority is shared among the suprana-
tional bodies, as well as among the latter and 
the Member States. 

The European governance relies on reg-
ulations and subsidies granted to2  Member 
States. In principle, regulations are targeted 
1 Governance is a decision-making process of pu-
blic policies and their implementation, shaped 
in accordance with the relations among different 
stakeholders whose actions pursue an intended 
welfare.
2 Structural Funds, Cohesion Funds, agricultural 
Funds, loans.

to mitigate the market failure, in the context 
of a non-optimal allocation of resources by 
the private operators. This means that when-
ever a discrepancy appears between the pri-
vate cost and the social cost, namely a market 
failure, the public intervention is inevitable. I 
envisage only two situations: negative exter-
nalities and monopolies. 

Within a distorted market, both the pro-
ducer and the consumer seek to adjust their 
own costs, but they do not consider the so-
cial costs assumed by others, and this leads 
to negative externalities. From this point of 
view, the public intervention is “legitimate”, 
although establishing the cost sharing pat-
tern is important as well.  

In a monopoly situation, the suprana-
tional bodies provided regulations so that 

being there is no bridge between these two theories. However, in the specialised literature, the approach to 
European governance system is mainly based on the normative theories on power distribution (the integra-
tion theories).  

The economic theory of regulation expresses the economic rationale of the decisions made by the EU 
supranational bodies and by the Member States at national level. This theory also helps the understanding 
of the behaviour at the supranational level of certain states whenever they negotiate economic policies (e.g. 
with regard to currency, energy, tax coordination). For this reason, the economic theory of regulation is the 
framework for adjust the inefficient institutions3  whereas identifies solutions for public policies.

The normative theories on power distribution emphasize how the competencies are shared among 
the supranational bodies and the EU Member States, as well as inside them. These theories are important 
mostly to emphasize how the power distribution has an influence on resource allocation and which group 
controls the resources allocation4 .

I included here both the neo-intergovernmentalism and the neo-functionalism dealt with by the spe-
cialised literature as integration theories, along with the competitive federalism. 

Keywords: Economic theories of regulation, normative theories on power distribution, inter-
jurisdictional competition, neofunctionalism and intergovernmentalism, competitive federalism, 
principal – agent.
3 Useful study/working paper written by Daron Acemoglu: „Modeling Inefficient Institutions”, National 
Bureau of Economic Research, Working Paper 11940 January 2006, and Cambridge University Press, 2006.
4 Daron Acemoglu: „Modeling Inefficient Institutions”, National Bureau of Economic Research, Working 
Paper 11940 January 2006, and Cambridge University Press, 2006
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both the producer and the interest groups 
operating on a certain market may not maxi-
mize their profit by creating barriers to the 
market entrance. It was much easier to pre-
serve the monopoly rights through national 
laws, hence they were transferred to the su-
pranational bodies, a fact leading to a lower 
rent of the political class. However, there are 
specific situations that remain uncovered by 
adequate European regulations. For instance, 
in the area of state owned enterprises, even 
if there is not a monopoly situation, both the 
managers and the politicians/policy makers 
maximize their political support and their 
rent, too. State owned enterprises set prices 
below the marginal costs and the competitive 
prices, hereby creating a market distortion. 
In order to rectify this failure, the suprana-
tional bodies intervene directly, but only in 
case of a dominant market position. 

The intervention through subsidies 
is based on the New-Keynesian Dynamic 
Stochastic General Equilibrium Model-DSGE 
which builds upon the model set forth by 
C.I. Jones3  (1995) for semi – endogenous 
growth (1995) and seeks to stimulate the ag-
gregate demand. The study made in 2009 for 
the European Commission by Janos Varga 
and Jan in ít Veld4 , which measures the po-
tential macro-economic impact on the new 
Member States of the structural and cohe-
sion funds allocation, shows that the funds 
transfer to the poorest regions has no positive 
3 Jones, C.I. (1995b), „R&D based models of econo-
mic growth”, in Journal of Political Economy 103, 
p.759-783. Jones, C.I.
4 Janos Varga and Jan in ít Veld : „A Model-based 
Assessment of the Macroeconomic Impact of EU 
Structural Funds on the New Member States”, 
Economic Papers 371| March 2009, European 
Commission, Directorate-General for Economic 
and Financial Affairs.

conclusive impact5 . In accordance with the 
sensitivity analysis, it is not very clear how 
the investments in infrastructure, education 
and vocational training will reach the hypo-
thetical productivity targets6 . The potential 
impact within the period 2007-2013 and until 
2020 was evaluated based on the QUEST III 
model.

In this case, the EU subsidy intervention 
pursues an economic catch-up  (political ob-
jective: convergence) by the less developed 
countries, but its effect is not only the wel-
fare, but also an extra welfare loss, meaning 
a welfare transfer. The objectives may not be 
quantifiable, but the subsidy allows the in-
dividuals to attain the expected welfare and 
leads to a decline in the competition among 
the interest groups that pursue to extract the 
highest possible rent7 . Therefore, in case that 
the subsidy is granted to the interest groups 
(Stigler, 1971), it is important not to let them 
turn into a control over the market entrance, 
which therefore entails the preservation of 
the monopoly rights. In this case, the regu-
lations of public interest have a role to play 
in order to redress this situation and conse-

5 Janos Varga and Jan in ít Veld: „A Model-based 
Assessment of the Macroeconomic Impact of EU 
Structural Funds on the New Member States”, 
Economic Papers 371| March 2009, European 
Commission, Directorate-General for Economic 
and Financial Affairs, p.1.
6 Janos Varga and Jan in ít Veld: „A Model-based 
Assessment of the Macroeconomic Impact of EU 
Structural Funds on the New Member States”, 
Economic Papers 371| March 2009, European 
Commission, Directorate-General for Economic 
and Financial Affairs, p. 17 – 20.
7 Johan den Hertog: Review of Economic Theories 
of Regulation, Utrecht School of Economics Utre-
cht University, Tjalling C. Koopmans Research 
Institute, Discussion Paper Series 10-18, December 
2010, p.34.
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quently to establish a balance as regards the 
welfare maximizing, either at the European 
level, based on the competition and procure-
ment policy, or at the local level, based on the 
public expenditure ceiling as a percentage of 
GDP

II - Efficient institutions:  public inter-
ests versus private interests 

Within the European governance there 
is a mix of regulations expressing, on one 
hand, a public interest - in case of a market 
failure or of an unstable market (for instance, 
the financial market) -, as well as regula-
tions targeted to a private interest (as for-
mulated by George Stigler, Gary S. Becker, 
S, Pelzman, McChesney) involving a wealth 
transfer associated to economic losses/dead-
weight costs. 

Consequently, the evolution of the 
European governance system can be envis-
aged through the conflict between the reg-
ulations expressing the public interest and 
the “captive” regulations (George J. Stigler) 
which are determined by the rent extraction/
rent seeking.

Taking into account the interdepen-
dence relations among the member states 
(Robert O. Keohane, Joseph S. Nye8 ) and the 
intergovernmentalism theory of power dis-
tribution, the efficiency of the European gov-
ernance (through its policies) is influenced by 
the competition among the rent seekers, as 
well as the cost of resources allocation (Gary 

8 Robert O. Keohane, Joseph S. Nye: „Power & In-
terdependence” (4th Edition), Longman Classics 
in Political Science, 1989.

S. Becker9 , G. Tullock10 ) in each member EU 
state.  The preferences of different individu-
als and pressure groups from each member 
EU state will determine the efficiency or, con-
trary the persistence of inefficient institutions 
at local level and supranational, as well. To 
detail this idea, local governance11 does not 
always express a public interest, on the con-
trary, it is the outcome of the competition for 
rent seeking, either under the form of a pay-
ment (which represents the non-intervention 
cost) from the producer to the policy-maker/
politician (Fred S. McChesney)12  in order to 
preserve an existing rent, or as a rent extrac-
tion, without creating welfare (G. Tullock, 
James M. Buchanan). Assuming this hypoth-
esis, the inefficiency of the governance at lo-
cal level, expressed in deadweight loss, shall 
be transferred to the European governance. 
Greece and Italy provide a telling example as 
regards the policies in the public sector and 
financial services. 

But, similarly, the EU inefficient poli-
cies (issued by supranational bodies) could 
generate a market failure at local level or 
the strengthening of rent seekers. Specific 
examples in the regulation area can be pro-
vided. The public procurement regulated 
at European level brings about corruption 

9 Gary S. Becker: „A Theory of Competition among 
Pressure Groups for Political Influence”, The Qu-
artely Journal of Economics, vol. XCVIII, August 
1983, No.3.
10 Tullock, Gordon:  „The Welfare Costs of Tariffs, 
Monopolies, and Theft”. Western Economic Jour-
nal 5 (3): 224–232, 1967.
11 At the level of an EU Member State
12 Fred S. McChesney: „Rent Extaction and Rent 
Creation in the Economic Theory of Regulation”,  
Journal of Legal Studies, vol. XVI (January 1987), 
The University of Chicago.
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owing to the high value threshold where-
from competition begins (the tender). I take 
into consideration the case of Romania. At 
the same time, the delay in the liberalization 
of postal services as a result of the pressures 
exerted by several EU Member States impact-
ed negatively on the postal services prices. 
Maintaining the monopoly over the univer-
sal-type postal services doesn’t have an eco-
nomic rationality, taking into account the 
development trends of the digital and com-
munications technologies, where markets 
operate much more freely. The same goes for 
the energy market, especially in the renew-
able energy field, where subsidies distorted 
the market demand and enhanced the dead-
weight loss due to unprofitable investments 
13. But, the whole energy market is not dereg-
ulated which induce costs, and maintain an 
asymmetrical relationship with few energy 
suppliers. Additional examples are related 
with the financial markets which were inap-
propriate regulated until 2008 and now are 
over-regulated.

So, the dilemma is what kind of equi-
librium policies has to be achieved by the 
European governance in order to have effi-
cient institutions for both sides: supranation-
al level and local level. However, this is much 
more important for local levels (EU members 
states) taking into account the persistence of 
institutions and the path dependence.

