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About the world we live in

The world we live in is so large by size and so small by connections! In
order to act efficiently, we must think that somewhere other people like us ex-
ist and that we can potentate our actions with them. There is no more room
for isolated individuals, because the world lives now by a different view of the
future, in which the TEAM plays an essential role.

We must learn to work in teams, because too many times us, people, view
ourselves as the center of the universe. Major personal impasses prove to us how
important the team is. Beyond words, there are realities demonstrating every
minute that we build ourselves and build things by the people near us.

The world we live in is the world of the teams by which we live.

Paul Marinescu
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Politeness and its role in the
communication culture

2+ NICULINA VARGOLIC] <=

Abstract:

,f you cannot be good, we should at least try to be polite” said N. Steinhardt in his Journal of hap-
piness, but we have tried to prove that the idea of politeness is deeply related to the historical context.

The article also analyses the tendencies of the Romanian public discourses in relation to other Euro-
pean and non- European habits of communication. The conclusion of this study is that politeness is deeply

related to the definition the cultural identity.

“If we cannot be good, we should at least try to be polite” N. Steinhardt (”Journal of Happiness”)

Key words: inter-human relations, norms, behaviors, formalism.

The intent of providing managers and
assistant managers with rules and recom-
mendations aiming to an agreeable orga-
nizational behavior, as well as to efficient
organizational communication occurred con-
comitantly with the extension of the global-
ization process. Cultures overlapped, or cul-
tural norms were given up to.

Strictly referring to the organization-
al management aspect, the profit intended
by any entrepreneur can be also ensured or
maximized by holding and using adequate
behavior, which unfortunately is not always

a common conduct. The series initiated in
this issue of the magazine aims to enrich the
baggage of culturally significant managerial
knowledge by means of updating the per-
fume of past eras (also full of economic facts
and acts), but also by suggestions to young
people — less preoccupied by the circum-
stances of inter-human relations and more
dependant on being successful in their activ-
ity, especially in terms of money.

Our becoming members of the Europe-
an Union also raises behavior and good man-
ners issues, so that regardless if we are to
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travel in Europe as simple tourists or as busi-
nessmen, we must know these norms, we
must prove abilities for identifying and un-
derstanding cultural phenomena, both in re-
spect with existent reactions and behaviors,
and in respect with the needs for change in
the global economy context, in order to avoid
embarrassing situations.

According to the DEX (Explanatory Ro-
manian Dictionary) the following definitions
(senses) of politeness exist:

- ceremonial salute performed by bending
one’s bust and knees, bound as a sign of respect;

- respect, veneration, consideration, esteem;

I'll refer to a few aspects regarding po-
liteness — as an expression manner, involving
respect, consideration, esteem, both in verbal
and written communication.

Politeness actually appeared as a sign of
social statute and it meant a way of individu-
al identification. Identity is established in the
polite-impolite rapport.

Politeness and civilization are the ways
in which those identities are structured in the
communication process. Hence the perma-
nent references to polite discourse.

In time, the modification is noticed of
the polite-impolite rapport, and actually
of the conditions in which politeness is de-
fined.

Socially and worldwide practiced us-
ages have been in a continuous evolution.
Politeness historicity can be referred to, the
fat that politeness and behavior are not only
influenced by time’s passing by, by genera-
tions’ evolution, by the influence of mass me-
dia and by the development of science and
technology, but also by political and juridi-
cal beliefs specific to each social development
phase.

In his paper Le protocole et les usages, Jean

Serres stated that two tendencies can mani-
fest: on one hand those tending to conserve
old habits and practices, impregnated by time
in people’s behavior, and on the other hand
those who intend to replace these practices
by new ones, adapted to the present. Usages
represent unwritten law of social life, said the
same authors, as they involve moral behavior
of those who mutually agree upon them. Due
to such, people learn to live without giving
up their own freedom. The origins of usages
in the human behavior lay in people’s con-
cern for ritualizing their social existence. This
concern has most times been characterized as
bourgeois, because it represented the distinc-
tive mark of the bourgeoisie in France, in our
country and in other countries. It obliges the
one living it to behavioral refreshing.

It is of common knowledge the fact that
after the Dark Ages and even after the Re-
naissance, the peak of education and behav-
ior rules was reached at the Sun King’s court,
Versailles. Today, we refer to “etiquette” rules
due to the chief gardener of Luis XIV. Des-
perate that the nobles were ruining his flow-
er beds and lawn at Versailles, he asked His
Majesty to issue a decree for compliance with
the “etiquettes” (labels) in the park. Thus,
the term “etiquette” became to designate the
set of well manner rules, remaining in time
in the current language. However, there is
a long way from the labels in Luis XIV time
and until today, which some have taken run-
ning or going around, and along with new
social contexts new dilemma also occurred
regarding social behavior.

In his book, Protocol — communication
tool, L. Dussault underlined that in the mo-
narchic regimes the role of “etiquette” con-
sisted in serving as differentiation method
between the owner of the royal dignity, no-
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bles, themselves holding some granted pow-
er and the common people on which the first
mentioned exercised their authority. During
that period, for the king’s suite (nobles or
courtiers) it was an act of reverence and ris-
ing to be able to participate to the monarch’s
waking up or his toilet, to provide him with
services which if provided to other persons
would have been regarded as humiliating.

In the 12" century, says George Duby in
his book The Ladies in the 12" Century it was
polite for church clerks to write to a lady (in
the high society) in Latin, by using the most
severe rhetoric rules, as — he says — those
epistles (small lectures) were not written to
send confidences, but to be read before the
entire family or even in different houses;
words were public; it was polite to receive
a letter copied from a collection, so without
the author’s subjective contribution. Letters
were gathered in collections and placed next
to classics on library shelves. Today, when
accent is placed more and more on person-
alizing the letters, such would seem totally
impolite.

Writing, the exchange of commercial
information, represents ever since the 13"
century one of the exercised techniques of
the Italians” commercial success. The purely
private letters were added to the commercial
ones, so the border between public and pri-
vate was not too simple to establish. In order
to obtain the needed support, most claimants
would use a warm tone, and sometimes even
the vocabulary of private relations, hoping to
create by their affectionate deference, the in-
fluence that might morally constrain the ad-
dressee to intervene.

Thus, we can find formulas used in the
15" century commercial correspondence,
such as maggiore, as homage to superiority.

Deference (not without flattering) follows a
crescendo, with magnifico, carissimo, to which
there could be also added come fratello (be-
tween equals), or come padre from inferiors
to superiors, in expressions like: waiting from
you like from a father... or asking you like a fa-
ther...

Imagine how it would be today in the
correspondence between two business part-
ners or between a citizen and a public official
to see such formulas being used.

The objective of today’s formalism, spe-
cific to correspondence, is to appropriately
inform the addressee and to ease the text’s
reading. Logic, easily to apply rules, allow for
a large amount of information to be transmit-
ted by few words: Who is writing? When did
he write? Having what capacity? What rap-
port does he establish with me? How does
he consider me?... It is true that in this area
some tradition still coexist which are diver-
gent without being really contradictory; of-
ten, the used words make all the difference.

Europe, for instance, is the mot ceremo-
nial, the more if the persons who write to
each other are on a higher hierarchical level.
Politeness formulas exist which are specific
to a particular environment: monarchy, high
level church faces, and to some extent justice
clerks, army and diplomacy.

In North America many of the sophisti-
cated formulas have been abandoned, espe-
cially when sending a highly obedient mes-
sage. Expression is much more direct, less
reverential.

Indeed, it is highly possible for the
wording to be correct from a protocol stand
point and in the same time extremely simple.
In this case, as well as in public speaking, lan-
guage abuses sound false.

In correspondence, we used to apply the

I No. 6 ~ 2007



P —
n Comunication, PR and Advertising M~ Khager

indented paragraphs format (as in the French
model), but lately there can be noticed that
in writing letters to be send within the coun-
try, our managers tend to adopt either the
French model or, more and more frequently,
the American one, meaning the block form,
which represents a more economic formula,
yet which somehow looses from its refine-
ment and does not allow the reader to take
pauses whilst perusing the letter — which is
also, in a way, a matter of reverence.

The most used politeness (addressing)
formula is Mister or Madam, followed by the
title of the position (Romanian language rel-
evant examples: Mister Director, Mister Min-
ister, Madam Judge etc.). Also, more famil-
iar formulas are used, which is not a sign of
impoliteness, but on the contrary, they mark
a reverential style. For instance, in the cor-
respondence between two equals from a hi-
erarchical stand point but who know each
other well, to the actual appellative there can
be also added dear colleague (Romanian lan-
guage relevant examples: Mister Rector, Dear
Colleague or Mister Doctor, Dear Colleague).

The tendency is more and more obvious
of borrowing from English language the ad-
dressing and closing formulas, which are not
specific to our country (For instance: the Eng-
lish addressing formula Dear Sir, as well as
closing formulas such as: yours sincerely).

The same excessive familiarity, com-
ing from the American model, is present in
the advertising discourse of some compa-
nies or mass-media institutions, addressing
to the public on the 2" person, singular. For
instance in the Romanian language relevant
examples (addressing to a single individual):
You make the future, or in constructions such
as discover, dream, type or Tor 1 and Timisoara
Bishopric asks you to donate.... Many say that it

is not a discourse adequate to their expecta-
tions, that the mentioned construction don’t
fit them, because the Romanian communica-
tional culture is still marked by the politeness
rigors.

In the category of borrowed gestures,
considered by some as impolite there could
be also included the phone holds, for which
some companies use background music.

In some cultures these gestures could
represent sign of politeness, whilst in other
they might not. We agree that the numerous
international contacts stimulate the individ-
ual’s desire of synchronizing with the inter-
national time. Prudence is however the one
which should be at all times kept in one’s at-
tention, because a country’s usages present
differences compared to other countries and
the risk can exist for an individual willing to
internationalize himself to lose his national
coordinates, his individuality.

The tendency is towards excessive fa-
miliarity, which will probably lead in time to
a come back of the politeness in the commu-
nicational discourse; history has proven that
even in respect with behavior rules, as well
as in other environment, the fashion phenom-
enon exists.

At the moment of large historical chang-
es, when a particular social order is replaced
by another, there can be noticed a form of re-
jection of the recognized politeness forms.
The French Revolution is relevant in this re-
spect. You (plural) was replaced by you (sin-
gular), and citizen became everyone’s name.
Royal and nobles titles were abolished, all in
order to serve the equality principle, sacred
for the French revolution.

The former totalitarian regime in our
country allows another relevant example,
namely the change of the addressing form
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Mister with Comrade, regardless if the referee
was member of the communist party or not.

The phenomenon of “rejecting” the past
is equality obvious on the ideas, conceptual
level, and also of the protocol formalism.

Thus, spontaneous gesture is consid-
ered (by many young people nowadays) au-
thentic, whilst formalism, because it is the
result of reflections, is regarded as an instru-
ment for inter-human relations constraint.

In the business relations context,
amongst the assistant manager’s or manag-
er’s duties, who by their position have to con-
tribute to establishing interpersonal relations,
there are also to know, understand and com-
ply with protocol rules which add to those of
behavior and common conduct. Their correct
application in certain situations might help
them avoid mistakes or blunders.

