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Abstract

The article is premised on the idea that the geopolitical landscape will have looked utterly different by
the end of the crisis. Hierarchies and positions will change, and the current economic powers will switch
places. During this period, development patterns and the strategies adopted by different states or regional
units will be put to a test. Future hierarchies will be based on the prestige that different states will have ma-
naged to build based on the soundness of these strategies and the costs incurred to implement them. Some
of the geopolitical consequences of the crisis are underlined: the impact of the emerging financial powers
on future world hierarchies, the challenges to the liberal-democratic model and the searches for alternative
developments modes, the shift of power to the East, with the accompanying phenomenon of China’s per-
forming the role of regional leader more and more decisively, the changing meaning of globalization as no
longer free circulation of financial flows and goods around the world and breakdown of barriers to world
trade but rather as inter-nationalization. In this context, one of striking paradoxes created by the crisis is the
fact that the financial collapse has global origins and consequently, its consequences can be mastered only
by global action. Yet, the tendency is for every state to solve its financial and economic problems on its own
and common action is hardly conceivable right now. The foreground is dominated by the rhetoric of coo-
peration, while the background witnesses the competition between states and regions. 

Key words: Global crisis, development mode, liberal-democratic model, state capitalism, China. 

We usually associate the current crisis with things such as financial trouble, stagnation,
recession, bankruptcy, fall of the exchange rate, close down of enterprises and the like. Indeed,
the economic crisis that broke out last year and is now spreading rapidly worldwide is the
deepest in the last 75 years and is mainly perceived in these terms. However, there are deeper
consequences at stake here which, less visible as they are, will have a broader impact in the
medium and the long run.

Not all states are inflicted by the crisis to the same degree. Some states will successfully
cope with the challenges of the crisis, which will allow them to deepen their influence and
strengthen their position. Initially, it seemed that the crisis would last for a few months only,
one year at the very longest; President Barrack Obama has recently warned that the recovery
might last longer than initially expected. This raises the issue of designing the appropriate strate-
gies to recover from the crisis. We will even witness a competition among strategies, whose
quality will be of utmost importance not only for surpassing the difficulties as such, but also
for building the reputation of the states that will prevail when the economic storm ends. 

Paul Dobrescu*

Global Economic Crisis – the Geopolitical Crossroads 
of Our Time 

* Professor, PhD, Rector, National School of Political Studies and Public Administration, Bucharest,
Romania.
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It is increasingly obvious that the geopolitical landscape will have looked utterly different
by the end of the crisis. Hierarchies and positions will change, and the current economic po-
wers will switch places. During this period, development patterns and the strategies adopted
by different states or group of states will be put to a test. Future hierarchies will be based on
the prestige that different states will have managed to build based on the soundness of these
strategies and the costs incurred to implement them. In what follows we will emphasize some
of the geopolitical consequences of the crisis. The analysis is premised on the idea that the
world will be visibly changed geopolitically at the end of this extremely difficult period. 

1. Today’s financial architecture 
and power structures – some correlations 

A country’s financial power is the most sensitive indicator of its world standing. This is
even more relevant today since the current economic crisis involves, first and foremost, a short-
age of liquidity. The issue is that the current crisis has found the global foreign exchange reserves
unequally distributed. Until now, these reserves have been usually located in developed coun-
tries. The financial flows moving freely around the world originated in these states, mainly
the US. The paradox is that these very states are now short of liquidities. The shortage is so
serious, that they turn for help to states that have such liquidities. The current distribution of
global financial resources sends important signals about tomorrow’s economic hierarchy.

Financially, China has a series of strengths that offer it an indisputable comparative advan-
tage. First, Chinese banks have not invested in the so-called ‘toxic assets’ that have been so
costly for the Western banking system and economies. The banking and financial system as
a whole is under direct state control and has not been involved in the kind of speculative ope-
rations generating the whole sequence of non-performing credits, especially in the US1. At
the same time, China has the world’s largest foreign exchange reserves (1.9 trillion dollars),
which are all the more valuable during such a period of sharp shortage of liquidity. Finally,
the Chinese have one of the world’s highest savings rates in the world – 40% of their revenue
– which add up to the massive financial reserves. 

Given these, chances are that China will deal with the crisis at lower costs. ‘The impact
is limited and controllable’ („China Moves to the Centre Stage“, The Economist, November
1th-7th, 2008), Wen Jiabao, the Chinese prime minister, stated at the Asia Europe Summit in
October 2008. Due to its better financial standing, last year China launched an impressive
program to spur the economy amounting to 586 billion dollars, which makes approximately
14% of its GDP. The 2-year program is meant to maintain an 8-8.5% development rate. The
largest investments will be made in infrastructure, education and health. Keynes’ influence
is visible, as the title of the article covering this huge investment program indicates – ‘Dr.
Keynes’s Chinese patient’ (The Economist, November 15th-21th, 2008). Acccording to va-
rious estimates, the Chinese economy would fall to a growth rate of 6% without any govern-
ment help. But this rate is seen as unsatisfactory by the Chinese authorities for at least two
reasons: it may cause ‘a hard landing’ (let us not forget that the growth rate was 12% in 2007),
and it would not provide for the absorption of the rural population into economic activities,
thus giving rise to unemployment and social unrest. 
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In relative terms, China grows more rapidly now than when it developed at a 10% rate.
The development rate was greater back then, but, since the other states were developing at a
of 2.3 or 4% rate, the overall difference was greater than today. Developed countries stag-
nate or have negative growth rates, while China has an 8% growth, which narrows the gap
separating it from those countries. The issue is worth discussing in economic terms as well
as in terms of prestige. Given the fact that the world’s big economies shrink while China’s
economy expands, inquiry into the strengths of the Chinese development mode can hardly
be avoided.

The country that faces the most severe financial problems is the US itself, where the cri-
sis actually broke out. During the current fiscal year, the US deficit is close to 1 trillion do-
llars, double than the 450 billion incurred last year (Altman, 2009). The value of the recovery
plan adopted by Obama administration – 789 billion dollars – will add to this deficit. ‘This
would be by far the largest nominal deficit ever incurred by any nation and would represent
7.5 percent of US GDP, a level previously seen only during the world wars’ (Idem). 

The situation is all the more difficult if we take into account different estimates and war-
nings about how long the crisis will last. Some analysts have drawn comparisons with the
crisis that spread in Japan throughout the last decade. President Obama himself stated that
this ‘lost decade’ of Japanese economy was the consequence of ‘not acting boldly or swiftly
enough’ (in „Worse than Japan?“, The Economist, February 14/20, 2009). This is true. In finan-
cial terms, the crisis involves a severe shortage of liquidity. In social and psychological terms,
it feeds on a strong feeling of uncertainty. Crises feed uncertainty and uncertainty feeds the
crisis. Uncertainty exerts a negative influence in a number of ways. First, it stimulates wait-
and-see attitudes, which leads to a ‘collapse of demand’, with the entire subsequent block-
age. Economic recovery means the recovery of demand, which is preceded by the recovery
of trust, which is a psychological and social phenomenon. Recovery signs will be visible when
citizens and the state itself start consuming again. The state-stimulated consumption means,
first and foremost, ‘the increased spending on public infrastructure’2. As Olivier Blauchard,
the IMF’s chief economist, underlined, the key in this situation is to ‘adopt clear policies and
act decisively … Delays in financial packages have cost a lot already. Further rounds of debate
will stoke uncertainty and make things worse’ („Economics focus“, The Economist, January
31st, 2009). Measures taken by the state to increase economic growth can temporarily make
up for the lack of demand from the private sector; in the mean time, convincing policies and
determination in implementing them could persuade the consumers that they do not live on
the eve of Depression, that they can buy and consume with some certainty and confidence,
which represents the real engine of recovery. 

Coming back to the comparison with the Japanese crisis, it is worth mentioning that, before
this crisis broke in the early 90s, Japan had important foreign exchange reserves. Today, the
US has a large deficit. In Japan, the crisis started in a context of imbalances created by swift
development. In the US, the crisis burst inside the financial system itself. According to the
same magazine, ‘Fiscal stimulus, indispensable as it is, can not create a lasting economic reco-
very in a country with a broken financial system’ („The Obama Rescue“, The Economist, Fe-
bruary 14/20, 2009).

There are more facts that call for a deeper analysis of the current crisis. The amount of
nonperforming loans is one of the standard criteria based on which banking distress is evalu-
ated. Judging by this criterion, the US is not in a very good position. According to the IMF,

Global Economic Crisis – the Geopolitical Crossroads of Our Time 11
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nonperforming loans in Sweden reached 13% of GDP at the peak of the crisis. In Japan they
hit 35% of GDP. A recent estimate by Goldman Sachs suggests that American banks held some
$5.7 trillion worth of loans in troubled categories, such as subprime mortgage and commer-
cial property. That is equivalent to almost 40% of GDP’ (see „Worse than Japan?“ cited before). 

The geopolitical impact of the current financial situation is huge. Financial power posi-
tively correlates with political activism, and it reinforces geopolitical concerns and goals. Its
absence creates a sort of ‘forced restraint’ until recovery. Irrespective of whether willingness
to cooperate exists or not, international arrangements are unlikely due to the large fiscal deficit
and the whole array of financial problems. The states with large foreign exchange reserves
will have an edge and will attempt to turn the current international situation and other coun-
tries’ difficulties into an advantage. For instance, Russia lent a massive amount of money to
Island in October 2008. That was interpreted as an attempt to gain larger influence over the
Arctic, a region rich in natural resources (James, 2009). 

China’s greater financial power will allow it to have a clearer political and economic
agenda, which is already happening. Regarding the political agenda, China and the Associ-
ation of Southeast Asian Nations are just concluding an agreement that would create the world’s
largest free trade area. The agreement, which has been hotly debated for a good period of
time, has a clear geopolitical significance. China connects important parts of Asia to its own
development thus becoming stronger and more influential. During the Asia Europe Summit
held in Beijing last October, an agreement was reached to create ‘an $80 billion fund by the
middle of 2009 to help countries in the region deal with liquidity problems’ („China Moves
to the Centre Stage“, The Economist, November 1th-7th, 2008). Of course the bulk of money
would come from Japan and especially China. This will be an important step towards the con-
solidation of China’s influence over the Asian continent. As for the economic agenda, the
steps taken by China to give it greater access to the much needed natural resources are par-
ticularly relevant for this discussion. The agreements concluded with African countries such
as Angola and Sudan, or with Iran or Kazakhstan indicate an increasingly active state at the
international level. They show China’s interest to consolidate its influence in strategically
important, resources rich areas. 

All in all, ‘the crisis is pushing the world’s fourth largest economy3 with the biggest for-
eign exchange reserves, to the centre of global summitry’ („China Moves to Centre Stage“,
The Economist, November 1st, November, 2008). It is hard to predict how the world’s finan-
cial system will look like in the aftermath of the crisis. Especially since ‘a fundamental reassess-
ment of the value of every asset everywhere in the world’ is taking place, as Kevin Warsh, a
governor of the Federal Reserve, stated („The Global Economic Summit, After the Fall“, The
Economist, November 15th, 2008). This will shed light on the financial situation of each coun-
try. Even if processes are unfolding and clear-cut statements are inappropriate, it is increa-
singly clear that the American financial system is no longer perceived as a role model. Ten
years ago, during the Asian flu, international financial institutions presented the American
financial system as a model for Asian governments; ‘today, it is Asia, especially China, that
may be entitled to give Americans a lecture’ (James, op. cit.).
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2. The model of free market capitalism under a cloud

Any deep crisis naturally raises questions regarding the appropriate solutions and reco-
very strategies. It even challenges the capacity of the existing development model to adapt
and respond to a fast-changing reality. The current crisis places under a question mark the
prevailing model that has guided the development of capitalist world for the last centuries:
the Anglo-Saxon model. It is the model that prevailed over socialism, and that proclaimed
deregulation over regulation. It has bred the process of globalization as the free circulation
of financial flows and goods around the world, as the gradual breakdown of barriers and restric-
tions in world trade, as the drastic reduction of the role of the state in the economic processes
that now take place at a global level. It guided the transition of the former socialist states
towards the market economy and the capitalist reconstruction in that region. In simple terms,
it is the model that, for a period of time, seemed desirable, constituted a true brad of deve-
lopment as a result of its association with the power and prestige of the US. 

The model is challenged on two grounds at least. First, the crisis broke out in the very
country where it worked best, the US, which will experience stagnation or recession, together
with the other developed states; this is likely to amplify the questions regarding the capacity
of the model to steer and spur development. Second, there are states which have not followed
this model, and still had impressive growth rates. The same states are considered to cope with
the crisis at lower costs. The fact that these states develop at higher rates than many deve-
loped countries, that their foreign exchange reserves will allow them to overcome the crisis
more easily adds to the discussion about the development model. 

The question regarding the development model is worth discussing at different levels. The
first regards the developed countries that have functional, stable democracies. It is a matter
of fact that every capitalist economy has a mix of regulation and liberalism. In other terms,
a mix of state and private enterprise. The liberal-democratic model of the last 20 years has
broken the balance between these two factors up to the point where regulation became a true
enemy. Deregulation has been pushed to the extremes and supremacy of the market was pro-
claimed, together with a blind faith in the market and excessive risk-taking, which gave rise
to the theoretical concept of ‘market fundamentalism’. The state, which is the other element
of the state – market couple, was reduced to a rather symbolic presence in the economy. Today,
one can see that the option for excessive deregulation has led to great economic troubles,
originally in the US and then spreading rapidly throughout the world.

Most likely, the crisis did not or will not sanction the model as such, but rather its excesses.
Even so, public consciousness may assimilate the crisis to a partial failure of the model. This,
in turn, will have considerable economic effects. Roger C. Altman was right to underline that
‘this damage has put the American model of free market capitalism under a cloud’ (Altman,
2009). Economy mingles with the credibility and prestige of the underlying model, or of a
state, industry, company etc. more than we are aware of. This is especially true when we talk
about financial flows and direct investment. So far foreign direct investments have gone into
the US, with China being the second destination. It will be interesting to watch the destina-
tion of foreign direct investments in 2009 and the following years. It is quite clear that the
American market will no longer be as attractive as before, at least until things settle down.
And we can safely assume that, provided it maintains a growth rate of 8%, China will be a
preferred destination for such investments. Or India, that is expected to grow at 6-6.5%. 

Global Economic Crisis – the Geopolitical Crossroads of Our Time 13
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All measures taken in the US and in all developed states over the last few months, such
as massive recovery programs to stimulate growth, financial aid granted to firms, even natio-
nalization of banks show that the state has come to the fore of the economy and is a main
actor in regulating the financial markets and intervening in the economy. In simpler terms,
the aforementioned mix between regulation and liberalism has been reconsidered. It is sure
that the current crisis will initiate a development cycle in which the state will play a more
prominent role, while regulation will be a priority in every country. It is still difficult to assess
what will be the weight each of the two factors – state and private enterprise, what combi-
nation will be deemed more appropriate under the circumstances. What is certain is that change
is under way. As The Economist underlined, „we are witnessing a move away from ‘unre-
gulated markets’ towards the regulatory wisdom of public authorities“ („The Left’s Resig-
nation Note“, The Economist, December 13th/19th 2008). 

We hope that the steps towards regulation in order to limit the excessive risk taking will
not stifle private enterprise and will not lead to state fundamentalism. This would be about
the same mistake and the same process – fundamentalism in reverse – only affecting the other
member of the state-private enterprise couple. Generally speaking, roles and priorities will
be reconsidered, but this will take place within the limits drawn by these two factors, at least
as far as developed countries are concerned. 

The second level where the issue of the development model is to be addressed is provided
by the ‘nondemocratic’ or ‘authoritarian’ states, as Azar Gat calls them. They provide a totally
different story, especially if we judge China’s economic results and its future growth trends.
In an article covering China’s recovery program, The Economist states: ‘the stimulus package
will be enough to keep growth at 7.5-8% for the year as a whole. If so, of the world’s eight
biggest economies, China will be the only one to enjoy any growth next year; most forecas-
ters expect all the others to contract’. In other terms, forecasts are that China will manage to
grow even under the conditions created by the global crisis situation, which makes the dis-
cussion about the development model even more dramatic. 

According to the same magazine, ‘China will account for almost half of all the increase in
world output next year’ („The Global Economic Summit, After the Fall“, The Economist, Novem-
ber 15th, 2008). Ever since the 40s, the US has been the world’s economic engine. Shortly before
the crisis, an ‘alternative engine for global development’ appeared (Das, 2008, 69). The crisis
reinforces this position and places China at the heart of contemporary development processes.
Most likely, China will preserve this position during the crisis, given the problems facing the
US and will be an important engine of the global economy. In numerical terms, this is strik-
ingly expressed by the fact that it alone will account for half of the world’s GDP. 

An additional proof that the question of the development model is here to stay is a recent
article authored by Daniel Deudney and G. John Ikenberry – ‘The Myth of the Autocratic
Revival’. According to the two authors, capitalism with its economic foundation – private
property, on the one hand and liberal democracy, on the other, are tightly knit: ‘liberal demo-
cracy represented the sole pathway to sustained modernization; there was but one success-
ful model, pioneered and embodied in the West’ (Foreign Affairs, January/February, 2009).
This is beyond doubt, at least when we talk about developed states, where economic and social
disparities are rather small. 

However, there is a host of theoretical positions that challenge what used to be consi-
dered unquestionable and inevitable; according to such positions, there are ‘multiple paths
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to capitalism modernity’ and that ‘authoritarianism is quite compatible with capitalism’ (Gat,
2007). The starting point of such positions is the rise of China and Russia, which would mark
‘a return of economically successful authoritarian capitalist powers’ and ‘may represent a viable
alternative path to modernity, which in turn suggests that there is nothing inevitable about
the liberal democracy’s ultimate victory – or future dominance’ (Idem). In Azar Gat’s inter-
pretation, the rise of Germany and Japan in the interwar period resembles that of China and
Russia today. All of them have a strong capitalist base (performing under conditions of pri-
vate property and economic competition) but an authoritarian political regime. The author
underlines two main aspects. First, Germany and Japan were medium-sized powers, while
China and Russia are continental-size countries whose rise will have a greater impact. Sec-
ond, Germany and Japan economic achievements were comparable to the achievements of
traditional democracies. ‘There is no reason, however, to suppose that the totalitarian capi-
talist regimes of Nazi Germany and imperial Japan would have proved inferior economically
to the democracies had they survived … Authoritarian capitalist regimes are at least as suc-
cessful – if not more – in the early stages of development …’ (Gat, 2007).

The difference between the interwar and the contemporary period is created by the cu-
rrent crisis. Crises have always bred the propensity towards iron-hand policies, which may
derail into authoritarian regimes. Back then, the capitalist democratic system was dominant;
today, two economic giants have embarked on a different development model than the liberal-
democratic one. The existence and the pretty successful application of such a model that is
different from the historically validated one can stimulate other states to look for alterna-
tives, too. 

3. Development is the only hard truth

Today’s global crisis will encourage alternative thinking on the traditional growth and deve-
lopment models. Under these circumstances, the capitalist model appears to be less appea-
ling, since it has led to the crisis in the first place. Again, a question arises as to its validity
and appeal. A closer look into two moments of China’s recent history sheds light on this topic. 

After the dramatic events taking place in the former socialist area in the 1960s – the most
important being the invasion of Czechoslovakia in 1968, China chose to undertake a deep
reform of its crumbling system. That came after the Cultural Revolution and after the exhaus-
ting draught scorching the country for several years. So, reform was undertaken under both
political and social pressures caused by famine. Until then, the unity between the socialist
system and common property had been current orthodoxy and no other type of property was
accepted. The Chinese Communist authorities changed the orthodoxy itself, agreed that pri-
vate property could coexist with socialism and implemented policies in order to stimulate it.
This major change caused a boom in China’s development and was the starting point of a
true historical experiment. 

The second experience that needs to be emphasized has to do with China’s attempt to build
capitalism with a socialist superstructure. The question is whether capitalism can live next to
an authoritarian regime. The former experiment regarding the marriage between socialism and
private property succeeded; will the latter experiment be equally successful? Most authors agree
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that, in the long run, the tension between the socialist superstructure and the capitalist eco-
nomy will eventually be solved in favor of the latter. That, in turn, could favor the conclusion
that China will inevitably become a capitalist country. Yet, we consider that the traditional ca-
tegories and dichotomies – capitalism versus socialism, private versus public property, right
versus left etc. – do not fully grasp China’s recent experience in the field of development and
economic growth. This experience defies preexisting categories that were conceived in di-
fferent historical, cultural and geographical settings. Interpreting this experience in such
dichotomist terms has a strong ideological bias and presents major theoretical weaknesses.
China’s mode has been neither capitalist nor socialist, but has been development-driven. 

That was clearly expressed by Den Xiaoping, the Chinese leader credited with developing
the Chinese economic reforms. During his famous 1992 famous Southern tour of China, he
stated that „development is the only hard truth. It doesn’t matter if policies are labeled socia-
list or capitalist, as long as they foster development“. This instance of deep Chinese thinking
is not quoted very often. It reflects the idea that China’s strategy has been pragmatically ori-
ented. This pragmatism runs counter to ideological labels and is result-oriented. Policies under-
taken for the last 30 years bear this distinctive mark left by the pragmatic, step-by-step approach. 

China’s mode appears to refute pre-established labels, categories or theoretical models.
After saying no to the socialist model and to its rigidity and unilateralism, China said an equally
determined no to capitalism. It is less concerned with ideology than with results. In general,
analysis devoted to China often has a strong ideological bias. Questions around its recent his-
tory of development are ideology-led: is China socialist or capitalist?, is it more rightist than
leftist, or the other way round?, how will China’s political future look like?. There are argu-
ments in favor of either of the two perspectives, but this is irrelevant. China’s ultimate goals
are development and modernization-driven. This approach has not been bred by the recent
socialist experience solely. China has retained the coordinating function of the state out of a
rich and long historical experience and has embraced the market system thus exploiting one
of the most outstanding acquisitions of modern world. This marriage between the state and
the market system – although paradoxical and incomprehensible for those ideologically biased
– appears to be a happy one. The success story provided by China so far makes it likely that
things will go on as they do now, without major changes or adjustments. 

Economically speaking, China is liberal, more liberal than many other Asian countries.
It has attracted multinationals, opened trade, and stimulated international cooperation. The
fact that this strategy is downright modern has not been questioned by anybody, not even by
Western analysts. China allowed for the implementation of typically capitalist mechanisms:
private property and competition, while retaining the role of the state and its involvement in
economy. The ratio between the state and private enterprise is utterly different. China’s path
of reform has been extremely difficult, the change process entailed uncertainty which, in turn,
could have caused social turmoil. Giving up the coordination and control function of the state
would have been risky under such severe social circumstances. Apart from the social rea-
sons, the decision to retain the power of the state was favored by the experience of other Asian
countries in the 1990s. Back then, governments played an important role in re-launching the
economies of these countries, albeit in different ways. Besides, China is huge and has a huge
population, which calls for a different role of the government. What is important is that, lea-
ving ideological labels behind, the combination between the state and the free market me-
chanisms has been working successfully in China. 
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This combination has already received different terms, state capitalism, or ‘bureaucratic
capitalism’ (Fenby, 2008, 675), ‘authoritarian capitalism’ (Gat, 2007), which presumably is
less significant. One shouldn’t overlook some real problems that exist in today’s China, such
as the limitation of civil liberties, ecological imbalances, ethnic tensions, etc. At the same
time, the country’s huge economic leaps are undeniable. Chinese leadership has committed
itself to development objectives, consequently, their performance should be judged within
this framework. 

In any case, the Chinese mode, where the state is the main driver of development, is appea-
ling to countries that seek to develop quickly in order to overcome considerable economic
gaps. For instance, it appeals to ‘third world countries’, which have no democratic traditions,
are less developed and need the state to drive the whole development process. China’s increa-
sing influence in Africa is a hotly debated issue. The extension of Chinese influence in Africa
is real and is driven mainly by its thirst for natural resources. But the influence is also due
to the appeal of the Chinese mode and its recent economic achievements. Provided China is
not swept by the crisis, its influence will become more and more visible due to the appeal of
its development model. Just as the US is a landmark of the liberal-democratic development
model, so will China be the landmark of the capitalist-state development model. This will
strengthen its geopolitical influence in the long run.

4. Globalization revisited 

One of today’s major processes and phenomena of contemporary world, namely globaliza-
tion has been undergoing major changes because of the crisis. The first change has to do with
the fact that today states are focusing on their internal problems, while global concerns are some-
what deemed as secondary. The world’s economic flows among countries and at the global level
are changing. Most of such flows will be inwardly bound, while the agenda of powerful states
that used to lead the globalization process will be dominated by domestic concerns. 

As we have already mentioned, the US recovery program was the first on the agenda of
the new American President. The priorities of the new administration will be driven by domes-
tic concerns. The American consumerist boom has come to an end and America will have to
come back to a thrift behavior. According to the analysis provided by The Economist, Ame-
ricans ‘will have to save more and import less’ („Asian Economies, Troubled Tigers“, The
Economist, January 1st-6th February, 2009). The Americans’ saving rates will undoubtedly
increase, which will inevitably lead to a decrease in consumption. The US faces not only pre-
ssing economic problems, but problems related to prestige and credibility. Economic reco-
very is vital for recovering the prestige that we usually associate with that super power. 

Other presidents, such as N. Sarkozy and S. Berlusconi announced protective measures
in order to prevent their own companies ‘from being acquired by foreign interests’. Accor-
ding to Roger Altman, this contradicts the main tenets of globalization, among which free
competition is the main one. The Economist (November 15th-21th, 2008) labels the French pre-
sident ‘the secret socialist’ as a result of the measures taken to increase regulation and the
role of government in the economy. China does not appear intent on getting involved in global
issues, either. The Chinese leadership considers that ‘its priority was to keep their own eco-
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nomy running smoothly’, this being ‘China’s greatest contribution to the world’ („Reflating
the Dragon“, The Economist, November 15th, 2008). 

The export-driven economy model followed by Asian countries is about to crumble because
the export markets have collapsed. The world’s largest market, the American one, is chan-
ging rapidly and soon it will no longer be a base for Asian exports. As a result, Asian coun-
tries will also turn rapidly towards their internal markets, hoping to survive due to the internal
demand and consumption. They are in a good position to make internal demand the engine
of economic recovery since they generally have considerable financial reserves and the cu-
rrent level of consumption is low. One may say that the crisis hit Asian countries and espe-
cially China a little bit too early, meaning that it caught them with a still underdeveloped, yet
impressive middle class. For instance, the ratio of middle class in the overall Chinese popu-
lation grew from 15% to 62% from 1990 to 2005. The same pattern will apply to India dur-
ing the following decades: from 5% today, Indian middle class will reach 20% in 2015 and
40% in 2025 („Burgeoning Bourgeoisie“, The Economist, 14th/20 February, 2009). The emer-
gence of the middle class leads to increasing internal demand and consumption. The policies
that have led to a vibrant, urban middle class whose volume is already measured in millions
represent one of the major achievements of Chinese leadership. The emerging Chinese mid-
dle class constitutes a real alternative in case exports tumble. Under such circumstances, the
huge internal market may soon become the new engine of economic growth. 

The fact that states are turning inwardly can be noticed when taking a look at the new
types of financial flows. ‘A great retrenchment is under way, the product of both market forces
and political pressure on banks to lend at home rather than abroad’. The tendency is con-
firmed by the dramatic decrease of private capital flows, which used to feed development in
emerging economies and developing states, and which were the main factors of economic
globalization. ‘Net inflows of private capital will slow to $ 165 billion this year, down from
a peak of $ 929 billion in 2007’ („Globalisation under Strain, Homeward Bound“, The Eco-
nomist, February 7th-13th, 2009). 