 There is a large literature with regard 
to the “institutional persistence”.  Kenneth 

13 Value of the IRR is negative in the absence of 
subsidies.

L. Sokoloff and Stanley L. Engerman14, 
Acemoglu, Johnson and Robinson (2000) pro-
vided evidence on institutional persistence, 
which is decided by different social groups 
who are competing for rents. These social 
groups/pressure groups will set up efficient 
institutions („institutions of private prop-
erty”) for a better resource allocation with a 
low cost or they will prefer to preserve inef-
ficient institutions/ „extractive institutions” 
for their own benefit15. Both strategies de-
pend on the structure of the economy and the 
size of the pressure groups. In societies with 
a low inequality the pressure for rent seek-
ing institutions/„extractive institutions will 
be mitigated by competition, as against those 
societies with inequalities in which a small 
elite will preserve those institutions which al-
low a significant rent extraction of wealth for 
its own benefit16 .  In this case, the European 
policies that aim institutional changes will 
have an asymmetric effect. Countries with a 
strong middle class will have more efficient 
institutions, whereas in countries with high 
social inequalities, inefficient institutions 
14 L. Sokoloff and Stanley L. Engerman: „Institu-
tions, Factor Endowments, and Paths of Develo-
pment in the New World”,  Journal of Economic 
Perspectives—Volume 14, Number 3—Summer 
2000 —Pages 217–232
15 Daron Acemoglu, Simon Johnson, James A. Ro-
binson: Institutions and Economic Development, 
2001, Discission Paper. Also: Daron Acemoglu, 
Simon Johnson, James A. Robinson: The Colonial 
Origins of Comparative Development: An Empiri-
cal Investigation”, The American Economic Revi-
ew, Vol.91, No.5,  Dec. 2001
16 Kenneth L. Sokoloff and Stanley L. Engerman: 
„Institutions, Factor Endowments, and Paths 
of Development in the New World”,  Journal of 
Economic Perspectives—Volume 14, Number 3—
Summer 2000 —Page 223
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will be eliminated more slowly. But then, the 
path dependence also has a strong influence 
on institution efficiency. The pattern of the 
property rights structures, old practices in 
policy making and policies17  shape the pres-
ent government policies (Scott E Page)18 . The 
past and the present become inputs for the 
future policies19 . So, the efficiency/inefficien-
cy of the institutions at the supranational and 
local level depends on the previous policies 
and new opportunities in a specific order20 . 
However, the governance is a dynamic pro-
cess, so the present policies are influenced 
not only by the past, but also by exogenous 
factors such as information and new technol-
ogies (Scott E Page: path dependence versus 
phat dependence)21 . 

Taking into account, the institutional 
persistence, the path dependence and “phat 
dependence”, the European policies shall 
have an asymmetric impact at the local levels.  

On this line, I considered that the “two-
pack”, “SixPack” and Treaty on Stability, 
Coordination and Governance in the 
Economic and Monetary Union (TSCG) are 
tools which adjust inefficient institutions 
mostly at the local level (in the EU member 
states). 

17 Laws, secondary regulations and subsidies
18 Scott E Page: „An Essay on The Existence and 
Causes of Path Dependence”, The University of 
Michigan, June 20, 2005
19 Scott E Page: „An Essay on The Existence and 
Causes of Path Dependence”, The University of 
Michigan, June 20, 2005, page 7
20 Scott E Page: „An Essay on The Existence and 
Causes of Path Dependence”, The University of 
Michigan, June 20, 2005, page 14
21 Scott E Page: „An Essay on The Existence and 
Causes of Path Dependence”, The University of 
Michigan, June 20, 2005, page 14 - 15

The “two-pack” and “SixPack” are both 
transitory policies focused mostly in the co-
ordination of fiscal policies. 

	 The  Treaty on Stability, Coordination 
and Governance in the Economic and 
Monetary Union (TSCG) is much important, 
for allowing more power to the supranation-
al bodies22  within the macroeconomic policy  
23and augments the interdependence rela-
tions (both symmetrical and asymmetrical) 
among the EU Member States. TSCG gives 
wider power pole at the supranational level 
due to an enlarged sharing of competencies 
as against the economic governance mecha-
nisms incrementally introduced 1997-201124 . 
The macroeconomic targets are more severe. 
The member States can have a 1% structural 
deficit if the public debt-to-GDP ratio is be-
low 60%, and 0.5% if public debt-to-GDP ra-
tio is above 60%. The strict control over public 
expenditure narrows the sources leading to 
inefficient policies in Member States: subsi-
dies (which are the source of rent extraction) 
and taxes (with a distortion effect)25  results 
in the economic adjustment of institutions. 

The macroeconomic targets established 
by the TSCG do not automatically lead to a 
structural adjustment of institutions (in the 

22 The European Commission and the European 
Court of Justice.
23 Gives control power to the European Commissi-
on in the area of budget policies and consolidates 
the jurisdiction of the European Court of Justice 
as regards the control on the implementation of 
supranational laws.
24 The Stability and Growth Pact (1998), Twopack 
(2011) and Sixpack (2011).
25 Daron Acemoglu: „Modeling Inefficient Insti-
tutions”, National Bureau of Economic Research, 
Working Paper 11940 January 2006, and Cambrid-
ge University Press, 2006, p.2
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economic sense)., For enabling a structural 
adjustment, it should cut down the public ex-
penditure share in the GDP, not in the least 
conditional upon the reduction of the struc-
tural deficit share in the GDP26 . This approach 
would prevent a sideslip instead of making a 
correction “ex post”. Then, TSCG fiscal poli-
cies core targets doesn’t lead automatically to 
an institutional changing. That’s why, the lo-
cal governments (EU member states) have to 
intervene against those determinants of the 
inefficient institutional persistence. This is 
valid mostly in the EU member states with 
high inequalities. Besides, equilibrium be-
tween efficient and inefficient institutions is 
necessary to achieve by developing new ex-
periments of the Tullock’s model in order to 
increase the competition for rents, taking into 
account the asymmetric players’ motivation 
and an increasing of the size of the groups27 . 

III. The normative theories on power 
distribution

	Juxtaposition of two opposite theo-
ries: neo-functionalism and neo-inter-
governmentalism and their influence 
on the European governance

	3.1.The neo-functionalist theory

26 Radu Cristescu, Valentin M. Ionescu, Thomas 
Kleininger, Nicolae Mardari, Costea Munteanu, 
Mihail Neamtu, Wienfried Senker, Radu Şiman-
dan: „Ordoliberalism and Social Market Eco-
nomy”, p. 23, Bucharest, 2011, Konrad Adenauer 
Foundation
27 Gary S. Becker: „A Theory of Competition 
among Pressure Groups for Political Influence”, 
The Quartely Journal of Economics, vol. XCVIII, 
August 1983, No.3, page 380.

Neo-functionalism provides support 
to the pressure groups in favour of a power 
transfer from the EU Member States to its su-
pranational bodies. This power transfer could 
bring about the increase in the economic in-
terdependence among the EU Member States 
and a positive spillover process that create 
new incentives which, in their turn, lead to 
a chain of new interdependencies. In other 
words, a decision or a process becomes a pri-
or condition to other decisions or processes 
having the same function, because the inte-
gration of a new field pushes towards the in-
tegration of other fields as well. The spillover 
process becomes the core mechanism of inte-
gration through two components: functional 
and political, both of them having at their ba-
sis the economic transactions and the redis-
tributive policy achieved at European level.  

The axiom underlying the neo-function-
alist theory is insufficiently developed. The 
power transfer towards the supranational 
bodies is hardly a strict political target per se, 
because it is based on an economic rationale, 
as the rent seeking competition would take 
place at the supranational level and at a less-
er extent at the local level. Under these cir-
cumstances, the pressure groups pursue the 
optimisation of the lobbying expenses, in or-
der to keep them under the expected rent in 
order to prevent its dissipation (G. Tullock).   

Neo-functionalism makes sense up 
to a certain point, at least in terms of what 
we could accept as a “functional spillover”. 
However, a supranational body can acquire 
greater powers and new competencies only 
through negotiations among Member States. 
Similarly, a supranational body can acquire 
power over a Member State only through ne-
gotiation for this purpose. This implies that 
supranational bodies do not create power 
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per se, on the contrary, their power results 
from the Member States’ political decision, 
although the neo-functionalist influence can-
not be ruled out. 

3.2.Liberal Intergovernmentalism28 

This theory takes into consideration 
two assumptions. According to Andrew 
Moravcsik, the Member States are the main 
decision-making actors in the European 
Union, and their action is rational. Through 
negotiations among them, the EU Member 
States enter into agreements that express their 
options and interests. These agreements can 
also include a delegation of competences for 
the purpose of achieving a specific political 
objective. Decisions are made together by the 
EU Council and the European Parliament, al-
though at a later stage each Member State has 
its own enforcement responsibility, the same 
as the supranational bodies which should en-
sure the management (the Commission).

The second assumption (A. Moravcsik) 
refers to the fact that the Member States’ ac-
tion is rational, with a view to maximize their 
utility29  or in order to avoid the situation 
where, owing to non-cooperation, they could 
achieve a result expressing the inefficiency 
in Parentian terms (“bargaining problem”). 
Therefore, the decision taken at suprana-
tional level is the outcome of the aggregation 
through cooperation of each Member State’s 
preferences. 
28 Andrew Moravcsik, Frank Schimmelfening: 
Liberal intergovernmentalism, Princeton Univer-
sity;  Nicolae Paun: „Europe Finality”, Publishing 
House of the European Studies Foundation, Cluj- 
Napoca, 2007.
29   Andrew Moravcsik, Frank Schimmelfening: 
Liberal Intergovernmentalism, Princeton Univer-
sity.

Taking stock of the assumptions and 
of the decision-making mechanisms empha-
sized by the theory of liberal intergovern-
mentalism, the European governance can 
be examined through the principal – agent 
relation. 

The principal – agent relation: the 
double role played by the Member 
States and by the supranational 
bodies

With regard to the exclusive and shared 
competencies, the supranational bodies and 
the EU Member States play a double role, both 
as a principal and as an agent. Based upon 
the delegation of responsibility, the agent en-
joys the full autonomy of action on behalf of 
the “principal” actor. The European treaties 
establish this relation among Member States 
and the supranational bodies based on the 
competencies vested in each of them. For in-
stance, the EU Member States have a control 
right on the Commission through the agency 
of the Court of Accounts. The opposite is also 
valid as regards the use of the Union budget. 

The EU Member States have a right 
of political control over the European 
Commission, the same as the EU controls 
the Member States – in the regulation area - 
through the European Court of Justice. The 
fulfilment of the nominal convergence crite-
ria provided by the Maastricht Treaty is an 
example of the role played by the Member 
States as “agents” of the supranational bod-
ies. TSCG establishes a “principal” for the 
Council and for the Commission equally, 
while the Member States are “agents” for the 
implementation of the Treaty. 