Today, when automatics has became
an integrant part in our life, when men and
women are colleagues (more and more wom-
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en occupy decisional positions), when many
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these behavior prerequisites might seem old-
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don’t care about good manners, we will be
appreciated if we behave as the rules ask,
and professional satisfactions won’t hesitate
to appear.
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The efficient presentation - obstacles,
strategies, success

<> DANICLA-CLENA RADV <=

Abstract: The making of presentations has become an omnipresent act of communication in the com-
panies’ practice, but also in the didactic one. The notoriety and the increase of the importance of an efficient
presentation lie in the transformations felt by a society of knowledge, communication being the answer in
front of a constant information wave.

Business people look in fear at the preparation of a presentation, the interaction with the audience and
their feedback, all these leading to a low efficiency in transmitting the message.

The speaker must overcome a group of obstacles, the most important being the reduced human capac-
ity to capture the information transmitted orally; in this respect, he has available a group of visual instru-
ments and strategies to capture the attention. In order to achieve efficiency one needs mental and emo-
tional preparation, knowing the audience and the presentation’s objective and eliminating the old listing
format in PowerPoint, for focusing the communication of the audience’s necessities. The present essay aims
to analyze the verbal, non-verbal and para-verbal communication act that constitutes the base of any pre-
sentation, the reasons that lead to failure and the ways to increase efficiency, in order to succeed in trans-
mitting a well structured and easy to remember message.

Many researchers and practice workers within the communication, economic but also IT fields, have
tried to find the solution for organizing and transmitting the message during a presentation, in accordance
with the new technologies. In elaborating the present paper, we have used our personal experience and data
obtained through 30 in-depth interviews, with managers in companies such Bostina& Asociatii, Skoda,
Petrom etc.; we have used in our research articles of honored professors in social sciences from the Harvard
and Stanford Universities , researches of the Minnesota and Ulster Universities, as well as works of spe-
cialists in marketing and information technology, known for exceptional business presentations developed
in collaboration with multinational companies such Jaguar or PriceWaterHouse Coopers.

Key words: efficient presentation, communication, presentation strategies.
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I. Introduction

In a continuously transforming world,
in a society of knowledge, in which the in-
formation plays a vital role, communication
has become an essential weapon. It makes the
difference between superior and mediocre,
between professional and amateur.

The subject of this paper pertains to
the communication field, because a success-
ful presentation represents an act of verbal,
non-verbal and para-verbal communication
between two or more persons (Bradbury,
2001).

In order to communicate efficiently, one
must have basic information related to (1)
what communication represents and the way
that people capture the messages, (2) the way
the individual processes the information and
changes his perceptions and (3) what kind
of communication channels and instruments

are most appropriate for a particular message
(Wilcox et co., 2000).

Communication is the act of transmit-
ting information, ideas and attitudes. (Wil-
cox et co., 2000). In social science terminol-
ogy, communication is “The scientific study of
producing, processing and of the effects of signal
and symbol systems used by individuals for trans-
mitting and capturing messages” (Hargie O.,
1992). Sociologist Harold Lasswell presents,
under an article of 1948, one of the mostly
known formulas in the communication field.
He sustains that a communication act can be
correctly described if the following questions
are answered: Who (the transmitter)? What
does it say (the message)? How (through
what channel)? To whom (the receiver)? To
what scope (the communication effect)? (Wil-
cox et all, 2000). This process can be present-
ed as follows:

X y X+z

t.

background noise

Transmiter —» codification —» channel —» de-codification —» receiver —» effect

xl

(Van Cuilenburg, ].J., Scholten, O., Noomen, G.W., 2004)

In any communication act, the message
(x) is coded by the transmitter through a lan-
guage (code), thus taking the shape of signals
(y), that shall pass a communication channel,
and if they succeed to overpass the obsta-
cles on the way (they might be distorted by
a background noise or an irrelevant informa-
tion surplus might appear — z), they finally
reach the receiver; here they are de-codified
with the help of a language characteristic to
the receiver, the new resulted message (x')
taking a shape preferably as similar as pos-
sible to the initial one. An efficient commu-

nication does not mean a one-direction flux
of information; it takes place when the re-
ceiver gets the message that the transmitter
whished to pass on and it responds with a
feedback necessary for improving the follow-
ing communications. Thus, a common code is
obtained, for a benefic collaboration for both
parties. This is way the understanding of the
envisaged audience or auditorium is essen-
tial in order to identify the way the symbols,
signs and language are interpreted (Smith,
P.R., Taylor, J, 2004).

The rejection of the message, the
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misinterpretation or its misunderstand-
ing are the opposite of an efficient com-
munication and prevent the achieve-
ment of the communication process’s
objectives, as information, persuasion, moti-
vation or obtaining mutual understanding.
The research workers have developed differ-
ent models in order to explain the communi-
cation process. The most representative is the
model of Roman Jacobson:

CONTEXT

|

TRANSMITTER - MESSAGE - RECEIVER
|

CONTACT

|

CODE

In the above scheme, the transmitter
sends out the message to the receiver, and in
order to have a successful communication,
both must use:

1. a common code,

2. a physical channel through which the
communication takes place — represented in
the above scheme by contact-

3. the same context, with the signifi-
cance of “referent” — the message theme.

Any presentation constitutes an act of
communication that may be explained and
rendered efficiently with the help of commu-
nication theories and with the analysis of a
group of elements:

e the information source in order to
structure the message;

e the way in which the codes used by
the transmitter (presenter) and the receiver
(auditorium) — both verbal and non-verbal
are superposed; the acquaintance of the au-
ditorium’s characteristics — social, cultural,

personal, professional intervenes here in or-
der to understand the way it de-codifies and
receives the message;

e the used channel (image, sound) and

e potential perturbations that might
damage the signals (background noises,
qualitatively weak images etc)

Many research and practice workers
within the communication, economic but
also IT fields, have tried to find the solution
for organizing and transmitting the message
during a presentation, in accordance with the
new technologies. In elaborating the present
paper, we have used our personal experience
and data obtained through 30 in-depth in-
terviews, with managers in companies such
as Bostina&Asociatii, Skoda, Petrom etc.; we
have used in our research articles of honored
professors in social sciences from the Har-
vard and Stanford Universities , researches
of the Minnesota and Ulster Universities, as
well as works of specialists in marketing and
information technology, known for excep-
tional business presentations developed in
collaboration with multinational companies
such Jaguar or PriceWaterHouse Coopers.

II. The importance of an efficient
presentation

The capacity to communicate orally
is deemed by the human resources special-
ists as essential for the professional success
(O’Hair et co., 2002).

A study performed on 1500 persons
working in recruitment of personnel in Amer-
ican companies has evidenced that over 50%
of the respondents have placed oral and writ-
ten communication in front of the capacities
requested for applicants (Moody, J.et co.,
2002). A new thorough study involved 500
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managers pertaining to different fields: en-
gross and en-detail sale, manufacture, servic-
es, public administration, transport, insur-
ance and finance. Again, the result revealed
that the main competence for graduates en-
tering the labor market is represented by the
capacity to communicate verbally. Moreover,
in concretely describing the abilities that con-
stitute such competence, a leading place has
been granted to persons drawing up presen-
tations, with regard to both importance and
practice frequency (Maes, J. et co., 1997). The
research conducted at Stanford University
showed, also that positive attitude towards
public speaking represents decisive factors of
success and social ascendance (Cosnett, G.,
1990).

Executives in superior positions in cor-
porations use presentations as motivational
modality for the personnel, but also as mo-
dality for conducting and coordinating the ef-
fort. As far as the members of the board of ad-
ministration are concerned, the presentation
is always part of the decision taking process,
having as goal the outlining of the company’s
politics. In the foreign relations context, the
new business approaches and tactics need
quality presentations in fields such as market
researches and publicity. Thus the company
assures its contracts and efficiently informs.
Sherman has conclusively stated such idea,
underlining the fact that inevitably the qual-
ity of presentations represents the business
card for both the executives and the compa-
nies they represent (Sherman, R., 2002).

The importance of an efficient presen-
tation is conjugated with the primarily role of
communication in every person’s success, re-
gardless of the field of activity. It may be:

e ajob interview, when we have to con-
vince the employer of our capacity to fulfill

the professional tasks;

e the report of the activity performed;

e an opportunity to expose one’s own
ideas and strategies in front of superiors, col-
leagues, subordinates;

e the classical presentation of a product/
service in order to convince the client, etc.

Regardless of the specific details of the
situation and objective, an exhaustive and in-
exorable necessity to apply the communica-
tion capacity intervenes. Presentations may
vary depending on the objective — informa-
tion, persuasion, motivation and entertain-
ment of the auditorium-, on the formality
and exclusivity level or on the characteristics
of the present persons, but they always rep-
resent an inevitable part of success manage-
ment.

In order to be regarded as profession-
als in a world of information, we must know
how to communicate, respectively to be ca-
pable to listen, to analyze and to express our-
selves succinctly and persuasively. Such ca-
pacities are not native, they are acquired step
by step, along with learning how to structure
and transmit the information. The capacity to
centre on the objective and on the organiza-
tion of ideas is developed through presenta-
tions. Regardless of the type of presentation,
whether a product inauguration, a business
strategy proposal, information of the mana-
gerial team, presentation of the company, re-
searches and innovations in front of a client
or journalists, the main goal is to convince the
others to adopt our point of view. The goal of
a presentation is to transmit information, but
in the same time to convince the auditorium
to agree with our ideas, to understand the
information from a new point of view — our
point of view -, and to act in the suggested
direction. The success of an efficient presen-
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tation of oneself or the elaborated project re-
sults in developing an impressive reputation,
in obtaining a superior hierarchic position
and also in increasing the personal influence,
together with the development of visibility
within the interest group.

The superiors are always watching the
employees’ contributions, analyzing their in-
volvement degree. There are 3 levels of pro-
fessional ascension:

1.the first level of professional compe-
tence is represented by the individual’s ca-
pacity to fulfill the tasks underlined under
the job description;

2.the nest channel of valuation contains
the ability to advise the ones around, because
once we know pretty well the activity field,
we can contribute besides the job obligations,
showing the others theories, modalities and
practices;

3.the third level of efficiency however
analyzes the capacity to change, to bring pro-
gressive contributions to the company and
even to the profession, by research and inno-
vation ( Yate& Sander, 2003) .

For the persons at the first two levels,
the ability to communicate is obviously es-
sential, in order to efficiently transmit the
owned knowledge and to induce changes by
persuasion.

Whereas the development of a presenta-
tion has become an omnipresent act of com-
munication in the practice of companies and
didactic practice, in order to have access to
the superior hierarchic levels, we must de-
velop the capacity to prepare an efficient
presentation. An efficient business presenta-
tion brings the necessary credibility and re-
spect for being the perfect candidate for any
dreamed job, in the same time developing the
information area, because a good documen-

tation in order to conceive the transmitted
message brings always new information, ap-
proaches and experiences.