This does not mean that the world will submerge into a generalized autarchy. Global eco-
nomic flows will not cease to exist but global trade arrangements will be concluded only if
the economic interests of their initiators could not be otherwise met. Such global arrange-
ments will be sensitive indicators of newly emerging geopolitical interests, flows and trends. 

One of the most important trends of this kind is the emergence of energy couples. The
states that possess rich natural resources, especially oil and gas, will become particularly re-
levant, as well as their links with the great economic powers. US-Middle East, China-Africa,
China-Iran or Russia-Europe (with Germany leading the EU in this relation) are examples
of such emerging couples. Irrespective of the stance taken, it is clear that Russia is strength-
ening its geopolitical outreach this time not based on ideology or military power, but on its
huge natural resources. As a result, it has become a genuine bridge connecting the European
and Asian continents. 

New financial couples are emerging as a result of the crisis. The special financial rela-
tionship between China and the US is of particular interest. The American public debt must
be financed somehow and China’s foreign exchange reserve appears to be the first source to
turn to. At the same time, the US cannot ignore the sheer size of the Chinese internal mar-
ket and its capacity to absorb American products. China itself is not in a position to ignore
the American technology and its driving force in economic development. Nor can it discard
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the American internal market. This market, drastically limited as it may become, will con-
tinue to be an important outlet for many Chinese products. The two countries holding the
first two positions in the world’s economic hierarchy in 2010 will engage in a totally new
financial and commercial relationship. They will still fiercely compete against each other,
yet their interests will be tightly knit. This fierce competition is often disguised under the
glittering term „cooperation“, the question being who the winner of this competition/coo-
peration relationship will be in the medium and the long run. 

Another change brought about by the global crisis is the indisputable increase of Asia’s
share in the global GDP, which also reinforces its geopolitical significance. Asia is likely to
remain the world’ fastest growing region even confronted with the global crisis. In 2009, the
average growth rate of Asian countries will be 4-5% („Asia Economies, Troubled Tigers“,
The Economist, January 1st-6th February). This represents only half of the 2007 rate, and
still it is an outstanding performance in the present context. It is important to underline that
this Asian average refers to countries with negative growth rates – such as Hong Kong, Sin-
gapore, South Korea, and Taiwan – as well as to states whose growth rates will be above the
average. It is significant that Asia’s growth process is driven by the big states of the conti-
nent, China, India, and Indonesia. The top economic hierarchy will change soon precisely
because of the superior growth rates of this big Asian states. In 2010, China will in all prob-
ability pass Japan to become the world’s second largest economy. In 2030 it will pass the US
to become the world’s largest economy, with India and Japan occupying the in the third and
the fourth place respectively. Around that year, three out of the four world’s largest economies
will be located in Asia, which is a clear indicator of Asia’s economic supremacy. 

Besides, China is becoming the leader of the Asian continent slowly and surely. Export
accounts for 36% of China’s GDP (compared to 16% in Japan and 14% in India). Compared
with other export-oriented economies, Chinese export is processing export, meaning that China
assembles important parts coming from neighboring countries, making China a gateway for
all Asian exports. Many Asian countries show some degree of dependence on Chinese per-
formance and this dependency is increasing given the fact that export markets are falling world-
wide. China’s being the gateway of all Asia becomes more prominent, especially in the context
of the strong commercial ties with the US. As a result, its position as the region’s economic
leader will be strengthened, as well as its position as a pillar of the international system. 

It is clear that, once domestic problems are solved, global considerations will come back
to the fore, but the terms of trade will be different. It is unlikely that globalization will retain
the same meaning, since the crisis is intimately associated with this process. Rather, globa-
lization will mean inter-nationalization, with states playing the main role in the whole process.
Private financial flows, severely diminished during the crisis, will continue to exist but under
new regulations. States will dominate the internal arena, making it likely that they will do so
on the international arena as well. The international life of the future will be dominated by
competing states and regional units. 
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5. ‘Power and influence is shifting to the East’

One of the major geopolitical consequences of the global crisis is not only the emergence
of a ‘nonpolar world’, but the emergence of Asia as a more prominent continent, given its
power, influence and increasing wealth. ‘The Western-oriented world is replaced by one
increasingly dominated by the East’ (Ikenberry, 2008). The fact that the world’s economic
hierarchy will be dominated by Asian powers is only one side of the story. The whole set of
values underlying world affair is changing. China’s massive rise, India’s exuberant develop-
ment and the economic upturn of Russia, the Euro-Asian power par excellence, are intima-
tions of the emergence an Asian-centered world order’. ‘Power and influence is shifting to
the East’, remarked Tony Bair. ‘In time will come India, too. Some see all this as a threat. I
see it as an enormous opportunity. But we have to exercise a lot of imagination and elimi-
nate any vestiges of historic arrogance’ (Blair, 2008). 

The United States and China and are the two economic symbols of the Western and the
Eastern world respectively. ‘Now and for the next generation, globalization will have an east-
ern and western pole, akin to the earth’s North and South poles. The eastern pole is unequi-
vocally China … America’s position as globalization’s western pole is equally secure for at
least the next decade’ (Shapiro, 2008, 127). The two superpowers are bound to cooperate and
this bond will be strengthened during the crisis. The important thing is how the world will
look like when the crisis ends and whether the efforts to overcome the crisis will prompt com-
petition at the expense of common action. 

Many major developed countries will survive the crisis well, although they will hardly
reach their former glory. There will be rising states, too, whose ascent will have been backed
up by globalization. The important thing is that this makes a very heterogeneous group of
states, whose vision and values differ widely. This heterogeneity creates important obstacles
for a new international order and, according to Henry Kissinger, ‘the alternative to interna-
tional order is chaos’ (The Independent, January 20th, 2009).

A new international order can be created either by a dominant superpower, or by a group
of states that share common values and outlooks on world affairs. At the end of the Cold War,
the US remained the only superpower, and its mode was shared by most countries. This was a
unipolar order. Alternative searches to the unipolar world have been going on since the out-
break of the global crisis. According to the same renowned author, ‘an international order will
emerge if a system of compatible priorities comes into being.’ (Idem). What is new about the
crisis is that it questions the present liberal order. Another distinctive feature is that ascending
players are big, politically and economically relevant states, each a true colossus. These are coun-
tries with an impressive historical background that will strive to enforce their own visions and
outlooks on international issues and that will not easily conform to American prescriptions. 

Equally important, the emergence of an international order must be preceded by the solu-
tion of the crisis in the first place. The reconstruction of the international financial system rep-
resents the core of the whole process. How this will actually take place is still difficult to assess.
Some analysts speak about a new Bretton Woods-kind of global agreement. At the same time,
there are critical voices according to which ‘the geopolitical use of finance was one of the ills
that the Bretton Woods Conference was supposed to remedy over half a century ago’ (James,
2009). The reconstruction of the international financial system needs to be driven by a power-
ful, credible country. The US, whose role should be crucial, is home bound at the time and is
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‘unwilling and probably unable to act as the world’s stabilizer’, while China, ‘the preeminent
holder of global savings … can not hope to stabilize the world on its own’ (Idem). 

On top of these difficulties entailed by the current situation lies the fact that the financial
collapse has global origins and consequently, its consequences can be mastered only by global
action. National frames appear not to be enough for this enterprise. Yet, the tendency is for
every state to solve its financial and economic problems on its own. Common action is hardly
conceivable right now, projecting the image of confusion, fragmentation, uncoordinated action.
While the foreground is dominated by the rhetoric of cooperation, the background witnesses
the competition between states and regions. 

Who the winners of the crisis will be? Most likely, it all depends on how long it will take
the major states to recover and take off again. If the US and Europe recover quickly, then an
order based on clear rules may emerge. If the recovery lasts longer, the crisis will help the
ascending countries, whose progress will have been supported by the crisis itself. Consequently,
why should they be interested in accelerating the establishment of the new order?

The crisis has not brought many novelties; it has rather reinforced existing processes and
tendencies in a more powerful manner. It has put already crumbling systems to a severe test
and has been forcing a major reassessment of concerns and priorities. At the same time, the
crisis allows for a real tectonic shift, which will open new vistas for the evolution of the world.
The world as we know it will be crossed by new geopolitical currents, which will be hard to
be reversed any time soon. 

Notes

1. For instance, a person wishing to buy property in China would have to pay 30% of its value in cash
in order to get a credit. Such guarantees were no longer necessary in the US. Moreover, in the US a person
or a firm could resell the credit and the new buyer could resell it again, which led to the strange situation
when the originator of the credit was no longer known. 

2. One should be cautious about state’s spending on public infrastructure – a core dimension of the Amer-
ican recovery plan. At the beginning of the 90s, Japan followed the same route and fared poorly because it
already had a good infrastructure. State’s intervention is necessary, but the route taken by each state varies
greatly depending on its circumstances. President Sarkozy’s recent statement is relevant in this context: ‘La
recherche et l’innovation c’est la clé pour que notre pays sorte renforce de cette crise sans precedent’ (Dis-
cours de M. Le Président de la République, A l’occasion du lancement de la réflexion pour une strategie de
recherche et d’innovation, Jeudi 22 janvier 2009). 

3. According to the November issue of the same magazine (November, 15), Chinese economy is the world’s
third biggest, which has become the standard ranking. There are estimates indicating that in 2010 the Chi-
nese economy will surpass the Japanese economy to become world’s second.
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Abstract

Among the underlying assumptions in interpreting texts a most important one is how reality is under-
stood. As text interpretation has moved from historical-critical approaches to postmodernist ones, the text
is viewed against two kinds of reality: the supposed historical reality behind the text by the historic-critical
scholars, or the reality of the reader by the postmodernist scholars. The paper explores the way in which
reality was understood by ancient writes and some of the literary devices they developed in order to describe
it and through which they coached their readers to properly understand the meaning of their stories. By using
ancient texts like the Sacrifice of Isaac and some passages from the Passion Narrative from the Bible, the
author shows that ancient writes used a more complex concept of reality than modern scholars, which makes
it difficult for them to understand ancient texts unless the whole understanding of reality used when writing
such texts is recovered, reality which is referred to as „within the text.“ 

Key words: objective reality, authentic reality, created reality, reality behind text, reality in front of the
text, reality within the text, object, subject, modernism, postmodernism, Passion Narrative, Sacrifice of Isaac,
Genesis 19, Genesis 22, Abraham, Isaac, Lot, Sodom, Synoptic Problem, Jesus, reality blocker, reality empha-
sizer, Numbers 5:11-31, torat sotah, historical-critical scholarship, sexual language.

It is widely recognized that even the most objective interpretation is based on some under-
lying assumptions which are rarely acknowledged, let alone discussed. Among these, I will
argue that the most important one is how reality is understood. To be more precise, it is assumed
that modern scholars have a sound understanding of reality both in terms of what it is and
how to describe it while ancient people had a fanciful understanding of reality usually referred
to as mythical thinking. As a result, ancient texts are virtually unintelligible to modern rea-
ders therefore modern scholars see their task to translate ancient texts into modern categories.
That ancient writers may have had a better and more accurate understanding of reality com-
pared to which modern scholarly understanding seems simplistic or even narrow minded pro-
bably no serious scholar would consider. This paper explores precisely such a ridiculous idea.
In order to compare the way in which reality was understood by ancient people and the way
in which it is understood by modern scholars I will resort to some ancient texts as well as
modern interpretations of them.

Reality has to do with what exists and is conveyed by the verb to be. Because reality is
such a fundamental and universal concept, this verb is probably the most pervasive word in
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all languages. Being so common, its meaning seems self-evident: to be or to exist means to
be out there as an object of investigation for everyone to perceive. This form of existence is
often referred to as objective existence and is used to distinguish the objects that exist out
there in reality and not just in the imagination of some subject. Because of its independence
of any subject, objective reality has received special attention from philosophical reflection
as a result of its epistemological function: it has the potential to provide knowledge about
the world that can be verified and therefore can be universally accepted as normative. It is
widely believed that the concept of objective reality has laid the foundation for scientific
research, the only reality that science recognizes and is able to deal with.

In dealing with events of the past, however, the concept of objective reality no longer uses
the word is bur rather was, or happened. Again, to distinguish things that were out there or
happened out there for everyone to see from those which were just imagined, the objective
reality resorts to the qualifier really: really was, or really happened. This distinction is impor-
tant because only events that actually belong to objective reality properly qualify to provide
reliable and valid historical knowledge.

The concept of objective reality without a doubt has a tremendous epistemological sig-
nificance and there is no surprise that for a long time it seemed the only form of reality that
can properly be identified as such, indeed, that can be properly conceived. The existence of
the object, however, is not the only form of existence possible or important. Another form
of existence is that of the subject, that it, of the one who is aware of the existence of things
as objects of investigation. While subjects share the same kind of objective existence with
the objects of their investigation in the sense of being objects of investigation of other sub-
jects – including themselves – their existence is different from the existence of the objects
of their investigation in an important way. While the existence of objects which are out there
can be viewed as fixed because they have no control over whether they exist or not or whether
they are they way they are and not different, indeed, not even being aware that they exist at
all, the existence of a subject who is aware of its own existence is something open. What I
am is different from the way in which the chair on which I am sitting is because my exis-
tence is not fixed. The chair can only be what it is and if it becomes something else is because
other outside factors have caused the chair to turn into something else. Although it is true
that human existence can be modified by external agents just as the existence of a chair can,
in human existence the human subject is usually also a deciding agent. I say usually and not
always because sometimes humans allow their existence to be completely shaped by outside
factors without their own input so that it becomes very similar to that of an object, and when
that happens, that existence is no longer an authentic subject existence. What I am right now
and what I am doing right now is the result of many choices which I have made over a long
period of time as well as decisions taken by others, including factors which were beyond my
control. Moreover, while the chair on which I am sitting right now can only be what it is, I
could be something very different from what I am right now if I want to. What makes human
existence real or authentic is precisely the potential of being something else. The ability of
the subjects not only to be aware of the existence of other objects but also of the extent of
the unfulfilled potentiality of their own existence makes their existence special and different
from that of any other object.

Once the existence of the subject is recognized, another form of existence for the object
can be identified. While the objective existence defines the existence of an object indepen-
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dent of any subject, the same existence can be very different when viewed from the point of
view of a certain subject or of a category of subjects. This kind of existence or reality which
is created or decided by subjects has escaped philosophical reflection and therefore is alien
to modern thinking, therefore I will label it created reality. In other words, to some extent
objects are not what they are in themselves, but what subjects want them to be. Subjects are
able to create such a reality as a result of their ability to conceptualize and to exchange ideas
through the use language. Because the conceived reality is accomplished by the subjects
through language, the study of such reality needs to be done not by how objects are in the
world, but by how they are described in texts or language.

In order to illustrate that the created reality is both real and different from the objective
reality I would like to use the notion of real estate. As its name implies, real estate refers to
values which are objectively out there and real so that anyone can see and verify. That the
value of real estate is something objective seems to be proved by the fact that various pro-
fessional evaluators would assign surprisingly similar value to the same piece of property
although the evaluation is done independently. In spite of this, the value of real estate is not
as real and as objective as it may seem. If one compares two pieces of property – identical
from all points of view – but one from a rich neighborhood and one from a poor neighbor-
hood, the values of the two pieces of property would be substantially different regardless of
how many evaluators calculate the value of the estate. Similarly, if one decides to build two
houses using the same builder, identical blueprints, identical materials, and on identical lots,
but one in a good neighborhood and one in a poor one, the two apparently identical houses
would have substantially different values no matter how many evaluators calculate their value.
In a sense, things are not what they are in themselves, but what humans want them to be.
Strange as it may seem, if enough people agree that the value of a discarded piece of paper
is worth millions of dollars, it will sell for that amount. What enables us to place extreme
value on some objects and consider others worthless is our ability through language to agree
on what is important.

Without denying that the difference between what is called modernism and postmodernism
involves quite different methodological procedures, I will argue that the major change has
taken place in the way reality is understood, and therefore when the text is analyzed from
that perspective, the methodological procedures specific to modern and postmodern scholar-
ship not only are better clarified, but they no longer appear as unrelated and mutually exclu-
sive. Moreover, the concept of created reality allows for insights into the meaning of the text
which is not available in any current method of interpretation. In order to illustrate this, I will
look at the story found in Genesis 22:1-19 about the sacrifice of Isaac from both the histor-
ical-critical and from the postmodernist perspectives.

The story about Abraham’s attempt to sacrifice his son Isaac belongs to a larger circle of
stories about the patriarchs. From the historical critical perspective such stories are notori-
ously difficult because their historicity is virtually impossible to establish as a result of the
distance in time between the moment when they were written down and when the related
events are supposed to have happened. Even if one assumes that Genesis was written down
by Moses who lived at the time when the Bible claims that he lived, there would still be hun-
dreds of years between when Abraham supposedly attempted to sacrifice his son and when
the story was written down for the first time. From the historical-critical perspective, to esta-
blish what really happened by using this story is quite a formidable task. The accuracy of
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the text is further undermined by the inconsistency in using the divine names. For instance,
in the first part of the story God is referred to as Elohim, while in the end of the story God
is referred to as Yahweh. Because of this inconsistency scholars have concluded that the story
is a composite of materials coming from two sources: one from an Elohist document – usu-
ally referred to as E – and one from an Yahwist source – usually referred to as J from Jah-
weh, thought to be older than E. Because the story is assumed to come from the Elohist source,
we have a strange situation in which in a later story material from an earlier source is inter-
polated. Comments like the following are typical for Bible commentaries: „The story, except
for vv. 15-18 and a few minor additions, is from E. It is one of the most beautifully told and
most moving of the stories in Genesis, and indicates that E, at his best, is artistically on a
level with J.“1 Because the story is so distant from the events it purports to relate, it does not
refer necessarily to the people it describes, indeed, even the places it mentions: „If the le-
gend be very ancient, there is no certainty that the place was in the Holy Land at all. Any
extensive mountainous region, well known at the time, and with a lingering tradition of human
sacrifice, would satisfy the conditions.“2 As far as the reality behind the story is concerned,
this is what a historical-critical scholar would speculate: „The primary intent of the tale was
presumably to explain why it was that human sacrifice was no longer offered at the sanctu-
ary at which it was told. In E it has a deeper significance: human sacrifice has no place in
the worship of the Lord the God of Israel.“3 Gunkel makes the interesting suggestion that the
reality behind the patriarchal narrative is later than the reality behind the Jephthah’s narra-
tive which–as one may remember–occurs during the time of judges: „Accordingly, the Jeph-
thah narrative is harsher and more ancient, Gen 22 softer and more modern. Indeed, the narrator
knows that, in the final analysis, God does not desire this sacrifice. But the legend still reck-
ons with the possibility that God could require it.“4 Because of the nature of the sources, the
recovery of the reality behind most of the biblical narratives is a virtually hopeless enterprise.

While postmodernist scholars would not deny that the biblical narratives are distant in time
from the events they are supposed to relate, they are not interested in recovering the reality
behind the text, but rather in dealing with the text as it is. Because they insist on analyzing
the text as it has come down to us, such approaches are usually referred to as literary approaches.
The term is unfortunate because it obscures the fact that stories still have to do with reality
and not necessarily with fiction as the word literary may suggest. Often postmodernist inter-
preters ignore or seem not even to be aware that the text creates a reality of its own which can
be quite different from the way things really happened or happen. Indeed, sometimes the inter-
preter assumes the reality of the reader – which is variously called context, social location,
and so on – as the reality against which the text is interpreted, making the reality within the
text virtually irrelevant. While borrowing concepts and procedures developed by literary
approaches, my goal is not to illustrate such procedures – the reader’s familiarity with them
is assumed – but to point out how reality is understood and described in the text.

The story begins: „After these things God tested Abraham. He said to him, ‘Abraham!’
And he said, ‘Here I am.’ He said, ‘Take your son, your only son Isaac, whom you love, and
go to the land of Moriah, and offer him there as a burnt offering on one of the mountains that
I shall show you’“ (Gen 22:1-2).5 The story is told neither by God or by Abraham, but by
what scholars refer to as the narrator. Typically, narrators never introduce themselves and
although narrators must have been real persons, they differ from real persons in some respects.
In our case, the narrator seems to know what no person in real life would ever be able to:
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what God tells Abraham apparently in a dream and that God has some kind of test in mind.
Narrators which claim to know what no one ever can are usually referred to as omniscient
narrators. This is, however, a misnomer. Although narrators may claim to know what no one
else can, it does not mean that they know everything. While they may be quite knowledge-
able in some respects, in others they are quite ignorant. For instance, although our narrator
knows what God tells Abraham and is able to read God’s mind, the narrator does not seem
to know what the test is supposed to be. Is God testing Abraham to see whether he would
find the idea of sacrificing his son repulsive and pass the test by becoming indignant and refuse
to comply, or is Abraham expected to try to bring the required sacrifice and pass the test in
this way? Our narrator does not give us any clue about what the test is and does not seem to
have any. Similarly, another aspect about which narrators are notoriously ignorant is how their
own story ends. Our narrator provides us with no clue as to how the story ends and has to
wait like any of us for the end of the story in order to find out. Regardless of whether God
actually talked to Abraham or not, what the beginning of the story tells us is not what can
happen in the real world but rather what happens quite often in the world of stories.

Then the narrator continues: „So Abraham rose early in the morning, saddled his donkey,
and took two of his young men with him, and his son Isaac; he cut the wood for the burnt
offering, and set out and went to the place in the distance that God had shown him. On the
third day Abraham looked up and saw the place far away“ (Gen 22:3-4). This description seems
to be as life-like as one can get taking into account the kind of culture in which Abraham is
supposed to have lived and commentators are quick to point out the factuality of such details:

Each successive moment in that seemingly interminable interval of time is charged with
drama that is all the more intense for not being spelled out: the saddling of the pack animal;
the unarticulated orders to the servants; the splitting of the wood for the sacrificial fire; the
long, wordless trip to the spot from which the chosen site can first be seen; the forced mat-
ter-of-factness of Abraham’s parting instructions to the attendants.6

At closer examination, however, what this part of the story seems to lack is precisely that
„matter-of-factness.“ First, we are told that Abraham saddled the donkey and in real life that
action can only mean that someone is supposed to ride the donkey. Although there are four
travelers, we have no idea for whom the saddle is intended. Even if we rule out the two slaves,
we are still left with two candidates: Abraham and Isaac. Moreover, it would seem that Isaac
is not the best candidate because later on he takes over the burden of the donkey. Although
Abraham remains as the best candidate to ride the donkey–particularly taking into account
his old age–he text makes clear that he did not ride but rather „walked“. Not only do we not
know who is supposed to ride the donkey, but even if someone had wanted to, that could
have hardly been possible. We learn from the story that later on the load of firewood was
transferred onto Isaac’s back, which would imply that during the three-day journey the load
must have been carried by the donkey, which would have left virtually no room for any poten-
tial rider. Moreover, in real life a saddle may be an appropriate means to accommodate a rider
on a donkey but not a load of firewood large enough to burn a human being. Another fact
mentioned in the story is that Abraham cut the firewood and that may seem quite easy to under-
stand, but not really easy for Abraham to do. According to the larger story, Abraham was about
one hundred years old when Isaac was born, and taking into account that Isaac is strong enough
to carry a sizable load of wood uphill on his back, we may conclude that he must have been
at least in his late teens at this time if not past forty as some commentators suppose. If that
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is the case, according to the narrative Abraham must be at least 120 years old if not past 140.
For such an old man to be able to cut a sizable load of dry wood with a bronze ax would
have been quite a task in real life even if he had had a chain saw. Further, we are told that
Abraham took with him two of his slaves which again seems quite life-like taking into account
that the story takes place at a time when slavery was quite common. But again, while in real
life it was the slaves who did the hard work of cutting wood and loading donkeys, in the na-
rrative it is Abraham who is doing the hard work while his young helpers are busy watching.
According to what they do in narratives scholars have identified various categories of cha-
racters: main characters, secondary characters, helpers, and so on. Although slaves in real
life help in some way, in our story they have done nothing except probably watch Abraham
sweat and run out of breath. As if realizing that we are puzzled by why these slaves are in
the story anyway, the narrator continues: „Then Abraham said to his young men, ‘Stay here
with the donkey; the boy and I will go over there; we will worship, and then we will come
back to you’“ (v. 5). Finally, the two slaves get something to do: nothing. Abraham had spared
these slaves of their hard work because they had a very important job to do: to keep the don-
key company. The reason the donkey needed company is explained in the next verse: „Abra-
ham took the wood of the burnt offering and laid it on his son Isaac, and he himself carried
the fire and the knife. So the two of them walked on together“ (v. 6). Consequently the slaves
were necessary because the donkey was going to be left behind. Fortunately, we are no longer
puzzled by the presence of the slaves in the story, but now we are even more puzzled by the
saddled donkey whom no one has ridden anyway. In real life carrying loads uphill was almost
exclusively done by donkeys for which they seemed perfectly fit, but in our story the don-
key is discharged of its duty precisely when a donkey was needed and helpful most and its
job taken over by Isaac although there was nothing wrong with the donkey while humans
were notoriously unfit for such jobs. For humans to carry loads uphill while donkeys were
available defied anything one knew about how things happened in real life. If the slaves and
the donkey were intended to be helpers, they clearly do not help much. Therefore, I would
call them dummy characters.

After leaving behind the dummy characters, we learn that Isaac was not really dumb: „Isaac
said to his father Abraham, ‘Father!’ And he said, ‘Here I am, my son.’ He said, ‘The fire
and the wood are here, but where is the lamb for a burnt offering?’Abraham said, ‘God him-
self will provide the lamb for a burnt offering, my son.’ So the two of them walked on together“
(vv. 7-8). Again, that seems like conversation between two persons who are quite in touch
with reality when doing something deadly serious, but something is again un-life-like. For
Isaac to embark on such a long journey and not raise any questions about the purpose of the
journey for such a long time and in spite of such obvious clues is quite unreal. What is even
more strange is that Abraham – the initiator of the whole enterprise – does not claim to have
a clear understanding of how things will develop and admits his ignorance as well. Although
he does say something that turns out to be true, in the end he seems so surprised that what
he had said eventually proved to be true that he decided to use the phrase as a toponym (v.
14) which shows that at the time when he spoke he had no idea what it meant. Although peo-
ple may end up doing something else than what they had planned, for Abraham and Isaac to
embark on such a long journey when so much was at stake hoping to find out how things
may turn out is not how people normally act in real life. In this story not only do we have
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helping characters which do not do what in real life they are supposed to, but even the main
characters do not act like real people either.

Having reached this point we need to address the obvious question: Why would an omni-
scient narrator write such a weird story? Why not forget about the slaves and the donkey and
have Isaac carry the wood all the way to emphasize better his ordeal? Since Abraham had to
explain to Isaac that he was the sacrifice when he placed him on the altar, why not provide
that explanation to Isaac right from the beginning or at least as soon as Isaac asked the ques-
tion in order to better emphasize Isaac’s acceptance to be sacrificed after having pondered
over the question for three days or at least for some time?