An information asymmetry could 
appear within the “principal” – “agent” 
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relation, which influences the efficiency and 
the effectiveness of the decision made by the 
Council or by the Commission. For instance, 
the distortion of the statistical and economic 
data or failing to communicate them in due 
time weakens the Council’s capacity of mak-
ing the best decisions, as it happened with 
regard to Greece from the point of view of 
its macroeconomic situation.  The informa-
tion asymmetry brought about opportun-
ist behaviour of Greece which generated 
costs to the “principal”, then spread to the 
other agents (Member States). The informa-
tion asymmetry phenomenon can be seen 
more often when the agent is a State and the 
“principal” is a supranational body. For this 
reason, TSCG is meant to diminish this asym-
metry, setting a low target for the structur-
al budget deficit, so that the Member States 
may have a low sideslip margin. 

 The agent State will choose one or sev-
eral strategies in its attempt to maximize its 
utility /benefit from the greatest possible re-
source or “welfare” value, anticipating the 
actions of the other agent Member States in 
response to its actions, presuming that the 
hierarchy of topics (the entire spectrum of 
problems negotiated) is pre-established. Each 
strategy should result in actions to the pos-
sible moves of the other agents. The choice of 
the adequate strategy depends on the infor-
mation as well as on types of interdependence 
relations among the Member States (symmet-
ric or asymmetric)30 . The agent States may 
have comprehensive information about each 
other and on the type of strategy they apply, 
which does not mean that the information is 

30 Robert O. Keohane, Joseph S. Nye: „Power & In-
terdependence” (4th Edition), Longman Classics 
in Political Science, 1989.

perfect, as no one knows how each of them 
will act. In this context, the cooperative ap-
proach to the game is the most probable solu-
tion, although some agent States will decline 
the game in case they do not maximize their 
respective utility (e.g., UK’s unwillingness to 
sign the TSCG).     

3.3. Competitive federalism 31

Within the European Union a federal 
arrangement was set up with a multi-level 
governance which include, on one hand, sui 
generis supranational bodies, meaning that 
there is no equivalent for them within the 
public power of a Member State, irrespective 
of its form - federal or unitary – and, on the 
other hand, a “jurisdictional competition” 
emerges among or within the Member States 
striving to attract a capital, taking into ac-
count that a State is the only one that may 
use its authority/jurisdiction on the domestic 
level. This type of competition is enhanced 
by the free movement of capital, goods, ser-
vices and persons. 

Competing against each other, the 
Member States try to implement domes-
tic policies liable to attract financial capital, 
technologies, knowledge and workforce. 
Therefore, each government seeks to gain 
a resource by issuing regulations, provid-
ing services”32 . Both the direct taxes policy 
focused on attracting investments and the 
removal of administrative barriers are ex-
amples where the jurisdictional competition 
occurs. 
31 From the perspective of the economic theory on 
federalism.
32 Daphne A. Kenyon: „Theories of Interjurisdicti-
onal Competition”, New England Economic Revi-
ew, March/April 1997.
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1. Introduction

As one of the most important figure in 
modern business history (Farber, 2002), A. P. 
Sloan Jr. has greatly influenced management 
thought, theory and practice (Houghton, 
2013). General Motors Corporation (GMC) 
“pioneered the multidivisional decentralized 
management structure that would come to 
dominate big business” (Link, 2013, p. 1) un-
der his leadership. Sloan Jr. was one of the 
greatest captains of industry and shaped the 
American corporation into the largest auto-
motive manufacturer of the world.  In fact, 
after the end of World War I, he and H. Ford 
moved “world manufacture from centuries 
of craft production- led by European firms- 
into the age of mass production” (Womack, 
Jones and Roos, 1991, p. 11).  

The aim of our paper is to emphasize 
the contribution of Sloan Jr. to the develop-
ment of leadership. The methodological ap-
proach is literature review.

The reminder of our paper is structured 
as follows. The next section briefly presents 
the biography of Sloan Jr. Then, the relation-
ship between Sloan Jr. and leadership is anal-
ysed. The paper ends with conclusions.

2.  A. P. Sloan Jr.: a short biography

Alfred Pritchard Sloan Jr. was born 
in New Haven, Connecticut, May 23, 1875. 
His parents were Alfred Pritchard Sloan Sr., 
a machinist by training (later, he became a 
partner in a small company importing tea 
and coffee), and Katherine Mead Sloan. As 
the first of the five children of Alfred and 
Katherine, Sloan Jr. proved to be a hard-
working student both in the public schools 
and at Brooklyn Polytechnic Institute where 
he completed the college-preparatory course. 

In 1895, he graduated from the Massachusetts 
Institute of Technology and obtained a de-
gree in electrical engineering in three years 
as the youngest member of his class. He mar-
ried I. Jackson in 1898.

In his twenty, Sloan Jr. started his career 
as a draftsman with Hyatt Roller Bearing 
Company of Newark, New Jersey, a tiny 
enterprise with 25 employees. The compa-
ny was founded by J. W. Hyatt in 1892 and 
produced roller- and ball-bearings. Sloan Jr. 
“quietly observed and studied the compa-
ny’s mismanagement but also saw a broader 
market for its product, if the operation could 
get its act together” (Pelfrey, 2006, pp. 43-44). 
At the end of the 19th century, he moved to 
Hygienic Refrigerator, a company that tried 
to produce and market an electric refrigera-
tor. However, Sloan Jr. was convinced that 
Hyatt’s antifriction bearing had a bright fu-
ture in the automotive industry if it could be 
properly manufactured and marketed. That 
is why he came back to Hyatt Roller Bearing 
Company in spite of the fact that its business-
es did not flourish in that period. 

At the age of 24, Sloan Jr. became presi-
dent of Hyatt Roller Bearing Company. He 
assumed the title of general manager and, 
in team with a bookkeeper, P. Steenstrup, he 
put the company on a profit-making basis. 
Sloan Jr. reorganized the plant, Steenstrup 
handled sales and the company turned a 
profit of 12,000 $ after the first six months.    

Under his leadership, the company es-
tablished itself as a key bearing supplier 
(Fig. 1) for several American automotive 
customers, such as Oldsmobile or Cadillac, 
and grew to be one of the most profitable 
bearing manufacturers (Bowman, 2013). As 
the young American automobile market ex-
panded, the profits of Hyatt Roller Bearing 
Company continued to grow and got up to 
nearly 60,000 $ after five years of activity.           
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In 1916, the company merged with oth-
er company into United Motors Company, of 
which Sloan Jr. became president. After two 
years, the company was acquired by GMC. 

In the 1920s, businesses gained unprec-
edented scale within the American economy 
and shareholders called for greater manage-
ment accountability. Sloan Jr. wrote a report 
entitled the “Organization Study”, in which 
he presented his view on the reorganiza-
tion of GMC. He stated that the object of his 
study was “to suggest an organization for the 
General Motors Corporation which will defi-
nitely place the line of authority throughout 
its extensive operations as well as to co-ordi-
nate each branch of its service” (Sloan, 1992, 
p. 52). In order to respond the inventory cri-
sis of 1920s, he reorganized the corporation 
by implementing the so-called “multidivi-
sional structure” (Fig. 2).  

Sloan Jr. was elected president of GMC 
in 1923, succeeding P. S. du Pont. He ruled 
the corporation as president and then chair-
man between 1923 and 1956. After resigning 
from the chairmanship, Sloan Jr. was named 
Honorary Chairman of the Board, a title he 
retained until his death on February 17, 1966.

Fig. 1. Hyatt Roller Bearing advertisement in the 
1920s

Source: http://history.gmheritagecenter.com/wiki/ up-
loads/4/44/B4220-0354.jpg

3. A. P. Sloan Jr. and leadership at 
General Motors Corporation

Organizing the manufacturing process-
es constituted probably the most difficult 
challenge in the American automotive in-
dustry in the 1920s. Sloan Jr. solved the prob-
lem: “do it all in your company, but set up 
decentralized parts- making divisions as in-
dependent profits centers…to make specific 
categories of parts for the whole company” 
(Womack, Jones and Roos, 1991, p. 138). In 
his “Organization Study” Sloan Jr. estab-
lished some of the key principles of the fu-
ture organization of GMC as follows (Scheid, 
1987):

•	 The divisions have to be autonomous.
•	 Some functions of the corporation 

have to be centralized.
•	 The corporate management has pri-

marily to deal with the problems related to 
its general policy.

•	 The organizational chart has to pro-
vide the fact that each division should be rep-
resented within other divisions.   

That is why “the divisionalization of 
General Motors was an organizational in-
novation of exceptional value” because “it 
allowed the company to capture for the 
whole course of his or her car-buying life” 
(Tedlow, 2001, p. 171). By understanding that 
the customers in a maturing market, as the 
American already was, desired more vari-
ety, GMC began to provide “a car for every 
purse and purpose” that finally led to gain 
the market leadership. Starting from the fact 
that GMC had no clear-cut concept of the 
business, Sloan Jr. decided that the its brands 
(Chevrolet, Oakland, Olds,  Scripps-Booth, 
Sheridan, Buick, Cadillac) should address to 
the following six-levels price structure (Sloan, 
1990): $450-$600, $600-$900, $900-$1200, 
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$1200-$1700, $1700-$2500, $2500-$3500. At 
the end of 1924, GMC under the leadership 
of Sloan Jr., as president, comprised:

hh	Passenger and Commercial Car 
Group: Buick Motor Division, Cadillac 
Motor Car Division, Chevrolet 
Manufacturing Companies, General 
Motors Truck Division, Northway 
Motor & Manufacturing Division, 
Oakland Motor Car Division, Olds 
Motor Works Division etc.

hh	Accessory and Parts Group: 
Armstrong Spring Division, Brown- 
Lipe-Chapin Division, Dayton 
Engineering Laboratories Company, 
Hyatt Bearings Division etc.   

hh	Export and Overseas Group: General 
Motors Export Company, General 
Motors Limited, General Motors 
International A/S, Overseas Motor 
Service Corporation etc.  

hh	Affiliated and Miscellaneous Group: 
Fisher Body Corporation, General 
Motors Acceptance Corporation, 
General Exchange Corporation etc.  

hh	Sales Companies: Buick Motor 
Company, Cadillac Motor Car 
Company, Chevrolet Sales 
Companies, Olds Motor Works etc.   

Sloan Jr. was not only “a man of daring, 
imagination, and vision”, but also “a con-
summate believer in reality” (Tedlow, 1988, 
p. 5). In essence, the fundamental elements of 
his revolutionary system were the following 
(Freeman, 2005, p. 6):

•		“Facts and data re the main and only 
determinants of decision making.

•		The company should encourage dis-
sent and differences of opinion.

•		Organize via committees a decentral-
ized system with centralized power 
and control.