IIL. Reasons for failure and
communication strategies

Taking into consideration the impor-
tance of presentations, but also the fact that
their advantages are most of the time under-
stood and followed, it is surprising to find
out that didactic practice and research stud-
ies state the fact that most of the people be-
come timid when learning that they have to
draw up a presentation and, that, most of
the time, the result is negative. The general
presentation standard is not at the expected
level. Aziz emphasized such idea, general-
izing it at the level of researches performed
within the Great Britain (Aziz, K., 1999). Re-
search studies reveal the fact that a percent-
age between 10 and 20% of the American
students are severely afraid at the thought
of formal communications in front of an au-
dience, and an additional percentage of 20%
are sufficiently affected that their intellectual
activity is reduced. Moreover even, research-
es having as subjects adult persons have re-
vealed that the fear to publicly communicate
was placed above the fear of heights, snakes
or a poor health (Barker, A., 2006). Thus there
is no surprise that the reaction of the major-
ity is to avoid the preparation of a presenta-
tion and to refuse the involvement in such an
activity (Simon,T, 2001). Managers also are
more or less subject to the same emotions.
Thus, the results of a research stated the fact
that 76% of the respondents — business men-
believe that the most difficult part of the job
is the presentation in front of the audience
(Aziz, K., 1999), and 88% of the financial di-
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rectors stated that they have the least trust in
this aspect of their professional obligations
(McCurry, P., 2002).

This chapter shall analyze the causes
that lead to failure in preparing a presenta-
tion and shall suggest strategies for increas-
ing the efficiency of the communication pro-
cess.

One of the most important causes that
lead to monotonous, boring and confuse pre-
sentations, is constituted by the fact that the
formal education within schools and univer-
sities is focused on the written word, under-
mining the importance of verbal communica-
tion (Harvard Business Review on Effective
Communication, 1998); this reason is joined
with the minor interest of managers for class-
es in order to develop the abilities necessary
for an efficient presentation. Grenville Janner
has identified such causes and has under-
lined their negative effect on the Great Brit-
ain’s economy (Janner, G, 1989).

The base of an efficient presentation
is represented by a solid preparation: “any
good presentation is a well prepared pre-
sentation” (Davies, ].W., 2001). Most often,
failure is connected to a superficial prepara-
tion, the presenter does not check the details,
does not exercise enough, or delays for the
last moment the structural and conceptual
organization, relying on the existence of pre-
vious presentations and their simple amend-
ment, forgetting that every situation requires
specific details and that each audience has
its particular characteristics. They wrongly
consider that the duration of presenting the
ideas is directly proportional with the nec-
essary preparation; in this matter, Winston
Churchill stated that he drafts a two hours
speech in only ten minutes, while two hours
are not enough to draft a ten minutes speech.

His words emphasize the necessity of an in-
creased attention in organizing a presenta-
tion, being a short communication and a con-
centration of ideas and information.

The presenter must analyze with an in-
creased attention the 5 key-components of
his communication: audience, presenter, con-
tent of presentation, location and method for
transmitting the information. In this matter,
he must go through a number of necessary
stages:

1. Defining the objective of the presen-
tation

The envisaged objective is represented
by the changes which the presentation aims
to awaken in the audience; they can be relat-
ed to amendments of the information, feel-
ings or beliefs, but also of the attitude or be-
havior of the present and thus the analysis of
the audience constitutes an essential prereg-
uisite to success.

2. Knowing the audience

,Af Twant to guide an individual towards a
certain objective, I must know where this is and
start from there... In order to help a person, I
must of course understand more than such per-
son, but primordially is to understand what this
person understands.” (Soren Kierkegaard) (in
Ehrenborg, J. and Mattock, J, 2001). This im-
plies the analysis of the audience’s composi-
tion, its homogeneity, social characteristics,
education and knowledge regarding the in-
formation the presenter transmits; all these
signify the efficient development of a presen-
tation (Van der Molen, H. and Granmsber-
gen-Hoogland, Y., 2005). The absence of such
information may lead to repeating ideas al-
ready known by the audience or maybe us-
ing terms unknown to the present, in which
case a prior explanation or handing notes
and indexes are necessary. Also, the expected
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result of a presentation may be damaged by
a condescending behavior towards the per-
sons having the decisional power, but also
by ignoring or not agreeing with them; these
are fatal mistakes that lead to loss of costum-
ers and even of the job, however they can be
avoided through a good knowledge of the
audience’s composition and of the target-
persons of the message.

Taking into consideration the fact that
the success of a presentation is reflected in
the quantity of information preserved by the
audience, a psychological analysis of the at-
titudes and thoughts of the present is nec-
essary. The egoist human nature implies
a strategy of attracting the attention of the
present by underlining the benefits they can
obtain upon information, respectively upon
acting towards the direction created by the
presenter, by conclusion of contracts or vi-
sions changing. Thus, the first words must
contain a message aimed at the audience, by
addressing directly, by emphasizing the way
in which their lives shall get better, speak-
ing of a near future, of “now and here”, tech-
nique used successfully by press releases
and newspapers articles and aiming to cap-
ture the attention (Ehrenborg, ] and Mattock,
J., 2001). Walt Seifert, honored professor in
public relations at the University of Ohio, to-
gether with psychologists and analysts of so-
cial behaviors, admit that the majority of the
audience is not interested in a message or in
adopting an idea, demanding and selecting
just those communications that they can use
(Wilcox et all., 2000). A direct application of
this theory is represented by the underlin-
ing, during presentations of new products
and services, of their benefits and not of their
general characteristics.

Another technique to catch the attention

of the audience — the channeling technique -,
supported by the social sciences specialists,
consists of using at the beginning of the pre-
sentation, of a phrase reflecting values and
predispositions of the present or opinions
issued according to their point of view, for
gaining their trust, showing an appreciation
of their intellect (Wilcox et co, 2001).

The presenter must also keep in mind
that the attention of the audience is maxi-
mum at the beginning, respectively at the
end of the communication (Bounds, A., 2007).
The first ten minutes are vital, constructing
the relation with the public, stimulating the
interest and the attention, in the same time
accomplishing the agenda of the presenta-
tion’s structure and of the audience’s role in
the discussion. Frequent mistakes are caused
by a structure within which the presentation
reveals the main ideas after the audience has
lost its interest and attention for the infor-
mation it receives. Thus, it is recommended
that the essential is transmitted at the begin-
ning, then details should be offered and the
end should include a summary of the pre-
sented information (Wilcox et co, 2001 ; Van
der Molen, H. and Granmsbergen-Hoogland,
Y., 2005); the attention may be captured at
the beginning of the presentation by different
methods: a provocative question, a captivat-
ing information relevant for the audience, us-
ing the humor — according to the situation -,
an amazing prediction upon future evolution
or emphasizing the importance of the pre-
sented material for the audience

The interest of the audience can be lost
also if they are handed from the beginning
copies of the presentation, thus it is recom-
mended to go through such stage at the end,
and as the case may be, to offer informational
notes along the way, taking also into consid-
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eration the time set for such action

3.The creation of the message and its
structure

The presenter must know what is the
subject of the research and of the documenta-
tion and how the presentation shall be struc-
tured, and the possibility also exists for an
electronic transmission during a video-con-
ference

A revolving role is played by the infor-
mation regarding the exact duration of the
presentation and its location. They often dic-
tate the used technology and the concentra-
tion of the ideas; regardless of the situation
however, the presenter must be guided by
the adage “more is less” and must try to offer
significant details, new and creative informa-
tion, in accordance with the assigned time, in
order not to loose the attention and respect
of the audience. Although, managers prefer
direct, succinct and easy to understand com-
munications, (Hamilton, C. and Parker, C.,
1999), the result is often contrary, because
they tend to abundantly use a specialized
language, to offer useless information, in the
same time including too little illustrating ex-
amples (Mandel, S., 1987). The audience re-
ceives the numerous offered statistics with-
out considering them useful, their only goal
being to state a vast aria of knowledge of the
presenter. In this case also, a profound sim-
plification is recommended, in order to reach
efficiency in the time-audience context.

Remembering the information highly
depends on a clear structure of the presen-
tation, so that the audience can easily follow
the ideas. The anatomic explanation resides
in the fact that people think with a speed 400
times higher than the one of said (Oulton, N.,
2005), and so the audience has enough time
to wander from the idea expressed by the

presenter, and the secret consists of bringing
it back to the main line, by granting breaks
necessary for accumulating the information
or by creating an interactive environment, for
stimulating the expression of thoughts, also
an efficient method for receiving the feed-
back.

4. The choice and manipulation of the
visual support

A group of research workers at the Uni-
versity of Minnesota have analyzed the peo-
ple’s capacity to understand and remember
what they hear. They have examined the abil-
ity to listen of several thousand of students
and business men. Thus, in each case, the
tested person listened to a short lecture of
some members of the University, and after-
wards they were examined with regard to re-
membering the transmitted message. These
tests lead to a unitary conclusion: immedi-
ately after the subject listened to the informa-
tion, he could not remember more than half
of the message, regardless of the attention
paid to the lecture.

Research reports of the Universities of
Florida and Michigan have shown that af-
ter two months from participating in a con-
ference, the remembering average is of only
25% of the message. Surprisingly, in the first
8 hours from receiving the verbal informa-
tion, we forget in a proportion of a third to
50% (Kramar, J.J. Lewis, Thomas,B., 1951; p.
16; and Heilman, Arthur, W., 1951, p.308).
A great part of the received information is
wasted, because we remember only 10% of
the read message, 20% of the verbal one, 30%
of the visual one and 50% of what we see and
listen simultaneously (Bovée, C., Thill, J.,
2002).

Along the time, multiple researches re-
garding the functioning way of the human
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memory have been performed. Thus, it was
concluded that each part of the brain is re-
sponsible for different activities: the left one
— for logic and catching the short term mem-
ory-, and the right one- for creativity and ro-
mantic elements and remembering the long
term data. It was proven that people re-
member more easily elements related to the
stimulation of the right side of the brain-art,
sensorial activity, emotions (Ehrenborg, J.,
Mattock, J., 2001). For these reasons, using
the visual stimulus is recommended, but also
the feelings associated with the transmitted
information, by using jokes, analogies, sym-
bols, known characters, epic lines, all these
determining the stimulation of imagination
and of connections in the mind of the audi-
ence and so an efficient remembering of the
message (Bovée, C., Thill, J., 2002).