It is only when we look at reality as it is created in the text and at how it departs from
the reality as we know it that we are in the position to ask the proper questions about the
meaning of the story. Of course, the narrator could have simplified the story and made it more
life-like, but the way in which the story departs from real life provides important clues about
the message. By constructing the story in this way the narrator tells us that Abraham did not
do what he did because he did not have other options, but because he chose to do so. First,
Abraham could have flatly rejected God’s request arguing that human sacrifices were an abo-
mination and in his case it would have made God’s promise of may descendants impossible
to be fulfilled. Or, he could have complied with the request, but carry it out in ways that would
have spared him of unnecessary pain. As the story makes clear, he owned slaves and there-
fore he had the option of commissioning two of them to carry out the sacrifice for him while
he could have stayed home and avoid the ordeal just as he commissioned one of his slaves
later on to find a wife for the same Isaac (Gen 24). After all, God had not insisted that the
sacrifice could not have been performed by someone else. Although he could have delegated
the job, he did not. Further, although he had slaves who could have done the hard work of
cutting the wood and making all the preparations for the journey, he refused to take any short-
cuts and chose to do even what God had not asked for and he was not supposed to. Simi-
larly, he had the option to have the donkey carry the wood all the way to the place of sacrifice,
but he decided to have Isaac carry the wood himself in order to point out that Isaac himself
had the option of making his ordeal easier, but did not want to use that option either. And
finally, Abraham was willing to take the hard road while having quite a vague idea of what
God was up to instead of using God’s vagueness and his ignorance as an excuse to reject the
request altogether.

And now we come to the issue of reality: Did it really happen? Did it really happen that
Abraham was not only willing to do something painful, but to do it the hard way? Did it really
happen that, as a result of his religious belief, he not only was willing to give up something
very dear to him, but to do it in the most painful way? Of course it did! Not only it did ha-
ppen, but probably happened more than once. Not only it did happen to Abraham, but it ha-
ppened to many others as well. Such things happened not only in the reality of the story, but
they happen in the real world anywhere and all the time. And this is where the difference
between historical reality and created or conceived reality becomes important: while histo-
rical reality deals with what happens once, created reality deals with what can happen all the
time. Historical reality has to do with what happen to specific individuals while created rea-
lity has to do with what happens to all those who share the same system of beliefs and think-
ing or created reality. In order to understand this, one needs to look neither at the reality behind
the text, nor at the text, but rather at the reality within the text. That the dummy characters
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were present in the story only to emphasize Abraham’s choices which he did not use is proved
by the way the story ends: „So Abraham returned to his young men, and they arose and went
together to Beer-sheba; and Abraham lived at Beer-sheba“ (v. 19). Although the donkey is
no longer crowded with the wood and is fitted with a saddle, it is simply discarded and Abra-
ham and his company preferred to „walk“ together rather than ride the donkey, possibly by
turns. According to how the story ends, the slaves are retrieved on the way back home but
the donkey is left behind possibly still waiting to be claimed.

Or is it? Could it be that a story is not over when it is over? Most scholars see stories as
self contained units without much connection with one another except possibly in terms of
similarity of plot. The concept of reality within a story enables us to compare the reality within
one story with the reality within another story and determine to what extent stories share the
same reality in spite of the linguistic or even religious differences just as the concept of objec-
tive reality allows for different individuals to share the same room in spite of the fact that
they may wear different clothes, speak different languages, vote for a different party, and wor-
ship at different shrines. The bold question we should dare to ask is: Could it be that the same
reality which is found in the Abraham story we might find somewhere else?

Intrigued by this question I would like to turn to another story written in a different lan-
guage, from a different religion, and quite distant in time from the Abraham’s story and I
admit that the starting clue in my inquiry has been the abandoned donkey. The story in rea-
lity is four stories because it is found in all four Gospels: Matt 21:1-11; Mark 11:1-10; Luke
19:28-38; John 12:12-19. According to the historical critical thinking, such a wide attesta-
tion of a story with just minor differences as far as details is concerned is a strong indication
of its historicity and therefore that it really happened. All four stories are placed at the begi-
nning of what is known as the Passion Narrative: the larger story that deals with Jesus’ final
journey to Jerusalem that culminated with his crucifixion. Why would all four gospel wri-
ters include such an insignificant detail as Jesus’ riding of a donkey when he entered Jerusalem
on his last journey if that is not a piece of historical detail which was faithfully preserved by
the tradition and accurately remembered? Although there are important differences among
the stories as I will point out, the consistent presence of the story in all four gospels points
out to its historicity.

Although John’s Gospel is not the shortest, his version of the story is: „Jesus found a young
donkey and sat on it“ (12:14). The fact that Jesus found the donkey presupposes that some-
one must have lost it and to raise the question of whose donkey it must have been would
probably be the most hopeless question one could ask from the historical point of view. It is
true that Abraham’s donkey is probably the only donkey in the Bible which is lost, but to
suggest that Jesus found Abraham’s donkey would invite ridicule particularly taking into
account that the donkey which Jesus found was „young.“ It is true that we do not know how
old Abraham’s donkey was, but taking into account the kind of labor it had been able to do
for three days it could have been anything but young. To suppose that donkeys can live for
thousands of years and actually get younger defies anything we know about donkeys in the
real world and why should we stretch our imagination and think of Abraham’s donkey when
we know that donkeys can get lost easily when left unattended and lost animals are a con-
stant occurrence in all cultures? Although a lost donkey is still private property, using lost
property and even appropriating it happens all the time and that can easily explain what Jesus
did. It is true that if this is how things really happened, it would raise questions about why
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would Jesus seize unattended property without attempting to get in touch with the owner, but
some commentators solve the difficulty by suggesting that probably Jesus left a disciple to
notify the owner and then returned the donkey promptly. As long as we know that ancient
writers did not have our notion of accurate reporting and therefore were very careless about
providing the proper details, we are justified, indeed, responsible to fill in the necessary details
guided by how things must have happened. By explaining that Jesus must have left a disci-
ple to notify the owner and must have returned the donkey we do not feel that we depart from
the story but rather write it exactly as John himself would have written it if he had witnessed
it with our notion of historical accuracy. After all, all reporting omits information and details
which are really there but are left out because are not deemed important. The concept of how
things must have actually happened helps us to fill in the important details in order to make
the story true as to how things really must have happened.

At closer examination, however, the concept of how things must have really happened
instead of being the solution turn out to be the problem. John tells us that although the don-
key was young, Jesus was able to sit on it and even to ride it. Again, commentators come to
the rescue of the narrator suggesting that this must have been a miracle, and as we know,
miracles are things that defy reality as we know it. Although it is true that gospel writers do
relate events which defy reality as we know it, when they do so they make clear that they
are dealing with a miracle and there is no suggestion in any of the four accounts about the
donkey that there was anything miraculous involved in finding the donkey and in riding it.
Although our notion of historical reporting helps us explain why ancient writers left out impor-
tant details that are necessary for us to make sense of the text, it does not explain why the
same narrators suddenly become so detail conscientious that they include details that become
stumbling blocks and prevent us from making sense of the text. If this narrator is so taken
up with the story that he forgets to tell us that Jesus had asked permission to use the donkey
and then returned it, why wouldn’t the same narrator just forget about the age of the donkey
and confuse us with that detail even if the age of the donkey is historically accurate? It is as
if John is trying to make it hard for us to imagine how Jesus actually rode the donkey. And
what if that’s exactly what he is trying to do? What if the real donkey which Jesus used for
travel and the only one for which our historical thinking allows is precisely what John is try-
ing to prevent us from thinking? That Jesus must have owned a donkey or possibly several
which he used for his constant and extensive travels we can be certain although the Gospels
only mention Jesus’ means of transportation on water but never on land. To actually think of
Jesus without a donkey is almost as unthinkable as to imagine a circuit rider Methodist preacher
in the 19th century without a horse. To imagine that Jesus traveled on foot all the way to
Jerusalem and decided to ride only when he entered the city makes as little sense as to ima-
gine a modern traveler who would walk for days to come to a city and would rent a car only
upon entering the city. What happened when Jesus approached Jerusalem was not that finally
he discovered a donkey, but rather that his burden carrying donkey was abandoned just as
Abraham’s wood-carrying donkey was left behind so that a new donkey took over. What dis-
tinguished the two donkeys was not necessarily their physical identity but rather their func-
tion. The traveling donkey is not mentioned and is not described because it is irrelevant just
as the clothes which Jesus wore on this occasion are not mentioned and are not described
although we can be sure that Jesus was not naked. If a Gospel writer had wanted to refer to
Jesus’ donkey used for transportation, he would not have needed to provide any detail about

Reality Behind the Text, in Front of the Text, and within the Text 31

Revista_comunicare_15.qxd  23.04.2009  11:11  Page 31



it because the first Christians had vivid recollections not only of what the donkey looked like
but even of Jesus’ riding habits. If the narrator, however, wants to talk about a donkey not as
a means of transportation but as something else, the real donkey or the historical donkey
becomes a problem, particularly for people who had good knowledge about donkeys as means
of transportation, possibly even Jesus’ real donkey(s). While Jesus’ real donkey(s) carried his
belongings and possibly his weight to spare his energy, this donkey carried his life in order
to be sacrificed. Jesus needs to put aside his riding donkey and sit on the story-telling don-
key. In order to help us not confuse the function of the donkey, the narrator is careful to dis-
able the donkey from riding in order to enable it to talk. Contrary to our historical critical
sensitivities, departures from reality were not meant to baffle our mind and block it, but rather
to stimulate it and enable it to better grasp the meaning of the story. The real amazing thing
is not that a young untrained donkey would let Jesus ride on it, but that Jesus would inten-
tionally ride on a donkey meant to carry him to his death. The recollections and the imagi-
nation of the historical donkey needed to be blocked to allow the new donkey to explain what
Jesus was determined to do. John purposefully blocks our imagination in order to open and
stimulate our understanding. The traveling donkey had to be unloaded of Jesus’ physical weight
so that the speaking donkey could be loaded with Jesus’ mission.

If it is true that John places Jesus on a donkey unqualified for riding in order to prevent
us from thinking of Jesus real donkey in order to help us better understand what is happe-
ning in the Passion Narrative, then modern assumptions about objective reality are quite di-
fferent from the ancient ones. According to the historical-critical scholarship, although ancient
writers did not have the concept of what really happened and therefore their stories have impor-
tant gaps, ancient readers did not have any difficulties in understanding the texts because their
first hand knowledge of the reality helped them fill in the gaps. The following comment on
Matthew’s story is typical about how modern interpreters explain our difficulties in making
sense of ancient stories:

This account is one of many in the gospels in which the relevant circumstances were still so well known
to the people when the oral tradition became fixed that they were not included. This can be very baffling for
the reader in search of exact biographical detail. The high incidence of background information which is
assumed or omitted as taken for granted is eloquent proof of the immediacy of the NT material – the trans-
mitters of the oral tradition were not concerned beyond the immediate accuracy of transmission.7

By contrast, we who are distant in time and have lost contact with the reality behind the
stories are no longer able to understand them unless we manage to recover the historical rea-
lity by other means and that might provide us with the key to understanding ancient texts.

In the light of our story, however, it seems that these assumptions need to be questioned.
If John intentionally suppresses the historical donkey, then it is not true that ancient people
did not make the distinction between what really happened and what did not and how things
really happened and how they did not. To assume that John was not aware that riding a young
and untrained donkey departed from how things really happened is unwarranted. The real
difference between ancient writers and modern scholars is that ancient people knew that how
things really happened did not necessarily help people better understand the story, but rather
often confused them. Therefore, sometimes they tried to force their readers to override what
they knew about objective reality in order to properly understand the message. It is as if the
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more someone knew about Jesus’ riding habits and his actual donkey(s), the more difficult
it would have been to understand that this journey would end very differently from any
entrances in Jerusalem which Jesus had done on his historical donkey(s). The more one knew
about Jesus’ historical traveling donkey(s), the more difficult it would be to understand that
this donkey had to do with his historical death. Ancient writers knew what we seem to be
ignorant of, that sometimes what we know can prevent us from understanding than what we
do not knew. Sometimes to understand more or better is not to provide more details, but to
suppress. While we try to supplement what we know, they tried to block something of what
they knew. Therefore, they employed a device which I would call reality blocker. I would
define reality blockers details in a story which would make it harder for a reader to take the
story as an accurate description of how things regularly happen in order to enable the rea-
ders understand that the descriptions is not about the objective reality but about what people
think and believe.

The device of a reality blocker can sometimes be amplified to increase its effect. As it
was pointed out earlier, John uses the detail of age as a reality blocker, indicating that the
donkey was young or little. Mark and Luke also indicate that the animal was young by using
the word „colt“, but expand the blocker by adding „that has never been ridden“ (Mark 11:2;
Luke 19:30). This explanation wants to make sure that the age of the donkey is understood
by the reader that the donkey is not fit for riding. The strongest blocker, however, is created
by Matthew. Not only does he retain the detail of the animal being a colt and therefore young,
but he adds the mother of the donkey implying that the donkey is so young that the mother
is still nursing it. In order to make sure that readers do not suppose that Jesus rode on the
mother and not on the young donkey, Matthew insists that Jesus actually rode on both of
them: „mounted on a donkey, and on a colt, the foal of a donkey“ (Matt 21:5). Hare co-
rrectly points out that there is no textual and linguistic justification for Mathew’s phrase and
suggests that Mathew’s text must be based on how Jesus actually rode rather than on any
Hebrew or Greek text:

According to the rules of Hebrew poetry, the original prophecy mentions only one animal („on a don-
key, on a colt the foal of a donkey“); both halves of the poetic description refer to a male animal. Here Matthew
prepares a fresh Greek translation (he does not follow the Septuagint, capitalizing on the fact that the Greek
word for donkey can be used for either sex). In this way he is able to take the first allusion to a donkey as
referring to a she-ass and the second as speaking of her colt. Does Matthew make the prophecy correspond
with the event or the event with his perception of the prophecy? Since the Evangelist undoubtedly knew the
rules of poetic parallelism, there is perhaps a slight presumption in favor of the former. An unbroken colt
usually accompanied its mother. He tells us that the disciples placed garments (their own cloaks, or saddle
clothes?) on both animals and that Jesus sat on them. Some interpreters have ridiculed Matthew for suggest-
ing that Jesus was astride two animals simultaneously. Others have suggested that, since it was common to
sit on a donkey with both legs on the same side (sidesaddle style), it is possible that the clothes were thrown
over both the donkey and the foal at her side, so that Jesus was seen as riding the pair.8

That Matthew wrote „so that Jesus was seen as riding the pair“ seems to be the only truth
that can possibly guide both the writing and the interpretation, indeed, even the re-writing of
the prophecy. But what if Matthew’s purpose in writing was precisely to prevent us from see-
ing Jesus as riding in order to enable as to see Jesus as doing something else? What if he is
trying to block our vision in order to open our mind?
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If I am right that ancient writers used reality blockers to enable their readers to better under-
stand a story, then the use of various blockers may still have some historical significance. All
four gospel writers use reality blockers when using riding in order to indicate through riding
something else than mere transportation. This suggests that all writers wrote at a time when
donkeys were widespread means of transportation and that would imply that such a blocker
would not be as necessary in a culture where standard means of transportation are cars rather
than donkeys. We noticed that the strength of the blocker is different, with John’s being the
weakest and Matthew’s the strongest. This graduation may not be insignificant. It is a well
established fact that John’s gospel is the latest and was addressed to an audience which was
the most remote from the actual recollections of Jesus. This may explain why John needed
a weaker blocker to prevent his readers from thinking about Jesus’ regular travels when read-
ing the story. Matthew may have felt the need for a stronger blocker if he supposed that his
readers had quite strong actual recollections of Jesus and of his real donkey(s). If my reason-
ing is correct, then it would imply that John’s account is the latest and Matthew’s account
would be the oldest of the four, with the ones from Mark and Luke in between, somehow on
a par. I say Mathew’s account and not Matthew’s Gospel because I do not want to suggest
that the four Gospels as we have them are necessarily independent and original works. Actu-
ally there is strong evidence that that is not the case. That the Synoptic Gospels are depend-
ent onpon one another and possibly on a common source is a fact which probably no one
who is familiar with the synoptic problem would question. The study of reality blockers, how-
ever, might provide important clues as to which stories are the oldest, and if such a study
reveals that the reality blockers occur consistently in a specific gospel, then that would be a
strong indication that it preserves the oldest materials, if it is not necessarily the oldest Gospel.
If no such consistency can be established, then we are back at square one as far as the syn-
optic problem is concerned. The study of reality blockers in the Gospels would go way beyond
the scope of this study and therefore I have no intention to pursue.

Although the frequency of reality blockers in the Gospels is not important for this study,
the question of their frequency in language needs to be addressed. In other words, is the strange
detail about the age of the donkey in the Jesus narratives just an accident, possibly a real detail,
or are reality blockers a widespread device used in many parts of the Bible, possibly even in
ordinary language today without us being aware of them? In order to show that reality block-
ers are widespread not only in the Bible but in language as well, I will use a story this time
which has nothing to do with Abraham’s donkey although it is not entirely unconnected to
Abraham. The story is found in Gen 19:1-5:

The two angels came to Sodom in the evening, and Lot was sitting in the gateway of Sodom. When Lot
saw them, he rose to meet them, and bowed down with his face to the ground. He said, „Please, my lords,
turn aside to your servant’s house and spend the night, and wash your feet; then you can rise early and go
on your way.“ They said, „No; we will spend the night in the square.“ But he urged them strongly; so they
turned aside to him and entered his house; and he made them a feast, and baked unleavened bread, and they
ate. But before they lay down, the men of the city, the men of Sodom, both young and old, all the people to
the last man, surrounded the house; and they called to Lot, „Where are the men who came to you tonight?
Bring them out to us, so that we may know them.“ 

The reality behind this story is widely believed to be sexual, more precisely, homosex-
ual. Although the word used is „to know“, its sexual connotations are so well attested in the
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Bible that its reference to sex is unmistakable in this passage. In spite of such a clear sexual
reference, there is no sexual reality behind the story or within the story. In other words, no
sexual act takes place of any kind. To argue that Lot’s intervention and eventually that of
God’s angels prevented the attackers from carrying out their sexual intentions does not change
the fact that no sex really happened. Therefore, the words „so that we may know them“ do
not refer to any sexual or homosexual activity that really happened on this occasion. Those
who take the reality in this story to be homosexual reason that although the words „so that
we may know them“ do not describe sexual activity which the inhabitants of Sodom carried
out on this occasion, the phrase does describe accurately what they did whenever they had
sex. Accordingly, the reality behind the story must still be homosexual which rightfully jus-
tifies the drastic punishment of the city.

At closer examination, however, the supposed homosexuality of the inhabitants of the city
as it is described in the story can hardly be imagined in real life. For instance, the story tells
that all the inhabitants of the city, from young to old, came to assault sexually the two strangers.
Even if we can imagine that homosexuality was so universal in Sodom that not even one sin-
gle heterosexual was left, to assume that all of them did not just practice it at home but would
not want to miss the opportunity to do it in public goes beyond anything imaginable. That
the inhabitants of Sodom did use sexual language no one can deny, but that the sexual lan-
guage necessarily means sex defies anything we know about sexual language in real life.

In order to point out the difference, let us imagine the following situation which is quite
a common occurrence on highways in the United States as well as in other countries. A female
is driving and decides to change the lane when a faster car is coming from behind in the same
lane in which se wants to move. Instead of waiting for the faster car to pass, she pulls in front
of it and the speeding car slows down suddenly to avoid the collision. The speeding car pulls
into another lane and as the speeding driver passes the female driver he shows the middle
finger pointed upwards. The sexual connotations of the sign are unmistakable: „I want to co-
pulate with you.“ The middle finger sticking out of the hand pointing upwards is a universal
sign language for sexual intercourse in the United States although in other cultures the fin-
ger points sideways to better indicate the erected penis of a male standing rather than laying
on his back. The middle finger is chosen no doubt because is the largest and in male men-
tality the size of the male organ indicates sexual potency. Instead of being offended by the
sign, however, the female driver finds the male driver and pursuing the connotations of his
gesture quite attractive if she had the chance to meet him and arrange for a date. As the man
keeps driving, another slow car pulls in front of him without much notice and he again has
to slow down and to change the lane. As he overtakes the car, he makes the same gesture to
the male driver this time who had slowed him down. The male driver – who happens to be
a homosexual – also finds the speeding driver and pursuing the connotations of his gesture
quite attractive if he had a chance to meet him and arrange for a date. After a while, the homo-
sexual driver stops at a rest area and notices the speeding car parked and the driver in the car
examining a map. He signals the driver that he wants to talk to him and as the speeding driver
comes out of his car he says: „I am the driver who pulled in front of you on the highway and
I would like…“ but before he gets the chance to finish introducing himself the speeding driver
slaps him in the face, gets into his car, and resumes looking on the map. Confused, the homo-
sexual driver gets into his car and drives away. A few minutes later, the female driver also
stops at the same rest area and she also notices the car with the driver at the wheel exami-
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ning a map. She also sees this as the opportunity for her to get to know the driver and as she
tries to introduce herself she is also slapped in the face and she also drives away confused. 

What makes the above story unreal is precisely the failure of the two drivers to understand
that when the speeding driver indicated that he wanted to have sex with them in reality he
wanted to do to them exactly what he did and which had nothing to do with sex. Although
there is no reality blocker in the story, common sense is enough to prevent anyone from assum-
ing that there is any heterosexual or homosexual reality behind that gesture. Therefore, the
assumption that the inhabitants of Sodom must have been homosexual is the more surprising
as there are very strong reality blockers to indicate that the story has nothing to do with sex.
One of the indicators has already been pointed out: the universality of homosexuality. As if
realizing that that is not enough, the narrator introduces a very specific sexual reality blocker:

Lot went out of the door to the men, shut the door after him, and said, „I beg you, my brothers, do not
act so wickedly. Look, I have two daughters who have not known a man; let me bring them out to you, and
do to them as you please; only do nothing to these men, for they have come under the shelter of my roof.“
But they replied, „Stand back!“ (19:6-9).

A clear reality blocker is Lot’s offer of his daughters to be sexually raped by the crowd.
If homosexuality had been so widespread in Sodom that there was no heterosexual or un-
professed homosexual left, Lot must have known about it. Since his offer of his daughters
was clearly meant to „please“ the assailants sexually (v. 8), his offer does not make sense. If
he really tried to please homosexuals, he should have offered his sons-in-law or possibly his
sons whom he apparently had (v. 12). The strongest reality blocker, however, is the refusal
of the crowd to rape the daughters, which shows that the assailants were not interested in sex
and that the story has nothing to do with sex. Unlike everyday language where reality block-
ers are rarely missed, scholarly interpretations consistently take reality blockers as reality indi-
cators. Just as the reference to the two donkeys by Matthew is taken as a description of how
Jesus actually rode, so also the reference to the two daughters is taken as an indication of the
sexual desires of the Sodomites. The following explanation from a reference dictionary on
bad language can be found in many biblical commentaries: „That the Sodomites here used
know in its biblical sense of carnal knowledge is evident from Lot’s offer, three verses later,
to give his two virgin daughters to the men, if only they would leave his angelic guests alone
– an offer the Sodomites declined.“9 According to this reasoning, if I ask for a gift and I am
offered a car which I turn down, my rejection of the car is the unquestionable proof that a
car is exactly what I wanted.

The importance of reality blockers for interpretation is negative: they tell us what the mea-
ning is not. Although this is an important step, it is not enough to establish the meaning. To
decide that the Sodomites were not interested in sex does not explain what they really wanted.
In order to answer that question, we need to look at the larger story which precedes the Lot
narrative and has again Abraham as a main character (Gen 18:16-33). In this story we learn
that the two angelic visitors who came to Lot had first visited Abraham and had disclosed to
him their intention to destroy Sodom: „How great is the outcry against Sodom and Gomo-
rrah and how very grave their sin! I must go down and see whether they have done altogether
according to the outcry that has come to me; and if not, I will know“ (vv. 20-21). Although
we are not told what the „sin“ is, we are told that the angelic visitors wanted to check whether
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the accusations against the Sodomites were accurate before they carried out their terrible co-
mmission. Either because of his relative Lot or because of his kindness, Abraham decides to
mediate for the city. Although the visitors had indicated that their decision to destroy the city
was not final and arbitrary, Abraham wants them to commit themselves to clear terms on which
the verdict on the wickedness of the city should be reached: „Will you indeed sweep away
the righteous with the wicked?… Far be it from you to do such a thing, to slay the righteous
with the wicked, so that the righteous fare as the wicked! Far be that from you! Shall not the
Judge of all the earth do what is just?“ (vv. 23-25). Starting with fifty, Abraham manages to
get his guests to commit themselves not to destroy the city if only ten persons were found in
the city innocent of the sin of which the Sodomites were suspected. Based on his knowledge
of the city, Abraham estimated that fifty innocent people was a realistic expectation and the
fact that he stopped at ten indicates that he considered that an extremely safe number. Taking
into account that the Sodomites considered Lot to be an alien (19:9) probably the number
did not include Lot and his family, which would be the worse case scenario for the city when
all ten innocent people had to be counted from its native residents, otherwise just six Sodomites
innocent of the „sin“ would have been enough to save the city. Since the city was destroyed
as a result of what happened to the two visitors in Sodom, it follows that no more than nine
persons failed to show up on this occasion and prove their innocence regarding the sin co-
mmitted on this occasion. The actual number of those who failed to prove their innocence
on this occasion is no doubt zero as the text is quite specific about who was present: „both
young and old, all the people to the last person10“ (19:4). If homosexuality was the sin, then
it would not have been possible for the whole city to prove its sinfulness on this occasion
even if all the men were homosexual and present because women would not have been able
to prove their homosexuality by raping men even if all of them had been present. Taking into
account that in all cultures and times females seem to outnumber men, this must have been
the case in Sodom as well, therefore at least half of the city could not have proved their sin-
fulness on this occasion and that would have easily exceeded ten persons, possibly fifty. Even
if all the females in Sodom had been lesbians just as all men were homosexuals, they could
not have possibly proved their homosexuality on this occasion by trying to rape publicly two
strangers whom were identified as men and whom the men wanted for the same reason. To
argue, however, that the test referred only to men and the women were killed although they
may not have been homosexual is to argue that the angels did kill the „righteous with the
wicked“ in spite of their firm commitment not to do so.

Fortunately, we do not need to stretch our imagination to figure out what „the sin“ could
have been because in everyday speech sexual language refers in all cultures to violence as
its reality and not to sex. Therefore, the Sodomites wanted to kill the visitors and not to rape
them. The motivation for their violent behavior is clearly spelled out in the text itself: „But
they replied, ‘Stand back!’ And they said, ‘This fellow came here as an alien, and he would
play the judge! Now we will deal worse with you than with them.’ Then they pressed hard
against the man Lot, and came near the door to break it down“ (19:9). According to the text,
„the sin“ which the Sodomites were trying to do to Lot at this point was something „worse“
than what they had intended to do to the strangers. What they tried to do to Lot at this moment
was violence and not rape and the reason for their violence was that Lot was a foreigner him-
self which explains the reason the Sodomites were outraged by the presence of Lot’s guests
in their city as well. In other words, this story is not about sex but about xenophobia that a
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foreigner like Lot was living in the city and was sheltering foreigners. Therefore, the sin was
that of intolerance, of killing foreigners simply for daring to come to their city, and this is a
sin of which even women and children can be guilty in all cultures, indeed, even the most
civilized. That a whole city, including women, could become so intolerant that would want
to kill any stranger who dares to venture in their midst is hard to imagine, but such a situa-
tion would be exactly what would explain and justify the kind of punishment administered
to a city by a deity who makes a firm commitment to act only according to justice.