•		Staff with the most competent people 
without thought to friendship.

•		The president or CEO acts as the abso-
lute ruler though consensus.“

From the moment Sloan Jr. assumed the 
presidency of GMC, he became an effective 
leader of corporate America.   

4. Conclusions

Sloan’s leadership at GMC stands as 
one of the most representative success sto-
ries in the American business history. His 
creative approach on how to mix a degree of 
decentralized responsibility with centralized 
control remains a useful example for every 
corporate leader. 

Our paper tries to suggest that the lead-
ership genius of Sloan Jr. highly influenced 
the evolution and performance of GMC. 
Further studies might be carried out in order 
to expand the debate on Sloan’s leadership 
achievement at GMC. 
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Fig. 2. The multidivisional structure in manufacturing

Legend: Tre.= Treasurer, Com.= Comptroller,
Leg.= Legal, Per.= Personnel, Pur.= Purchasing,
Adv.= Advertising, Eng.= Engineering, Ser.= Services, Dev.= Development, Tra.= Traffic, R. est.= Real estate, PR= 
Public relations, Exp.= Explosives, Fil.= Films, Fib.=  Fibers, Fin.= Finishes, Pla.= Plastics, Che.= Chemicals
Source: Chandler, 1977, p. 458
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1. Introduction

The importance of management has 
never been greater in the business world. 
Nowadays management applies to any kind 
of organization, public or private, small or 
large, profit or non-profit, services or manu-
facturing. In fact, management represents a 
commonly used word, a very popular term. 
Management is not only a profession or an 
art, but also a distinctive domain of research. 
As an ongoing process of getting things done 
through a variety of people (Moore, 1964), 
management refers “to the tasks and activi-
ties involved in directing an organization or 
one of its units: planning, organizing, lead-
ing, and controlling” (Hellriegel, Jackson, 
Slocum, 2002, p. 7).  

As a formal field of study and a disci-
pline, management appeared in the late 19th 
century. In that period, a scientific approach 
to management was initiated for the first 
time in the United States of America (USA). 
Since the beginning of the last century, many 
schools of management have provided dif-
ferent perspectives and theories that contrib-
uted to the development of management as 
a science. Many theories used in manage-
ment derived “from social science disciplines 
of economics, psychology, and sociology” 
(Smith, Hitt, 2005, p. 1). 

The concept of scientific management 
means “the taking of a precise approach to 
the problems of work and work organisa-
tion” (Pettinger, 1997, p. 13). Its essence 
might be described as follows: “let’s measure 
the best way to undertake a given process, 
and redesign that process accordingly” (Mol, 
Birkinshaw, 2008, p. 9).         

The aims of our paper are to present 
the emergence of scientific management in 
America and to emphasize the contribution 

of some of the most representatives American 
authors to its development. The methodolog-
ical approach is literature review.

The reminder of our paper is structured 
as follows. The next section deals with the 
advent of scientific management in America. 
The paper ends with conclusions.

2.  The appearance of scientific man-
agement in the USA

At the beginning of the 20th century, the 
problem of inefficiency both at the macro and 
the micro level increasingly became one of the 
most debated in the USA. After the American 
President Th. Roosevelt remarked the lack of 
national efficiency, more and more people 
began to recognize its importance. Therefore, 
the scientific management arose mainly from 
the need to increase efficiency in America, 
but other key factors were the spread of big 
businesses and the expanding application of 
science in industry.   

As the father of scientific management 
(Copley, 1923), Fr. W. Taylor was considered 
by many historians as “the most influential 
management innovator of the 20th centu-
ry” (Hamel, Breen, 2007, p. 12). That is why 
“many of his basic concepts were incorporat-
ed into the organization of modern American 
factories” (Chandler, 1997, p. 276).

Taylor asserted that efficiency came 
from “knowing exactly what you want men 
to do, and then seeing that they do it in the 
best and cheapest way” (Taylor, 1903, p. 3).

“The Principles of Scientific 
Management”, a Progressive declaration 
against the misuse of resources, was pub-
lished by Taylor in 1911. He stated that he 
wrote the book due to the following three 
main reasons:
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“First. To point out, through a series of 
simple illustrations, the great loss which the 
whole country is suffering through ineffi-
ciency in almost all of our daily acts.

Second. To try to convince the read-
er that the remedy for this inefficiency lies 
in systematic management, rather than in 
searching for some unusual or extraordinary 
man.

Third. To prove that the best manage-
ment is a true science, resting upon clearly 
defined laws, rules, and principles, as a foun-
dation. And further to show that the funda-
mental principles of scientific management 
are applicable to all kinds of human activi-
ties, from our simplest individual acts to the 
work of our great corporations, which call 
for the most elaborate cooperation.” (Taylor, 
1998, p. iv)      

In his view, the object of management 
was to secure maximum prosperity for the 
employer simultaneously with the maximum 
prosperity for each employee (Fig.1)

Fig. 1. The relationships between management and 
prosperity according to Fr. W. Taylor

Taylor clearly made the distinction be-
tween the “old” type of management and the 
“new” one: “Under the management of “ini-
tiative and incentive” practically the whole 
problem is “up to the workman”, while un-
der scientific management fully one-half of 

the problem is “up to the management” ” 
(Taylor, 1998, p. 17). In order to implement sci-
entific management, he emphasized the need 
for a mental revolution on the part of both 
management and employees. (e.g. workers). 
Taylor considered that his method was ben-
eficial for all stakeholders: “the organisation 
because it cut out all wasteful and inefficient 
use of resources; managers because they had 
a known standard of work to set and observe; 
and workers because they would always do 
the job the same way” (Pettinger, 1997, p. 
14). That is why he established the follow-
ing four fundamental principles of scientific 
management:

“First. The development of a true 
science.

Second. The scientific selection of the 
workman.

Third. His scientific education and 
development.

Fourth. Intimate friendly cooperation 
between the management and the men.”  
(Taylor, 1998, p. 68)     

Taylor’s contribution to the develop-
ment of management was significant. His 
scientific management influenced human so-
ciety in several ways, as follows: “First, scien-
tific management’s impact on organizations 
was apparent in the formation of “employ-
ment departments” that were responsible for 
such tasks as using job analysis techniques to 
select employees, training employees, main-
taining records of employee performance, 
assisting employees after accidents or with fi-
nancial matters, and providing services, such 
as lunchrooms… Second, scientific manage-
ment influenced training and networking 
opportunities for personnel management 
employees… Finally, scientific management 
influenced the scope of industrial psychology 
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as a discipline.” (Payne, Youngcourt, Watrous, 
2006, pp. 387-388)

Taylor’s scientific management was de-
veloped by other American authors. F. and 
L. Gilbreth applied the principles of scien-
tific management to bricklaying. As a conse-
quence, the number of movements in laying 
bricks was reduced from 18 per brick to only 
5 per brick. The Gilbreths used several tech-
niques (Fig 2 and 3) as follows: 

hhTherbligs that “are the basic elements 
of one-the-job motions and provide stan-
dardised basis for recording movements” 
(Cole, 1990, p. 20).

hhFlow process charts that “were de-
vised by the Gilbreths to enable whole op-
erations or processes to be analysed” ” (Cole, 
1990, p. 20).

Fig. 2. Therblig symbols

Name Symbol

Search  

Select  

Grasp
 

Find  

Hold

 

 

Source: Cole, 1990, p. 21

A contemporary and colleague of 
Taylor, H. Gantt introduced “a bonus plan 
for rewarding foremen who could up-grade 
the backward and inefficient workers” 
(Urwick, Brech, 2002, p. 76). He also created 

the Gantt chart (Fig. 4) in order to indicate in 
a graphical manner the extent to which tasks 
had been achieved during a specific period of 
time (e.g. day, week, month).

Fig. 3. Flow chart symbols

Inspection  

Operation  

Transportation
 

Source: Cole, 1990, p. 21

Fig. 4 Gantt chart

Period Week 
1

Week 
2

Week 
3

Week 
4

Planned 
output
A c t u a l 
output
We e k l y 
actual
Cumula-
tive

Source: Cole, 1990, p. 22

The works of the above mentioned au-
thors highly affected the business world from 
America. Their ideas were quickly translated 
into practice in different domains such as the 
automotive industry or the steel industry.

3. Conclusions

Scientific management might be seen as 
an outcome of the industrial evolution and 
of the development of its factory system in 
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America. It arose mainly from the need to 
increase efficiency and eliminate waste and 
paved the way for modern management.

The contribution of Fr. W. Taylor to the 
emergence of scientific management was de-
cisive. Since the beginning of the last century, 
industrial efficiency and Taylor have become 
synonymous terms.  

Our paper shows that scientific manage-
ment was essentially an American achieve-
ment that provided useful lessons for the 
whole human society. Further studies might 
be carried out in order to expand the debate 
on the emergence of scientific management 
in America.
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The 21st century brings along, apart 
from the economic thinking resettlement at a 
global level, a need to reconsider team work, 
employees’ /work fellows’ incitement, as 
well as conflict forecast and settlement. 		
The worldwide crisis triggered bankruptcy 
to some trade companies. Major companies 
all over the world closed their doors and 
tied their business down. As for Romania, 
companies counting hundreds of employ-
ees once before 2008-2009 have now gone 
down to only several dozens of employees. 
A great deal of the activities formerly car-
ried out within the organizations has been 
outsourced along with a more careful assess-
ment of expenses and maximization of any 
contract relationship.

Besides the pecuniary motivation, even 
now when wages and personal earnings have 
run low, team establishment and high-per-
formance operation are strictly related to the 
chiefs’/managers’/leaders’ abilities to influ-
ence, to pep fellow workers and subordinate 
employees up by providing personal exam-
ples of conduct and action, and by persuasive 
communication. 

Certainly, messages within a team can 
be sent by any means. Internet and Intranet 
networks are highly developed, mobile tele-
phony is now accessible to almost anybody, 
while terminals are more and more sophisti-
cated while staying user-friendly. 

The “furious” sales and galloping devel-
opment of many fields and businesses before 
the burst of such global economic crisis en-
tailed an emphasis on the concern with send-
ing messages as loyal to their substance as 
possible, putting into shade the ”coating” of 
such messages, the accompanying elements 
which, according to the theories of commu-
nication, are otherwise of special importance. 

This can be seen and accepted in the light of 
the following justification: since economy 
seemed “to quake”, since there was money 
on the market and funds were granted quite 
easily and rapidly, the clients’ appetite for 
consumption was often fed hazardously. 
Employees’ and team members’ motivation 
was maintained by very fast feedback, name-
ly by salary, earnings, as well as by other re-
wards (i.e. bonuses, teambuilding, various 
specializations) which the companies could 
grant to the employees.