In preparing the presentations, one of
the aspects that lead to failure is the lack of
consideration of the reduced human capac-
ity to remember the verbal message. A solu-
tion in front of this difficulty resides in us-
ing the visual support, in order to sustain the
presentation. In this respect, models, tables,
graphics or diagrams, images or even films
can be used, visualized with the help of vid-
eo equipment, retro-projector, flipchart or of
the combination laptop-video-projector — the
most often used software being Microsoft Of-
fice PowerPoint, with the alternatives Har-
vard Graphics, Corel or Astound; the choice
is related to several factors, such as: costs, fa-
cilities and dimensions of the location, time
assigned, etc. Failure of a presentation may
be however related even to using a visual
support, from the point of view of its choice,
of a wrong use or even as a result of using
too many visual elements. If the flipchart or
the black/white board are recommended in

case of an informal and flexible atmosphere
that involves a constant interactivity with
the audience, the use of the computer has be-
come the symbol of professionalism, having
multiple advantages: changing of screens by
a simple mouse click, the possibility to use
a remote control (allowing the presenter to
move around in the room and to achieve a
connection with the audience), the simplic-
ity of a compact presentation, as well as num-
bering the slides, so an efficient organization;
failure however often occurs because most
presenters see the PowerPoint slides as an as-
sistance indicating what to say and in what
order. They forget that the support must be
aimed towards the audience, in order to cap-
ture it and to help it remember the received
information. Out of this conceptual error re-
sults the classical monotonous presentation,
containing multiple slides and bullet points,
with complete phrases read consistently, the
audience following the work on the projected
screen, without paying attention to the pre-
senter. The efficient strategy in such case in-
volves changing the mentality by focusing
towards the audience, using schemes, illus-
trating graphics, that requires the interven-
tion of the presenter, his explanations and
comments; also, the 6X6 rule must be ob-
served, respectively including no more than
6 bullet points on a slide, each containing
maximum 6 words. In order to organize the
information, the use of titles for every slide
is also recommended, and the separation of
ideas both by bullet points and by numbers
or letters (Gilgrist, D., Davies, R., 1996).
Another frequent mistake consists in
abusing the range of options available for the
type, color and dimension of fonts, but also
for animations and backgrounds, thus result-
ing a visual show in which the central mes-
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sage is lost among the special effects. The an-
swer consists here in using a font of 24, Arial,
AvantGarde or Gil Sans style (easy to remem-
ber letters, without loops) in order to be eas-
ily visualized including from the back of the
room, using a background compatible with
the message and the audience, without blur-
ing the text, and as animation technique, the
psychologists suggest that the effect of the
lines appearance to be from the right to the
left, this being the direction in which we vi-
sualize adequately.

As far as the diagrams and the graph-
ics are concerned, they are most of the time
undecipherable, containing too many data
and figures, and the presenters do not suc-
ceed in transmitting the relevance and con-
nections of the information. The solution for
over passing such obstacle is given by a strict
selection of a reduced number of information
pointed at graphic level and using different
and relevant colors for helping the audience
to remember both auditory and visually. The
drawn axes and lines must be labeled, for
avoiding the questions related to the way of
expressing the dates (for example the time-in
hours/days/weeks/years), and the sizes must
respect a scale of proportions in order to be
conclusive. Using a title for each graphic is
also suggested (Baird, J.W., Stull, J., 2006),
and in case one page contains several such
elements, they must be inserted in frames,
for an easy visualization. Tables, head of col-
umns/lines must be marked and evidenced,
and complete sentences must not be inserted
in the cells, making more difficult the legibili-
ty of the audience (Yate, M., Sander, P., 2003)

Models and other objects brought for
a better perception of the information can
be rendered efficient by channeling the at-
tention of the audience and changing the

rhythm. In this respect, involving the present
in different ways can be used, for over pass-
ing a monotonous moment or a moment of
lack of concentration; thus, they can be asked
to write an answer on a paper, to guess a per-
centage, and later to be asked based on their
answers; they can also be stimulated by rhe-
torical questions addressed by the present-
er. Such methods are frequently used, but
in a wrong manner, being transmitted con-
secutively and in an alert way. The audience
needs a few minutes to record the transmitted
information, the solution consisting in short
breaks after every question, leaving the lis-
teners to find the answer. The presenter must
resist the temptation to answer himself; this
does not mean that he must wait the answer
of the audience, but to observe attentively its
reactions (the non-verbal language of the au-
dience), blinks, head movements, proving
that the information has been processed and
to restart the lecture the moment he receives
the tacit consent.

In case of demonstrations regarding
the capacities of the presented products, the
presence of specialists, designers, engineers
is recommended, to assure a proper develop-
ment and to be able to answer the detailed
questions of the audience. Regardless of the
theme however, specialists invited during
the presentation represent a reference weap-
on, because they assure both a benefic change
of rhythm and the respect and credibility of
the public that shall appreciate their compe-
tence and shall associate it with the received
information.

Regardless of the used visual support, a
high attention is necessary, a prior informa-
tion regarding the location of the presenta-
tion, in order to know the facilities and the
way they can be rendered efficient; this im-
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plies the preparation of the technology, but
also verifying the existence of elements such
as the tripod and flipchart markers, the vid-
eo-projector and the laptop or the black/white
board. The décor, furniture elements, the po-
sition of the electric sources, the luminosity
of the room-in some spaces are important, is
necessary to turn off the light for optimal vi-
sualization of the screen, which prevents the
presenter to observe the reactions of the au-
dience, or that might even determine a sleep-
ing state among the present. In case of using
electricity, precautions are necessary, for per-
sonal safety and for the safety of the present
people. The compatibility of the graphic pro-
grams must be also verified, the presence of
an assistant being frequently recommended,
for handling such technical details and for al-
lowing the presenter to transmit the informa-
tion. If possible, one day before the presen-
tation, the visibility of the projected images
and of the other visual elements must be ver-
ified from any space of the room, a general
rehearsal being recommended, in order to
eliminate the unpredictable component and
to increase the surety of the presenter.

As far as the visual support is con-
cerned, failure occurs also upon focusing the
presentation around it, grating it the main
role and forgetting that its objective is to sup-
port, not to lead the development of the com-
munication. The audience must feel that the
real leader is the presenter, that the situation
is controlled by him with responsibility and
competence.

5. Analyze of the verbal, non-verbal
and para-verbal language

Another reason for failure of many
presentations, which unfortunately appears
even in case of a solid preparation, consists in
emphasizing the information as an essential

element in the detriment of its transmission
method. During a presentation however, the
verbal as well as the non-verbal and para-ver-
bal communication take place concomitantly.
Research workers have discovered that we
judge the persons around us depending on
three main characteristics: verbal content —
7%, vocal interest (tone, volume and rhythm
of the voice) — 38% and body language — 55%
( Bradbury, 2001) and still a reduced impor-
tance is granted to such elements, fact that
leads to inconsistency in transmitting the
messages and in maintaining the interaction
with the audience. Thus, the presenter must
pay attention to the way he presents himself,
in order to transmit credibility from the first
moments. A positive thinking is very impor-
tant here both during the preparation and
along the entire presentation; the idea that
the audience is on the side of the presenter
must be remembered, it looses valuable time
to listen to him and wants to remember the
information ( Denny, R, 2006, p. 20). If how-
ever there are persons that interrupt the pre-
sentation due to various reasons, constantly
asking or criticizing, then the presenter must
maintain clam and must explain that he will
answer during the questions session, in or-
der not to outrun the assigned time. During
such session, preparation is decisive; in case
of questions with answers that he is not sure,
it is preferable to politely propose the sub-
sequent transmission of a complete and de-
tailed (Denny, R., 2006, p. 127). The present-
er must assure that he will come back with
this answer, his credibility in the business
field depending on it; the respect of the pres-
ent people comes also from the way of orga-
nizing the questions and of an eventual feed-
back (that shall demonstrate the interest for
the audience’s opinions), from listening the
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audience’s points of view and from the final
thanks for the paid attention.

The voice betrays emotions and that is
why an as good as possible nerve control be-
fore entering the room is necessary. Relax-
ation techniques involve respiration, muscle
control, as well as brain calming. For a cor-
rect respiration, the presenter must:

1. close his eyes,

2. take deep breaths using the dia-
phragm muscle — to inhale through his nose,
then to stop breathing and to exhale through
his mouth, each of these steps taking 3 sec-
onds (usually, repeating such process 5 or 6
times is useful).

In order to control his muscles, he
must:

1. close his eyes

2. focus on his ankles, imagining how
they become flexible, then focus on his knees,
on the entire superior part of the body, until
the spine, inducing the same mental state of
flexibility.

3. consciously move his head in front 1
or 2 cm — this has as effect the relaxation of
the muscles around the vocal mailbox, that
shall allow the presenter to talk efficiently,
preventing the tendency of throat constraint
and thus of strangling the words.

For calming mentally, the presenter en-
joys the following steps:

1. to silently stand with the eyes closed
and the finger tips joined.

2. to try to visualize mentally the infin-
itesimal distance between the fingers, elimi-
nating any other thought — the relaxation
state shall appear in just 2 or 3 minutes.

Besides using such techniques, a bal-
anced behavior is also useful, thus avoiding
lost nights before the presentation, alcohol

and other stimulants that induce a nervous
state.

The clothing and accessories must be
adequate to the situation and to the formal/
informal frame, taking into consideration the
fact that image counts and the audience shall
analyze it in detail; thus, accessory excess
must be avoided, in order not to distract the
attention from the presentation.

The beginning is vital, and thus the first
visual contact must be a positive one, the
smile and naturalness being the key to any
situation. This is because the audience eas-
ily senses the forced professional style or an
imitation of laughter, automatically rejecting
the presenter in such a case. The expressed
feelings are sometimes a real weapon for
touching the audience, the secret consisting
in maintaining within the limits accepted by
the audience, without reaching paroxysm.

With regard to the hands position, they
must always be at sight (for inspiring trust
for the audience) and in a position as natu-
ral as possible (Bounds, A., 2007), depending
on the situation: behind a desk, in front or in
the middle of the present people; depending
on the formality of the presentation, moder-
ate gestures represent a benefit for emphasiz-
ing the ideas. The eyes must maintain contact
with the audience, trying to cover the entire
room, not chaotically, but fixing the persons
in strategic places of the room (so as the en-
tire group among them to consider them-
selves noticed), efficient method for main-
taining the attention also.

Other elements benefic for success de-
pend on the presenter’s attitude, that must
always have in mind the envisaged objective,
but in the same time to try an involvement
of the audience, whether by the simple use
of a language close to the audience and of
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active verbal constructions, or by interactive
discussions; also, an efficient strategy im-
plies the construction of arguments and way
of thinking, so that the present people reach
by their selves a well constructed conclusion,
but in which they strongly believe, because
they have concluded it.

IV. The business environment
in Romania

In order to illustrate as eloquent as pos-
sible the opinions and experiences of busi-
ness men in Romania, with regard to par-
ticipating in presentations, whether active
— presenter/organizer , or passive — audience,
we have performed a number of 30 in-depth
interviews in some of the most prestigious
companies and institutions in Bucharest:
Popovici&Asociatii, Skoda Romania, Bostina
& Asociatii, National Agency for Dwelling
(ANL), Philip Morris Trading, Exceed Con-
sulting, EOS KSI Romania, Petrom, Barnett
McCall Recruitment, Bancpost.

The answers and experience of the in-
terviewed people have varied; the majority of
the respondents (a percentage of 80%) how-
ever, have strongly affirmed that the pre-
ferred visual support in business presenta-
tions is represented by the PowerPoint slides,
followed by the retro-projector — 10% and the
flipchart — 10%. As far as the fear to present a
report/strategy/offer to the team or the com-
pany’s manager is concerned, the age was
proven to be decisive, because the majority
of respondents with ages under 40 expressed
their state of fear and contraction regarding
the coordination and expression of ideas in
public. On the other side however, the older
age and the superior hierarchic position im-
ply a long experience in drafting presenta-

tions and the lack of fear related to a poten-
tial failure.