As this example shows, the failure to correctly identify the reality behind sexual language
can lead to failures which can be quite embarrassing. This is not to say that whenever the
Bible uses its euphemistic language for sex, it never refers to what people do in bed. Quite
often, when people know each other it means that they are in bed, and when that happens, an
explanation is given that they usually have a child. The mention of a child functions as a rea-
lity indicator. When the reality indicator is absent, however, the need to identify whether any
reality blocker is present becomes the more important. The absence of a reality blocker does
not guarantee that the language does not refer to sex just as it is the case with sexual lan-
guage in ordinary speech. Just as in the story about Sodom, sexual language is the language
of violence and abuse in all cultures:

Perhaps no type of insult is so widespread and occurs in as wide a variety of cultures as the use of obsce-
nity. From the most primitive tribal culture to the most complex industrialized society, obscene gestures and
remarks, together with allegations and insinuations of sexuality nonconforming behavior, are a very common
vehicle for the expression of insult.11

Sexual language is overwhelmingly male language and has to do with the natural aggre-
ssiveness of males: „Men can be hostile creatures, and swearing often allows them to exchange
oaths instead of blows.“12 Since profanities are rarely documented, I will rely in my illustra-
tions on language which I witnessed in the Romanian culture in which I grew up, but I am
sure that similar examples are found in all languages. Although sexual language is primarily
male language used against males, occasionally a man who becomes angry with a woman
would say that he wanted to copulate with her private parts, using profane words for both
copulate and female private parts. No woman, however, would take such words as express-
ing any sexual interest. More frequently, however, when a man becomes angry with another
man, he would say that he would copulate with the other man in the anus, again using the
obscene words for copulate and anus. Although the language is clearly homosexual, it has
absolutely no connection with the sexual orientation of either of the two men. This seems to
be the case in the American culture as well:

Almost all dirty-word antiquarians agree with Gass that „Fuck you!“ has very little to do with cupidity
or heterosexual copulation, and indeed probably has much more to do with the abject humiliation of enforced
buggery. „Fuck you“ is a male curse, thrown like a brickbat at a deserving asshole. Thus, an evil turn of
events or a sudden run of misfortune may be commemorated by the expression „Ain’t that a fuck in the ass!“13

Although homosexual language used by men to express abuse against other men can be inter-
preted as reflecting their actual sexual life, the most abusive language often includes reality block-
ers which makes it impossible to imagine that actual sex is contemplated. For instance, it is
more offensive for a man to be told by someone that he would copulate with the private parts
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of his mother than with his anus, and this would be particularly offensive if the mother is no
longer alive. Similarly, it would be extremely offensive for a man to be told by another man:
„I would copulate with your mother’s grave/church.“ Since such reality blockers make it impo-
ssible to imagine any sexual activity, the abusive and offensive meaning is the more emphatic.

Having reached this point it is necessary to stop to point out a major difference between
how ancient people compared with modern scholars understood reality and how language
can be used to describe it. Ancient people understood that there were two kinds of reality:
the reality of the things which were out there, and the reality of what we humans thought and
felt about the things out there. The reality of things out there represented what we now refer
to as objective reality. Besides this, thy realized that there was also a conceptualized reality
that we humans developed as a result of our ability to create systems of beliefs or thinking
and which is the basis of what we do in the real world. To a large extent, our actions are not
decided by the objective reality, but primarily by the conceptualized reality that we adopt and
structures our thinking. Ancient writers were not only aware of the two kinds of reality, but
were careful to indicate which one they were talking about whenever they used language so
that their readers would never be confused about the meaning of what they said. By contrast,
the inability of modern scholarship to understand ancient texts is not due to the fact that mo-
dern people have a more accurate understanding of reality and how language can be used to
properly describe it, but rather to the fact that modern people have a simplistic understand-
ing of reality which acts like a handicap that prevents modern readers from understanding
ancient writings. The literary device of reality blockers explains not only why it was so impor-
tant and helpful for ancient readers to distinguish between the two kinds of reality, but also
why ancient texts are so confusing for moderns scholars. Similarly, sexual language is another
clear illustration of how language can be used to describe both the objective reality of sex as
well as the conceptual reality of hatred without the need of reality blockers, a kind of lan-
guage which has been used with this dual function at all times, cultures, and languages. The
objective reality has to do with what people do in bed when undressed; the conceptual rea-
lity has to do with what they do when they are out of bed and armed to the teeth. The first
refers to what they do with their private parts, while the other with what they do with their
fists and their guns. Because of the private nature of sexual behavior, sexual language almost
never has to include a reality blocker to help others understand which reality it refers to. When
used in public, sexual language almost never refers to sexual intercourse because sexual inter-
course is almost never done in public when it is done for sexual gratification. Instances when
explicit reality blockers are introduced in a story when sexual language is used as we saw in
the story about Sodom are rare and unusual because in every day language they are never
necessary therefore the intended meaning of the langue is almost never missed. And if any-
one is tempted to think that only ancient people used language in this strange way as we saw
in the story about Sodom, I would like to use an example that occurred in modern times and
which was widely watched on TV all over the world. As some may remember, the final match
of the 2006 Soccer World Cup took place between France and Italy. The match remained tied
as the final minutes of the extended time were ticking when the French captain barely missed
and opportunity to score and win the coveted trophy. The main Italian defender, during the
physical contact as a result of attempting to block the French attacker from scoring, grabbed
him of his shirt, which is not allowed according to the rules of the game. The French attacker
protested by telling his opponent that if he wanted his shirt, he could have it after the game
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was over, referring no doubt to the practice of soccer players of exchanging shirts after the
match. To that, the Italian defender replied to the French attacker that he would rather have
his sister than his shirt. The French captain reacted by hitting the Italian player with a head
butt in the chest, resulting in his elimination from the game which crippled the French team.
This incident eventually enabled the Italian team to win the match in the shoot out in which
the French captain–a top scorer–could not participate. Like most sports, soccer belongs to
the objective reality, in the sense of objectively kicking an objective ball which has to be moved
objectively on an objective field and objectively introduced in an objective net of an objec-
tive goal according to objective rules than can be objectively monitored by objective refe-
rees so that the result of the game can be objectively recorded in terms of the number of goals
scored so that there is no doubt about which team can play better soccer. If one tried to cal-
culate all the money spent to organize and the money paid to watch all the matches between
all the countries all over the world in order to qualify to participate in the play offs, then all
the money spent in order to organize a World Cup and all the matches between the countries
qualified as well as the money spent to watch the games including the final match, the amount
would be astronomical if it were possible to calculate. All this expense is made with the only
objective of finding out which country has the best soccer team in the world. Do we know
which country, France or Italy, had a better team at playing soccer in 2006? Was the outcome
of the match the result of how the players could objectively play the ball, or was the outcome
of the match decided by how an Italian defender was able to use sexual language? As it turned
out, the Italian player did not even know that the French player had a sister, and although we
do not know whether the exchange between the two players took place in French or in Ita-
lian, or both, there was no language barrier and no difficulty for the French player to under-
stand that the Italian player provoked him to settle their encounter not in terms of playing a
soccer ball, but in terms of physical violence, and responded accordingly. Our inability to
distinguish between objective reality and conceived reality as well as the double function of
the language to refer to either of them has rendered us not smarter than ancient people, but
more vulnerable. I do not claim that the two players fully understood the meaning of what
they said and of their actions. After all, they are trained to kick a ball not to master theories
of meaning. The hard to swallow fact is that modern experts on interpretation are in no bet-
ter position to understand the meaning producing function of the language than some soccer
players are.

Although reality blockers as linguistic devices have not been identified and used by scho-
lars in interpreting texts, the practice of bringing out the sexual reality behind biblical texts is
a widespread procedure in postmodernist scholarship, an interpretive procedure which I would
call reality emphasizer. Just as reality blockers can become emphatic in ancient texts, so also
reality indicators can become reality emphasizers in postmodernist interpreting strategy. I define
reality emphasizers the interpretive strategy of supplying any direct or implied reference to
sex with graphic details of sexual activity as sexual abuse. I would like to use as an example
the ritual provisions in Numbers 5:11-31 about a husband who is taken over by jealousy for
suspecting his wife of having been unfaithful without being able to prove her guilt:

If any man’s wife goes astray and is unfaithful to him, if a man has had intercourse with her but it is
hidden from her husband, so that she is undetected though she has defiled herself, and there is no witness
against her since she was not caught in the act; if a spirit of jealousy comes on him, and he is jealous of his
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wife who has defiled herself; or if a spirit of jealousy comes on him, and he is jealous of his wife, though
she has not defiled herself; then the man shall bring his wife to the priest (5:12-15).

The ritual prescribed is:
Then the priest shall bring her near, and set her before the LORD; the priest shall take holy

water in an earthen vessel, and take some of the dust that is on the floor of the tabernacle and
put it into the water. The priest shall set the woman before the LORD, dishevel the woman’s
hair, and place in her hands the grain offering of remembrance, which is the grain offering of
jealousy. In his own hand the priest shall have the water of bitterness that brings the curse.
Then the priest shall make her take an oath, saying, „If no man has lain with you, if you have
not turned aside to uncleanness while under your husband’s authority, be immune to this water
of bitterness that brings the curse. But if you have gone astray while under your husband’s
authority, if you have defiled yourself and some man other than your husband has had inter-
course with you,“ – let the priest make the woman take the oath of the curse and say to the
woman – „the LORD make you an execration and an oath among your people, when the LORD
makes your uterus drop, your womb discharge; now may this water that brings the curse enter
your bowels and make your womb discharge, your uterus drop!“ And the woman shall say,
„Amen. Amen.“ Then the priest shall put these curses in writing, and wash them off into the
water of bitterness. He shall make the woman drink the water of bitterness that brings the curse,
and the water that brings the curse shall enter her and cause bitter pain (5:16-24).

As the text makes clear, there is no sexual reality behind this ritual. Or, to be more precise,
whatever sexual reality this ritual refers to is in the head of the husband. Not only there is no
sexual reality behind the ritual, but there is no evidence that the ritual itself was ever prac-
ticed, as Alice Bach – who provides an interpretation of the ritual to which she refers as torat
sotah – admits: „There are no recorded cases of the administration of the torat sotah.“14 There-
fore, one would expect this law to be treated like the regulations about the jubilee year, regu-
lations that have to do with theoretical possibilities rather than actual practice. In spite of her
admission that the ritual did not deal with a guilt which actually happened or that the ritual
was really practiced, her interpretation of almost anything in the ritual is sexual. The water
which the woman drinks mirrors the semen of her possibly non-existent lover which proba-
bly never entered her womb: „Instead of her lover’s semen entering her, it is the water of judg-
ment that streams into the woman.“15 The language of the ritual is explicitly sexual: „The Hebrew
text is more vivid than the English translation: literally, ‘when God causes your thigh (yarek)
to droop and your womb (bitnek) to swell’ (v. 21). These terms are suggestive of the sexual
act. The word yarek is a commonly understood euphemism of sexual organs.“16 Although the
„thigh“ and the „womb“ may refer to the „sexual organs,“ they do not necessarily refer to a
„sexual act,“ and to assume a sexual act when the female sexual organs „droop“ and „swell“
presupposes complete ignorance about what happens to female sexual organs during sexual
intercourse. Even the priest who performs the ritual in the temple is viewed as a triple sexual
partner of the women: God, the husband, and the possibly non-existing lover. The unbinding
of the woman’s hair in the ritual reflects what happens in an actual sexual intercourse:

Unbinding the woman’s hair, and placing the husband’s jealousy offering (minhat qena’ot, v. 15) into
her hands, the priest functions as proxy of the offended male, the husband, and of the deity whom the woman’s
sexuality has taunted. Yet, as the male unbinding another man’s woman, he is also the mirror of the lover,
touching the forbidden woman. The minhat qena’ot held in the wife’s hands symbolizes her potential dan-
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ger, as the one holding and possibly controlling his sexuality. It can also echo the secret lover, whom she
held instead of her husband, the sex that resulted in jealousy.17

Accordingly, the jealousy did not result from the sick imagination of the husband, but from
an actual sexual relationship with an actual lover. The vividness of the sexual language used
in the interpretation of this ritual is surprising for those who are not familiar with contempo-
rary biblical scholarship. That historical-critical scholars would try to stretch their imagina-
tion to see Jesus riding on two donkeys at the same time is understandable as long as the text
clearly says so and the direct relationship between text and how things really happened is
part of their fundamental presuppositions. When postmodernist scholars, however, fill in so
much sexual reality in a text which explicitly presupposes the absence of it requires some
explanation taking into account that they are not interested in historical reality. As the text
makes clear, the ritual applies precisely when there is no evidence that illicit sex had taken
place, otherwise more drastic measures were prescribed for a proven adulteress woman. Even
if ancient people may have been naïve to believe that drinking water mixed with some dust
could have had such harmful effects on the female body, contemporary biblical scholars can
hardly be suspected of such ignorance. To see water – which is introduced in the stomach
through the mouth – as similar to male sexual discharge – which is introduced in a woman’s
womb through her private parts – defies anything that we know about female anatomy. And
even if we assume that ancient people were quite ignorant about human anatomy and assumed
that the water and the semen eventually ended up in the same place somewhere in the womb,
they must have been aware that the water was eventually discharged through the female pri-
vate parts while the semen was introduced there instead and was not eliminated.

The reality emphasizer to indicate sexual reality is used not only when there is some sex-
ual reference to women, but even when actions are taken against men. For instance, in deal-
ing with the Lot story, David M. Gunn does not just agree with other commentators that the
Sodomites intended to rape Lot’s guests, but goes further and argues that they wanted to rape
Lot as well if they had not been prevented by Lot’s visitors:

The narrator continues: „So they pressed at the man, at Lot, hard, and came close to breaking the door“
(19:9). A glance at the imagery of locking and unlocking, opening, latches, and doors in the Song of Songs
is enough to suggest a perverse double entendre here. Rapidly Lot himself has become the rape object. With
the next sentence the narrator mischievously maintains our focus on the rapists and their new victim – „And
the men put out their hands and brought Lot to them“ – before adding words which completely redefine the
sense – „(in)to the house, and shut the door.“ The „men“ therefore become the visitors, the reaching out a
rescue instead of the inflicting of more abuse, and the door is again literally a door (though its closing against
the attackers is also figuratively the closing of the door to Lot’s body).18

The perception of many students and scholars that contemporary biblical scholarship is
obsessed with sex to the point of seeing sex everywhere in the Bible and using language almost
verging on pornography comes from a lack of understanding of postmodernist assumptions
about reality. That there is this lack of understanding and appreciation for this kind of inter-
pretation is confirmed by biblical scholars like Alice Bach herself because she complains:
„What I find missing in the recent analysis is any acknowledgment of the consequence to the
woman of shaking up the sexual/gender system.“19 How does she expect interpreters and rea-
ders to understand something – let alone „shake it up“ – when the only explanation she offers
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about the relationship between sex and gender is a slash (/) and she misspells the word „sys-
tems“ without an s? Even if „sex“ is a „system,“ as long as she distinguishes it from „gen-
der,“ there must be at least two systems. The problem may be deeper than just the spelling.
It has to do with the fact that contemporary scholars have not developed adequate termino-
logy and clear concepts to describe the way they handle texts.

The declared purpose of postmodernist scholarship of „shaking up the sexual/gender sys-
tem“ refers to a shift which has taken place as far as the way a text is treated. While the declared
purpose of modernist scholarship was to recover the reality behind ancient texts, postmodernist
scholars find such a reality unacceptable even if the recovery were possible. While the ancient
reality was build on a „male sex/gender system,“ postmodernist scholarship wants to „shake
up“ that reality and replace it with a new one based on a „female sex/gender system.“ The
sexual language becomes the means by which they expose the male in the reality behind ancient
texts as the person in the position of power who uses it to subordinate and abuse women and
which has been replaced by a new reality with the females in the position of power which
they use to bring justice to the abuses done to them. The interpretation is no longer done
through the reality behind the ancient text, but based on a reality that is in front of it and
finds the text not only irrelevant, but even offensive. The text becomes lost between histor-
ical-critical scholarship which claimed to explain it but was unable to understand, and post-
modernist scholarship which has no interest to explain it because it claims that it already knows
what ancient texts say and finds it unacceptable because postmodernism feels that it has already
created that ideal reality which is beyond any criticism. I do not claim that I have explained
all the elements which a created or conceptual reality is made up off because it would go
way beyond the space available in a paper. I have not even analyzed all the aspects of con-
ceptual reality which the Sacrifice of Isaac and the Passion Narrative have in common as well
as ways in which they differ. By looking at just several details such as the abandoned don-
key, the unused saddle, the left behind slaves, the reality blockers, and so on, I hope I have
provided enough evidence that ancient writes had a more sophisticated understanding of rea-
lity and had developed sophisticated literary devices to describe it so that ancient readers were
never in doubt as to what was the meaning intended by the authors. Whether the reality which
such texts describe or created is adequate or not can only be judged and determined after such
texts are adequately interpreted and understood. And even if we do come to the conclusion
that the reality created by those texts is unacceptable, by learning from such texts how the
conceived reality can be created, we would in the position to modify it if we find it defec-
tive. The declared purpose of postmodernist scholarship to „shake up“ whatever was wrong
in the past and create a new reality is quite laudable, but the bottom line is: one cannot fix
something that does not understand. 

Notes
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Abstract

I focus on the internationally dominant strategy for globalization, ‘globalism’, a strategy for a global
economy based upon ‘free market’ capitalism, and a ‘nodal’ strategy around which others cluster. I consider
development strategy as part of the cluster. I approach this issue from a discourse-analytical perspective,
considering changes in the discourse of development and its relation to security discourse, and taking a ‘semi-
otic point of entry’ to the main research concern: relations between discourse and non-discursive elements.

Key words: strategy, discourse, globalism, development.

1. Globalization: Structural and Strategic Dimensions

Globalization has both structural and strategic dimensions. Structurally, it is increasing
global interdependence among actions, organizations and institutions within different ‘func-
tional sub-systems’ (economy, law, politics, etc) and the ‘lifeworld’ (social life outside sys-
tems). Strategically, it is actors’ attempts to globally coordinate their activities in particular
sub-systems. There is a dialectic between structures and strategies: structures constrain but
do not determine strategies, they are (re)produced through strategies, and can be transformed
through strategies. Agencies and agents develop alternative and competing strategies for struc-
tural change. But strategies ‘are always elaborated in and through discourses’, different ‘na-
rratives that seek to give meaning to current problems by construing them in terms of past
failures and future possibilities’ (this section draws on Jessop 2002 from which all quota-
tions are taken). 

Discourses and narratives ‘simplify’ economic and political relations – the latter are so
complex that action oriented towards them requires ‘discursive simplification’, selectivity in
terms of what is included/excluded. Which competing discourses and strategies achieve hege-
mony depends upon (a) ‘structural selectivities’: structures are more open to certain strategies;
(b) the scope of discourses – for instance, discourses of ‘globalization’ or ‘knowledge-based
economy’ are ‘nodal discourses’ which articulate many others (eg ‘lifelong learning’, ‘social
exclusion’, ‘flexibility’): (c) the differential capacities and power of the social agents ‘to get
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their messages across’, eg their access to and control over mass media; (d) the ‘resonance’
of discourses with people’s experience of the world, and their capacity to mobilize people. 

Discourses have non-discursive effects. Thus ‘the economy as an object of regulation is
viewed as an imaginatively narrated system’, and ‘the state system is treated as an imagined
political entity’, and discourses ‘have a key role in the always tendential constitution and con-
solidation of the economic, political and other systems’. This does not imply that economies
or states are ‘just discourse’, for discourses ‘help modify their institutional materiality’. On
the other hand, it does imply that regimes of accumulation and types of state are ‘co-consti-
tuted’ by discourses (narratives, imaginaries). 

Globalization is interpreted as changes in the ‘scales’ on which social activity and inter-
action take place, and in relationships between scales, and associated with the emergence of
new scales (the ‘global’ scale, but also eg the scales of international regional economic blocs
like the EU and ‘cross-border regions’), and new sets of relations between the global scale
and other scales, and the ‘re-scaling’ of particular spatial entities (nation-states, regions, cities
etc.) with respect to particular sub-systems (economy, law etc) or a combination of sub-sys-
tems. The global scale is ‘an ultimate horizon for action’ and ‘a means to orient actions’ on
lesser scales. Actual changes in scale and scalar relations can be seen as the operationaliza-
tion of imaginaries (hence discourses) associated with successful strategies. 

2. Globalism

I focus upon the globalization strategy of ‘globalism’ (Steger 2005), which has been most
influential and had most effect and is associated with the most powerful countries, interna-
tional agencies and corporations. ‘Globalism’ interprets globalization in a neo-liberal way as
centrally the liberalization and global integration of markets, and the strategy is aimed at inflect-
ing globalization in a liberal-democratic direction. 

Steger (2005) identifies six core claims of the discourse of globalism: globalization is about
the liberalization and global integration of markets; it is inevitable and irreversible; nobody
is in charge of it; it benefits everyone; it furthers the spread of democracy; it requires a war
on terror. These claims are sometimes explicitly asserted and supported with arguments, but
sometimes occur as taken-for-granted assumptions. The first claim is most central to the ques-
tion of how this particular discourse came to be selected and retained from the range of alter-
natives. It is associated with another claim – that the most effective form of capitalist economy
is one based upon ‘liberalized’ markets, subject only to market forces without the ‘interfer-
ence’ of state regulation. This justifies a strategy to extend neo-liberal free market capital-
ism in principle to every country in the world (though in practice many countries and regions
are marginalized). In the aftermath of the economic troubles of the 1970s, market liberaliza-
tion gained the support of the most powerful states including the USA and influential politi-
cians, international agencies (the World Bank, IMF, WTO, OECD etc), private corporations,
and many other agents and agencies. This backing was crucial to the selection, retention and
operationalization of the globalist strategy for and discourse of globalization. 

It is helpful for understanding their resilience to see such strategies and discourses as
‘nodes’ around which many others cluster (see Jessop 2004 on ‘master narratives’), with
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changes in the clusters in response to new circumstances and challenges. Three strategies/dis-
courses which have arguably been added to this cluster are ‘knowledge-based economy’,
military and security strategy, including the ‘war on terror’ and ‘preventive’ warfare, and new
development strategy. I focus on the latter. 

I shall treat as a working hypothesis a political-economic analysis which globalist stra-
tegy can be seen as a part of (Harvey 2003). He treats globalist strategy (without using that
term) as part of American imperial strategy (‘the new imperialism’) for a distinctive form of
imperialism (eg without conventional colonies) pursued since at least the second-world war.
The crisis of the 1970s, which decisively reoriented American strategy, is interpreted as a
crisis of over-accumulation of capital which, in the face of political resistance to domestic
social and infrastructural projects, has been managed through a shift in emphasis from extended
reproduction to ‘accumulation by dispossession’. The theoretical claims are that capitalism
inherently requires an ‘outside’ into which its costs can be relocated and from which ‘prim-
itive accumulation’ can be derived; that accumulation takes two forms, extended reproduc-
tion and primitive accumulation (seen as an ongoing process in capitalism, ‘accumulation by
dispossession’); that relations of relative salience between the two forms of accumulation
change over time, and have changed since the 1970s. Privatization is a major contemporary
form of accumulation by dispossession, as was the shift of assets to western and Japanese
corporations after the East Asian crisis of 1997-8, and control of raw materials eg oil through
deployment of economic, political and military power. The decisive players are international
finance capital, still centred in Wall Street, backed by the American state and military power.
There has been a more recent shift between the Clinton and Bush eras, hinging on the attacks
of September 2001, from ‘soft’ to ‘hard’ power. Iraq is part of a bid to extend US hegemony
in the Middle East and Eurasia, which includes control of oil supplies. 

3. Methodology

By ‘methodology’ I mean how we approach a topic of research such as ‘globalization’ in
order to arrive at ‘objects of research’ (Bourdieu & Wacquant 1992), ways of tackling the
topic in a theoretically coherent and systematic way. This involves bringing a particular range
of theoretical perspectives and categories and methods of analysis to bear on the research
topic, reflecting broader concerns and objectives. Critical discourse analysis (CDA) has a
central position in my own methodology. It has developed as a synthesis of theoretical per-
spectives, categories and methods from different academic disciplines – Linguistics, Sociol-
ogy, Political Theory, etc (Fairclough & Wodak 1997), so the approach towards discourse is
already oriented towards certain theoretical positions, concerns and methods within social
sciences. I take a ‘transdisciplinary’approach to research (Fairclough 2006) which sees research
as a process of bringing different disciplines and theories into a dialogue through which each
is liable to change. So the version of CDA I use is a synthesis which bears marks of earlier
research and further synthesis is taking place in current work: my recent book (Fairclough
2006) worked with a synthesis of CDA and a version of political economy. 

Political economy asserts that economic systems and economic changes are politically con-
ditioned and embedded, cultural political economy (CPE) asserts that economic and politi-
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cal ‘objects’ (economic systems, forms of state and governance etc) are socially constructed
and culturally conditioned and embedded, they depend upon particular meanings, narratives,
values, attitudes, identities, etc. These processes inherently involve discourse and the ‘objects’
and ‘subjects’ that are constructed are in part what effects of discourse. CPE is a synthesis of
the ‘Regulation Approach’ to political-economic analysis, a version of state theory, and CDA
(Jessop 2004, Jessop & Sum 2001, 2006). One central question for CPE is how only certain
discourses come to be selected and retained (institutionalized), and thereby become capable
of having constitutive effects on real economic, political and social processes. This is a ques-
tion one can ask about the discourse of globalism – how did it come to be selected from a
range of alternatives, retained and operationalized? 

CDA is concerned with relations between discourse and other, non-discursive, dimensions
of the social process, which are seen as dialectical relations – each is constituted as an inter-
nal relation of the others. Discourses ‘internalize in some sense everything that occurs as other
moments’, and ‘discursive effects suffuse and saturate all other moments’ (Harvey 1996). CDA
seeks to achieve more systematic attention in critical social research to discourse as a facet of
social life and its relation to other facets. The general method of CDA is to combine (a) lin-
guistic and other forms of semiotic analysis of ‘texts’ (including eg broadcast, internet as well
as printed texts), (b) ‘interdiscursive analysis’ of articulations of different discourses, different
genres and different styles in texts, (c) various forms of social analysis, addressed here by embe-
dding CDA within cultural political economy. CDA is concerned with the constructive effects
of discourse on reality beyond discourse, which it addresses as ‘operationalization’of discourse
– the ‘enactment’of discourses in ways of acting and interacting, the ‘inculcation’of discourses
in ways of being or identities, and the ‘materialization’ of discourses in the physical world. A
distinction is observed between ‘constructing’ and ‘construing’: discourses construe reality in
multiple ways, but whether construals have constructive effects is a contingent matter. CDA
is also concerned with the ‘recontextualization’of discourses, movement of discourses between
contexts (eg the ‘recontextualization’ of neo-liberal discourse in Central and Eastern Europe).
Recontextualization involves locating recontextualized elements within new relations, which
entails transformations of these elements. See Fairclough 2006.

4. Globalism and New Development Strategy and Discourse

Duffield (2001) identifies a significant shift in development strategy and discourse dur-
ing the 1990s: a convergence between development strategies and security strategies. He iden-
tifies a change in North-South relations associated with a tendency since the 1970s for trade,
productive, financial and technological networks to be concentrated within the ‘triad’ – North
America, Western Europe, and East Asia. He argues that ‘the inclusion of the South within
the conventional global economy can no longer be taken for granted’. This tendency is asso-
ciated with a reinterpretation of the nature of security, with security concerns no longer cen-
tred upon the danger of conventional interstate warfare but the threat of ‘an excluded South
fomenting international instability through conflict, criminal activity and terrorism’. ‘Under-
development has become dangerous’. Development policy has accordingly been ‘radicalized’,
incorporating conflict resolution and a commitment to ‘transform societies as a whole’. Deve-
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lopment policy is now implemented through ‘networks’ of governments, NGOs, military esta-
blishments and private companies, ‘part of emerging system of global liberal governance’.
In Harvey’s terms, radicalization of development policy uses the weak position of countries
to impose internal policies (privatization, opening of markets to foreign capital etc) which
facilitate accumulation through dispossession. 