In this context, the need to count on a 
leadership mostly valuing the component of 
persuasive communication was not primor-
dial. Even if there were problems generated 
by the poor abilities of “motivating com-
munication”, these were somehow settled 
and subsequently faded away in the dy-
namics of the day-to-day commercial activi-
ties. Though sometimes the components of 
communication were not harmonized and 
messages “suffered” as regards empathy or 
congruency, the need to convey the text /
the information was more important. Most 
often, the mind “delivered” the information 
which was then sent to another (likewise) 
mind which received it, processed it, and ac-
complished it. If somebody failed because of 
the accumulation of frustrations generated 
by the “coating” of communication, the same 
was, usually, quickly replaced since the com-
mercial activities were carried out very fast 
and many times it was more important that 
somebody should be in that specific place, in 
that position than that a certain person of a 
specific level of competency should be there.

Nowadays, the process of work is more 
laborious, and the commercial interactions 
are carried on in a somehow more differ-
ent manner. Contracts get concluded after 
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extensive analysis, and commercial relation-
ships are more sensible. For instance, strictly 
referring to the field of sales, if prior to the 
burst of the crisis many contracts were con-
cluded swiftly due to the client’s immediate 
need (generated by the need and will to buy), 
the difference lying in the benefit granted 
by comparison to another competing seller, 
at present the decisions to purchase some 
good are more elaborated and, where speed 
of response is important due to the imme-
diate needs of procurement, the relation is 
also based upon the parties’ abilities to per-
manently communicate and negotiate in an 
environment favourable to motivating relat-
ing.	

Modern leadership means an advanced 
and sensible union between the focus on the 
objectives to be attained by the science and 
art of the high-performance management, on 
the one hand, and affective understanding 
plus people’s motivation not exclusively by 
financial means, on the other hand. Now that  
remuneration changed because of the current 
economic changes – the focus being laid on 
the concrete assessment of the added value 
brought by every member of the team – we 
can see how motivation takes other neces-
sary shapes as well. Even if such shapes were 
manifest before the amplification of the crisis, 
nowadays, these are so much more necessary 
as the pecuniary form of motivation cannot 
be used too easily any longer. Employees, 
team members have a more cutting need of 
safety, affection, professional environment 
that help them reach their goals and besides 
take care of their emotions and ”human” ne-
cessities. Today, the effort made by employ-
ees is greater and requires interdisciplinary 
and accelerated development, thus emotion-
al support and empathic stimulation is of 
special importance.

This type of high-performance (effi-
cient) and sensible leadership is not easily 
applicable still it yields extraordinary bene-
fits to all stakeholders. Under such economic 
and social conditions exercising significant 
pressure on every individual, a labour rela-
tionship based on empathic support as well 
will considerably reduce the impact of the 
objectives hard to attain and of the assidu-
ous work. Besides all the other psychological 
components, the capacity to express oneself, 
and not in any way but so as to convey those 
messages “dressed” according to the scope 
of communication, in other words, the power 
to have a message and to act in congruence 
with the pursued outcome of communication 
comes back to actuality with a maximum 
impact. 

Concretely and correctly understanding 
the situation, the scope of communication, 
thinking empathically, building the message 
to eloquently express what is meant; using 
only those ”tools”, abilities capable to bear 
the idea of the message so that they should 
not alter the relation or ”parasitize” the com-
munication rendering it inefficient and may-
be even ”corrosive”, destroying the message 
in its contents and particularly in its intent 
by an erroneous understanding, translation,  
decoding of the ”ballast” (or because of the 
scarcity of means of expression) by its receiv-
er who should also act in accordance with the 
requirements of the sender; acting so that all 
these actions should be  fulfilled in an intel-
ligent manner, to get the pursued outcomes, 
represent the quality and even the definition 
of modern leadership.

	 In modern society, the ”functional” 
team requires:

- heterogeneity, 
- efficiency, 
- harmony, 
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	 Heterogeneity helps sharing the 
roles, generating innovatory ideas, and, not 
at last, reducing monotony.

	 Efficiency is important due to the fact 
that attaining the set objectives by using only 
the strictly necessary resources is a character-
istic of management in time of crisis.

While harmony, full and delightful 
union of all actions, diminishes pressure and 
stress, considerably increasing team’s effort 
tolerance.

Oration in modern leadership should 
provide the following defining features:

- be conceived, structured and uttered 
so that it clearly reveal “the pillars” of the 
message, the information, the main compo-
nents to be retained and, especially impor-
tant, be the true “translation” of the sender’s 
language, that is the meaning of the main in-
formation should be ”impressed” from the 
very moment of communication so that any 
”chances” to be subsequently  ”parasitized ” 
should be minimal; 

- strengthen cohesion among team 
members and develop attachment towards 
objectives and organization; often, a poor 
management of teams and conflicts leads to 
all kind of animosities, prides, secret agendas 
that can trigger dysfunctions or even team 
dissolution with consequences easily fore-
seeable, on the one hand; on the other hand, 
this may determine a kind of ”group think-
ing” that can maintain the team but it can 
also drive it away from the objectives set by 
the organization or the project it belongs to. 
Team “survival” and/or exclusive promotion 
of the team interests, ideas, and agenda by 
replacing the objectives initially set are unde-
sirable issues that require increased attention 
so that the initial scope for which the team 
was formed should not be affected.

- satisfy team expectations as regards 
the moment of communication (”the show”,” 
the performance”).

Concerning this last issue, we consider 
admiration incitement as the highest-impact 
persuasive component. Appreciation gener-
ated by delight sprung from the audience’s 
soul represents a characteristic of special im-
portance of the orator. We could say: ”Touch 
their feelings and you’ll convince them.” 
Actually, there was and still is a trend in the 
nowadays communication that mind should 
be treated more respectfully than the soul. 
Some people’s tendency to ascribe messag-
es to the ”template” of mind understanding 
is both a kind of efficiency appanage, and 
a dysfunction caused by wandering from 
empathy. Empathising with the each other 
develops not only communication but intel-
ligence as well, in the sense of adjustment 
to various life situations. People who com-
municate by information almost lacking any 
”coating” will suffer in the end a kind of 
”social diseases”, incapacities, and forms of 
depression.

The appreciation generated by the 
speaker’s /leader’s ”performance” may be 
gained by an adequate use of power (for us, 
power means the capacity of exercising influ-
ence) detailed as follows:

- empathy
- passion
- rhetoric
- expressivity
Empathy develops social relations and 

intelligence. 
Passion is like heartbeats; if it lacks, any 

message – even any public apparition– will 
be ”lifeless”. A “lifeless” message will never 
be convincing but if sent from the deathbed. 

Rhetoric, the art of argumentation, is 
also essential since the call for blind trust in 
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the messages sent can be a sign of manipula-
tion, indoctrination or, in the simplest case, 
a proof of poor preparation or ignorance of 
what is essential or of expression based on 
personal trusts or opinions, which cannot 
be provided as a pertinent analysis to be fol-
lowed by the others. 

Verbal and body expressivity are com-
ponents of the charismatic leader’s power. 
Messages backed up by the necessary ex-
pressivity will have the required impact. The 
extent, the level of what is ”necessary” will 
be provided by the audience analysis and the 
scope of communication and, not at last, by 
an intense practice where audience feedback 
should not be absent.  

In this economic-social context that pro-
vides a wide range of activities, fields and 
abilities that should be developed in an in-
terdisciplinary way, various products and 
services which are bitterly competing, apart 
from the quality of the product, service, 
team performance, thinking and expressing 
yourself so as to stir up attention, to main-
tain lively listening and to convince the audi-
ence to ”buy” what you ”sell” (that is to get 
the expected  feedback forecast in the stage 
of thinking and achieving such communica-
tion) are defining capacities. 

The need to also convince by the power 
of expression yields a very beneficial effect. 
In order to convince an audience, the speak-
ers should express themselves so that dur-
ing their communication to address to and 
fascinate every person in the audience, ev-
ery type of personality. This requirement is 
both a necessity, and an instrument for the 
self-growth of the speaker. In order to be 
able to address every type of personality, one 
should permanently train his/her attention 
and introspection (even when not before the 

audience), get informed, and be up to date 
with the latest information and abilities re-
quired to understand the soul and mind of 
the other one. Thus, starting from “a tech-
nical” requirement, that of talking “the lan-
guage” of every personality and satisfying 
its expectations, by assiduous practice, one 
can develop capacities that will increase the 
level of empathy and adequate expression in 
various contexts; thus one can reach the ”na-
tive” holding of such technique, its melting 
into the being of the one who will use it as 
a native ability. This type of transformation 
represents, from my point of view, the main 
principle of efficient personal development.

An issue of special importance is that of 
the atmosphere during communication. The 
auditor, every participant comes with his/
her own inner atmosphere, with his/her own 
state of mind determined by events occurred 
prior to communication and/ or arising from 
their expectations in relation to the moment 
of communication. Convincing an audience 
showing various states of mind will be par-
ticularly difficult for any good orator; that is 
why a previous “scanning” of the audience is 
desirable. Such ”scanning” will be achieved 
more rapidly if they know each other, if they 
work together; if not, it can be made before 
entering the communication room (just as ac-
tors watch their audience through a hole in 
the curtain) or/and during the few minutes 
after entering the precincts, while “breaking” 
the ice or during the required offices (greet-
ing, roll call etc). It is important that, while 
preparing his/her communication, the speak-
er should be aware of /determine what atmo-
sphere will be beneficial in getting the desired 
outcome. Thus, retorting to his/her capacities 
of assessment, drawing conclusions, motivat-
ing and so on, cumulated to identifying the 
”support points” in the audience (the leaders 
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of opinion), the speaker should  dissipate any 
”parasite” atmosphere (or let us call them 
”obstacle” atmospheres) and impregnate the 
desired atmosphere. It is important that the 
speaker as well (actually, the speaker firstly) 
should prove the emanation of the necessary 
atmosphere uninterruptedly. Once the re-
quired atmosphere has been set, the way to 
conviction is much smoother. 