Granting general grades to the presenta-
tions they attended (on a scale from 1 to 10),
the subjects have shown trust in an ascending
trend regarding the efficiency in transmitting
the information, because the majority (75%)
granted grades of 7, 8 and 9 . Nobody grant-
ed a maximum grade, which suggests the
relativity of a communication act, in which
perfection is most of the times unreachable,
fact that results out of the feedback analysis
or out of the self critical analysis.

As negative elements observed dur-
ing presentations, I quote , insufficient cap-
ture of the interest”( Daniel Gram, attorney,
SCA BOSTINA & ASOCIATII), ,deficient
technical support”(Mihaela Ion, attorney,
POPOVICI&ASOCIATII), ,non-conclusive
information”(Dan Rada, Executive Direc-
tor, PETROM), ,insufficient verbal sup-
port of the slides”(Costin Voicu, sales coun-
selor, SKODA Romaénia),
monochromatism”(Mara Popescu, Distribu-
tion Coordinator, PHILLIP MORRIS TRAD-
ING). Also, the respondents also included as

,monotony,

negative aspects: , there was no punctuality,
a lot of discussions around the subject, it was
not established what to do after the meeting,
the participants gave too many insignificant
details, the participants were too aggressive or
too in a hurry to close the agreement, the time
assigned for the meeting was not respected,
the presenter did not know sufficiently well
his products etc”(Alexandru Demian, Man-
ager EXCEED CONSULTING), ,structure
with lack or organization and unprofessional
attitude” (Bica Cristina Madalina, Collection
Manager, EOS KSI Romania).

Along with the critics of the language
or of the attitude of the presenter or the lack
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of communication and interactivity, the sub-
jects have also noticed positive elements, such
as: , clear presentation of products and their
characteristics, direct communication style,
but not agresive, sincerity towards the short-
comings of a product, faith in one’s capacity
to have good results, punctuality, conscious-
ly preparation of the meeting” (Alexandru
Demian), ,used materials”(Ioana Sampek,
Associate Partner, POPOVICI& ASOCIATII),
,concision, coherence, good drafting”(Mara
Popescu), “ingenious and logic way of pre-
sentation” (Daniel Gram), “well defined
structure, pleasant visual effects and the fact
that concrete data from the graphics can be
used”(Bica Cristina Mddalina).

The conclusion after these interviews is
that the general answers have been unclear
and based on the omnipresence of the Power-
Point visual support, used in the classic way,
rarely with cleverness and with expected re-
sults, which suggests that improvement in
the business presentations represents a fertile
and unexploited land, and communication in
the internal and external environment of the
Romanian companies needs an indubitable
improvement.

V. Conclusions

Drafting an efficient presentation repre-
sents one of the most dynamic way of trans-
mitting ideas and of influencing the people
around (Nadeau, R., Jablonski,C. and Gard-
ner, G,1993). It is also one of the most impor-
tant ways to demonstrate the competence in
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The role of communication in the
transformation process of public
institutions in Romania

<> |JOANA VASILE <=

Abstract: As a result of changes that take place in the Romanian economical-political-social environ-
ment before and after the integration in the European Union, the public administration must be able to rise
up to the challenges that it has to confront. On the other hand, the civil society and the private sector, in
order to develop, must find in the administration a partner that can facilitate communication and can offer
the levers and instruments for them to express themselves and develop. A rigid administration, constrained
by its own resources, norms and regulations cannot offer the most prompt answer to the needs of society,
forming a barrier, often hard to surpass. That is why change should be a priority for the public administra-
tion in order to adapt to the same rhythm through a strategy that can promote communication, transpar-
ency, efficiency and effectiveness.

Despite all this, it is required that the reform initiatives of the public administration to involve all
factors that can contribute to the reform process: institutional, governmental factors, the European Union
regulations, the requirements of the private and civil society. In order to answer to and involve all this fac-
tors, a communication strategy made and, precisely, adapted in the frame of the implementation process of
the management of change is needed. In this process, the communication is answering the following wishes:
the need of transparency of the decisional system; the need of communicating everything, immediately; the
internal and external credibility of the institution management; the need of changing the people perception
in regard to the institution, and, in this case facilitator and instrument in the change process.

Key words: communication, responsible management, management of change, feed-back,
informing.
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In the past few years, the public admin-
istration in Romania has been dealing with
significant changes in regard to the proper
frame of functioning, the expectations of the
political domain and citizens and of attribu-
tions and responsibilities. Its integration, at
least as a statement, in the general process
of reform resulted into a confrontation with
a set of dilemmas familiar to the entire Ro-
manian society. The reform idea, frequently
talked about, is too much related to the gen-
eral formulations, the statements without
substance, the request for infrastructure and
formal solutions; unfortunately, the manage-
ment and organization processes are not re-
ally taken into consideration in the equation
of the administrative system reform, seen as
exclusively dependent of legal solutions.

The ignorance of the necessity of a stra-
tegic perspective, the lack of consistent preoc-
cupations regarding the managerial prepara-
tion of the administrative executives marked
and is still marking several administrative in-
stitutions that are not really based on initia-
tive and flexibility. Besides all this, a complex
plan of change that includes a better image of
the public administration institution is need-
ed. This goal can be achieved through a co-
herent communication plan, a management
adapted to the external problems of the citi-
zen and the internal problems of bureaucra-
cy, unprofessional staff and to other pressing
problems. Besides, these problems occur re-
peatedly in the multi-annual modernization
plans, but without any practical finality. Also,
another weak point that we should take into
account is the fact that the Romanian public
administration doesn’t have a successful sys-
tem of instruments and procedures verified
in practice from the members states, proce-
dures that we can generically call “the best
practices”.

In the case of all actions regarding
change, the communication plays a central
role. It constitutes a strategic element of the
process once it represents an essential mean
of obtaining adhesion. Even from the start, a
strategy of communication orientation based
on the different phases of change must be
designed. Before the beginning of the action
of change, the communication must explain
the motivation that lies underneath, must
prepare the environment that is the object
of change, must convince of the necessity
of some modifications, and must counteract
the individualisms through information. In a
secondary stage, communication will be con-
fronted with the resistance of the actors that
start to feel destabilized regarding their pre-
vious functioning, being forced to choose the
action methods.

Firstly, it must explain everything. In
the third stage, doubts regarding the suc-
cess rate inevitably start appearing. The com-
munication will become, in this moment, se-
curing, emphasizing the road made and the
accordance with the initial predicaments.
After the first successes appear, the finaliza-
tion of the process being still far away, at this
moment, the communication can be encour-
aging, emphasizing the collective results. We
must be aware that this process is not linear:
there is, of course, the back and forth motion
from a stage to the other. The initiated chang-
es in the public administration imply:

e investments in top technologies;

redefining the customer relations;

e reorganizing work;

e using quality management;

¢ information campaigns.

Change for the sake of change is not rec-
ommended because is not good for the insti-
tution; the necessary transformations in a in-
stitution must be thought through, decided
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and supervised based on the particularity and
complexity of each, on the challenges with
which the respective structure is confronting.
The observation of the public administration
evolution in the past years indicates that they
evolve in the same way: towards a respon-
sible management, because all the public in-
stitutions are forced to show more flexibility
and reactivity, characteristic that only a man-
agement of this type can provide.

We can affirm that the public service
was for a long time built based on a bureau-
cratic reasoning that implied a clear distinc-
tion between the persons that create/decide
and the persons that make a decision; a lack
of initiative coming from the executor and a
strict respect of the procedures; an extremely
powerful separation on the vertical plane (be-
tween the hierarchical levels), as well as on
the horizontal one (between the offices and
services). This type of organization proved to
be of high end when it was conceived, for the
private firms, as well as for the public admin-
istration, giving a solution to the existing sit-
uation (the necessity of assuring some mass
services standardized in the context of a ma-
jority population with a low level of educa-
tion).

The needs and expectations of today’s
public administration “clients” are profound-
ly different and based on a role switch: the
expectations no longer come from the admin-
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Competitiveness in the New Economy.
Implications for Romania given its
Adhesion to the European Union
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Abstract: At the present moment there can be noticed that world’s economy is evolving from an es-
sentially industrial society towards a Global Information Society known as Knowledge Society.

This paper pursues to analyze the perspectives of the Romanian economic and social environment de-
velopment given the transition to the new knowledge economy, upon its decisive and specific factors.

The purpose of the material is to underline the current trends in the economic environment in Roma-
nia given the new context of shifting to an information based society, in view of the adhesion to the Euro-
pean Union. Studies performed by this moment clearly demonstrate that Romania must above all build a
developed economic society in order to be able to implement more easily sources of communications and in-
formation technologies existing in the world. This demonstrates that a very close correlation exists between
a country’s development level and its current use of Information Technology and Communications.

Key words: Global Information Society, Knowledge Society, New Economy, globalization,
innovation, sustainable development, information power.

1.The “New Economy” Concept. a Global Information Society. The result of
Origins, Evolution, Interpretation this evolution, known as the “New Econo-
my” is characterized by an enormous devel-
Today world’s economy evolves rapid- opment, integration and continuous transfor-

ly from a largely industrial society towards mation potential.
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Nowadays it is considered that the so-
ciety we aim is the Information Society —
Knowledge Society (IS-KS), which is known
as the “New Society”. Thus, starting from
the very analysis of the term, there can be un-
revealed from the beginning the means on
which such will base in the near future.

It is understood that this occurring soci-
ety also has an economic side, in other words,
an economy radically changed from the exis-
tent one, and which is frequently named “the
New Economy”. The concept’s name clearly
shows the tendency towards progress, already
a characteristic of the modern economy.

Regarding the concept of “New Econ-
omy” there can be asserted that an impor-
tant number of terms and expressions exist
that are characteristic to such. The variety of
terms is amazing: “information economy”,

v

“knowledge based economy”, “digital econ-

V77

omy”, “Internet economy”, “dot-com econo-

/7] V7]

my”, “net-economy”,

V77i

virtual economy”, “e-
economy”, “immaterial economy”. All these
names designate a major technologic change,
according to which the most important pro-
duction factors of the economic process be-
come information and knowledge. According
to this reality the new techniques and tech-
nologies are those generating the increase of
productivity.

Some authors associate to the expres-
sion “information economy” all goods and
services comprising information, publica-
tions, research, juridical services, insuranc-
es, education and entertainment, and to the
expression “digital economy” only those
goods and services the production, develop-
ment and trading of which are dependant on
the digital technique and technology. They
associate the “New Economy” with certain
consequences of the information and digital

economy, namely to the occurrence of a high
economic growth rate, of low inflation and
unemployment rates (Daniel Piazalo, 2001;
Erich Gundlach, 2001).

Other authors consider the “New Econ-
omy” as a much wider concept, in which the
final output and the intermediary inputs con-
sist of information, and that these techniques,
technologies and information communica-
tions means provide free access throughout
the Globe to any kind of available knowledge
or information ( Jack Triplett, 1999; Kevin
Kelly, 2002).

Most specialized papers in this field de-
fine the “New Economy” as having an essen-
tial characteristic, the increase of potential
output, to which weak inflationist pressures
are associated. The authors Paula De Masi,
M. Estavo and Laura Kondres consider the
“New Economy” as “an economy character-
ized by long term sustainable growth deter-
mined by an ever larger productivity growth
rate, which is mainly caused by continuous
production, adaptation and distribution of
information technology and communica-
tions” (“Who Has a New Economy?”, ,Fi-
nance & Development”, June, vol. 38, nr. 2,
pg- 1-8, 2001).