We can productively see these developments in terms of the continuity-through-change
of globalism: development and security strategies and discourses have been added to the clus-
ter around the ‘nodal’ strategy of globalism. CPE is a productive general framework for
researching these changes, enhanced with bodies of theory and research relating to security
and development. From a CPE perspective, a concern is relations between discourse and other
dimensions of emerging structural and strategic complexes. Because these relations are dialec-
tical, they can be approached from various ‘points of entry’, including a ‘discursive’ point
of entry with a particular orientation to discourse. 

5. Textual Analysis

I shall now illustrate this approach, and consider how taking analysis of policy texts as a
‘point of entry’ can contribute to researching these relations, referring to the American National
Security Strategy (2002). I discuss the Preface and chapter 7 Expand the Circle of Develop-
ment by Opening Societies and Building the Infrastructure of Democracy.

Clustering of discourses and strategies

The discourse of the Preface (like the document as a whole) is globalist, from the ope-
ning paragraph. ‘A single sustainable model for national success’ has emerged from the Cold
War, and it is ‘freedom, democracy and free enterprise’. The text here contains apparently
‘more than is required’, it is semantically redundant. ‘Freedom’ in US political discourse has
long meant ‘economic freedom’ as well as ‘political freedom’, and this collocation is explicit
in the second sentence (‘guaranteeing political and economic Freedom’), so why bother to
mention ‘free enterprise’? Because, I suggest, it specifically evokes the ‘neo-liberal’ turn in
capitalism. Although ‘globalization’ is not used, the claim of ‘a single sustainable model’
amounts to the ‘one-size-fits-all’ character of globalism. But this is not formulated as a claim
which can be argued – it is formulated as a product of history, of the Cold War. The theme
of a single universally applicable model is repeated in the fourth sentence (‘These values of
freedom are right and true for every person, in every society’). The character of the new dis-
pensation is made somewhat clearer later on: it is ‘freedom’, elaborated as extending ‘demo-
cracy, development, free markets, and free trade to every corner of the world’, and the
collocation ‘free trade and free markets’ appears. So what is construed as having emerged
from the Cold War is not capitalism and liberalism as such (as opposed to socialism or co-
mmunism), but free market capitalism and economic as well as political liberalism (with ‘li-
beralization’), as a ‘single sustainable’ model to be implemented on a global scale. 

This is construed as a matter of fact – not that we ought to adopt this variant of capita-
lism universally, but that this is the only sustainable model. As a statement of fact it is ina-
dequate, given different varieties of capitalism even within the triad. Moreover, to claim that
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the variety dominant in the USA and a certain other countries is marked by ‘free’ trade and
markets is disingenuous. There is ample evidence that market ‘freedom’ institutionalizes asy-
mmetries in exchange favouring concentrated monopoly or oligopoly powers based in the
core capitalist regions, placing peripheral countries in a position of permanent competitive
disadvantage and making them susceptible to accumulation through dispossession. We might
say two things about this construal: it is prescription disguised as description: the universal
extension of neo-liberal capitalism is being prescribed and imposed as a strategic objective,
yet it is described as a factual outcome of the Cold War; and it is ideological, but this is not
something textual analysis can show, it requires the general CPE analysis (see below). 

The clustering of discourses is also evident from the first paragraph. The collocation ‘free-
dom, democracy and free enterprise’ is itself a clustering of words from different discourses,
though the collocation of ‘freedom’ and ‘democracy’ is so common that it has ceased to be
noteworthy (though it should be noted), and ‘free enterprise’ adds a specifically neo-liberal
economic discourse. This is ‘interdiscursive hybridity’, and syntactically paratactic construc-
tions of this sort (lists) are a common way of texturing clusters of discourses. The coordi-
nated phrase ‘protecting basic human rights and guaranteeing political and economic freedom’
brings the discourse of human rights into the cluster. This is a new hybrid discourse – new
not to this particular text but the body of texts to which it belongs – constituted as the clus-
tering of these different discourses. 

The second paragraph includes ‘a balance of power that favors human freedom’, and ‘free-
dom’ is textured as equivalent to ‘political and economic liberty’, a clustering of a discourse
of international security (‘balance of power’) and politico-economic discourse (‘freedom’).
The paragraph also includes the ‘three pillars’ of the NSS: ‘We will defend the peace by fight-
ing terrorists and tyrants. We will preserve the peace by building good relations among the
great powers. We will extend the peace by encouraging free and open societies on every con-
tinent’, three syntactically parallel sentences which are semantically related as undertakings
for action with respect to ‘the peace’ (the state of peace assured by, historically, an imperial
power, and the territory within which it obtains, cf ‘pax Americana’), and which texture rela-
tions of equivalence between ‘fighting terrorists and tyrants’, ‘building good relations among
the great powers’ and ‘encouraging free and open societies on every continent’ through their
common construction within means adverbial phrases, clustering together military, diplomatic
and politico-economic discourses. 

So this security strategy document is texturing a hybrid security discourse as part of the
security strategy which brings together security in a conventional mainly military-diplomatic
sense, political-economy, human rights and – as we shall see – development. The conver-
gence of security and development, and underdevelopment and danger, which Duffield indi-
cates is evident in paragraph 7: ‘Finally, the United States will use this moment of opportunity
to extend the benefits of freedom across the globe. We will actively work to bring the hope
of democracy, development, free markets, and free trade to every corner of the world. The
events of September 11, 2001, taught us that weak states, like Afghanistan, can pose as great
a danger to our national interests as strong states. Poverty does not make poor people into
terrorists and murderers. Yet poverty, weak institutions, and corruption can make weak states
vulnerable to terrorist networks and drug cartels within their borders’.

This again is clustering of discourses and interdiscursive hybridity, but what is importantly
different is that here we have an argument which legitimizes the third pillar of the NSS and

52 Revista românã de comunicare ºi relaþii publice

Revista_comunicare_15.qxd  23.04.2009  11:11  Page 52



which explicitly construes the relationship between security and development. The first two
sentences formulate a policy undertaking which is justified by the claim that ‘weak states…
can pose as great a danger to our national interests as strong states’, which is itself the con-
clusion of an argument. This can be reconstructed as follows (implicit premises are in brack-
ets): (Weak states are associated with poverty, weak institutions and corruption.) Weak states
are (therefore) vulnerable to terrorist networks and drug cartels within their borders.
(Although) poverty does not make poor people into terrorists and murderers. Weak states
(therefore) pose a danger to our national interests. (Freedom, democracy, development, free
markets and free trade can overcome the problems of poverty, weak institutions and corrup-
tion and the weakness and vulnerability of weak states.) The US will (therefore) extend the
benefits of freedom across the globe and work to bring the hope of democracy, development,
free markets, and free trade to every corner of the world. The argumentation sets up causal
relationships between underdevelopment, state failure, threats to security (notice that terro-
rism and drugs are textured as equivalents) and development policy, and textures a hybrid
discourse which clusters together discourses associated with these. 

How can this argument be questioned? First, the policy of ‘extending the benefits of free-
dom across the globe’ is justified not in terms of poverty as such but in terms of the dangers
of poverty for US national security. Second, a direct causal connection between poverty and
terrorism is denied (‘Poverty does not make poor people into terrorists and murderers’), and
instead the danger is construed as coming from ‘weak states’ made ‘vulnerable to terrorist
networks’ because of poverty combined with ‘weak institutions and corruption’. I suggest
that the danger is construed in terms of the forms of appearance in which historical relations
are manifested rather than in terms of the relations themselves, and that the former distort
and obscure the latter. From this perspective, ‘poverty’ and ‘poor people’ are forms of appear-
ance, present manifestations, of relations over time between countries. ‘Poor people’ are not
just poor, they are positioned within and the products of these relations. Harvey’s analysis
gives one view of these relations. ‘Poverty’ may not make ‘poor people’ into ‘terrorists and
murderers’, but experiences of injustice and violence as well as poverty can produce despair
and anger which may lead to forms of resistance which might include terrorist methods or
sympathy with terrorism. Such people are not related to ‘terrorist networks’ construed as exter-
nal phenomena via the mediation of ‘weak states’, they are prone because of their position
within historical relations to resort to the ‘weapons of the weak’ or see those who do as act-
ing in their interests. (This is, needless to say, not to condone terrorism.) The weakness of
states is also a manifestation and effect of these historical relations – neo-liberal strategy has
after all sought to reduce the power of states – and the categorization of states as ‘weak’ or
‘failed’ is a categorization of forms of appearance. It is not that ‘weak states’ are not a rea-
lity – they are, as are ‘poverty’ and ‘terrorists’ – it is that a construal of reality which takes
it to be no more than forms of appearance is inadequate. This is a truism in critical literature
on American strategy: eg terrorism is a real and terrible phenomenon (though the word as
used conflates significantly different phenomena and excludes relevant phenomena), but it
is a product of past relations and events within and between countries, and it can only be
effectively combated by addressing its causes. The discourse-analytical point is to do with
the ‘adequacy’ of construals of reality. I suggest two related inadequacies which can adversely
affect the ‘practical adequacy’ of construals as a basis for action: not being relational, isolat-
ing things or beings from relations essential to their reality; and not being historical. As to
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the argumentation, the implicit premise that free market capitalism is a general recipe for
overcoming the problems and dangers indicated is contentious given not only certain forms
of appearance like the failure of some countries (e.g. Argentina) which have tried the recipe,
but more fundamentally given analyses like Harvey’s which points to accumulation-through-
dispossession as a constitutive features of capitalism. 

Radicalization of development policy

The ‘radicalization’ of development policy, its commitment to ‘transform societies as a
whole’, is explicit in the chapter on development eg in paragraph 3 (‘The Millennium Cha-
llenge Account will reward countries that have demonstrated real policy change and chal-
lenge those that have not to implement reforms’), and in the contrast there between ‘assistance
based on need alone’and assistance which is conditional on meeting demands for policy change
– the ‘sticks and carrots’ approach. The demands for policy change include ‘opening socie-
ties to commerce and investment’, and the relationship between these conditions for develop-
ment aid and US national security strategy is made explicit: ‘Free markets and free trade are
key priorities of our national security strategy’. The verb ‘reward’ in the example from para-
graph 3 is noteworthy: it is generally those with authority that ‘reward’ those who are under
their authority. Recipient countries are generally construed as those who are authorized, and
donor countries – especially the USA – as those who authorize. And this is also evident in
the genre of the document and its specific linguistic realizations, notably deontic modality
(eg ‘Governments must fight corruption, respect basic human rights, embrace the rule of law,
invest in health care and education, follow responsible economic policies, and enable entre-
preneurship’, paragraph 3). The new development strategy overrides national sovereignty to
create a sort of semi-colonial relationship between rich and poor countries. 

There is a contradiction in the NSS which is clear in the Preface: ‘We seek … to create
a balance of power that favors human freedom: conditions in which all nations and all soci-
eties can choose for themselves the rewards and challenges of political and economic lib-
erty’. This is semantically anomalous: ‘choosing’ requires alternatives, yet there is here only
one option available – ‘political and economic liberty’, ie liberal free market capitalism. The
contradiction is between the prospect of freedom held out by the strategy and the demand
for conformity – as the third ‘pillar’ of the strategy formulates it, ‘encouraging free and open
societies on every continent’. A general constraint on the strategy as construed in documents
such as this one is that it cannot be too blatantly at odds with the strategy as actually pur-
sued, because the latter has to achieve a sufficient measure of public legitimacy. The formu-
lation ‘encouraging free and open societies on every continent’ in part construes the strategy
as pursued, but only in part, because the actual record of threats and inducements is hardly
just a matter of ‘encouraging’. 

Objectives of development strategy

The chapter opens by claiming that ‘A world where some live in comfort and plenty, while
half of the human race lives on less than $2 a day, is neither just nor stable’; and that it is
both a ‘moral imperative’ and a ‘top priority’ of international policy to ‘include all of the
world’s poor in an expanding circle of development – and opportunity’. The latter is an illus-
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tration of a pervasive theme in contemporary discourse on development and security stra-
tegy – in the words of Condoleezza Rice (Rice 2002), ‘it is the right thing to do – and the
smart thing to do’. Two rationales are provided for development aid – it’s a matter of mora-
lity, and a matter of security, and therefore self-interest. 

This suggests that the gap between rich and poor is ‘neither just nor stable’. The injus-
tice is clear, let us consider stability. It is a truism that an increasingly unequal world is unlikely
to be stable or secure, and although the document does not use ‘(in)equality’ we can take the
opening sentence as a guarded formulation of this truism. But there is no claim and little indi-
cation that the development strategy set out in the chapter will reduce the gap. The objec-
tives of development strategy are construed as ‘increasing productivity growth’, which is taken
to require ‘free markets and free trade’, and improvements in social conditions (‘a better edu-
cation’, ‘access to health care and clean water’), which are however ambiguously construed
as inherent goods which can be secured through productivity growth, and necessary condi-
tions for productivity growth (‘activities that increase economic productivity, such as improve-
ments in education, health, rule of law, and private sector development’, ‘growth and
development will be threatened until these scourges can be contained’). The only indication
of reducing the gap is the ‘ambitious and specific target … to double the size of the world’s
poorest economies within a decade’, but even assuming this were achievable it would only
significantly reduce the gap if growth in developed economies were much slower and if be-
nefits from growth were equitably distributed, which is difficult to envisage. Free market ca-
pitalism is offered as the solution to the problem of the gap, yet its record in increasing the
gap between and within countries is clear, and analyses such as Harvey’s indicate that this is
far from being an accidental effect. So we have a problem-solution structure in the text where
what is construed as a solution is arguably not a solution. We might treat this as a fallacy in
the argumentation, and as a manifestation of a contradiction between the need for free trade
and markets to secure and stabilize American global hegemony and accumulation through
dispossession, and the effects of free trade and free markets in increasing inequalities which
may undermine security and stability and indeed the whole political-economic ‘fix’. 

6. Textual Analysis as a ‘Point of Entry’

I conclude with some comments on textual analysis as a ‘point of entry’ into CPE analy-
sis of the structural and strategic aspects of globalization at issue here. I have focused in the
analysis on construals of reality, rather than for instance questions of genre or rhetoric which
are also a part of textual analysis. I have discussed the adequacy of construals, for instance
in terms of the distinction of forms of appearance and historical relations, but textual analy-
sis can in these respects only raise questions, for the analysis of historical relations and forms
of appearance is a matter for general CPE analysis, including the sort of analysis that Har-
vey proposes. This requires an integration of textual analysis into CPE analysis which I have
indicated but which it is well beyond the scope of this paper to attempt to enact. I have more
particularly identified the emergence of a hybrid discourse including development discourse
and articulating it together with security discourse within a cluster around the ‘nodal’ dis-
course of globalism, and suggested that this hybrid discourse has had, as part of a partly imple-
mented globalist strategy, constructive effects on reality beyond discourse – but again only
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a general CPE analysis can substantiate a claim of this sort. Similar remarks apply to my co-
mments on ideological effects of discourse. 

Textual analysis necessarily gives rise to questions about reality beyond discourse – eg
in analysing argumentation, about the truth of premises; in identifying rhetorical features of
texts, about the intentions and sincerity of speakers or writers; in identifying speech acts, about
social and institutional norms. As a particular point of entry it makes a specific contribution
to CPE by giving rise to questions that specifically emerge from close analysis of texts which
bear upon the general concern within CPE to address relations between discourse and rea-
lity beyond discourse, while depending upon general CPE analysis for answers. This is an
advance on forms of textual analysis which are not interconnected in systematic ways with
forms of political, economic and more generally social analysis, where assumptions about
reality are characteristically made in an ad hoc way. It is also an advance on forms of poli-
tical-economic and more generally social analysis which acknowledge the discourse dimen-
sion but allude to it only in vague terms. But many questions remain to answer, including
the ‘commensurability’ of discourse- and text-analytical categories with political-economic
categories which would seem crucial to the viability of a textual ‘point of entry’ (Jessop &
Sum 2006). 
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Abstract

The liberalization of Australia’s economy began in the 1980’s when the Labour Government dismantled
existing protectionist tariff barriers and allowed direct foreign competition. Changes to tariff barriers and
duty rates had a profound impact on key service providers of international trade facilitation, such as licenced
customs brokers. To operate as a customs broker, an individual has to complete a prescribed course of study
and subsequently pass a national examination. This paper discusses the changes introduced to the national
customs brokers course, and in particular, the development of an e-learning platform by a private education
provider. The major benefits and potential pitfalls of the specifically chosen e-learning approach are out-
lined, together with a summary of student feedback. The paper concludes that the e-learning approach fo-
llowed in this course of study provides opportunities for the development of communities of practice, and
offers additional benefits to those of classroom based studies. 

Key words: customs studies, on-line delivery, e-learning, communities of practice.

1. Introduction

One of Australia’s greatest comparative advantages is its relative freedom from diseases,
thus international trade flows are subject to government controls that are some of the tough-
est in the world. Every international transaction is subject to scrutiny by the Australian Cus-
toms Service (ACS), and additionally, as appropriate, to other permit issuing agencies, such
as the Australian Quarantine and Inspection Service. Recent legislative changes introduced
new customs clearance processes with a high compliance regime that follows international
border control and security developments based on the electronic risk management princi-
ples of the Kyoto Convention (1999). 

This paper describes the development of a new on-line course for customs brokers, in the
context of a Community of Practice (CoP), and identifies its membership. The CoP theory
(Lave and Wenger, 1991) is used to explain the links and relationships within this student-
centred, e-learning environment. Some comparison with traditional classroom courses high-
lights the different educational environments these courses operate in.

This paper also describes the implementation of the on-line course, as this option may be
of potential interest to educators. The model offered by the on-line program may be generic
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enough for adoption across different disciplines. For practitioners, this model may provide
insights on different learning options for career and staff development. 

2. Customs Brokers Course

In Australia, to become a licensed customs broker, an individual has to satisfy the require-
ments of the Customs Act (1901), Section 183 CC (2) (1) (a) that specifies the requirements
as „… if, and only if, … he has completed a course of study approved under subsection (5)“.
Subsection (5) gives the CEO of the ACS power to approve, in writing, the course of study
pre-requisite to granting a customs broker’s licence. For any student, the main reason for study-
ing this program is the eligibility to sit for the national exam, and subsequently gain the cus-
toms brokers licence.

The approved course of study, until 2006, was the Australian and International Trade Faci-
litation (AITF) – a one year full time Certificate IV course competency-based program. Com-
petency based Vocational Education and Training (VET) is available through publicly funded
TAFE (Technical And Further Education) and private Registered Training Organisations
(RTO), subject to the same regulations. The AITF was offered nationally through TAFE, and
one RTO – the Customs Brokers and Forwarders Council of Australia (CBFCA), a not-for-
profit organization and the peak industry body for barrier clearance activities. 

A unit within a VET course is offered under a nationally standardized set of learning ele-
ments and performance criteria that underpin the competency assessment. Because of the com-
petency aspects, units of study are typically the result of extensive consultation with industry
and subject to a cyclical five-yearly review. Each organization develops its own content, there-
fore, a degree of flexibility exists in the breadth and depth of educational materials. Addi-
tionally, educational providers may choose how the course is delivered: in a traditional
classroom format; by correspondence (distance learning); in e-learning mode; or any com-
bination of these. 

The AITF course was reviewed in 2005. Some units, such as ‘Presenting Information’,
were not regarded as core to customs brokerage operations. The CBFCA favoured different
study options to address the core skills of customs brokerage operations. As these units would
not constitute a formal course, a policy change was required. This would directly impact the
TAFE institutes, because the introduction of specific units of study only, rather than a course,
would be applied unilaterally across the whole of the VET sector, as a matter of policy. 

Ultimately the ACS announced a policy change through the Australian Customs Notice
2006/12, detailing a new course comprising of eleven units of study, to replace the AITF with
the (informally referred to) National Customs Brokers Course (NCBC). 

These eleven units are not a formal qualification, but students can articulate into further
studies with advanced standing. The NCBC provides a pathway to the national exam that leads
to the customs brokers licence. The NCBC is offered by both TAFE and the CFBCA and the
differences between these two providers are discussed next. 
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3. Differences between TAFE and the CBFCA

The most notable differences between the two providers are:

3.1. Pricing

The TAFE course enjoys a lower cost basis because of government subsidies through max-
imum annual tuition fees. It is estimated that the TAFE course would cost approximately AUD
1500.00 to complete. By comparison, the CBFCA course is estimated to cost approximately
AUD 5000.00.

3.2. Method of delivery

TAFE offers a traditional classroom based course, whereas the CBFCA exclusively offers
its course on-line, through its training arm, the International Trade and Logistics College
(ITALC). With its on-line course delivery mode, the CBFCA was pursuing an innovative
approach having regard to the training needs of the future, as

„Australia’s VET system faces a significant training challenge in the next ten years. E-learning is part
of the solution … being a cost-effective means of providing consistent flexible and engaging training“ (The
Industry Engagement Project for the Flexible Learning Advisory Group, 2006, pp. 3, 9).

The on-line delivery mode presents both advantages and disadvantages, including:

Main Advantages
– Ability to reach audiences in remote and rural areas that [RTF bookmark end:

]OLE_LINK1[RTF bookmark end: ]OLE_LINK2lack critical mass to warrant a classroom
course as „online learning offers the prospect of direct delivery … to groups traditionally
excluded from institutional learning“ (Stephenson 2001, p. ix);

– Ability to participate in an e-learning environment anytime and anyplace that suits the
individual – this is seen as a student pay-off with „improved chances to participate in learn-
ing activities… but while staying at home“ (Collis B and Moonen J 2001, p. 33);

– Permanent availability of learning resources to students;
– No requirement to drive to a place of instruction; 
– Open access to facilitators through electronic communications;
– Use of interactive software for formative assessment on-line;
– Ability to participate in on-line classes and other similar learning activities.

Main Disadvantages
– Technical issues, such as hardware and software compatibility and configuration, and

fragile communications links that may plague both the learner and the facilitator;
– Unfamiliarity with the e-learning environment applications – this may apply to both the

learner and the facilitator;
– Inability to sort out problems ‘face-to-face’, rather solutions can only be provided elec-

tronically; 
– Ability to ‘hide’ during on-line activities, effectively being a ‘silent participant’;
– Not completing reading and research in a timely manner, not keeping up to date with

workload, or not completing the formative assessments tasks.
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The above points will be considered later in the paper when discussing the teaching and
learning approach followed by the CBFCA.

3.3. Student selection and the development of a community of practice

Enrolments at TAFE are typically accepted on application, whereas the CBFCA adopts a
more selective process. The CBFCA maintains that because of the highly specialized nature
of the course, students should be able to have access to industry resources. According to Mr.
Bill Murphy, National Training and Professional Development Manager of the CBFCA, the
rigor of the course would make it extremely difficult for a student to complete the prescribed
regular research and solve the problem based learning activities. For these reasons therefore,
the CBFCA primarily accepts students who are already involved in this industry sector. There-
fore, students would access to colleagues at their workplace as mentors, and also have access
to additional learning resources from the workplace. As students are already in industry, it is
more likely that the employer will support them in their endeavors, and indeed ITALC reports
that the majority of students are sponsored by their organization. 

These circumstances are conducive to the development of a CoP as described by Lave
and Wenger (1991). These authors define a CoP as a group of individuals who share a com-
mon interest in their activities within a community. This definition of community of practice
allows for participation at various levels. For this community to be successful however, „its
membership must have a degree of commitment and behave in a mutually respectful and trust-
ing manner“. CoP are important because they are „the major building blocks in creating, shar-
ing, and applying organisational knowledge“ (Lesser & Prusak, in Lesser et al, 2000, p. 124).

The concept for the ITALC-NCBC CoP is shown in Figure 1. 

Figure 1. The Community of Practice Concept for the ITALC NCBC

The student, at the centre of the learning circle, is surrounded by CoP members that may
assist in the learning process. In this environment typical members would be:

– ITALC, as the educational provider;
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– The facilitators, whose primary role is teaching and learning;
– The employers, who may provide assistance, both in financing enrolment and making

available relevant resources – employers can be major contributors to the CoP as

„organisations can do a lot to create an environment in which they (communities) can prosper, valuing
the learning they do, making time and other resources available for their work, encouraging participation,
and removing barriers“ (Wenger, McDermott and Snyder, 2002, p.13);

– Colleagues, who may act as mentors, either formally or informally, and assist the stu-
dent in the learning process;

– Government agencies involved in barrier clearance, providing information and assis-
tance as students progress though the problem based challenges in their studies;

– Peers, who may assist each other in the learning process in a myriad of ways, including
sharing their prior knowledge and past experiences, or forming study groups as a form of
collective learning.

Because the customs brokerage community is relatively small, the CoP will therefore be
quite useful to the student in establishing long term links with any or all of the CoP mem-
bers described above. It should be noted that whilst the ITALC students already have co-
nnections with industry (employment is a pre-condition of selection), whereas the majority
of TAFE students are not. Indeed TAFE providers, unlike their private counterparts, do not
make industry employment a pre-condition of enrolment. It is argued here that because stu-
dents lack industry networks, the TAFE environment may not be able to provide the same
CoP because of the comparatively more ‘distant’ environment from industry in which it ope-
rates. Additionally, TAFE teachers are typically not practitioners or specialists in barrier con-
trol functions, and this tends to make it more difficult to link theory to practice in the classroom.
Anecdotal evidence also suggests that TAFE students are not as well supported by their employ-
ers, and may therefore have less opportunity to develop links with some members of the CoP,
and may find it more difficult to access authentic materials contemporarily used in the field.

The student-centered ITALC CoP aims to produce a national exam-ready candidate capa-
ble of being granted a customs brokers licence upon successful completion of the exam, and
this outcome is very much embedded in the assessment process.

3.4. Assessment regime

In theory, the VET sector in Australia operates on a competency based system that should
result in a student being deemed either Competent (C) or Not Yet Competent (NYC) on com-
pletion of each assessment task. It should be noted however that under the VET system in
Australia, an organization has the prerogative of setting its own ‘standard’ as the minimum
pass rate. Typically in TAFE institutes, if a student achieves at least 50% on an assessment,
it is considered a pass. The main reason for adopting this approach is to satisfy the selection
criteria of the Higher Education sector. Universities usually scrutinize applications on the basis
of grades achieved by a student, as this is regarded as being a good indicator of a student’s
likely success rate in any given course. Therefore to ensure that students have a chance to
articulate into university studies, the TAFE institutes have universally adopted the grading
system alongside the C/NYC criteria. 
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The national customs brokers exam has a minimum pass rate of 70%. With this in mind,
the CBFCA decided that its NCBC would have a minimum pass rate of 80%. Therefore a
CBFCA student will be deemed to be competent only if they attain a minimum of 80% for
each assessment task. It must be remembered that the primary goal of the NCBC is to pro-
duce students who will successfully pass the national exam and become licenced customs
brokers, something that no university course can offer. Indeed, the rationale for the higher
hurdle under the CBFCA model stemmed from this very point. The strategy appears logical.
On the one hand, TAFE deems a student competent at 50%, but the national exam requires
a 70% minimum score, therefore students are likely to find it more difficult to pass. On the
other hand the CBFCA model demands an 80% pass rate, 10% above that of the national
exam. As such, it would seem likely that these students have a better opportunity to pass, as
they must achieve a higher level than the national exam, unlike their TAFE counterparts. 