A speaker may establish before the mo-
ment of communication what atmosphere 
he/she wants impregnated in the meeting 
room (as I said above that it would be con-
venient!) and he/she may subsequently as-
certain ”on the spot” that such atmosphere 
he/she wanted impregnated should not be 
that which in relation to various conducts, 
expressions of the audience should yield the 
required result. Certainly, in this case, ora-
tor’s intelligence will generate another solu-
tion, atmosphere which combined to those 
of the audience should yield the necessary 
outcome. For instance, the orator comes with 
the will to impregnate a cooperating atmo-
sphere based upon silence, careful listening 
to what is to be said and addressing con-
structive questions in a relaxed mood. Still, 
this ascertains that the audience, due to the 
fact that it is week-end or the holiday is near, 
or due to the fact that before the communica-
tion moment it participated to other insipid 
communication, is already very relaxed and 
bored and its attention will be difficult to 
catch during the entire communication act. 
At that moment, our speaker may decide “to 
inflame”, agitate, enliven the atmosphere 
by various means, exercises, games. He/she 
can make various statements, ”launch” vari-
ous ideas which cannot pass unobserved by 
the audience, taking care to cautiously man-
age the situation so as not to degenerate and 
compromise the scope of communication. 

A subtly ”inflamed” audience will certainly 
keep ears, eyes, mind and soul open, paying 
continuously attention to the speaker’s com-
munication. It is of special importance to find 
out those ”subtle attacks” to keep them at the 
border between interest and ”burst” and, to 
the end, to change the focus of audience to 
another issue producing relaxation and, de-
sirably, a kind smile. This could be a way, 
especially for those counting on experience 
and capable of ”holding” such a situation. 
Equally, sense of humour is a particularly 
important ingredient. Communication scat-
tered with comic stresses, causing laugh and 
stirring up high spirits, will keep attention 
alive and will trigger much easier the will of 
cooperation, finally succeeding to dissipate 
the ”obstacle” atmospheres.

In conclusion, these times characterised 
by new approaches in business and personal 
development, approaches more sensitive to 
the market sensibilities and the development 
of the personal capacities by intense practice, 
impose, in communication among peoples, a 
higher inclination on the thought that under-
lies word birth, a more accentuated feeling 
of the emanated attitude and its adjustment 
in relation to the situation and the scope of 
communication; a continuous ”sharpening” 
of the instruments of expression so that in the 
end the uttered word should bear the ”crys-
tal” or, as the case may be, the ”fog” (and so 
on) that should incite auditor’s emotion, cor-
roborated to the adequate body expression, 
bearer of symbol and accents that, some-
times, should not be necessarily expressed in 
a verbal way.

Such improvement and, in the end, pro-
fessional, oratorical communication should 
not be mistaken for dissimulation. The ethi-
cal scope of professional expression is to send 
with maximum accuracy and full impact 
what the speaker thinks and wants to com-
municate to the others.
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The union between the art of making 
profit and the art to be followed by the team 
members is ideal and much more necessary 
today than it has been at any other time. Fast 
understanding of market changes, of chang-
es in general (and their forecast in the extent 
possible), quick decisions following actual 
identification of problems, correct assess-
ment of the capacities of the team members 
and the harmonious union of the organiza-
tion’s interests and the employees’ personal 
ones closely related to assiduous practice of 

communication skills may be a successful re-
ceipt in modern leadership. 

It would be quite frustrating to have 
something to say, that the others expect you 
to say, say it (finally) and, because of the 
“rough” personal communication tools not 
exceeding the level of ”intent”, the outcome 
of communication be disastrous, something 
totally different that didn’t even crossed your 
mind. Then, to walk away upset thinking that 
what you actually wanted to tell the audience 
meant....... well. 
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What should we learn from great leaders

Abstract: I will try in this article to go over some lessons that can and should we learn from leaders 
in different fields (sales, politics, sports). Some of these lessons can be translated even in a lifestyle, it can 
help us all to change our perception of things that we were coming forward as we wanted and we can un-
derstand how little effort it takes to change this situation. Some of these leaders didn’t had learned how to 
be successful from school or books but they have qualities like drive, passion, commitment. They have had 
the courage to go away from what they did before, and gone to something that didn’t exist before. They have 
built bridges to be crossed by them and their followers.

Keywords: leaders, leadership, golden circle, achievement, success
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Peter Drucker famously stated that 
“management is doing things right; leader-
ship is doing the right things”1 . Great lead-
ers possess dazzling social intelligence, a zest 
for change, and above all, vision that allows 
them to set their sights on the “things” that 
truly merit attention. Not a bad skill set for 
the rest of us, either.

How do people explain when things 
don’t go as they planned? Or, how do 
they explain when other people are able to 
achieve things that seem to defy all of the as-
sumptions? We can take a lot of examples 
from vary industries and we can find a lot of 
1 Peter F. Drucker, The Essential Drucker: The Best 
of Sixty Years of Peter Drucker’s Essential Writin-
gs on Management, Harper Collins Publishers, 
2003, p. 268

examples were some companies have man-
aged to become leaders in their industry with 
the inspiring help of some visionary peoples. 
In principle, big firms have the same access to 
the talented work forces, the same agencies 
or suppliers, the same consultants compa-
nies, the same media. Then what is the thing 
that makes all the difference? 

Simon Sinek call’s it the golden circle2 : 
How – in the center, surrounded by “Why”, 
surrounded by a larger circle, “What” as it 
appear presented slightly below.

2 Simon Sinek, How great leaders inspire action, 
2010, presentation available at http://www.ted.
com/talks/simon_sinek_how_great_leaders_in-
spire_action

Source: http://life-engineering.com/how-great-leaders-inspire-action-the-golden-circle/

This idea can explain why some orga-
nizations and/or some leaders are able to in-
spire when/where others aren’t. In principle, 
Sinek idea is very simple and he assumes 
that every person or organization on the 
planet knows what they do, that’s for sure. 
Some of them know how they do it, but why 
they do what they do know very few people 

or organizations. By “why” we must under-
stand: Why should anyone care about you 
and your products or services? What’s your 
belief? Why does your organization exist? 
What’s your purpose? What’s your cause? 

Ordinary, the most people or orga-
nization think, act and communicate from 
the outside in. It’s a normal thing from the 
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most points of view. They go from the clear-
est thing to the fuzziest thing. Instead, the 
inspired leaders and/or the inspired organi-
zations (regardless of their size or their in-
dustry) think, act and communicate from the 
inside out.

 Lets take an example of an usual mar-
keting message from a computer manufac-
turing company like Apple: “We make great 
computers. They’re beautifully designed, 
simple to use and user friendly. Want to buy 
one?”. It’s uninspiring, but most of us and 
companies communicate. We say what we 
do, we say how we are different from the 
competition or how we are better than them 
and we expect from the receiver of our mes-
sage some sort of a behavior, a purchase, a 
vote or something like that. 

Still Apple actually communicates 
something like this : “Everything we do, we 
believe in challenging the status quo. We 
believe in thinking differently. The way we 
challenge the status quo is by making our 
products beautifully designed, simple to use 
and user friendly. We just happen to make 
great computers. Want to buy one?”. Its a to-
tally different message and he makes the dif-
ferences between a usual company and the 
leader (inspired) company because in some 
industries people don’t buy what you do but 
they buy why you do it. The main goal must 
be to do business with people who believe 
what you believe and less to do business with 
everybody who needs what you have.

I have write in an precedent article 
about Nicolae Malaxa which is considered to 
be one of the successful businessman in the 
interwar period and all this because it was 
a true leader and he was appreciated for his 
visionary thinking. Leader in the economic 
development of the country, one of the lead-
ing businessmen of the time, a leader of the 

industry as a pioneer - the beginning of a 
“phenomenon”, as many have said of every-
thing that Nicolae Malaxa designed, a lead-
ing in politics and a leader in relation to his 
workers. 

Romanian engineer and entrepreneur, 
he was one of the most important industri-
alists in interwar period from Romania, but 
also a controversial figure because of his po-
litical sympathies. Evolution of the Malaxa 
plants was the most spectacular economic 
and technological phenomenon in Romania 
at that time, in less than 20 years, the work-
shop became an industrial giant, but a very 
important pillar for the entire Romanian 
economy in the interwar period.

Nicolae Malaxa had all the qualities to 
be a good leader. He managed to create a vi-
sion and also urged the workers to aspire to 
that vision. To translate the vision into real-
ity, Nicolae Malaxa appealed to different 
means to motivate employees and to target 
systems and processes to increase produc-
tion. This, offered higher salaries than other 
factories, social and health assistance, work 
equipment and lunch services.

Another example of a great leader is 
Martin Luther King, who in 1963, manage 
to gather 250.000 people to hear his speech. 
And in that time, there were no invitations to 
be made and there was no social media web-
sites to check the date. Dr. King was a vision-
ary. He had a dream bigger than the times 
in which he lived. That is, after all, what real 
visionary leaders are all about. His “I Have A 
Dream” speech brought awareness and hu-
manity to the national consciousness about 
civil rights in America3 .

3 Adam Toren, Leadership Lessons From Dr. Mar-
tin Luther King, Jr., 2014, available at: http://www.
entrepreneur.com/article/230958
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Dr. King’s stance on political activism in 
a non-violent way made him a natural leader 
and an inspirational figure. He led a social 
movement of equality during a time when 
he wasn’t supported by most. In fact, he was 
threatened and despised by many. But he 
stayed committed to the vision he held. He 
wasn’t the only great orator, he wasn’t the 
only person to have these ideas, and some 
of his ideas were even bad. But what he did, 
was to go around and simply talk about what 
he believed. “I believe…”

And people who believed what he be-
lieved took his cause and told more people. 
To the point where 250.000 people showed 
up on the right day to hear him speak.

No one showed up for him. They 
showed up for themselves, for having the 
same believe about America and this got 
them to drive across the country on a bus 
to stand in the sun to Washington DC in the 
middle of August. 

He believed that there were two kinds 
of laws in this world, those that are made by 
a higher power, and those that are made by 
man. And it’s not until those that are made 
by man are consistent with the laws that are 
made by the higher power that we will live 
in a just world. It just so happened that the 
civil rights movement was the perfect thing 
to help him bring his cause to life. He gave 
the “I have a dream” speech, not the “I have 
a plan” speech.

 The leaders who work most effective-
ly, it seems to me, never say “I.” And that’s 
not because they have trained themselves not 
to say “I.” They don’t think “I.” They think 
“we”; they think “team.” They understand 
that their job is to make the team function. 
They accept responsibility and don’t sidestep 
it, but “we” must get the credit. This is what 

creates trust, what enables you to get the task 
done.

Another things that we must learn from 
leaders is that for everithing that we want to 
achieve we must do all we can to get there.  
Don’t complain. Don’t whine. Don’t make ex-
cuses. Just get out there, and whatever you’re 
doing, do it to the best of your ability. And be 
sure that you cannot do more than that. 