In the paper “The New Economy Index”
(published by The Progressive Policy Insti-
tute in 1998 in the form of a report on the ef-
fects of the new technologies appeared in the
USA and in the developed countries), a more
complex definition is given to the concept of
“New Economy”: “the term of “New Econo-
my” refers to a set of quantitative and qualita-
tive changes which during the 15 years have
transformed the structure, functioning and
rules of economy. The “New Economy” is
an economy based on knowledge and ideas,
in which the key factors for creating jobs and
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higher living standards are innovative ideas
and technologies incorporated in products
and services. It is an economy in which risk,
uncertainty and continuous changes are rath-
er a rule than an exception”.

2. Defining Features of the
“New Economy”

The “New Economy” equally involves
sustainable development and economic
growth. This time, in the newly created con-
text, the accent is on:

= Satisfying human needs;

= Ensuring the necessary resources and
the existence of interest in finding and valo-
rizing new resources;

= Making correlations between the
public interest (the general interest of the so-
ciety as a whole) and the individual interest;

= Increasing the role of public policies;

= The impact of the democratic nature
arising by the actions of values’ promotion,
by economic, technical and scientific profes-
sionalism;

= The development of education and
research;

= Implementing the cult of all that in-
volves learning, innovation, professional-
ism, professional development, in their real
sense;

= Increasing efficacy and efficiency on
all levels;

= Implementing standards from devel-
oped economies;

= Harmonizing short term strategies
with the medium and long term ones, in or-
der to ensure continuity, complementarity
and fluidity of economic, political and social
reforms.

According to specialized studies, there

can be asserted that the idea of information
based society was launched in the USA and
is today of high interest in Europe also.

The West European countries, and the
United States reached in the post-industrial
society phase are facing at this moment a se-
ries of concepts regarding the new phase of
the information based society.

Amongst such we can mention:

= The development of education and
training activities both for the youth and for
adults;

= Promoting distance work (e-work
or telework, as it was referred to by the late
1990s, represented a form of distance work
characterized by flexibility in terms of time
and performed mainly by using information
technology and communications; perform-
ing teleactivities or teleservices), source of
reducing costs and spreading the IT&C, and
also a way to new opportunities for some hu-
man categories (individuals in rural areas,
disabled people or old people);

= Increasing specialization in computer
assisted study;

= Distance learning;

= The occurrence of activities that can
be performed on a distance;

= The complexity of the learning pro-
cesses and the explosion of immaterial activi-
ties;

= The ease of communication within
interest groups;

= The aces to data bases for general use
purposes;

= The generalization of electronic mail
as a more simple communication means be-
tween people and exchange of information,
including multimedia;

= Balancing activities between levels,
mainly the correlation between the local, re-
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gional and global level;

= Stimulating rapid and profound struc-
tural changes on a microeconomic, macroeco-
nomic, social, ecologic and political level;

= Encouraging the development of new
public services for IT&C for health insurance,
labor force, access to cultural information,
promoting initiative for spreading the elec-
tronic commerce.

Under these circumstances, the Internet
phenomenon successfully marks the shift to
a society in which information becomes ex-
tremely necessary, thus the borders being
eliminated and the mentalities of people in
various environments being changed. The
New Economy often identifies in the cur-
rent language with Internet based economy
(network of computer networks), being also
named “digital economy”, “network econo-
my” or “e-economy”. The “New Economy”
represents however an extremely complex
synthesis between digital economy (Inter-
net, digital goods and services, new business
models, new jobs), to which the concepts are
added of globalization, innovation, sustain-
able development.

The intense activity in the industrialized
countries regarding the Information Society
aims the activation of the governmental bod-
ies” role in adopting a favorable framework
for developing information technologies
and communications (IT&C). We can refer
here first of all to the characteristics that are
specific to the new society’s infrastructure,
and secondly to the fact that in those coun-
tries it is pursued for the public opinion to
become aware of the new phase in which the
society enters, trying to make its members re-
sponsible in order to accept such and take ac-
tive part in its establishment.

Amongst the main and complex pro-
cesses in the “New Economy” we mention
the following;:

= The occurrence and continuous de-
velopment and innovation in new advanced
communications;

= The occurrence of the Internet phe-
nomenon and the worldwide generated
“boom”’;

= The occurrence of the concept of elec-

i

tronic commerce (“e-commerce”’, “electron-
ic-commerce” — names attributed to any form
of business transaction in which the parties
act upon electronic sources) and its continu-
ous development;

= The occurrence of the new re-engi-
neering concept attributed to goods, services
and companies in general, as a new modality
for making business;

= The implementation of the new orga-
nization forms based on innovation;

= The occurrence of the distance labor
concept, as a new activity form.

The “New Economy” is based on three
specific principles:

= Rapid access and response;

= Multitude of customized services,
specific and appropriate for each category;

= The possibility of being present si-
multaneously in more places (ubiquity).

3.Tendencies in the Evolution of the
“New Economy” Worldwide

The “New Economy” marks a funda-
mental change in the history of human so-
ciety development. In the new context, the
specialists estimate that the duration of the
transition from the industrial society to the
global knowledge based society will be made
throughout a 20 to 40 years period.
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In the same time, the transition to the
“New Economy” also involves the change of
the paradigms in all activity areas.

In the following we will refer to the
change in the paradigms of the production
processes and in the managerial and organi-
zational paradigms.

There can be noticed that the change of
the production, manufacturing processes’
paradigms implies the shift:

= From the “mass production” concept
(characterized by a large number of prod-
ucts, of lower important quality) to the one of
“flexible, diversified, customized produc-
tion” (focused on the demands of individual
clients, of pretentious target groups);

= From the concept of “standard goods
and services” (grounded on the same con-
struction, on the same pattern), to the “cat-
egories differentiated higher quality goods
and services” (the attempt of cultivating the
citizen’s sense of belonging to a certain cat-
egory of goods which define him, which best
value and represent him);

= From the “long life goods” to the
“ever improved goods, under the influence
of innovation”;

= From the concept of “material, tan-
gible goods” to the “immaterial, digital, in-
tangible goods”;

= From the expression of “production
— products” to the one of “products — servic-
es” generated by the diversification and im-
provement of production and trading pro-
cesses, the increase of quality, feasibility and
warranty and post-sale services dominating
the market;

= From the concept of “long techno-
logical cycles” to the one of “continuous in-
novation”;

= From the concept of “comparative

advantage” to the one of “competitive, com-
petition advantage”.

On the other hand, the change of orga-
nizational and managerial paradigms im-
plies in its turn the shift:

= From the concept of “centralization”
to the one of “de-centralization”;

= From the concept of “rigid hierar-
chy” to the one of “flexibility”;

= From the concepts of “presence” and
“tangible goods” to the ones referring to
“new methods and models of organization
in flexible networks”, such as “on-line net-
works” (real time connection to the Internet),
“clusters”, “technopolis”, in which a very
important part is played by small and medi-
um businesses high-tech based, and also by
the “virtual” enterprises and offices;

= From the concept of “structure — com-
panies” to the one of “project — companies”
and “enterprises networks” one;

= From the concept of “ensuing suc-
cess on the national market” to the one of
“ensuring success on the world market”.

The main objective in drafting policies
in the field of information technology is the
development of Information Society and the
creation of the conditions for improving peo-
ple’s life quality (for instance, in order to in-
crease the efficiency of the central and local
administration, and to provide support for
industry and business environment develop-
ment).

The Information and Communications
Technology represents one of the key factors
in the economic development, which can di-
rectly contribute to the performance of funda-
mental exchanges in the economic field and
to ensuring sustainable development. The
expression of “sustainable development”
refers to the development way pursuing to
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accomplish a stable rate in the long term de-
velopment process, by correlation of the de-
mand for satisfying the needs of the society
as a whole with ensuring the possibilities
for developing future generations under the
conditions of complying with environmen-
tal, ecologic norms, by maintaining a benefic,
stable climate and a clean environment.

Another development direction for the
Information Society is represented by de-
signing an information system for the pub-
lic administration, which will make the ad-
ministration more simple and efficient, and
hence making it the most important support
for the people.

Applying the information technology
will also contribute to creating jobs, of higher
qualification and demands, one of the State’s
obligations being also to reduce the impact
of the information technology development
over the people having low education level
or low economic and social statue.

Information technologies will also
have a major impact over the protection of
nations’ cultural patrimony, in its protecting,
transmitting and valorizing by all people.

The extreme development of the tech-
nology during the last decay has created new
development directions for businesses by the
occurrence of electronic commerce, activity
which involves production, advertising, sale
and products distribution, as well as a mul-
titude of collaboration forms between eco-
nomic entities. By its expansion, electronic
commerce has contributed to the communi-
cations’ globalization and to the develop-
ment of mobile communications.

Nowadays, we can refer to three basic
concepts of the “New Economy”, namely:
on-line business, electronic commerce and
on-line networks.

4. The “New Economy” in Romania.
History, Phases, Actual Development
Stage. Strong Points and Weak Points

There can be asserted that in Romania
information technologies are in an incipient
use stage. Specialists consider that first of all
a society should be build that is economically
developed, because it is obvious that a corre-
lation exists between the development level
and the use of IT&C. It is only then that we
could aim for a shift to information based so-
ciety.

Industrialized counties have launched a
number of programs in order to support de-
veloping countries in their effort of integrat-
ing in the international information flow. The
use of Internet and the expansion of the com-
munications and information technology use
allow people to develop and to have access to
worldwide existent knowledge. Innovation
is disseminated more quickly, which leads to
economic progress and to a better life qual-
ity.

Romania enters a new world, a world
in which Communications and Information
Technology accelerate the expansion of de-
materialized economy, modifying the com-
ponents of competitiveness and generating
new sources of economic growth, as well as
new jobs.

Technologic progress must make soci-
ety more transparent, it should bring peo-
ple more close to the public services and to
their elected representatives, it should devel-
op new working tools for teachers, it should
ease the search for jobs and it should allow
the efficient use of information.

The new society’s technologic support
consists in three activity sectors: information
technology, communications technology and
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informational content production, sectors
which are convergent.

Upon this objective, the programs or ac-
tion plans in which Romania is involved or
in which it is to adhere and which represent
conditions for Romania’s European integra-
tion are the following:

a) Communications sector, which rep-
resents one of the priorities in Romania’s eco-
nomic and social development for the next 10
years. The strategy developed by the Roma-
nian Government for 2000-2012 undertakes a
systematization of the Government'’s actions
and of the telecommunication industry in or-
der to exploit the opportunities in this sector.

b) In the first phase, the Government’s
actions are focused on 3 axes, namely: tele-
communications, radio-broadcasting and
mail services. The constraints and other spe-
cific economic parameters are different in
these 3 sub-sectors, which justifies the exis-
tence of different sector related strategies.

¢) Under the influence of the conver-
gence of services and associated infrastruc-
tures, it is more and more difficult to exactly
define thelimitsbetween telecommunications,
radio-broadcasting, IT and mail services.

d) Telecommunications are no longer
considered a luxury service, given the fact
that the right to communication and infor-
mation is recognized as a fundamental citi-
zens’ right and respected accordingly. In the
specialized literature digital division is men-
tioned: the division of people into favored
and disfavored compared to their access to
communication means. This division is man-
ifested both on an international and national
level.