Some data from the past three national exams has been made available, but only in aggre-
gate form, due to confidentiality constraints, and it is acknowledged that this is a limiting
factor in the discussion of academic progress and examination success rates. Because of pri-
vacy laws it is neither possible to obtain either the details of the students enrolled in each
course, or their progression rates. The percentage of the overall number who began each course
and subsequently attempted and passed the national examination cannot be ascertained. Like-
wise there is no data in the public domain that discloses the percentage of those students who
might be attempting the national exam for a second or subsequent time. To date, three national
exam sittings have taken place, with candidates from both the CBFCA and TAFE. The results
for these exams cannot be individually released because of privacy considerations. The only
information that has been released to the author is the aggregate percentages of success of
each cohort. The average pass rate for TAFE students is approximately 27%, whilst the CBFCA
students achieve a pass rate of approximately 59%, which is more than twice than that achieved
by the TAFE cohort. Although the data is limited, these results provide anecdotal evidence
to support the higher pass rate set by CBFCA, and confirm the appalling failure rates expe-
rienced by TAFE students. These data appear to suggest that the CBFCA students have more
than twice the chance of passing the national exam, when compared to the results from TAFE. 

The development and implementation of the on-line course is discussed in the next section

4. The Development and Implementation of the On-Line ITALC NCBC

The CBFCA set up ITALC with the purpose of delivering the on-line NCBC from mid
2005. ITALC began the preparations by simultaneously engaging content experts to write the
instructional materials, IT experts to design the teaching and learning technical platform, and
a private VET auditor to verify that the processes and the outcomes would stand up to the
yearly government reviews as applicable to all RTO in Australia. 

In matching design to educational requirements ITALC needed to

„…devise the activities, … anticipate how learners might approach a discovery learning exercise, and
ensure that the structure of that experience is sufficiently flexible to accommodate the alternatives. They also
have to decide how the learner will be directed and supported, and in what way and to what extent the orches-
trator might be in control, and therefore managing, the learning. Too much freedom creates insecurity in the
learner and inhibits learning; too little frustrates the learner“ (Shaw, 2001, p. 177).
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These points are considered below under the respective headings of: Administration and
Teaching Systems, Course Content, Facilitators and On-Line Teaching.

4.1. The Administration and Teaching Systems

ITALC outsourced the design of a new web based system capable of meeting all of the
student administration and on-line assessment requirements, as well as having an internal email
facility for the benefit of students, facilitators and administrators. The system was designed
to be student friendly and easy to navigate, without too much ‘clutter’ on its web pages. Dis-
cussion on the technical operations of this system is outside the scope of this paper. 

Alongside the proprietary system developed for ITALC, a commercially available pro-
duct was chosen to conduct the on-line teaching activities only. For all other activities, the
ITALC system is used. The teaching program operates synchronously, with a number of cri-
tical components that are useful for the on-line classroom application, such as microphone,
text messaging, file sharing, whiteboard, and file transfer options.

Enhancements include icons to ‘raise your hand’ to attract the facilitator’s attention, ‘smi-
ling face’ or „applause’ to indicate agreement or satisfaction and a ‘frowning face’ or ‘thumbs
down’ to indicate the opposite. These icons enable the facilitator to effectively manage the
classroom time and interactions. Further technical discussion on this program is beyond the
scope of this paper.

4.2. Course Content

When considering the content of each unit of study, ITALC selected experts from a pool
of practitioners and commissioned them to write the instructional material. The instructional
material was subsequently reviewed by select peers, as way of providing ‘checks and balances’
and ensuring that content was accurate, up-to-date and relevant. The content writers’ brief
was not only to produce technical information, but also a series of learning activities that could
be used interactively on ITALC’s system. A wide range of interactive exercises, designed to
check the learner’s comprehension of the material were designed, and these included cross-
word puzzles, noughts and crosses, drag-and-drop words, and documentation completion exer-
cises. Importantly, problem based learning was one of the key components of the weekly
exercises. The CBFCA sought to develop a course where a 

„deeper, more conceptual level of understanding is desired, … one where the emphasis is on activities and
resources, and their use to discover, experience, reflect, practice, discuss and explain“ (Shaw, 2001, p. 176). 

In developing instructional material, links exist between the facilitators and ITALC, but
other links are also created, such as the ones between the facilitators and government agen-
cies, whose material may be used as a learning resource. This illustrates an example of a CoP
in action.

4.3. Facilitators

The facilitators were chosen predominantly for their core technical skills and their tea-
ching background. A requirements of the VET system in Australia that teachers possess at
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least a Certificate IV in Assessment and Workplace Training to be able to conduct indepen-
dent classes. Where the teacher does not hold this qualification, then any instruction is to be
given under the supervision of a teacher who holds such qualification. In the case of the ITALC
facilitators, the majority already possessed this qualification, and those who did not, were
sponsored by the CFBCA to gain it within the next twelve months. Prior to the start of the
program, facilitators were given several induction sessions in the use of both the ITALC pro-
prietary system and the selected commercial teaching software.

4.4. On-line teaching 

The course was designed with a two-pronged approach. On alternate weeks students attend
a one hour Virtual Classroom (VC). The VC is a synchronous on-line environment where
students have the ability to respond individually, or as a part of a group, to any given situa-
tion. Typically the VC begins with a ‘pop quiz’, where students are given three minutes to
answer three multiple choice questions, encapsulating the main theme of the week’s study.
The facilitator randomly seeks brief explanations to the questions from the students. A very
short presentation on the key issues for the week is given, and then the students are provided
with problem based situations that they are to solve within the VC time frame, usually thirty
minutes. Students are taken into a Break-Out Room (BOR) for this activity. Each BOR ope-
rates as its own separate environment, where students have full microphone access, text
messaging and authoring rights to the on-screen whiteboard. The group must appoint a
spokesperson to debrief at the end of the BOR session. At the end of the allocated time frame,
students are taken back to the main room and each group debriefs the whole class with their
solution. Students have the opportunity to question other groups, thus creating more peer-to-
peer dialogue. 

The Discussion Board (DB) forms part of the alternate week’s tuition, where students are
challenged with problems that have one basic solution, but may have different approaches.
These are specifically designed to foster peer interaction, feedback, and reflection; debate; dis-
cussion; and peer-to-peer assistance in solving the problem (Bonk, Kirkley, Hara and Dennen,
2001, p. 78). Students post their ideas to their peers to generate discussion on the topic. The
facilitator does not contribute to the discussion, but rather monitors and privately contacts stu-
dents, through the internal messaging system. The facilitator’s role in the DB is to guide the
student towards the right answer by suggesting where additional useful information may be
found, but without providing the answer. The contributions to the DB evolve during the course
of the week generating their own momentum, as the student cohorts increasingly contribute
towards the solution of the problem, thereby expanding their collective knowledge.

One method of assessing the value and usefulness of any course is to seek feedback from
the participants and this is discussed in the next section. 

5. Student feedback on the on-line ncbc

The student feed back released was based on nine survey questions for Semester 2, 2006
and Semester 1, 20007 for the first unit of study in the course: ‘Import Export Documenta-
tion’ (IED). ITALC were not willing to release any other data from their surveys, due to co-
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mmercial-in-confidence considerations. This is acknowledged as a limitation, but it is argued
here that this does not preclude discussion. 

Question 1: The unit learning material covered the content as described in the unit descrip-
tion. This question helps to illustrate the connection of the CoP in the design of the learning
and assessment materials. As mentioned before, the competencies for VET study in Australia
are written in consultation with key stakeholders, identified in Figure 1. The CoP theory,
according to Lave and Wenger (1991), is useful in explaining how these groups contribute,
at varying levels, according to their interest, expertise and willingness, in the development
of these competencies, as these provide the platform for the learning and assessment mate-
rials. A summary of the responses is shown at Figure 2. There were no responses in the cat-
egory of Disagree (D) or Strongly Disagree (SD). Responses for Neutral (N) represented 3.5%
(2006) and 3.3% (2007), an average of 3.4%. The combined Strongly Agree (SA) and Agree
(A) responses accounted for 96.5% (2006) and 96.7% (2007). This is regarded as an excep-
tionally positive response, indicative of the close alignment of the learning material to the
unit of study. 

Figure 2. Questions 1 – summary of responses

Question 2: The weekly downloadable materials explained concepts clearly. The summary
of responses is shown at Figure 3. An average of 3.4% of students in both surveys reported
a Disagree (D) response. The Neutral (N) response was 13.8% in 2006, but only 6.7% in 2007.
There was a positive shift in the combined responses for the Strongly Agree (SA) and Agree
(A) categories from 85.7% (2006) to 90% (2007). Part of this shift was attributed to revision
of learning materials as part of the continuous improvement review process that is ongoing
within ITALC.

Figure 3. Question 2 – summary of responses
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Question 3: The learning interactions (e.g. crosswords, quizzes, etc.) provided suitable
activities to allow me to assess my progress. Shaw (2001) argues that the design of the
resources, and their use, is critical to student learning in an on-line environment, however,
students are expected to manage their own learning. Students use the interactive exercises to
self-check their progress, and in case of difficulties, the assistance of the facilitator is sought.
The summary of responses is shown at Figure 4. In 2006, the 3.5% Disagree (D) responses,
were reduced to 0% in 2007. There was a noticeable shift in responses between 2006 and
2007 in the Strongly Agree (SA), Agree (A) and Neutral (N) categories. Neutral responses
rose from 6.9% to 16.7%. Agree responses were also less positive – down from 69% to 46.7%.
However, responses for Strongly Agree increased from 20.6% to 36.6%. It can observed, there-
fore, that there was a partial shift away from Agree towards Neutral, but that this was offset
by movements from Agree to Strongly Agree and the elimination of Disagree responses. Over-
all, positive responses were marginally improved from 2006 to 2007. 

Figure 4. Question 3 – summary of responses

Question 4: The Virtual Classroom sessions for this unit were helpful in understanding
the unit content. Virtual Classrooms are an on-line replica of traditional tutorials, where stu-
dents solve problems within given time constraints. Aspects of the CoP theory are evident is
the VC setting when debate over the problem takes place in the BOR. Peer-to-peer commu-
nication and co-operation are at high levels and reliance is placed on external materials and
resources in an attempt to solve the problem. The summary of responses is shown at Figure
5. The combined average responses to Strongly Agree (SA) and Agree (A) were above 83%
for both surveys. There was an increase of 3.2% in the Disagree (D) responses, but the Strongly
Disagree (SD) responses were simultaneously reduced by 3.5% – this demonstrates a shift
in responses towards a more positive position. 

Figure 5. Question 4 – summary of responses
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Question 5: The discussion board sessions for this unit were helpful in understanding the
unit content. It is argued that the teacher’s behaviour, when interacting with students on a
professional level, has profound effects for individual learners, and that student efforts reflect
the teacher’s expectations, as „students do better when they feel that teachers believe that
they can be high achievers“ (Mallinen, 2002, p. 146). These comments are particularly rele-
vant to the DB, where peer-to-peer participation is crucial to the development of discussion
among the student cohort. The facilitator needs to adopt a non-interventionist role in provid-
ing helpful guidance without ‘interfering’ with the student debate. The DB sessions can incor-
porate aspects of the CoP with, not only peer-to-peer communications, but also drawing on
employer resources and mentors to help address the problems to be debated. As students have
freedom to any resource they can find, often the interaction spreads to government agencies,
and their resource materials, as well as seeking clarification from the facilitator. In these cir-
cumstances we can therefore observe that engagement takes place at different levels and with-
out any formal rules of engagement – these are hallmarks of the CoP theory espoused by Lave
and Wenger (1991). The summary of responses is shown at Figure 6. The increase in Strongly
Agree (SA) has been offset by the decrease in Agree (A). It should be noted that there is a
comparatively higher dissatisfaction rate, 6.9% (2006) and 9.9% (2007) – the highest Dis-
agree (D) recorded of any question in the survey. The DB have been challenging for ITALC,
as the student participation rate has been comparatively poor. Yet, participation is of partic-
ular importance for those who reside in remote and rural areas, therefore, one of the challenges
for ITALC will be to increase the level of peer-to-peer communication on an ongoing basis,
in the on-line learning environment. This is an important point because „in the context of our
isolated distance learning student, the most salient community of practice is the wider group
of learners with whom the current student wishes to identify“ (Mayes 2001, p. 24). As the
CoP theory suggests, commitment is required from its membership to keep the CoP alive.
One possible approach to increasing student participation in the DB could be to assign a mark
for participation that would form part of the overall grade for the unit. Individual contribu-
tion could be assessed against a rubric, the details of which could be released to the students
in advance, so they know what is expected of them.

Figure 6. Question 5 – summary of responses

Question 6: The learning in this unit was relevant to my workplace. In the context of the
requisite competencies and their development, the CoP theory helps in explaining the effec-
tiveness, or otherwise, of the relevance of the instructional material to the workplace. There-
fore, it is important to establish the level of relevance and satisfaction from the student cohort.
The summary of responses is shown at Figure 7. 
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Figure 7. Question 6 – summary of responses

There are no Strongly Disagree (SD) or Disagree (D) responses. There was a significant
increase in Strongly Agree (SA) responses, from 17.2% (2006) to 33.4% (2007), however
this was offset by a reduction of Agree (A) responses, down from 75.9% (2006) to 53.3%
(2007). Neutral (N) responses also increased from 6.9% (2006) to 13.3% (2007). The rea-
sons for these shifts are not clear, and may be due to the differences in perceptions, expec-
tations and experiences between the student cohorts. However, the combined average for the
Strongly Agree and Agree responses for both surveys is about 90%, and seem to indicate a
strong correlation between learning outcomes and current workplace activities.

Question 7: The assistance from my facilitator was very good. In an on-line environment,
particularly for remote areas and rural students, the facilitator is a key resource to student
learning, and „although learning is a student’s individual’s growth process, there is evidence
that teachers can make a difference“ (Mallinen, 2002, p. 148). Mallinen (2002) argues that
the teacher’s behaviour when interacting with students has profound effects for individual
learners, and that students’ efforts reflect the teacher’s expectations, as „students do better
when they feel that teachers believe that they can be high achievers“ (p. 146). The summary
of responses is shown at Figure 8. The Strongly Disagree (SD) response reduced to zero in
2007. There was a significant shift from Agree (A) (down 21.9%) to Strongly Agree (SA)
(up 22.2%). This may be explained by the introduction of ‘rules of expectations’ for both stu-
dents and facilitators when providing assistance. It is believed that, in part, this has led to
greater student satisfaction in the level of service provided to them, in the context of teaching
and learning.

Figure 8. Question 7 – summary of responses

Question 8: My facilitator answered my emails in a timely fashion. This question is impor-
tant because the student can quite easily ‘hide’ in an on-line environment, and/or feel iso-
lated and unrecognized or undervalued. For the rural and remote areas student, the ability to
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obtain quick responses to questions is even more important, because it is likely that they will
have less opportunity to seek the support of a physically close peer group – for this group,
their link is very much the on-line learning interactions. The summary of responses is shown
at Figure 9. There is an overwhelming shift to Strongly Agree (SA), with Agree (A) being
the only other category chosen. 2007 responses probably reflect the introduction of the ITALC
policy requiring all facilitators to provide answers to student emails within 48 hours. From
a student’s point of view, prompt feedback is an important element of the learning process,
and particularly so in an on-line environment, where the feeling of isolation is an ever pre-
sent consideration.

Figure 9. Question 8 – summary of responses

Question 9: The content of the assessment related very well to the study completed for
the unit. 

Figure 10. Question 9 – summary of responses

This question sought to confirm the alignment between the assessment and the unit mate-
rial from the students’ point of view. The summary of responses is shown at Figure 10. Only
marginal changes to the responses occurred between 2006 and 2007. The average combina-
tion of Strongly Agree (SA) and Agree (A) remained at approximately 81.3%. From the stu-
dents’ perspective this indicates a high correlation between the assessment and the content
of the unit of study.

6. Conclusion

The teaching and learning in the ITALC NCBC course is supported by a number of key
stakeholders that form a CoP, as identified and discussed in this paper. The CoP theory is
helpful in explaining and understanding the composition of such a community, and the con-
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tribution made by its membership. CoP „play a critical role as the building blocks for crea-
ting, sharing, and applying organisational knowledge“ (Lesser and Prusak, 2000, p. 123).

The varying levels of membership and contribution are supported by the CoP theory of
CoP, according to Lave and Wenger (1991). As examples, ITALC, facilitators and students
have a high interaction rate, whereas government agencies and employers contribute di-
fferently. The CoP theory further assists in the understanding of how an environment ‘with-
out rules’ contributes to student learning, with such informal arrangements as mentoring and
peer-to-peer contacts.

It appears that the CBFCA have successfully implemented the on-line course, as student
feedback was very positive, with praise given for the clarity of study materials, the self-help
learning interactions, the VC and the prompt response from facilitators. The one area of dis-
satisfaction was the DB. ITALC clearly needs to monitor DB activity, and be prepared to
explore alternative approaches, including assessment of participation, to ensure continuing
student engagement. 

It is too early to make conclusive claims about the ITALC NCBC on-line program as it
is relatively new, and only limited data has been released. However, there is at least anec-
dotal evidence indicating that the on-line course increases a student’s chances of passing the
national examination. 

The approach taken by ITALC in setting a teaching and learning environment where a
CoP can be fostered and developed to enhance student success may be a worthwhile model
for other providers wishing to implement e-teaching and e-learning programs, and this not
only limited to vocational education studies.

With ITALC’s agreement, there would be scope to undertake further research and evalu-
ation of this course, through a more rigorous survey mechanism, to gather richer data about
the student experience. 
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Rezumat

Articolul reprezintã o sintezã a concluziilor cercetãrii realizate în perioada 2007-2008 – Rolul ºi locul
Academiei Române în dezvoltarea ºtiinþelor ºi artelor. Imaginea Academiei Române în presa româneascã
(1866-1918) – care s-a derulat în cadrul unui grant al Academiei Române, care este ºi principalul beneficiar
al proiectului. 

În articol sunt interpretate elementele structurale ale imaginii difuzate de presã, prin comparaþie cu ima-
ginea dezirabilã. De asemenea, sunt evidenþiate – succint – vulnerabilitãþile ºi riscurile imagologice conþinute
de structura imaginii difuzate.

Cuvinte-cheie: Academia Românã, analiza imaginii, gestionarea crizelor de imagine, imagologie, ima-
gologie istoricã. 

Abstract

The article is a summary of research findings made in the period 2007-2008 – The role and place of the
Romanian Academy in the development of arts and sciences. The image of the Romanian Academy in Roman-
ian media (1866-1918) – which was conducted under a grant of the Romanian Academy, which is the main
beneficiary of the project.

The article interpreted structural elements of the image released by the press, compared with the desir-
able image. The imagological vulnerabilities and risks contained in the released image are also briefly shown.

Key words: Romanian Academy, image analysis, image crisis management, imagology, historical
imagology.

În perioada 1866-1918, cristalizarea imaginilor despre Academia Românã este influenþatã,
în mod direct, ºi de mijloacele care au alimentat cu informaþii spaþiul de comunicare româ-
nesc ºi european, aceste mijloace impunându-se atât ca vehicul, cât ºi ca sursã credibilã de
informaþii. Cercetarea bibliograficã a presei perioadei 1866-1918 a relevat primul set de dificul-
tãþi generat de caracteristicile publicaþiilor epocii. O primã dificultate identificatã a fost legatã
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de faptul cã majoritatea publicaþiilor identificate sunt titluri efemere – apar doar câþiva ani
sau câteva luni –, includerea lor într-o asemenea analizã pe termen de o jumãtate de secol
viciind grav rezultatele. Un alt aspect de naturã sã îngreuneze cercetarea a fost cel legat de
periodicitatea surselor. Dat fiind caracterul haotic al apariþiei periodicelor, cu greu s-au putut
face delimitãrile necesare între cotidiene ºi sãptãmânale, acelaºi titlu apãrând, uneori chiar
pe timpul aceluiaºi an calendaristic atât zilnic, cât ºi la intervale mai mari. Iregularitatea apa-
riþiei unei pãrþi semnificative a presei scrise româneºti din perioada 1866-1918 face imposi-
bilã atât identificarea cu precizie a publicurilor þintã, cât ºi calcularea indicilor de dinamicã
a imaginii, conferind un caracter mai puþin riguros analizei. 

Un al doilea set de dificultãþi a fost conºtientizat în momentul în care a început cercetarea
colecþiilor de periodice aflate la Biblioteca Academiei Române, acþiune la care un aport
deosebit l-a avut un grup de studenþi ºi masteranzi, membri ai Seminarului special de metodolo-
gia gestionãrii imaginii1. Unele dintre aceste colecþii se aflã într-un stadiu grav de deterio-
rare ºi nu mai pot fi consultate decât cu riscul distrugerii lor2, în timp ce altele, deosebit de
importante pentru demersul nostru sunt în proces de recondiþionare, ceea ce le face inutiliz-
abile în acest moment3. 

Din aceste considerente am optat pentru monitorizarea unor publicaþii centrale din cate-
goria presei culturale ºi ºtiinþifice – Convorbiri literare4 ºi Contemporanul5 –, precum ºi unor
periodice cu caracter informativ ºi politic – Adevãrul6, Conservatorul7, Minerva8, Perseverenþa9,
România liberã10, Timpul11 ºi Trompeta carpaþilor12. Am decis sã nu monitorizãm periodicele
locale – deºi unele dintre ele pot prezenta un interes specific – datoritã caracterului lor eclec-
tic ºi lipsei de uniformitate a distribuþiei geografice.

Din interpretarea profilurilor de imagine13 construite pe baza monitorizãrii surselor disponi-
bile rezultã cã imaginea globalã a Academiei Române este structuratã preponderent pe palierele
Eficacitatea Academiei (32,65% din totalul referirilor), Calitatea Membrilor (23,91%) ºi Acti-
vitatea ºtiinþificã internã (20,75%). O pondere corespunzãtoare în structura imaginii o au
referirile la Implicarea Academiei în societate (9,06%). Mult mai puþin vizibile sunt palierele
Competenþa structurilor de conducere (6,69%), Activitatea ºtiinþificã internaþionalã (3,90%),
respectiv Activitatea pentru realizarea unitãþii naþionale (3,05%; vezi Figura 1). 

Figura 1. Indicatori de imagine. Profil cumulativ

Din compararea valorilor calculate pentru profilurile de imagine cu cele stabilite pentru
imaginea dezirabilã rezultã cã se pot deosebi trei situaþii distincte. Prima dintre acestea este
cea a unei corespondenþe relative între valorile reale ºi valorile dezirabile. În acestã situaþie
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se gãsesc subindicatorii Activitatea ºtiinþificã internã ºi Implicarea în societate, la care dife-
renþele sunt mai mici de un punct procentual (vezi Figura 2). 

Figura 2. Subindicatori de imagine

O a doua situaþie este cea a unei diferenþe relativ mici între cele douã seturi de valori (mai
micã de 5 puncte procentuale). O asemenea situaþie se regãseºte la indicatorii Competenþa
structurilor de conducere ºi Calitatea membrilor. Aici lucrurile trebuie nuanþate în douã di-
recþii. În primul rând trebuie evidenþiat faptul cã cei doi indicatori sunt complementari atât
sub aspectul conþinutului – ambii vizeazã calitatea umanã a membrilor Academiei Române
– cât ºi sub aspect valoric – însumaþi, au o pondere de 30% din imaginea dezirabilã, respec-
tiv de 31,08% din cea realã. Din aceastã perspecticã, se poate considera cã situaþia acestor
doi indicatori este relativ echilibratã.

Se impune însã ºi o abordare calitativã mai aprofundatã. Astfel, la nivelul fiecãruia din-
tre cei doi indicatori de imagine diferenþele de ponderi – excedentare, respectiv deficitare –
sunt diferite. Valorile calculate indicã un deficit de vizibilitate de 34,40% în cazul indicatoru-
lui Competenþa structurilor de conducere, respectiv un excedent de vizibilitate de 22,60%
pentru indicatorul Calitatea membrilor. În aceastã situaþie se poate considera cã ponderea
redusã a indicatorului Competenþa structurilor de conducere (6,56%) ºi deficitul de vizibi-
litate al acestui indicator (34,40%) constituie o vulnerabilitate imagologicã.

O a treia situaþie este cea a diferenþelor semnificative (mai mari de 5 puncte procentuale).
Este cazul valorilor calculate pentru indicatorii de imagine Eficacitatea Societãþii Academice
(Academiei Române) – o diferenþã de 12,47 puncte procentuale -, Activitate ºtiinþificã inter-
naþionalã – o diferenþã de 6,08 puncte procentuale – ºi Activitate pentru realizarea unitãþii
naþionale – o diferenþã de 7,01 puncte procentuale. Nuanþarea valorilor calculate conduce spre
interpretãri similare celor anterioare. Se poate considera cã cei trei indicatori de imagine sunt
complementari, atât activitatea ºtiinþificã internaþionalã, cât ºi acþiunile pentru refacerea uni-
tãþii naþionale constituind domenii de manifestare specifice, conexe eficacitãþii instituþionale.
Astfel, suma valorilor calculate reprezintã o pondere de 39,38%, faþã de 40,00% cât repre-
zintã suma valorilor dezirabile pentru aceºti indicatori. Abordarea calitativã relevã însã un
excedent al vizibilitãþii de 62,35% în cazul indicatorului Eficacitatea Societãþii Academice
(Academiei Române) ºi un deficit de imagine de 60,80% în cazul indicatorului Activitate ºtiinþi-
ficã internaþionalã, respectiv 70,10% pentru indicatorul Activitate pentru realizarea unitãþii
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naþionale. Diferenþele semnificative între ponderile celor trei indicatori de imagine în struc-
tura imaginii dezirabile ºi valorile calculate pentru aceºtia în urma monitorizãrii surselor indicã
în mod cert vulnerabilitãþi imagologice pe toate aceste paliere. Având în vedere contextul inter-
naþional al perioadei analizate, situaþia indicatorului Activitate pentru realizarea unitãþii
naþionale indicã ºi un risc imagologic ridicat.

Ponderea referirilor pozitive la Societatea Academicã (Academia Românã) în sursele mo-
nitorizate este cu 3,55 puncte procentuale mai mare decât valoarea dezirabilã (85,00%), ceea
ce reprezintã un excedent de 4,17% faþã de plafonul stabilit pentru imaginea dezirabilã. În
consecinþã, se poate considera cã imaginea Academiei Române are un caracter puternic pozi-
tiv (88,55% din totalul referirilor).

La nivelul indicatorului Eficacitatea Societãþii Academice/Academiei Române cea mai mare
vizibilitate o au subindicatorii Transparenþã corespunzãtoare a lucrãrilor (6,76% din totalul
de referiri, indice structural cumulativ14 20,83), Acordã premii lucrãrilor importante (5,52%
din totalul de referiri, indice structural cumulativ 17,01), Îndrumarea dezvoltãrii culturii (4,75%
din totalul de referiri, indice structural cumulativ 14,63) ºi Activitate corspunzãtoare a Biblio-
tecii (4,28% din totalul de referiri, indice structural cumulativ 13,20). O vizibilitate mai redusã
au subindicatorii Participare corespunzãtoare a membrilor la lucrãri (3,25% din totalul de
referiri, indice structural cumulativ 10,02), Baza materialã corespunzãtoare (2,58% din totalul
de referiri, indice structural cumulativ 7,95) ºi Venituri suficiente (2,43% din totalul de referiri,
indice structural cumulativ 7,47). Cele mai reduse ponderi s-au înregistrat la nivelul subin-
dicatorilor Apãrã interesele naþionale (0,57% din totalul de referiri, indice structural cumu-
lativ 1,75), Editeazã publicaþii de prestigiu (1,03% din totalul de referiri, indice structural
cumulativ 3,18) ºi Independenþã faþã de orice imixtiuni politice sau de altã naturã (1,29%
din totalul de referiri, indice structural cumulativ 3,97). Ponderea referirilor pozitive la nivelul
acestui indicator este 82,83%, iar a celor negative 17,17%. Caracterul indicatorului este puter-
nic pozitiv.