,,It’s not whether you win or lose, it’s 
how you play the game’’ said a well known 
quote. It’s like life. Life isn’t about the mo-
ment at the end or beginning, it’s about ev-
ery step, every moment, doing your best and 
appreciating every moment, good and bad. 
Also, we learn much more from the unpleas-
ant “bad” things then we do from the days 
we are “happy” and content. So even losing 
games has it’s benefits, it can help people see 
and thus work on their weaknesses. 

John Wooden, a famous American bas-
ketball player and coach said that ,,you can 
lose when you outscore somebody in a game 
and you can win when you’re outscored’’4 . 
He felt that way on certain occasions, at vari-
ous times and he just wanted for his players 
to be able to hold their head up after a game. 

,,You should never try to be better than 
someone else, always learn from others. 
Never cease trying to be the best you can 
be. That’s under your control.” If you make 
effort to do the best you can regularly, the 
results will be about what they should be: 
that’s what really matters. Not necessary to 
what you would want them to be, but they 
will be about what they should, and only 
you will know whether you can do that. And 

4 John Wooden: The difference between winning 
and succeeding, 2001, available at http://www.ted.
com/talks/john_wooden_on_the_difference_be-
tween_winning_and_success



143Leadership Prospects

No. 19 ~ 2014

that’s what I wanted from them more than 
anything else. 

Cervantes said, “The journey is bet-
ter than the end”. Sometimes when you get 
there, there’s almost a letdown. But getting 
there is the fun/pleasant part.  Coach wanted 
his players to be victors in life and not just on 
the court, so he treated them as an extend-
ed family and emphasized that winning was 
more than scoring. He wanted for his players 
to get that self-satisfaction, in knowing that 
they’d made the effort to do the best of which 
they are capable.

Indeed, most of his inspiring theories 
were born from conversations with his fa-
ther, as a boy on their farm in Indiana. One 
that sums up his ideology quite well is his 
often-quoted definition of success: “Success 
is peace of mind which is a direct result of 
self-satisfaction in knowing you made the ef-
fort to become the best that you are capable 
of becoming.” 

Conclusions:

Leaders are required when there is a ne-
cessity for change.  One of the key competen-
cy to bring that change is Influence. A leader 
can inspire by creating an environment that 
allows people to optimize toward a vision 
and a worthy aim.  

Inspirational leadership is about hon-
esty, loyalty passion and drive. Its about en-
abling competition and fairplay among your 
team. You should continually create paths 
for your team to succeed and guide them to 
collective success. Inspiration is caring about 
growth, development, results and investing 
time/money/ efforts (in people) to get there. 

Leaders should lead by examples, I am 
a firm believer of this. Leaders should have 
the capability of pushing their subordinates 
to the hilt in a manner that it gets only the 
best out of the subordinates. Leadership is a 
combination of both art and science.
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Feminine leadership and organisational 
culture

Abstract: People in general, leaders especially, are influenced by the organisational culture and the 
other way around. Organisational culture represents a determining factor regarding the display of leader-
ship, since these two processes create each other, adding value and consistency to one another. Moreover, 
organisational culture can be created and developed in a fluctuant business environment, in which the ex-
ternal factors influence its progress. The development of society has incessantly been emphasized by the re-
lationship between the sexes, by their individual evolution, but also by the interdependency between them. 
Although there is increasingly more talk about gender equality, in many countries, the social as well as eco-
nomical chances and opportunities are not equal for women and men. Gradually, women have been through 
a series of changes related to education, rights and obligations. However, the number of women leaders has 
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1. Introduction

Organisational culture can be created 
and enhanced only in a fluctuant business 
environment, in which external factors make 
their mark on its development. As a conse-
quence of globalisation, the organisational 
culture of different multinational companies 
has suffered, because the values, mindset, re-
ligion and education were not the same as the 
ones in the country where the mother com-
pany performed its activity. These barriers 
can be overcome only with the help of lead-
ers who are very well trained, who possess a 
highly developed cultural intelligence, who 
encompass in their vision the training of peo-
ple in order to attain objectives, regardless 
of restraints and the development of specific 
abilities, such as: determination, active listen-
ing, and empathy, as well as sensibility for 
other people’s needs, values and potential.

2. The dimensions of organisational 
culture 

Researcher Geert Hofstede (2005, 
Hofstede G., Cultures and Organizations: 

Software of the Mind, 2nd Edition, McGraw-
Hill USA) considers that each organisation 
creates its own cultural system, which en-
compasses characteristics of the national cul-
ture, deeply rooted in the people’s mentality. 
These values have such a strong impact on 
the organisations, because people identify 
themselves with them ever since primary 
school, as they are very stable in time and 
they can only be changed throughout several 
generations. Hofstede has defined four cul-
tural dimensions, respectively:

- short or long distance from power – it in-
dicates the extent to which the members of a 
society accept the fact that power is distrib-
uted unequally;

- collectivism versus individualism – the 
individualism versus collectivism indicator 
measures the extent to which individuals are 
integrated in groups;

- femininity versus masculinity – it shows 
the distribution of roles between men and 
women; the studies performed have shown 
that the values  of women vary less than the 
values  of men, from one culture to another;

always been much lower than the number of men leaders. The personality traits of leaders significantly in-
fluence the leadership style and the way in which they are perceived by their subordinates, all this having 
a major impact on the overall performances of the organisation. In this manner, depending on the gender 
(masculine/feminine), we can state that one could observe certain personality traits that are characteristic 
to women and others specific to men, leaving their mark on the leadership method and on the leadership 
style adopted of each of them. Considering the fact that, in the current turbulent economic environment, 
certain qualities such as flexibility, intuition, development of communication networks and motivating the 
employees represent values that are considered to be “feminine”, one can assert that, in this case, gender is 
an opportunity. However, if we should take into consideration the impact of culture, of certain mentalities 
and misconceptions that are still present, regarding the woman’s standing in society, economy and poli-
tics, we can state that gender is a discriminating factor, because there is still the tendency to consider men 
as being better leaders.

Keywords: leadership, leader, organisational culture, opportunity, discrimination
JEL Classification: M12, M14
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- low level versus high level of avoiding un-
certainty – it shows the society’s degree of tol-
erance to insecurity and ambiguity.

Among these four dimensions, the most 
discussed is the one referring to femininity 
versus masculinity. 

3. Feminine leadership versus mascu-
line leadership 

The dilemmas related to the differenc-
es between women and men in the field of 
leadership present, according to the research 
in the domain, two possible outcomes that 
are totally different: one supporting the ex-
istence of notable differences between gen-
ders and one supporting the similarity in the 
styles of leadership and the fact that gender 
does not influence leadership. However, the 
majority of recent studies are in favour of the 
theory according to which there are consider-
able distinctions between feminine and mas-
culine leadership.

Therefore, in support of these assertions, 
one could start from the idea of biological 
differences, namely that genetically, certain 
innate characteristics are specific to men 
(authority, power, analytical thinking), and 
others typically feminine (maternal instinct, 
altruism, highly complex communication 
skills, attention to details, aesthetics), which 
determine the different leadership styles. The 
business concept approach by women and 
men is, in many cases, identical, but the lead-
ership style is different. Consequently, while 
men have a logical, mathematical reasoning, 
and are more task-oriented, women combine 
logical reasoning with feelings and empha-
sise on building bonds, collaborative and 
cooperative relationships. The woman lead-
er is capable to listen to their subordinates’ 

dissatisfaction, to understand them and cre-
ate a motivating work climate, showing 
altruism. 

In general, women leaders have the ten-
dency to adopt a participative style of lead-
ership, based on a people-oriented approach. 
Women differ from men as they are much 
more flexible and lenient, which allows for 
the creation of a stimulating, motivating en-
vironment, and for achieving performances 
in any field. In comparison to men, women 
leaders distinguish themselves due to their 
consideration for people and due to the fact 
that they encourage free speech. Moreover, 
women consider that success within the com-
pany comes from the ability to manage and 
develop employees, while men consider that 
the most important aspect is visibility and 
awareness of internal policies. Additionally, 
unlike women, the leadership style adopted 
by men is authoritative, and targeted at task 
completion. The difference between men and 
women does not necessarily stem from the 
efficiency with which they use authority, but 
in the process of approaching authority.

The last decades have brought to the 
forefront a new concept of leadership – trans-
formational leadership, which is highly fo-
cussed on motivating the employees, in 
order for them to surpass professional inter-
ests and to get emotionally involved in the 
organisation. One might say that transforma-
tional leadership is better-matched with the 
women’s characteristics, because they distin-
guish themselves through vision, charisma 
and inspiration, attributes considered, to a 
large extent, feminine values. In the current 
economic context, this style of leadership fa-
vours the development of the organisation 
and the enhancement of efficiency and, for 
this reason, according to numerous opinions, 
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the ”new values” (sometimes called feminine 
values) are starting to be considered strictly 
necessary so as to ensure success. Therefore, 
there is more talk about the need for gender 
diversity at the level of management and for 
the impact produced by gender differences. 
Considering all this, we can state that, in this 
situation, gender differences can be seen as 
an opportunity, because a different vision 
and approach of problems in the feminine 
manner can be the key to success in enhanc-
ing the competitiveness of an organisation.

However, in our country there is still 
the tendency to consider successful behav-
iours in a leadership position as being typi-
cally masculine. Consequently, women are 
still erroneously trying to adopt specifically 
masculine behaviours in order to succeed as 
leaders, suppressing, thusly, precisely the 
feminine attributes that make the difference. 
In addition, the access of women to leader-
ship positions is more difficult than it is the 
case of male partners, phenomenon known 
as ”glass ceiling” (women advance profes-
sionally within a company up to a certain 
point, and then they come to a standstill, 
their accession no longer being possible). 
“The glass ceiling” represents the subtle dis-
crimination standing in the way of women’s 
accession, preventing them to access senior 
management positions simply because they 
are women1 . In this situation, gender could 
be perceived as a truly discriminating factor 
in leadership.

The previously mentioned aspects are 
confirmed by the fact that, in our country, 
men are predominant in the management of 
companies. A recent study reveals that man-
agement positions are generally occupied by 

1 Connie Sitterly, Womena manager, Ed. Codecs, 
Bucureşti 2009, p.10

men (70.9%)2 . The dominant characteristic of 
Romanian managers revealed by the study is 
represented by the focus on results (65.5%) 
– a typically masculine feature. Regarding 
the weaknesses, the lack of motivation of 
subordinates is on top (57.3%) as well as the 
excessive control (45.5%). We can notice that 
these results indicate the lack of specifically 
feminine attributes in the management of 
companies.