During the last years, the telecommu-
nications sector faced an extremely dynam-
ic evolution, characterized by restructuring,

privatization and liberalization, under the
conditions of spectacular technologic devel-
opments. The transition from the industrial
society towards the New Economy is obvi-
ously illustrated in the statistic data analyzed
in order to asses the development level.

In Romania, the telecommunications
sector is private in majority, in terms of turn-
over, share capital and number of customers,
both consequent to private Romanian and
foreign investors’ interest in this sector, and
to the Romanian State’s releasing policy. The
share of the private sector will still grow dur-
ing the next period.

The investments in communications
have a major impact over the economic de-
velopment in general, due to the dual nature
of this sector: economic branch by itself and
support for the development of the other eco-
nomic sectors.

In telecommunications numerous busi-
ness opportunities still exist, considering the
partially unsatisfied demand and the immi-
nent complete market liberalization.

The major role played by communica-
tions in the New Economy involves a flexible
and efficient administration in this area. The
sector’s dynamics can have negative influ-
ences if it is not known and analyzed, and in
the same time it can provide new opportuni-
ties. Telecommunications” administration has
a very important international component,
regarding the international promotion of the
state, companies and Romanian citizens’ in-
terest under the globalization conditions.

The large use of information and com-
munication technologies (ITC) leads to pro-
found implications in the social and econom-
ical life and to fundamental transformations
in the way of realizing products and services,
in the human behavior. The superior valo-
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rization of these technologies can ensure an
economic and social process which charac-
terizes information society, under the condi-
tion of achieving conditions and orientations
of strategic nature, by policies adequate to
the stage we live in:

a) Consolidating democracy and the
lawful State’s institutions by people’s par-
ticipation in the political life and easing the
unbiased access to public information, by
improvement of public services quality and
modernization of public administration (“e-

7

government”, “e-administration”);

b) Market economy development and
progressive shift to the new economy, in-
creased competitiveness of economic agents
and creation of new jobs in high-tech sec-
tors by developing electronic commerce,
teleworking, new business management, fi-
nancial management and human resources
management methods, integrating ITC capa-
bilities in new products and services, the de-
velopment of the ITC sector;

¢) Increasing life quality by using new
technologies in this field, such as: social se-
curities, health care, education, environment
protection and calamities monitoring, trans-
port safety etc. and by this means integrating
into the Euro-Atlantic structures and in the
Global Information Society.

d) Accelerating electronic commerce:
in Romania, the economic reform, the foreign
investments growth, the rapid development
of the markets focused on Europe, as well as
the strong inter-connections with companies
in the EU provide opportunities for a fast
modernization and advancement, mainly in
the field of electronic transactions. The devel-
opment of infrastructure and of the access to
communication means upon acceptable pric-
es, as well as the supportive policies for SME

could lead to a rapid development and to a
significant demand growth.

e) Electronic governing, electronic ac-
cess to public services: “e-Government” rep-
resents providing public services in elec-
tronic format for people and the business
environment. Providing public information
availability on the Internet is one of the Ro-
manian Government'’s priorities. The strate-
gy of shifting to “e-government” includes a
combination of the following elements:

e Encouraging competition on the tele-
communications market;

¢ Transforming, modernizing the Gov-
ernment by means of Information Technolo-
gy and “e-business”;

* Making public acquisitions in elec-
tronic format;

* Attracting investments in this field.

f) ITC based medical services: the ap-
propriate use of on-line technologies in order
to increase quality information availability
regarding health amongst citizens will lead
to an increased share of preventive medicine,
substantially reducing on a long run the so-
cial and administrative costs of diagnosis and
treatment.

g) Stimulating the demand and dis-
seminating information and knowledge by
electronic means: for Romania taking up new
IT technologies in the cultural environment
and institutions (libraries, museums, cultural
assets archives) in order to create a new con-
tent, transforming information and cultural
materials into electronic form, ensuring mass
access to the development of new services
are of special importance.

h) Intelligent transport systems, which
are starting to be recognized as an option for
operating and managing transport systems.
Implementing the intelligent transport sys-
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tem and the services for all types of transport
will significantly contribute to improving the
traffic efficiency and safety, as well as the
protection of the environment. Romania ad-
mits that intelligent transport systems can be
taken into consideration only along with the
modernization of the existent infrastructures
or with the creation of new infrastructures,
however not as a distinct phase.

i) Electronic commerce and intelligent
cards. The information systems security will
be regarded under its three basic aspects:

* Confidentiality - referring to in-
formation protection against unauthorized
breach in the network;

* Integrity — referring to maintaining
the exact and complete data content;

* Accessibility — referring to the users’
access to vitally important information and
services.

5. The New Economy — Challenges and
Prospects for Romania in view of its
Integration in the European Union

Nowadays globalization and the de-
velopment of knowledge based economy
are probably the main forces in the economy.
The concept of “New Economy” is consid-
ered to be much more complex than the ex-
pression “Information Economy”, because
the first refers to the permanent change, be-
ing able to express relations and connections
between the existent forces in an economy,
generating an accentuation of the globaliza-
tion phenomenon, increased pressure con-
sequent to competition, rapid development,
adopting and using information, communi-
cational technologies and adequate economic
and environmental policies.

The purpose of this paper is to present a

few macro-economic problems occurred con-
sequent to surprising economic performanc-
es registered by developed countries (such as
USA and Japan), also including details more
or less known regarding the increase of pro-
ductivity, the key element of the “New Econ-
omy”.

The paper focuses on the “uncertainty”
constantly surrounding all that the “New
Economy” involves and it presents the chal-
lenges and prospects for Romania in view of
its integration in the EU.

A largely debated problem in the “New
Economy” is that of reducing transport and
communication costs, in close connection
with the government’s policy, which should
lead to the “elimination of distance”.

However, eloquent studies exist demon-
strating that distance continues to govern the
economic phenomena both within a country
and in global relations.

The main recommendations regarding
the implications of the “New Economy” over
the development of Romania and of other
European countries should be focused on:

(1) Up to date production of analysis
on the changes registered in the Romanian
structure, both on the labor market, and in
the industry, by:

- Presenting the alternatives to knowl-
edge based economy;

- Modalities to comparing Romanian ex-
periences with those of other countries (USA
and Japan);

- Finding plausible explanations for the
existent differences.

(2) Developing a capable strategy aim-
ing to successfully answer to the needs in the
Romanian services field.

(3) Making empiric studies in order to
investigate the impact of new information
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technologies over organizations and com-
panies in Romania: differences between Eu-
rope’s (Romania’s) experiences and those of
the USA and Japan.

(4) Presenting the types of services for
which Romania holds competitive advan-
tages: selling markets for these services — ex-
istence, perspectives and potential dangers;
the main competitors of Romania — modali-
ties for improving the strategy and entering
new markets.

(5) Unrevealing the motivations deter-
mining the foreign investors to come to Ro-
mania, identifying the obstacles in making
foreign direct investments and the impor-
tance of investments for the country.
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Economic Disequilibrium in the Opinion
of the Economist Janos Kornai

<> CORNGLIA NISTOR <=

Abstract: According to the principles of the general economic equilibrium each economic agent is ra-
tional. It always pursues to optimize the activity it carries out, which in mathematical terms means to solve
an extreme — minimum or maximum — problem grounded on a determined order of the preferences and by
complying with certain restrictions. In order to put in mathematical form the company’s general interests,
a general “welfare function” can be designed, ensuring the fulfillment of the optimal state for all economic
agents. The economist J. Kornai contradicts this conclusion, demonstrating that society is formed of groups
of economic agents with identical or, on the contrary, contradicting interests, such that the decisions they
make in order to organize the economic activity should be based on compromises and on the attempt of at-

tenuating contradictions.

Key words: mixed disequilibrium, general economic equilibrium, consume.

J. Kornai reinitiated the analysis of gen-
eral economic equilibrium, showing that his
predecessors had oversimplified it, without
taking into consideration a number of ele-
ments of which demand and offer depend-
ed and by limiting themselves to the two es-
sential factors, namely price and income. He
added to the said factors fashion, the imita-
tion effect, the rapid change of the consume
structure in favor of new products, the con-
sumers’ social position, in which an impor-
tant role was that of the urbanization influ-
ence.

W

For a more complex analysis of the pos-
sibility of achieving the economic optimum,
certain difficulties have to be solved, regard-
ing: finding better methods for a more exact
observation and measurement of variables
such as sale and purchase intents, satisfaction
degree, potential production increase, needs’
intensity’ studying complex mechanisms
which besides prices regulate the economic
system; analyzing the state of mixed disequi-
librium, present especially in some undevel-
oped countries, characterized by the fact that
in some economic branches the longer term
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absorption state persists, whilst in other pres-
sure is predominant; explaining the influence
exercised by the internal inflationist process
over the currency stability and the long term
disequilibrium on the national market; thor-
oughly consider the issues arising from the
existent correlation between saving, invest-
ing and using the labor force.

From the neoclassic theory of the gener-
al equilibrium it results that the offer is influ-
enced by the structure of the production cost,
which modifies depending on the prices vari-
ation. The volume of the production ensuring
the maximization of companies’ profit, and
hence their equilibrium is the one complying
with the equality between price and margin-
al price, under the condition for the price to
be higher than average variable costs. J. Kor-
nai added essential factors of which the offer,
modification of available resources fund and
introduction of technical progress depend,
and also underlined the important role of the
elements often standing against the practical
performance of the equilibrium condition:
stocks situation, information regarding the
customer’s preferences obtained by market-
ing researches and the state’s influence.

The analysis of economic processes can-
not limit to a static observation, as produc-
tion and consume should be mandatory re-
garded as flow variables, because an obvious
gap exists in time from the moment when the
producer communicates his intent of selling
the products and until their actual sale. Dur-
ing this time interval a flow of messages oc-
curs between the producer and the buyer,
and then consequently a flow of products
will be created between them. The problems
becomes more complicated if there are also
taken into account products existing on the
company level, interposing between produc-

tion and consume and which imply the car-
rying out of yet another flow of messages.

Because production and consume are
two economic processes carried out in differ-
ent spaces and having different time dimen-
sions, J. Kornai raised the issue of the possi-
bility of correctly defining demand and offer.
Considering that they could not be mea-
sured, he reached the shocking conclusion
that it was impossible for their equality to be
considered, and hence of obtaining an equi-
librium. Contrary to the opinion of the gener-
al economic equilibrium school, he asserted
that the tendency of real economic systems
was to be in disequilibrium, either under the
form of pressure, or of absorption. Because
in the pressure state each company should
dispose of reserves of production capacities,
and because the market is never emptied of
merchandise, as products, production factors
and reserves stocks exist, then it cannot be
considered that this satisfies the equilibrium
conditions in the general equilibrium theory.

Another reproach he made to this school
was that all the representatives of the gener-
al economic equilibrium attempted to deter-
mine the factors ensuring the maintenance
of the same equilibrium, the aspects being
omitted regarding the dynamics of the eco-
nomic system. In reality, even though forces
permanently act which tend to bring the eco-
nomic system as close as possible to the equi-
librium state, the disequilibrium state is pre-
dominant, which could be sometimes more
advantageous than equilibrium, impelling
economic development.