Se poate observa o relaþie de convergenþã pozitivã la nivelul subindicatorilor Transparenþã
corespunzãtoare a lucrãrilor, Îndrumarea dezvoltãrii culturii, Acordã premii lucrãrilor impor-
tante ºi Activitate corespunzãtoare a Bibliotecii. O relaþie de convergenþã negativã se înre-
gistreazã la nivelul subindicatorilor Bazã materialã corespunzãtoare ºi Venituri suficiente. 

Deºi caracterul indicatorului este puternic pozitiv, nu pot fi eludate o serie de vulnerabi-
litãþi care se evidenþiazã la nivelul unor subindicatori de imagine. Astfel, o primã vulnerabi-
litate care – în condiþiile epocii – are ºi un însemnat potenþial de risc, se manifestã la nivelul
subindicatorului Independenþã faþã de orice imixtiuni politice sau de altã naturã. Vizibili-
tatea acestui indicator este redusã (1,29% din totalul de referiri, indice structural cumulativ
3,97), fapt de naturã a eroda credibilitatea instituþiei. La acest aspect se adaugã caracterul uºor
negativ al subindicatorului (56,00% pondere negativã, indice de distribuþie negativ15 6,19,
indice structural de distribuþie negativ16 12,96) aspect care difuzeazã imaginea unei instituþii
supusã presiunilor externe, deci departe de a-ºi putea îndeplini rolul pe care ºi l-a asumat la
înfiinþare. In acest context trebuie subliniat faptul cã referirile negative la acest subindicator
au o pondere importantã atât din totalul referirilor negative (indice de distribuþie negativ 6,19),
cât ºi din referirile negative la indicatorul Eficacitatea Societãþii Academice/Academiei Române
(indice structural de distribuþie negativ 12,96).

În ceea ce priveºte indicatorul Competenþa structurilor de conducere, acesta este, dupã cum
arãtam ºi mai sus, mult mai puþin vizibil. Cel mai vizibil subindicator este cel care vizeazã pres-
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tigiul Preºedintelui Academiei (3,98% din totalul referirilor, indice structural cumulativ 60,63).
Ceilalþi subindicatori – care vizeazã activitatea vicepreºedinþilor (0,93% din totalul referirilor,
indice structural cumulativ 14,17), a secretarului general (0,77% din totalul referirilor, indice
structural cumulativ11,81) ºi a delegaþiunii (0,88% din totalul referirilor, indice structural cumu-
lativ13,39) – au ponderi mult mai mici. Ponderea referirilor pozitive la acest indicator este
90,55%, iar a celor negative 9,45%. Caracterul indicatorului este puternic pozitiv.

La nivelul indicatorului se pot identifica relaþii de convergenþã imagologicã pozitivã între
subindicatorii Preºedinte prestigios (3,72% din totalul referirilor), Vicepreºedinþi prestigioºi
(0,88% din totalul referirirlor), Secretar general competent (0,62% din totalul referirilor) ºi
Delegaþiune eficientã (0,72% din totalul referirilor).

Întrucât toþi subindicatorii de imagine au un caracter puternic pozitiv, nu se pune problema
unor vulnarabilitãþi generate de ponderea negativã mare. În schimb poate fi observatã o vul-
nerabilitate relativ omogenã la nivelul subindicatorilor Vicepreºedinþi prestigioºi, Secretar ge-
neral competent ºi Delegaþiune eficientã, generatã de vizibilitatea foarte micã. În aceste
condiþii, se poate considera cã în ceea ce priveºte indicatorul Competenþa structurilor de con-
ducere, relevant pentru imaginea publicã a Academiei Române este doar subindicatorul Pre-
ºedinte prestigios. Celelalte structuri de conducere au o vizibilitatea cu ponderi subunitare,
fapt de naturã sã afecteze grav imaginea instituþiei. Faptul preºedintele are o vizibilitate exage-
ratã în raport cu celelalte structuri decizionale se poate corela cu vulneabilitãþile evidenþiate
la subindicatorul Independenþã faþã de orice imixtiuni politice sau de altã naturã, ceea ce
este de naturã a amplifica riscurile imagologice deja evidenþiate la indicatorul Eficacitatea
Academiei Române.

Indicatorul de imagine Calitatea membrilor este ilustrat într-o proporþie covârºitoare de
referirile la subindicatorul Membri titulari de prestigiu (20,75% din totalul referirilor, indice
structural cumulativ 84,63). Ponderea redusã a referirilor la ceilalþi subindicatori de imagine
– Membri corespondenþi de prestigiu (1,86% din totalul referirilor, indice structural cumula-
tiv 7,58), respectiv Membri de onoare prestigioºi (1,91% din totalul referirilor, indice struc-
tural cumulativ 7,79) – neconstituind în mod explicit o vulnerabilitate. Ponderea referirilor
pozitive la acest indicator este 88,21%, iar a celor negative 11,79%. Caracterul indicatorului
este puternic pozitiv.

În ceea ce priveºte indicatorul Activitate ºtiinþificã internã, cea mai mare vizibilitate o au
subindicatorii Activitate corespunzãtoare a Secþiei de ºtiinþe istorice ºi arheologice (4,39%
din totalul referirilor, indice structural cumulativ 21,52), respectiv Activitate corespunzãtoare
a Secþiei de ºtiinþe filologice (3,92% din totalul referirilor, indice structural cumulativ 19,24),
în condiþiile în care Activitatea corespunzãtoare a Secþiei ºtiinþifice are o pondere mai micã
(2,84% din totalul referirilor, indice structural cumulativ 13,92). În general, se poate consi-
dera cã distribuþia referirilor la nivelul subindicatorile este relativ uniformã, singurul dintre
aceºtia cu o vizibilitate redusã fiind Realizarea de colecþii (1,14% din totalul referirilor, indice
structural cumulativ 5,57). Situaþia poate fi explicatã prin dificultãþile întâmpinate de insti-
tuþie în epocã, atât sub aspectul obiectelor de colecþie, cât ºi al spaþiilor corespunzãtoare des-
tinate acestora. Ponderea referirilor pozitive la acest indicator este 88,86%, iar a celor negative
11,14%. Caracterul indicatorului este puternic pozitiv.

La nivelul subindicatorilor de imagine apar elemente de convergenþã pozitivã, cele mai
evidente fiind stabilite între palierele Realizarea unor lucrãri ºtiinþifice fundamentale, Publi-
carea unor lucrãri de autor de prestigiu ºi Valorificarea prin publicare a unor lucrãri impor-
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tante. Un aspect interesant este cel al ponderii relativ mari a referirilor negative la subindica-
torul Activitate corespunzãtoare a Secþiei de ºtiinþe filologice (26,32% din referirile la acest
palier, indice structural de distribuþie negativ 45,45). Situaþia poate fi explicatã prin frãmân-
tãrile generate de confruntãrile de idei din sânul Academiei referitoare la ortografia limbii
române, respectiv la gramatica acesteia. Cu toate aceste, nu poate fi vorba de o vulnerabili-
tate imagologicã explicitã.

Indicatorul Activitate ºtiinþificã internaþionalã este ilustrat – cum era ºi de aºteptat – pre-
ponderent de referirile la subindicatorul Contacte ºtiinþifice internaþionale (2,74% din totalul
referirilor, indice structural cumulativ 69,74). Ceilalþi subindicatori de imagine au ponderi
reduse, având în vedere vizibilitatea precarã a unei asemenea instituþii în primii ani ai fiinþãrii
sale, dar ºi, probabil, interesul redus al presei pentru aceastã problematicã. Ponderea referi-
rilor pozitive la acest indicator este 100%, caracterul indicatorului fiind puternic pozitiv. 

În ceea ce priveºte indicatorul de imagine Implicarea în societate, cea mai mare vizibi-
litate o au subindicatorii Activitate pentru rãspândirea cunoºtinþelor (6,04% din totalul refe-
ririlor, indice structural cumulativ 66,67) ºi Interes pentru problematica socialã (2,17% din
totalul referirilor, indice structural cumulativ 23,73). Se poate constata cu uºurinþã cã aceºti
doi subindicatori reprezintã 90,40% din referirile la acest indicator de imagine. Ponderea
referirilor pozitive la acest indicator este 98,31%, iar a celor negative 1,69%. Caracterul indi-
catorului este puternic pozitiv.

Convergenþa pozitivã poate fi identificatã la nivelul tuturor subindicatorilor, valorile nega-
tive înregistrate fiind relativ neglijabile. Cu toate acestea se manifestã vulnerabilitãþi imago-
logice generate de ponderea micã a referirilor la subindicatorii Participarea la evenimente
cu caracter patriotic (0,10% din totalul referirilor, indice structural cumulativ 1,13), Partici-
parea la aniversãri istorice (0,26% din totalul referirilor, indice structural cumulativ 2,82)
ºi Înfiinþarea de ºcoli (0,52% din totalul referirilor, indice structural cumulativ 5,65). La aceasta
trebuie adãugat faptul cã la subindicatorul Participarea la aniversãri istorice apare ºi o pon-
dere semnificativã de referiri negative (20,00% din referirile la acest palier, indice structural
de distribuþie negativ 33,33). Þinând cont de contextul evenimenþial al epocii, considerãm cã
vulnerabilitãþile identificate la nivelul subindicatorilor Participarea la evenimente cu carac-
ter patriotic ºi Participarea la aniversãri istorice pot genera riscuri imagologice.

O atenþie specialã trebuie acordatã indicatorului de imagine Activitatea pentru realizarea
unitãþii naþionale. Cea mai mare pondere la nivelul indicatorului o au referirile la subindica-
torul Susþine problema naþionalã (2,17% din totalul referirilor, indice structural cumulativ
72,41), celorlalþi subindicatori – Acordã burse unor tineri români din afara hotarelor statu-
lui, Sprijin acordat românilor din afara hotarelor ºi Solidarizare cu românii din afara gra-
niþelor – revenindu-le ponderi subunitare. Ponderea referirilor pozitive la acest indicator este
94,83%, iar a celor negative 5,17%. Caracterul indicatorului este puternic pozitiv. 

Deºi la nivelul tuturor subindicatorilor de imagine se manifestã o relaþie de convergenþã
pozitivã, lipsa de vizibilitate în presa epocii a acestor aspecte constituie o realã vulnerabili-
tate imagologicã. Dacã valorile calculate pentru palierele de imagine menþionate se coreleazã
cu cele evidenþiate în cazul subindicatorilor Participarea la evenimente cu caracter patriotic
ºi Participarea la aniversãri istorice la care ne-am referit la indicatorul implicare în socie-
tate, premisele transformãrii acestora în riscuri imagologice sunt evidente.

Concluzionând, se poate afirma cã imaginea Academiei Române în prima jumãtate de secol
de existenþã a fost una puternic pozitivã, presa epocii evidenþiind îndeosebi rolul major al
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acestei instituþii în promovarea culturii naþionale ºi activitatea ºtiinþificã – îndeosebi în dome-
niile literar ºi istoric – desfãºuratã. Sub acest aspect, se poate considera cã imaginea difuzatã
de sursele mass-media monitorizate slujeºte, fãrã urmã de îndoialã – interesele instituþiei.

Cu toate acestea, structura imaginii conþine ºi o serie de vulnerabilitãþi imagologice cu
potenþial de risc. Acestea se manifestã atât la nivelul echidistanþei politice a instituþiei, cât ºi
cu privile la activitatea structurilor de conducere. Probabil cã aceastã situaþie îºi poate gãsi
o explicaþie în faptul cã presa nu asociazã activitatea personalitãþilor culturale ºi ºtiinþifice
din epocã cu cea de membri ai structurilor de conducere ale Academiei Române. Aici trebuie
avut în vedere ºi faptul cã presa disponibilã a fost, în cea mai mare parte a ei de facturã politicã
ºi de informare, deci mai puþin interesatã de evoluþiile interne ale instituþiei academice. 

Un alt aspect care trebuie menþionat la capitolul vulnerabilitãþi îl constituie referirile la
resursele materiale ale Academiei Române ºi, conex, vizibilitatea redusã a activitãþilor care
presupun alocarea de fonduri – acordarea de burse de studii, realizarea colecþiilor, construcþia
de ºcoli, sau creºterea vizibilitãþii componentei internaþionale a instituþiei.

O surprizã pentru noi a fost vulnerabilitatea generatã de ponderea redusã a referirilor la
actiunile pentru realizarea unitãþii naþionale, precum ºi lipsa vizibilitãþii participãrii membrilor
Academiei la acþiunile comemorative sau cu caracter patriotic. Aºa cum spuneam ºi în ana-
lizã, în contextul evenimenþial specific celei de-a doua jumãtãþi a secolului al XIX-lea, vizi-
bilitatea exagerat de micã a acestor paliere imagologice constituie un adevãrat risc imagologic.
În mod cert, situaþia poate fi pusã pe seama aceluiaºi dezinteres al surselor de a preciza cali-
tatea de membru al Academiei Române în cazuºl personalitãþilor culturale ºi ºtiinþifice par-
ticipante la manifestãri.

În ciuda acestor probleme – unele dintre ele tributare exclusiv caracteristicilor gazetãriei
epocii – Academia Românã s-a impus în conºtiinþa publicului ca fiind cel mai înalt for ºtiinþific
al þãrii.

Note

1. Corina Mãdãlina Munteanu, Cosmin Huluþã, Aurora Iorgoveanu, Miruna Meiroºu, Iulia Muntean,
Andra-Florentina Ostafi, Dragoº Smeu, Alina-Loredan Stan. Aceºtia au participat efectiv la monitorizarea
surselor, sacrificându-ºi în acest scop o bunã parte din vacanþa de varã. Eforturile lor se vor materializa în
analiza punctuale, pe sursele monitorizate de fiecare în parte, care vor deveni partea practicã a lucrãrilor
de absolvire. 

2. Este cazul ziarului „Epoca“, cotidian politic care apare la Bucureºti începând cu 1885 ºi la Iaºi din
1918. Ziarul va fi publicat la Bucureºti între 16 noiembrie 1885 ºi 14 iunie 1889 apoi, dupã o întrerupere de
câteva luni, între 2 noiembrie 1895 ºi 22 noiembrie 1916 când va fi din nou oprit de la tipar pânã în 1918.
Directorul politic a fost Gr. G. Peucescu (1885-1889), iar printre primii redactori s-au numãrat Barbu
Delavrancea (1885), Gr. Ventura (1886-1889) ºi Anton Bacalbaºa (1895-1896). Cele 80 de volume în care
sunt reunite exemplarele publicaþiei sunt deteriorate, complet indisponibile fiind cele din 1885, iulie-decem-
brie 1886, 1888-1889, 1908, respectiv iulie-decembrie 1912.

3. Cea mai gravã situaþie de acest gen din perspectiva cercetãrii noastrea este cea a colecþiei „Univer-
sul“ care nu poate fi consultatã.

4. Revista „Covorbiri literare“ apare la Iaºi, în anul 1867, ca organ de presã a societãþii literare Junimea.
Este consideratã cea mai importantã publicaþie a vremii pentru activitatea depusã în slujba culturii naþionale,
în sensul consolidãrii unei literaturi autentice româneºti. Prima etapã din viaþa revistei „Convorbiri literare“
este caracterizatã de perioada martie 1867 – martie 1885, când revista apare la Iaºi, bilunar, iar în cea de-a
doua etapã, revista se mutã la Bucureºti, unde va fi editatã lunar, între aprilie 1885 – iulie, august 1916, cu
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întrerupere pânã în ianuarie 1919, sub conducerea iniþialã a lui Iacob Negruzzi (1885-1888), iar apoi a unui
comitet format din foºti elevi ai lui Titu Maiorescu: Mihail Dragomirescu, Simion Mehedinþi, P.P. Negulescu,
Rãdulescu Motru. O comparaþie între activitatea de la Iaºi ºi cea din Bucureºti înclinã semnificativ balanþa
în favoarea primei, întrucât aceasta este etapa colaborãrilor prolifice cu faimoºii Titu Maiorescu, Mihai Emi-
nescu, Ion Luca Caragiale, Ion Creangã, Vasile Alecsandri, George Coºbuc, Octavian Goga, Panait Cernea,
Dinu Zamfirescu, I.Alexandru Brãtescu Voineºti. Revista era editatã în 16 pagini ºi avea un tiraj de 500 de
exemplare, distribuite naþional. Ea nu beneficia de o structurã clarã, unitarã, de rubrici fixe sau de o direcþie
ideologicã ºi, în acest sens, poate fi caracterizatã ca având o evoluþie neliniarã. Totuºi, articolele care au apãrut
de-a lungul timpului în revistã pot fi încadrate în urmãtoarele categorii: literaturã, folclor, lingvisticã, artã,
ºtiinþã, statisticã, demografie, stat ºi drept, politicã, ºtiinþe ale naturii, culturã, educaþie. 

5. Periodicul „Contemporanul“ apare la Iaºi ca revistã ºtiinþificã ºi literarã la 1 iulie 1881 sub condu-
cerea lui Ion Nãdejde ºi V. G. Morþun (1881-1884). Revista este editatã bilunar cu întreruperi, pentru ca din
1885 apariþiile sã fie lunare. Publicaþia îºi propune sã aducã la cunoºtinþa publicului cum priveºte ºtiinþa con-
temporanã lumea, punând în dezbatere marile teorii ºtiinþifice apãrute în Vest. Redactorii abordau teme din
viaþa economicã, politicã, socialã, culturalã ºi ºtiinþificã. Prin programul sãu „Contemporanul“ promoveazã
ideea organizãrii unui învãþãmânt ºtiinþific, laicizarea economicã a þãranilor ºi muncitorilor privaþi de drep-
tul la educaþie, pronunþându-se pentru mãsuri economice care sã înlãture analfabetismul ºi sã creascã nivelul
cultural al claselor de jos. Astfel, sunt susþinute idei democratice precum: dreptul la vot egal ºi secret, drep-
tul egal la învãþãturã ºi egalitatea în drepturi a femeii cu a bãrbatului. Printre poeþii ºi prozatorii care au pu-
blicat se numãrã C. Mille, A. Bacalbaºa, Th. D. Speranþia, ªt. Bassarabeanu, O. Carp, N. Iorga. 

6. „Adevãrul“ este fondat de Alexandru Beldiman în decembrie 1871 la Iaºi ca ziar sãptãmânal. Pe 5
aprilie 1872, dupã doar trei luni de la apariþie, sãptãmânalul este închis, iar editorul arestat, judecat ºi achi-
tat. Reapare dupã 16 ani, în 1888, la Bucureºti ca publicaþie democraticã zilnicã având foileton literar ºi supli-
mente literare, tot sub conducerea fondatorului Alexandru Beldiman, ajutat de Gr. Ventura ºi Constantin
Ventura. Pe lângã ziar sunt editate suplimentele „Adevãrul literar“, „Adevãrul ilustrat“, „Adevãrul de joi“,
„Belgia Orientului“, „Pentru copii“, „Litere ºi arte“ ºi „Almanahul ilustrat al ziarului Adevãrul“. Din colec-
tivul de redacþie al „Adevãrului“ au fãcut parte C. Mille, directorul ziarului între 1898-1920, prim-redac-
torul Gr. Ventura (1888-1891), I. N. Roman (1891-1893), A. Bacalbaºa (1893-1894), Emil D. Fagure
(1919-1921), I. Hussar, C. B. Stamantin Nazone, Traian Demetrescu, C. C. Bacalbaºa, C. Graur, Gr. Graur,
T. Teodorescu-Braniºte, I. Vihea ºi B. Brãniºteanu.

7. Publicaþie cotidianã, „Conservatorul“ apare la Bucureºti, între 15 decembrie 1900-15 noiembrie 1914,
avându-l în funcþia de redactor ºef pe C.C. Bacalbaºa. Publicaþia este editatã în patru pagini, care conþin urmã-
toarele rubrici: „Buletin extern“, „Depeºi“, „Ecouri“, „Foiþa Ziarului Conservatorul“, „ªtiri Oficiale“, „Infor-
maþiuni“, „Ultimele Informaþiuni“, „Ultimele Telegrame“, „ªtiri Diferite“.

8. Apare dimineaþa cu ultimele ºtiri de þarã ºi din strãinãtate, la Bucureºti, zilnic, între 13 decembrie 1908
ºi 19 octombrie 1916. Alãturi de ºtirile din þarã ºi din strãinãtate, oferã ºi o paginã literarã cu caracter de
popularizare. Din articolul program, publicat în primul numãr reiese caracterul enciclopedic al publicaþiei:
„organ al intereselor generale, unde se gãsesc informaþiuni date cu bunã credinþã asupra faptelor petrecute“
(„Minerva“, 1908, I, nr. 1, 13 decembrie, p. 1). Ziarul apare în patru sau ºase pagini. Doar primul numãr,
apãrut la 13 decembrie 1908, a avut 12 pagini, un tiraj de 500.000 de exemplare ºi a fost distribuit gratuit
în þarã. „Minerva“ are câteva rubrici cu caracter permanent, cum ar fi: „Informaþiuni“, „Ultimele informaþi-
uni“, „Foiletonul ziarului Minerva“, „Telegrame“, „Ultimele ºtiri telegrafice“, „Cronica financiarã“, dar ºi
rubrici ocazionale: „Moda“, „Chestiuni economice“, „Parlamentul“, „Viaþa de provincie“ etc. La ziar cola-
boreazã scriitori precum Ioan Slavici, Ioan Scurtu, Victor Anestin, Nicolae Timiraº, Octavian Goga, Simion
Mehedinþi, Constantin Rãdulescu Motru.

9. „Perseverenþa“, ziar politic ºi literar, apare la Bucureºti, bisãptãmânal, în perioada 5 martie 1867 – 23
martie 1869. Publicaþia este editatã în patru pagini ºi este distribuitã în þarã, în districte ºi în strãinãtate. Rubri-
cile nu sunt fixe, ziarul publicând pur ºi simplu articole. Din când în când, apar totuºi articole sub acelaºi
titlu. Printre acestea, „Corespondenþa particularã a Perseverenþei“, „Foiþa Perseverenþei“, „Revista Comer-
cialã“, „Revista interioarã“. Redactorul publicaþiei este Alexandru Candiano Popescu. Ziarul, prin articolul
program, urmãreºte încurajarea agriculturii, industriei, comerþului. Unele articole reproduc programul Soci-
etãþii pentru Învãþãtura Poporului Român. Publicaþia informeazã cititorii asupra lucrãrilor Societãþii Acade-
mice Române. Printre colaboratorii publicaþiei îi amintim pe Mihail Zamphirescu, Theodor ªerbãnescu, N.
Densusianu, Dimitrie Bolintineanu, Miron Pompiliu, Vasile Alecsandri, Bogdan Petriceicu Haºdeu.
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10. Cotidianul politic „România liberã“, cu foileton literar, apare la Bucureºti, în perioada 15 mai 1877–14
iunie 1889, sub conducerea lui D.Augustin Laurian (pânã la 13 aprilie 1888). Independent pânã în 1880,
publicaþia devine apoi organ junimist, ca ºi „Timpul“. În 1889 fuzioneazã cu seria I din „Epoca“ (1885-1938),
în locul lor apãrând „Constituþionalul“ (1889-1900). „România liberã“ are patru pagini, iar rubricile sunt
asemãnãtoare cu a celorlalte ziare ale timpului: „Cronica Zilei“, „Din Afarã“, „ªtiri Telegrafice“, „Corpurile
Legiuitoare“, „Din Transilvania“, „Arena Ziarelor“, „Varietãþi“ ºi „Foiþa Ziarului România Liberã“. Cola-
boratori cei ai cunoscuþi ai ziarului sunt: Ion Luca Caragiale, Alexandru Macedonski, Marie Nizet, Duiliu
Zamfirescu, Alexandru Vlahuþã, Barbu ªtefãnescu Delavrancea. 

11. Cotidian al Partidului Conservator, ziarul „Timpul“ apare la Bucureºti, de 4 ori pe sãptãmânã (15
martie –15 mai 1876), apoi zilnic (16 mai 1876–17 martie 1884, 13 noiembrie 1889–14 decembrie 1900, 2
martie 1923 –23 iunie 1924). Ca urmare a fuziunii Partidului Conservator cu Partidul Liberal-Sincer, în 1884,
„Timpul“ ºi ziarul „Binele Public“ fuzioneazã, noua publicaþie având titlul „România“ (1884–1892). Reapãrut
la 13 noiembrie 1889, „Timpul“ fuzioneazã la 14 decembrie 1900 cu ziarul „Constituþionalul“, în locul celor
douã apãrând „Conservatorul“. Directorii ziarului conservator au fost: Gr. Pencescu (1882–1883), M. Pale-
ologu (1883–1884, 1889–1890), N. Filipescu (1890–1900), J.Joldea Rãdulescu (1878–1879), iar în funcþia
de redactor ºef s-au succedat: A Cantacuzino (1878–1879), Mihai Eminescu (februarie 1880–iunie 1883),
Ioan Luca Cargiale (1877). Rubricile publicaþiei erau „ªtiri telegrafice din ziarele strãine“, „ªtiri telegrafice
ale Timpului“, „Cronica internã“, „Din afarã, revista Ziarelor“, „Telegrame externe“, „Ultimele ºtiri“, „Foi-
leton“. Colaboratorii ziarului au fost, majoritari, vechi colaboratori ai revistei „Convorbiri literare“: Mihai
Eminescu, Ioan Slavici, Iacob Negruzzi, Ion Creangã, Titu Maiorescu, Ion Luca Caragiale, Alexandru Vlahuþã,
Nicolae Iorga.

12. Publicaþia apare la Bucureºti, în continuarea publicaþiei „Buciumul“ (1862–1864), de trei ori pe sãp-
tãmânã (în perioada 1 martie–2 iunie 1865, 28 august–23octombrie 1867, 6 aprilie 1868–16 iulie 1871), bisãp-
tãmânal (3 iunie 1865–17 august 1867, 24 octombrie 1867–7 aprilie 1868), bisãptãmânal sau sãptãmânal
(18 iulie 1871–18 ianuarie 1877), sub conducerea lui Cezar Bolliac. Succesorul acestuia este N. Bassarabescu
(1866-1871). Rubricile ziarului sunt: „Revista internã“, „Reflexiuni“, „Inserþiuni ºi Reclame“, „Corespon-
denþa particularã a Trompetei Carpaþilor“, „Varietãþi“, „Foliola (foiletonul de pe cea de-a doua paginã)“. Pu-
blicaþia susþine împoprietãrirea þãranilor, votul universal, stingerea privilegiilor, independenþa comunelor ºi
autonomia judeþelor, instrucþia gratuitã ºi obligatorie a poporului, armata naþionalã, secularizarea averilor
mãnãstireºti. Dupã 11 februarie 1866 ziarul începe o campanie violentã împotriva autorilor loviturii de stat
care l-au îndepãrtat pe Alexandru Ioan Cuza de la domnie ºi în special împotriva lui C.A. Rosetti, directorul
ziarului „Românul“. În cele patru pagini, ziarul publicã versuri, prozã, teatru, satire sociale, articole de crtiticã
ºi intoria literaturii. Printre colaboratori se aflã: Dimitrie Bolintineanu, Ion Heliade Rãdulescu, G. Boronzi.
Partea Politicã este susþinutã de Dimitrie Bolintineanu ºi de Cezar Bolliac.