In order to quantify and measure the di-
mension and evolution of equality of oppor-
tunities between women and men, in 2006, 
the World Economic Forum (WEF) has intro-
duced the gender gap index. This instrument 
reflects the gaps between women and men 
on account of 4 pillars (sub-indices) at the 
basis of the calculation of the global index, 
for each country: economic participation and 
opportunities, education, health and survival 
(women/men ratio at birth, life expectancy), 
access and political empowerment. The val-
ues of this indicator are published on an an-
nual basis for the 135 countries analysed in 
the Gender Gap Report, available on the of-
ficial website of the WEF.

Therefore, regarding women’s econom-
ic participation and opportunities in the econ-
omy at the level of geographic areas in 2012 
(Fig. 1), the first place is occupied by North 
America, with a sub-index value of approxi-
mately 0.82, followed by Europe and Central 
Asia, with a value of 0.68. Value 0 signifies in-
equality between genders, and value 1 repre-
sents absolute equality. In 2012, our country 
was situated approximately in the middle of 
the ranking, occupying the 67th place of 135, 
with a gender gap index score of 0.6859.  

2 Studiu realizat de către Result Development, 
2009-2011, sursa: Profilul leaders români din com-
panies
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The sub-indices “education” and 
“health and survival” have high values, 
0.994 respectively 0.979, which proves the 
fact that, from the point of view of education 
and health, women and men are treated as 
equals, benefiting from the same opportu-
nities and services. Regarding political par-
ticipation, perspectives change radically: the 
value of only 0.089 places our country on the 
97th place in the ranking compiled on the 
basis of this sub-index. The low level in this 
chapter indicates an extremely weak political 
participation of women, this leading to the 
decrease in the value of the global index, de-
spite the fact that the sub-indices related to 
education and health register elevated val-
ues. By following the evolution of the gender 
gap index and its components in Romania 
throughout the 2006-2012 period (Table no. 
1), one can notice that, regarding the global 
index, its value has not registered significant 
changes. The attention is drawn by the fluc-
tuations of the “economic participation and 
opportunities” sub-index and by the low 
values of the “access and political empower-
ment” component.

4. Conclusions

In the modern society, the key to success 
in any field is the ability to form and keep the 
best talents. Women represent more than half 
of the global human resources. The devel-
opment and use of the feminine leadership 
characteristics in the economy, in politics 
and in the society are fundamental elements 
of prosperity in a world that is increasingly 
more competitive. Nevertheless, we consider 
that for a woman-leader to evolve it is neces-
sary for her to have a favourable framework, 
without discrimination, in which she is al-
lowed to manifest her talents. Therefore, the 
idea according to which men are better lead-
ers than women cannot be justified. However 
one could state that the personality traits of 
leaders significantly influence the leader-
ship style and the way in which they are per-
ceived by subordinates, this having a major 
impact on the overall performances of the 
organisation. Therefore, depending on gen-
der, we can make the assertion that certain 
personality features can be observed as being 
defining for women and others as being spe-
cifically masculine, these features being able 
to influence every person’s leadership style.

Table no. 1 – Evolution of the global gender gap index and its components in Romania in the 2006-2012 period

2006 2007 2008 2009 2010 2011 2012
Global index 0.6797 0.6859 0.6763 0.6805 0.6826 0.681 0.6859
Economic participation 
and opportunities

0.673 0.697 0.7 0.712 0.601 0.694 0.681

Education 0.993 0.993 0.994 0.991 0.989 0.995 0.994
Health and survival 0.979 0.979 0.979 0.979 0.977 0.979 0.979
Access and political em-
powerment

0.074 0.074 0.032 0.040 0.056 0.056 0.089

Source: The Global Gender Gap Report 2006-2012
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Fig. 1 - Economic participation and opportunities sub-index by geographic regions, in 2012

Source: Ricardo Hausman; Laura D. Tyson, The Global Gender Gap Report 2012, World Economic Forum, p. 20
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New tools to monitor social networks in 
business sector

Abstract: The main purpose of the paper is to illustrate the importance of new software tools that can 
help your business to monitor all social networks and combat all negative messages about your products 
or services. We really need this kind of software to see where all viral messages are in every social network 
of your products or services and take all measures necessary to diminish negative feelings. In the past we 
had seen some companies that have ignored negative viral messages and in the end that ended in negative 
profit figures. 
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Today is obvious that business means 
to be able to deliver what a client needs any 
time anywhere and to see where is your cus-
tomers feeling in every social networks may 
exists.

	 Today, if you own a business, is 
a must to monitor social networks about 

negative viral messages may appear about 
your products or services. All international 
companies have a specialized department 
about social networks and insights informa-
tion of customers likes or dislikes. 

Companies have always focused on 
customer satisfaction and improve efficiency 
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within the organization. They were oriented 
toward identifying and understanding cus-
tomer needs, in order to avoid the risk of 
launching campaigns of products with nega-
tive perceptions. In addition, an important 
contribution is to use of customer relation-
ship management new software tool within 
existing systems, able to contribute to the 
effective management of relationships with 
customers and thus to achieve marketing 
objectives. 

If entrepreneurs would use software to 
monitor social media, then they really can 
improve both services and company image 
and if they consider not to ignore comments 
and viral messages of social media environ-
ment than their profit would be in positive 
limits.

Monitoring software “Oracle Social 
Engagement and Monitoring Cloud Service” 
is part of “Oracle Social Relationship 
Management” and allowed the transition to 
a new kind of customer relationship: hearing 
their needs and wishes, identify key influenc-
es and ongoing monitoring of key competi-
tors [1].

The benefits of the software mentioned: 
capture relevant information from the web or 
social media channels , search threads inter-
esting , relevant, trend curves and influencers 
, response gave an effective channel for both 
business and consumers , engaging in social 
conversations across the globe , improving 

productivity, response time and the ROI and 
not least providing a complete experience 
with the brand [1].

Only if they receive relevant informa-
tion in real time, brand managers can under-
stand what consumers want and provide the 
information to match. Social function led to 
CRM and so-called “experience” of the user. 
Ability to listen, to engage directly through 
social media channels, scaling and measur-
ing results and learning from each experience 
with each user is the foundation connections 
between businesses and consumers in the 
new digital era[1].

Social networks sites helps online con-
sumers to get an idea of products or ser-
vices from other consumers experiences. 
Comments and suggestions are very im-
portant for both regular customers and for 
entrepreneurs.

A variety of factors related to the quali-
ty of the site and information from social net-
works sites have been shown to significantly 
affect local online consumers in terms of their 
attitude and behavior, the impact being de-
livered finally in receipts and stores active on 
the Internet.

 United Airlines “breaks guitar” incident 
promoted by social networks (Youtube) was 
in 2009 the most controversial one. This con-
tributed to the decline of the profit for United 
Airlines over a period of several months.

Fig. 1 – United Airlines
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Loses in terms of money, arose from a 
movie, become viral, of a customer who ex-
pressed dissatisfaction about the services of-
fered by the company.

In summer of 2008, David Carroll, gui-
tarist of Mexwell band, claimed that during a 
flight stopover in Chicago, his guitar evalu-
ated at $ 3,500, was broken.

For a year, he unsuccessfully tried to 
get his damages paid. Because he failed to 

obtain anything he composed a song enti-
tled “United Breaks Guitars”. The video was 
posted on YouTube and became viral in less 
than a week collecting 3,143,801 views and 
15,343 comments praising the singer. Film 
clip illustrates how these bags are thrown 
away without being protected as the compa-
ny’s management said to be and to provide 
safety to customers goods.

Fig 2–  Viral video of David Caroll on Youtube

Fig 3- Youtube statistics on „United Breaks Guitars” video
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David Carroll wanted to prove that 
customer service department doesn’t work 
properly and so he had to walk from airport 
to airport because no one assumes guilt.

“United Breaks Guitar” became an in-
ternet phenomenon. Soon newspapers and 
mass-media in North America began to make 
known this video and the impact of David ‘s 
song went far beyond YouTube .

This negative ad was shortly followed 
by others not to choose anymore that airline. 
BBC reported that United Airlines selling fig-
ures decreased by 10% within three to four 
weeks after posting the video. A decline in 
sales valued at just over 180 million $.

Negative advertise, posts or com-
ments on social networks can lead to profit 
losses within a company and even to insol-
vency. But all this can be prevented by en-
trepreneurs by continuous monitoring social 
networks. This thing can be achieved by 
implementing a monitoring software that 

allows real-time posting where we can see 
reactions of users about products or services 
offered by companies.

BuzzBundle is a software for monitor-
ing and managing social accounts that al-
lows real-time display of comments, pictures 
or videos posted on social networks.  I have 
chosen to illustrate the results of this soft-
ware by analysis of one United Airlines due 
to the incident mentioned above. Monitoring 
was conducted over three months.

To obtain a credible monitoring results 
I have watched official Facebook pages of 
these companies and I have built a table with 
multiple keywords commonly addressed in 
discussions where users were interested or 
had concerns about the services. These key-
words I have entered in the required fields 
of the software in order to find and combat 
negative “advertising” on social sites.

Figure 5 illustrates the official Facebook 
page of the company’s United Airlines. Here 

Today , about seven years later, the video reached 14 million views .

Fig 4 – Youtube Views
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I realized that most customers are dissatis-
fied with the services provided by United, 
namely: flight delays and poor relations de-
partment customer. From user comments, 

I have entered the following key words: 
“United Airlines, flight , disappointed , cus-
tomer service, tickets . “

Fig 6- Facebook comments of United Airlines

Adding all this information and key-
words I have started testing the efficiency 

of BuzzBundle software as part of a system 
for monitoring the customer satisfaction.
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The analysis of the data conducted over 
three months respectively: February, March 
and April I have obtained the following 
results:

	 To United Airlines I have obtained 
1026 data, representing negative comments 
become viral in February, 900 in March and 
700 comments in April, that an entrepreneur 
should combat and diminish their results in 

a viral environment. The differences in the 
terms of figures from one month to anoth-
er are relatively small witch shows us that 
more and more users turn to online methods 
to get their opinions heard. With enterprise 
software implemented the differences from 
month to month may become smaller in time 
to almost nonexistent.

Fig 7 –United Airlines social networks results

Fig 8 –Results of  negative viral posts of United Airlines over three months
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Conclusions

Negative advertise, posts or comments 
on social networks can lead to profit losses 
within a company and even to insolvency. 
But all this can be prevented by entrepreneurs 

by continuous monitoring social networks. 
This thing can be achieved by implement-
ing a monitoring software that allows real-
time posting where we can see reactions of 
users about products or services offered by 
companies.
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