Moreover, there is not admitted the con-
dition for products’” homogenous nature, nor
can there be ignored the qualitative differ-
ences between such. The consumer is always
put in the position of choosing between more
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substitutable goods. The only modality in
which it could be considered that the aspects
are reflected regarding quality in the analysis
performed by the representatives of the gen-
eral economic equilibrium School would be
the situation in which the consumer needs to
select the best of the substitutable goods. He
prefers the one which is qualitatively supe-
rior, reducing demand and therefore the pro-
duction for lower quality products.

Also, it is incorrect to assume that infor-
mation circulating between economic agents
only refers to price, even though this could
be argued by maximum information saving.
However, a modern economic system should
be characterized by a complex informational
system, which is necessary for the regulation
process and also improvable, so that to elimi-
nate useless information. It would be a mis-
take to assume that determining the system
of equilibrium prices ensures the stability
of this status. In reality, the most important
role is played by the inertia itself of economic
systems, by their natural tendency of self-re-
peating.

In his mathematical approach J. Korani
expressed the performance of the economic
system “E” in a certain historical period “T”
by using the realization vector “d "

d(T) =E[O,G,S, 0, V%, Yoy V(to)]
the components of which are:
O = organizations
G = manufactured products
S = sorts of used messages
®, ¥ = the system of reaction functions
Y = initial products stocks
V) = initial memory content
The economic system is divided into a
sub-system of real elements, in which O, G,

¥ and y ,, are included, describing the real

t0)”
flow, and )a regulation sub-system, in which
the elements S, ® and V) are included. The
real processes in the system are the produc-
tion of goods, delivery of services, storage,
transportation, circulation, consumerism, to
which there are added observation, infor-
mation transmitting and processing and the
decisional process. In the regulating sub-sys-
tem there are included: the market, the mon-
etary and credit system, economic planning,
development of technique and science, labor
force distribution. The decisions of econom-
ic agents can be reversible and irreversible
and also comparable or non-evaluating. They
are influenced by a series of external factors,
amongst which the most important are tech-
nical development and the environment.

The fundamental economic problem is
to determine by deductive or even empirical
methods the conditions satisfied by various
economic systems and then to improve such.
The conditions are actually the elements of
the performance vector “d ;).

Pressure is defined as the stage in which,
on a product’s market, the seller stands in line
for the buyer, which manifests a “positive in-
tensity of aspirations which is not entirely
satisfied”. On the contrary, absorption is the
situation in which the “buyer stands in line
for the seller, and in which the buyer has an
unsatisfied positive tension of aspirations”. If
the analysis is extended to all products in a
national economy, then disequilibrium will
take the form of general pressure or general
absorption.

The main disequilibria in the real eco-
nomic systems are:

- offer in excess on the goods and ser-
vices market and on the labor market, corre-
sponding to the typical situation of Keynes-

I No. 6 ~ 2007



MW Economy m

ian unemployment, characterized by the fact
that the obtained production is higher than
market demands, and that the degree of pro-
duction factors utilization decreases;

- demand in excess on the goods and
services market and labor market, charac-
terizing the situation in which classic unem-
ployment exists and corresponding to the ini-
tial periods of industrialization, in which the
capital outfit deficit of enterprises was not
enough in order to allow additional hiring,
nor in order to increase production up to the
demand level;

- demand in excess on the goods and
services market, on the monetary market and
on the labor market, describing the implicit
or repressed inflation, characterized by the
fact that companies cannot find labor force,
salaries and prices are bellow the equilibrium
level and therefore, upon the available pro-
duction factors companies could not produce
enough in order to satisfy the demand on the
market.

In analyzing the evolution process of
the economic system’s status towards equi-
librium there must be also taken into ac-
count that producers and consumers do not
know their intentions perfectly and from
the beginning and moreover that adapta-
tion is characterized by a high level of insta-
bility, by uncertainty considerably influenc-
ing the behavior of economic agents on the
market. In the pressure status, uncertainty
first of all affects the producers. They must
each ensure production factors and reserve
products stock in case the buyers might pre-
fer them to other producers. The impact will
be a lot larger in case their expectations do
not confirm, and the respective stocks will
remain unused, representing losses, of obvi-
ous negative influences over the possibilities

for future development. In the absorption
status, uncertainty affects first of all buyers,
who see themselves forced to buy necessary
products not when they need to do so, but
before, when they can find them on the mar-
ket. Thus, stocks of products are accumulat-
ed which will never be used again.

The pressure is determined by a se-
ries of elements, amongst which an impor-
tant role is that of inflation, due to which
the buying intent is overcame by the selling
one. Another pressure factor is the uncertain-
ty manifesting by the creation of reserves in
companies in order to be able to cope with
potential buying intents. Companies manu-
facturing new products will be more success-
ful, and will sell more than those manufac-
turing old products. The pressure can also be
caused by the surplus of investments poten-
tial compared to the more reduced desire for
investing of the producers.

In absorption, consumers cannot pur-
chase more than the products quantity put on
the market by the producers. A source of dis-
equilibrium is the fact that companies aim to
purchase a larger quantity of production fac-
tors in order to produce more, knowing that
excess demand exists, however this surplus
of production factors required by the compa-
nies does not exits on the market. The situa-
tion also reflects disequilibrium between the
national economy branches and sub-branch-
es, because very large demand of some com-
panies for production factors is larger than
the offer the companies in those branches or
sub-branches should have ensured. Absorp-
tion in a certain period can also generate ab-
sorption in future periods, because in the ef-
fort of overcoming this status, there will be
attempted the increase of production over
the possible achievable level, representing a
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disequilibrium increase source.

J. Kornai underlined that the notion of
competition did no longer had the sense it
used to have in the general equilibrium theo-
ry because sale and purchase intents coincide
with the effective sale and purchase. Real
competition is manifested however in two
main forms: the one in which sellers compete
in order to obtain the buyer’s favor and the
one in which the situation is reversed. Conse-
quently, in the pressure status, even though
a monopolistic company exists on the mar-
ket, it cannot act entirely upon its will, but
it must also take into account the producers
manufacturing substitutable products, which
are their direct competitors. On any market,
sale and purchase intents mutually adapt. J.
Kornai consider as wrong the idea accord-
ing to which consume is the focal element in
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Public action in the globalization process
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Abstract: The types of public investments change from a stage to another. The state always had eco-
nomical objectives, even if these were not so explicit. However, its role of economy manager developed in
the postwar period. The intervention systems diversified and their manipulation becomes more and more
frequent. The establishment of intervention types and mechanisms must submit to the requirements. The
essential problem is not the global reduction of the state investment, but its efficiency increase. In the cur-
rent age, the characteristics of a public action are conditioned by the effects of globalization on the state
sovereignty, power and capacity. At the end of the past century, debates on this subject were the main focus
of the mass media and they emphasized some profound dissensions regarding the nature and implications

of globalization.

Key Words: globalization, nation-state, asymmetrical effects, international political econo-

my, states capacity.

Globalization
- a controversial reality

As an economical process and a political
project, the globalization is the focus of theo-
retical debates. For the most, it is a contro-
versial process that can be approached from
multiple angles. There are divergent versions
related to globalization and the debates are
sometimes disconnected from reality. The
dissimulation of evidence has made possible
the occurrence of myths and paradoxes in the

approach of this complex process, with mul-
tiple sides and with profound unequal con-
sequences.

This subject seems to be an inexhaustible
one and the theoretical reflections emphasize
the fundamental dissensions regarding the
nature and implications of globalization, the
appeal, on a large scale, to myths and fiction,
terminological confusions and so on.

Its content does not belong to a single
scientific domain, fact that underlines the in-
terdisciplinarity of the problems and the ne-
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cessity of using some adequate conceptual
instrument and of replacing the old theoreti-
cal paradigms. Sometimes globalization is
regarded as an unavoidable and irreversible
process; its diffusion on the entire geographi-
cal space represents a certain and impressive
phenomenon.

There are major differences between the
authors that give priority to the effects of the
contemporary globalization and those who
believe that this phenomenon is just a myth
that doesn’t really affect the politics and ca-
pacity of the states. Skeptical persons think
that the states preserve their regulatory ca-
pacities of the internal and international re-
ports.

In spite of the manifestation of the cur-
rent processes contradicting aspects and of
a clear theoretical cleavage, there is a large
agreement on certain undeniable realities.
The globalization profoundly changes the
state and society that are trying to adapt to
a more interconnected and ever changing
world. This process is but an incomplete re-
ality that develops at different speeds and its
implications do not have the same impact on
all of the states.

The second age of globalization is char-
acterized thorough an asymmetrical disper-
sion and effects, as well as the emphasizing
of the global economy polarization. Although
more integrated, there is a clearer fragmenta-
tion tendency of the global economy under
the impact of regional economical blocks.

Since the ’70, the international political
economy, a new study domain, registers a
genuine disparity. Among its theoretical at-
tempts: the analysis of globalization and of
the transformation of the state capacity and
power.

The national state in the globalization age

There are numerous points of view re-
garding the nature and impact of global-
ization. A significant subject of the “global-
ization literature” is the effects on the state
autonomy, capacity and power.

The realistic assessment of the state role
in the globalization age and the identifica-
tion of the multiple implications on the in-
ternal and external prerogatives of the public
authorities’ powers require certain method-
ological specifications.

Firstly, a distinction between the “state-
nation” concept, referring to a territorial en-
tity which defines a homogenous popula-
tion and the territorial state that can enclose
people with multiple national identities must
be made (Ray, 2007, p 76). In many cases,
the states become globalization agencies, al-
though their nature and functions change.
When I speak about the erosion of the state
- nation we take into account the heteroge-
neousness of cultural identities, of life styles,
and so on.

Secondly, the delimitation in time of
general effects on different phases and stages
of the globalization process is imposed. Or,
the crisis of the state-nation is often associ-
ated with the second age of globalization.

Thirdly, the impact of globalization
must be analyzed in tight connection with
its current characteristics that determine a
spreading area and asymmetrical effects. Ac-
cording to some estimation, the globalization
doesn’t affect in the same way humankind;
for a few, it is very favorable and it margin-
alizes or excludes approximately two thirds
of the world population. Thus, a shaded and
comprehensive approach of the globalization
effects is imposed.
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There is a large agreement materialized
in the proliferation of the theses that forecast
the diminution of the role of state as actors of
the power on the internal and international
stages, the undermining not only of the sov-
ereignty, but also of the “national” economy
idea. The capacity of creating and imple-
menting the economic policy is contested, as
a result of the disintegration and decline of
the state capacity, of the diminution of its au-
tonomy and power in regard to the transna-
tional capital.

Among these malignant consequenc-
es of globalization is the reduced state au-
tonomy in the economy, external policy and
national security domains, the exposure of
national economies to disturbances derived
from external shocks and so on. The nature
of sovereignty has changed, while numerous
problems exceed the national state capacity.

While we are witnessing the emphasis
of the state vulnerability, the triumph of the
market power is proclaimed. The debates re-
garding the globalization implications on the
market