13. Sistemul indicatorilor de imagine a fost prezentat în Ion Chiciudean, Bogdan-Alexandru Halic, Ana-
liza imaginii Academiei Române în perioada 1866-1916. Preliminarii în debutul unei cercetãri, în „Revista
românã de comunicare ºi relaþii publice“, 2008, 12, p.9-17.

14. Indicele structural cumulativ indicã ponderea unui subindicator în cadrul indicatorului.
15. Indicele de distribuþie negativ indicã ponderea referirilor negative la subindicator din totalul referi-

rilor negative la actorul social.
16. Indicele structural de distribuþie negativ indicã ponderea referirilor negative la subindicator din totalul

referirilor negative la indicatorul de imagine.
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Rezumat

Aceastã lucrare trateazã tema reþelelor angajamentului civic ca forme de capital social ºi ca instrument
fundamental de facilitare a comunicãrii eficiente ºi a cooperãrii între agenþii dezvoltãrii, la nivelul comuni-
tãþilor locale sau a zonelor/regiunilor de dezvoltare. În prima parte a lucrãrii este prezentat conceptul de „reþea
a angajamentului civic“, aºa cum a fost el definit de cãtre sociologul american Robert D. Putnam în cadrul
studiului sãu asupra funcþionãrii instituþiilor democratice din Italia, în ultimele decenii ale secolului trecut.
Capitalul social este înþeles aici ca un bun intangibil pe care se clãdesc elementele necesare unei bune comu-
nicãri ºi cooperãri în sfera rezolvãrii problemelor publice ale comunitãþilor umane. Capitalul social este for-
mat din încredere, norme ºi relaþii sociale, iar relaþiile sociale iau, cel mai adesea, forma asociaþiilor ce susþin
în comunitate acþiunile coordonate, orientate spre dezvoltare socio-economicã. În partea a doua a lucrãrii
sunt prezentate ºi discutate, pornind de la concepþia lui Robert D. Putnam, beneficiile reþelelor angajamen-
tului civic: consolidarea normelor recipocitãþii, facilitarea comunicãrii ºi îmbunãtãþirea fluxului informaþii-
lor legate de credibilitatea indivizilor, marginalizarea triºorilor ºi transmiterea modelelor de succes. Pornind
de la premisa rolului fundamental al elitelor în procesele de dezvoltare socialã ºi în funcþionarea instituþi-
ilor politico-administrative, în partea a treia a lucrãrii se face referinþã la o serie de studii care trateazã pro-
blematica reþelelor de comunicare ºi de cooperare ale elitelor locale ºi naþionale. Pentru cazul elitelor locale
sunt prezentate rezultatele unei cercetãri efectuate în Germania, iar pentru cazul elitelor naþionale este invo-
catã concepþia neo-elitistã sau „paradigma Field-Higley“. În ultima parte a lucrãrii sunt analizate principiile
programului european de dezvoltare ruralã Leader, construite pe logica funcþionãrii reþelelor angajamentu-
lui civic.

Cuvinte-cheie: capital social, comunitate civicã, reþea socialã, elitã, programul Leader.

Abstract

This paper treats the theme of the civic commitment networks which represent a form of social capital
and a fundamental facilitation instrument of the efficient communication and cooperation between the deve-
lopment agents in the local communities. In the first part of the work there is presented the concept of „civic
commitment network“ as well as it was defined by the American sociologist Robert D. Putman in his study
upon the function of the democratically institutions from Italy, in the last decades of the last century. The
social capital is understood here as an intangible useful on which there are built necessary elements for a
good communication and cooperation for public problems solving sphere. The social capital is made by trust,
norms and social relations, and the social relations take often the shape of some associations that sustain the
coordinate actions oriented on the socio-economical development. In the second part of the work there are

* Conferenþiar universitar doctor, catedra de Comunicare ºi Asistenþã Socialã, Universitatea „Transilva-
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presented and discussed the benefits of the civic commitment networks in base of Robert D. Putman’s con-
ception. This benefits are the following: consolidation of the reciprocal norms, communication facility and
improve of the information flux concerning the credibility of people, marginalization of the cheats and trans-
mitting the success models. Following the premise of the elites fundamental role in the social development
processes and in the function of political-administrative institutions, in the third part of the work I make ref-
erence on many studies that treat the communication networks problem and the cooperation of national and
local elites. For the case of local elites there are presented the results of a research made in Germany. For
the case of the national elites it is invoked the neo-elitist conception or „the paradigm Field-Higley“. In the
last part of the work there are analyzed the principles of the Leader European program of rural development,
built on the function logic of the civic commitment networks.

Key words: social capital, civic community, social network, elite, the program Leader.

1. Introducere

„Pentru a rezolva o problemã comunã, oamenii inteligenþi coopereazã. Cei neinteligenþi
fie nu recunosc problema, fie declanºeazã un conflict“. Am auzit aceastã maximã la o emi-
siune de radio din România anului 2008 ºi nu mi-a rãmas indiferentã, pentru simplul motiv
cã ea reflectã o preocupare ºtiinþificã actualã în domeniul sociologiei dezvoltãrii. Era o nouã
dovadã cã simþul comun deþine adevãruri fundamentale, care vin din experienþã, din obser-
vaþii nesistematice sau din „pãþanii“ cu rol de lecþii de viaþã, ele nefiind întotdeauna demon-
strate (sau demonstrabile) dupã criteriile admise la nivelul ºtiinþelor sociale.

Voi încerca, de-a lungul acestui articol, sã aduc câteva dovezi din literatura de speciali-
tate a sociologiei ultimilor douãzeci-treizeci de ani, dovezi care confirmã opinia acelui vor-
bitor anonim despre rolul cooperãrii în rezolvarea problemelor ºi în dezvoltarea socialã.

2. Punctul de pornire: capitalul social

Într-o lucrare de referinþã pentru domeniul sociologiei dezvoltãrii ºi al sociologiei politice,
americanul Robert D. Putnam1 descria douã realitãþi diverse, pe care fusese chemat sã le
studieze în Italia. 

La începutul anilor ’70, în aceastã þarã demarase o amplã reformã de descentralizare admi-
nistrativã prin care se creaserã guverne regionale la nivelul fiecãrei regiuni istorice. În nor-
dul þãrii, aceste noi instituþii funcþionau eficient. În sud, însã, deºi structura instituþionalã era
aceeaºi, iar fondurile alocate erau în avantajul acestor regiuni, guvernele regionale funcþio-
nau ineficient.

Pe parcursul unei cercetãri care a durat aproape douãzeci de ani, Putnam ºi colaboratorii
sãi au descoperit cã diferenþa de performanþã instituþionalã între nordul ºi sudul Italiei nu era
determinatã doar de gradul de dezvoltare socio-economicã, ci ºi de „comunitatea civicã“, adicã
de modelele de implicare civicã ºi de solidaritate socialã ale cetãþenilor din regiunile studiate.

Înþelegând prin „comunitate civicã“ o comunitate în care cetãþenii participã activ la tre-
burile publice, Putnam ºi-a propus sã cerceteze empiric „dacã succesul guvernãrii democra-
tice depinde de mãsura în care mediul sãu se apropie de idealul comunitãþii civice“2. Pentru
aceasta, autorul a construit un indice al comunitãþii civice care s-a dovedit a avea o corelaþie
foarte strânsã cu performanþa instituþionalã a guvernelor regionale.
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Cu alte cuvinte, cu cât o regiune se apropia mai mult de caracteristicile unei comunitãþi
civice, cu atât guvernul respectivei regiuni funcþiona mai eficient. Caracteristicile acestui tip
ideal de comunitate civicã au fost extrase din literatura teoreticienilor republicani ºi comu-
nitariºti3 ºi este vorba despre: angajamentul civic, egalitatea politicã, solidaritatea, încrederea,
toleranþa ºi asociaþiile, ca structuri sociale ale cooperãrii.

Aºadar, alãturi de propensiunea pentru implicare în chestiunile publice, manifestatã prin
participarea la vot sau prin lectura ziarelor, solidaritatea dintre cetãþeni, manifestatã în forma
capitalului social, constituie un element fundamental al oricãrei comunitãþi civice ºi explicã
în mare mãsurã succesul instituþiilor descentralizate la nivel regional.

Capitalul social este un bun intangibil format din urmãtoarele elemente: încredere, norme
ºi relaþii sociale, acestea din urmã luând, cel mai adesea, forma asociaþiilor sau a reþelelor
sociale. Toate aceste elemente faciliteazã – susþine autorul – acþiunile coordonate, acþiuni care
presupun crearea solului fertil pentru comunicare ºi cooperare în sfera rezolvãrii problemelor
publice ºi a bunei funcþionãri a instituþiilor din comunitate.

Lucrul cel mai important pentru o comunitate civicã este abilitatea socialã de a colabora
pentru satisfacerea intereselor comune. Reciprocitatea generalizatã (care nu înseamnã „fac asta
pentru tine, pentru cã tu eºti mai puternic“ ºi nici mãcar „fac cutare lucru pentru tine, dacã ºi
tu faci ceva pentru mine imediat“, ci „fac asta pentru tine acum, pentru cã ºtiu cã ºi tu vei face
cândva ceva pentru mine“) genereazã un mare capital social ºi încurajeazã colaborarea.4

3. Ce sunt reþelele angajamentului civic?

În termenii lui Putnam, reþelele angajamentului civic sunt „interacþiuni orizontale intense“5

de tipul asociaþiilor între vecini, societãþilor corale, cooperativelor, cluburilor sportive, socie-
tãþilor de întrajutorare, asociaþiilor culturale, sindicatelor etc. Ele reprezintã o formã esenþialã
de capital social ºi cu cât densitatea lor într-o comunitate este mai mare, cu atât este mai pro-
babil ca membrii acelei comunitãþi sã coopereze pentru binele comun. 

La polul opus s-ar afla comunitãþile caracterizate de neîncredere, de suspiciune, de cen-
trarea pe interesul personal sau strict familial, cu orientare pe termen scurt, dar în care reþelele
sau formele asociative se construiesc pe relaþii de putere ºi pe principii clientelare (de genul
mafiei italiene).

Putnam identificã patru efecte benefice ale reþelelor angajamentului civic. 
Cel mai important dintre aceste efecte mi se pare a fi consolidarea normelor recipocitãþii.

Reciprocitatea, aºa cum apare prezentatã în citatul anterior, este o þesãturã de aºteptãri po-
zitive ºi de sentimente de încredere ale indivizilor dintr-o comunitate, ale fiecãruia faþã de
ceilalþi. În literatura de specialitate, aceastã caracteristicã a comunitãþilor sau grupurilor poate
fi gãsitã ºi sub alte denumiri, precum capital social bonding ºi bridging6. Capitalul social bond-
ing se referã la încrederea în interiorul grupurilor de apartenenþã primarã, cum ar fi familia,
grupul de rudenie, vecinãtatea sau satul. Este o formã de „reciprocitate“ care asigurã coeziu-
nea în grupurile mici, care îi þine pe oameni împreunã într-o structurã socialã de tip informal.
Capitalul social bridging se extinde la nivelul unitãþilor sociale mai largi, de tipul societãþilor.
El „consistã în reþele relativ dense de relaþii între grupuri, în încredere generalizatã, în încre-
derea în instanþe exterioare grupului de aparteneþã (instituþii, alte grupuri sociale), în partici-
parea la viaþa comunitãþii (în asociaþii formale sau chiar în grupuri informale)“7. 
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Cu alte cuvinte, oamenii care se implicã în acþiuni comune, care interacþioneazã pe mul-
tiple planuri ºi dezvoltã reþele de interacþiuni folositoare, vor fi în viitor mai deschiºi la coo-
perare ºi mai tentaþi sã aibã încredere unii în alþii. 

Putnam aratã cã în Italia, în zonele în care existau tradiþii puternice de asociere formalã
sau informalã ºi în care oamenii aveau obiceiul de a ieºi în pieþe publice pentru discuþii pe
teme diverse, dar mai ales politice (cum era cazul oraºului Bologna, de pildã), performanþa
instituþiilor locale sau regionale era ridicatã, iar oamenii se declarau mult mai satisfãcuþi de
viaþa lor în raport cu zonele sãrace în astfel de „tradiþii civice“.

Un alt efect benefic al reþelelor angajamentului civic este acela cã „faciliteazã comuni-
carea ºi îmbunãtãþesc fluxul informaþiilor legate de credibilitatea indivizilor. Ele fac ca repu-
taþia sã fie transmisã ºi perfecþionatã“8. Sã ne gândim la investiþiile pe care firmele le fac în
resursa umanã, prin organizarea de team-bildinguri la sfârºit de sãptãmânã. Nu este oare aceasta
o formã de întãrire a reþelei interne a angajaþilor? În mod sigur, este. Mai mult chiar decât
sugereazã numele, acela de „construire a echipei“, astfel de activitãþi îi pun pe colegii de muncã
sã interacþioneze pe planuri multiple, diferite de cele specifice muncii cotidiene. În astfel de
contexte, îi cunoaºtem mai bine pe ceilalþi, avem ocazia de a coopera sau chiar de a vedea
comportamentul celorlaþi în situaþii de competiþie indusã prin joc sau divertisment, ne putem
confirma sau infirma aºteptãri despre ceilalþi, le verificãm reputaþia etc. 

În astfel de situaþii, ca ºi în cele în care membrii unei comunitãþi locale sunt chemaþi sã
participe la un proiect comun, este esenþial obiectivul sau scopul supraordonat acþiunilor. Psi-
hologia socialã9 ne învaþã cã ºi situaþiile de interacþiune multiplã pot genera efecte negative,
precum creºterea ostilitãþii între indivizi ºi grupuri sau întãrirea prejudecãþilor sociale, în cazul
în care indivizii intrã în competiþie pentru resurse rare, iar situaþia este de tip joc cu sumã
nulã: unii câºtigã, alþii pierd. Propoziþia normativã este atunci urmãtoarea: pentru a creºte
coeziunea în grup sau comunitate, trebuie ca scopul supraordonat (obiectivul) sã fie unul de
interes comun, în care fiecare participant are de câºtigat.

Un al treilea efect benefic al reþelelor angajamentului civic îl reprezintã, în termenii noºtri,
marginalizarea triºorului. În termenii lui Putnam, lucrurile stau în felul urmãtor: „Reþelele
angajamentului civic cresc costurile potenþiale ale celui care triºeazã în orice tranzacþie indi-
vidualã“. Aceastã afirmaþie pare a însemna cã reþelele angajamentului reduc oportunismul.
Într-o reþea socialã, mai ales dacã ea este activatã pentru o mizã de dezvoltare, oamenii se
aºteaptã ca ceilalþi sã acþionaze corect, pentru cã fiecare trebuie sã investeascã încredere în
fiecare. Or, atunci când cineva încearcã sã-i pãcãleascã pe ceilalþi, acest triºor are ºanse mari
sã fie marginalizat, pedepsit sau chiar exclus din grup. Reþelele angajamentului civic, aºadar,
nu doar cã susþin comunicarea ºi cooperarea între membri, dar pot sã ºi învioreze normele
morale, bazate pe valorile general acceptate de grup.

Cel de-al patrulea efect benefic al reþelelor angajamentului civic se referã la „transmiterea
modelului“. Ele „înglobeazã succesul cooperãrii anterioare, care poate servi ca model definit
cultural pentru o colaborare ulterioarã“10. Aceste modele de acþiune colectivã ºi de cooperare
eficientã pot servi ca exemplu comunitãþilor chiar ºi pe termen lung, crescând astfel proba-
bilitatea repetãrii experienþelor pozitive la nivelul respectivei comunitãþi. Cu alte cuvinte, prac-
tica asocierii se învaþã. 

Dumitru Sandu vorbeºte despre „circulaþia modelelor de dezvoltare comunitarã în Româ-
nia“11 ca despre un mijloc important pentru a face dezvoltare comunitarã în România con-
temporanã. Transmiterea „bunelor practici“ devine astfel o metodã esenþialã de învãþare socialã
ºi un element important al strategiilor de dezvoltare localã.
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4. Reþele ale angajamentului la nivelul elitelor locale ºi naþionale

Într-o cercetare având ca temã relaþiile dintre elitele orãºelului german Altneustadt, de circa
20.000 de locuitori, Edward Laumann ºi Franz Pappi12 au folosit, în scopul identificãrii elitelor
locale, o abordare poziþionalã bazatã pe schema AGIL a lui Parsons. Pe baza acestei scheme,
organizaþiile sociale sunt clasificate conform funcþiei principale pe care o îndeplinesc în siste-
mul social: funcþia de adaptare (adaptative), funcþia de atingere a scopurilor (goal-attainment),
funcþia de integrare (integrative) ºi funcþia de conservare a modelului (pattern-maintenance).

Acestor funcþii le corespund patru sectoare de activitate:
– funcþia de adaptare: societãþi de afaceri, bãnci ºi organizaþii economice;
– funcþia de atingere a scopurilor: administraþie publicã, tribunale, organe legislative;
– funcþia de integrare: asociaþii voluntare, partide politice, sindicate, cluburi sportive;
– funcþia de conservare a modelului: organizaþii educaþionale, medicale, religioase ºi cul-

turale.
Obiectivul de cercetare al celor doi autori era acela de a descoperi structura ºi tipurile de

relaþii existente între membrii elitei decizionale a acestei comunitãþi. În acest scop au fost
aleºi ca subiecþi ai cercetãrii cincizeci ºi unu de indivizi consideraþi a fi cei mai influenþi din
oraº, aceste persoane reprezentând tocmai vârfurile instituþiilor enumerate mai sus. 

Laumann ºi Pappi au mãsurat, prin intermediul tehnicilor de analizã a reþelelor sociale,
gradul de integrare al membrilor elitei locale, pornind de la postulatul cã o elitã puþin inte-
gratã are dificultãþi mari în coordonarea afacerilor comunitare. Conceptul de afaceri comu-
nitare se referã la multitudinea de acþiuni ce privesc direct rezolvarea problemelor din spaþiul
public al unei comunitãþii locale.

Elita localã din Altneustadt s-a dovedit a fi una puternic integratã. Relaþiile dintre mem-
brii ei erau dense ºi multiple, adicã se realizau pe mai multe planuri, nu doar formale, ci ºi
informale. Membrii elitei înseºi recunoºteau cã relaþiile de comunicare eficientã ºi de cola-
borare reciprocã erau un element important în explicarea eficienþei rezolvãrii diverselor pro-
bleme comunitare.

La un alt nivel, de aceastã datã macrosociologic, reprezentanþii neo-elitismului13 au sta-
bilit o corelaþie puternicã între configuraþia elitelor ºi tipul de regim politic. 

Mãsura în care elitele au sau nu au reciproc încredere una în alta sau în care reciproc coo-
pereazã ori nu coopereazã […] are prioritate logicã ºi factualã asupra tuturor mecanismelor
constituþionale ºi instituþionale, asupra existenþei stabilitãþii sau instabilitãþii politice ºi asupra
oricãrei practici democratice, la orice nivel“14.

Poziþie centralã a elitelor în societate face ca variaþiile în structura lor ºi în funcþionarea insti-
tuþiilor pe care ele le reprezintã sã constituie principalul factor de schimbare al societãþilor mo-
derne. Într-un studiu publicat în 1985, intitulat „National Elites and Political Stability“, Lowell
G. Field ºi John Higley au analizat un numãr de optzeci ºi una de þãri în funcþie de stabilitatea
instituþionalã, pe o perioadã cuprinsã între anii 1950 ºi 1982. Concluzia lor a fost cã se poate
identifica o relaþie clarã între configuraþia elitelor ºi stabilitatea regimului respectiv15.

Field ºi Higley considerã cã existã douã dimensiuni fundamentale pentru analiza struc-
turii ºi funcþionãrii elitelor oricãrei naþiuni: gradul de integrare structuralã ºi gradul de con-
sens valoric.

Integrarea structuralã înseamnã cuprinderea sau includerea reciprocã a reþelelor de comuni-
care ºi influenþã, formale ºi informale, dintre persoane, grupuri ºi facþiuni în elita naþionalã16.
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Consensul valoric reprezintã acordul reciproc al persoanelor, grupurilor ºi facþiunilor în
legãturã cu regulile formale ºi informale, cu practicile activitãþii politice ºi cu valorile insti-
tuþiilor politice existente.

Pe baza acestor douã dimensiuni, autorii disting trei configuraþii de bazã ale elitelor na-
þionale:

– Elite neunificate: integrarea structuralã ºi consensul valoric „sunt minime în sensul cã
reþelele de comunicare ºi de influenþã nu traverseazã liniile facþiunilor în nici un fel“17. Diversele
facþiuni existente într-o astfel de societate nu acceptã regulile acþiunii politice ºi valorile insti-
tuþionale. Elitele au o neîncredere profundã unele în altele ºi se angajeazã în lupte adesea vio-
lente pentru dominaþie.

– Elite consensual unificate: suprapunerea ºi interconectarea reþelelor de comunicare ºi
de influenþã cuprind toate facþiunile ºi nu existã o facþiune care sã domine toate aceste reþele.
Consensul valoric existã în sensul cã, deºi facþiunile îºi exprimã în mod public ideologii ºi
politici opuse unele altora, ele împãrtãºesc un consens latent în ceea ce priveºte regulile jocu-
lui politic ºi valorile instituþiilor existente. Facþiunile intrã în competiþie „în termenii unui par-
tizanat restrâns“18 ºi coopereazã tacit.

– Elite ideologic unificate: reþelele de comunicare ºi de influenþã cuprind toate facþiunile,
dar existã o facþiune dominantã ºi un partid conducãtor. Consensul valoric existã doar în sen-
sul cã facþiunile nu exprimã public nici un fel de neînþelegere ideologicã. Aºadar, elitele ma-
nifestã în mod public o „unitate ideologicã monoliticã“, iar politicile sunt create de liderii de
vârf ai facþiunii dominante.

Autorii precizeazã cã aceste trei categorii de elite reprezintã tipuri ideale în sens webe-
rian, iar naþiunile sunt dispuse, în realitate, cu anumite variaþiuni, în jurul acestor trei forme
fundamentale. De exemplu, elitele neunificate se pot aºeza pe un continuum, de la un haos
extrem (elitele din Liban ºi Uganda) spre o formã mai organizatã, dar tot cu o configuraþie
neunificatã, precum dihotomia stânga-dreapta a multor elite europene în secolele XVII-XVIII.

Elitele consensual unificate pot fi gãsite în sistemele politice solide din Marea Britanie,
Statele Unite ale Americii, Olanda, Suedia, Norvegia, Australia etc.

Elitele ideologic unificate s-au regãsit în regimurilor comuniste din sud-estul Europei, în
Uniunea Sovieticã ºi în China, dar cele mai puternice unificãri ideologice au existat în Uniu-
nea Sovieticã sub Stalin ºi în Germania hitleristã.

Reprezentanþii neo-elitismului au stabilit, aºadar, o corelaþie puternicã între configuraþia
elitelor ºi tipul de regim politic. Astfel, elitelor neunificate le corespunde un regim politic
marcat de o accentuatã instabilitate, celor consensual unificate un regim reprezentativ stabil,
iar elitelor ideologic unificate, un regim nereprezentativ stabil.

5. Reþelele angajamentului civic – normative în programele 
de dezvoltare. Exemplul LEADER

Importanþa existenþei ºi dezvoltãrii reþelelor angajamentului civic este explicit pusã în evi-
denþã în cadrul politicilor europene de dezvoltare. Exemplul la care mã voi referi în conti-
nuare priveºte un instrument actual, fundamental în cadrul politicii de dezvoltare ruralã a
Uniunii Europene.
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Programul LEADER19 a fost lansat în anul 1991 cu scopul de a ridica potenþialul de dez-
voltare a zonelor rurale prin exploatarea iniþiativelor ºi competenþelor locale, prin promovarea
dobândirii de cunoºtinþe privind dezvoltarea localã integratã ºi prin rãspândirea acestor
cunoºtinþe în alte comunitãþi. Din anul 2007, LEADER este integrat în toate programele
naþionale/regionale de dezvoltare ruralã. 

Programul are ºapte trãsãturi esenþiale care genereazã norme de aplicare specifice: 
1. Strategii de dezvoltare axate pe zonã. Referenþialul geografic pentru care se poate scrie

un proiect LEADER este un teritoriu mic, relativ omogen, coeziv din punct de vedere social,
caracterizat prin tradiþii comune, identitate localã, simþul apartenenþei sau nevoi ºi aºteptãri
comune. Principiul aplicat aici s-ar putea rezuma în sloganul acþiunilor de dezvoltare dura-
bilã: gândim global, acþionãm local20, în sensul în care principiile de dezvoltare se aplicã la
nivelul unor zone sau comunitãþi mai mici, þinându-se cont de specificul local ºi activându-se
resursele locale de dezvoltare.

2. Abordarea de „jos în sus“. Actorii locali (populaþia în ansamblul ei, grupurile de inte-
rese economice ºi sociale ºi instituþiile reprezentative, publice ºi private) participã la luarea
de decizii privind strategia de dezvoltare ºi la selectarea prioritãþilor ce trebuie urmãrite în
zona respectivã. 

3. Parteneriatul public-privat. Grupurile de acþiune localã (GAL) sunt actorii fundamen-
tali care pot accesa ºi implementa programul LEADER. Aceste grupuri nu sunt altceva decât
reþele de angajament civic. Ele reprezintã parteneriate public-privat în care se asociazã orga-
nizaþii ºi uniuni profesionale, cetãþeni ºi organizaþii civice, reprezentanþi politici locali, aso-
ciaþii de mediu, furnizorii de servicii culturale ºi comunitare, asociaþiile de femei ºi de tineri
etc. Un GAL trebuie sã reprezinte grupurile locale de interese, iar partenerii privaþi ºi asocia-
þiile civice trebuie sã formeze cel puþin 50% din parteneriatul local.

4. Facilitarea inovaþiei. Programul LEADER poate juca un rol însemnat în stimularea unor
abordãri inovatoare privind dezvoltarea zonelor rurale. Inovaþia este încurajatã de libertatea
ºi de flexibilitatea de care dispun grupurile de acþiune localã în luarea deciziilor privind ac-
þiunile pe care vor sã le susþinã. În zonele rurale, inovaþia poate implica transferul ºi adaptarea
inovaþiilor dezvoltate în altã parte, modernizarea cunoºtinþelor tradiþionale sau gãsirea unor
soluþii noi la problemele spaþiului rural.

5. Acþiuni integrate ºi multisectoriale. LEADER nu este un program de dezvoltare sec-
torialã. De aceea, strategia de dezvoltare localã trebuie sã aibã o logicã multisectorialã, care
sã integreze diferite sectoare de activitate. Acþiunile ºi proiectele cuprinse în strategiile locale
trebuie sã fie corelate ºi coordonate ca un ansamblu coerent, cu beneficii multiple, atât în
plan economic, cât ºi în plan social sau de mediu.

6. Stabilirea de contacte în reþea. Acest principiu se referã la schimbul de realizãri, de
experienþe ºi de cunoºtinþe între GAL-uri, între diferite zone rurale, între administraþii pu-
blice ºi organizaþii implicate în dezvoltarea ruralã, indiferent dacã acestea sunt sau nu bene-
ficiari direcþi ai programului LEADER. Stabilirea de contacte în reþea este un mijloc de transfer
al bunelor practici, de diseminare a inovaþiilor ºi de elaborare de noi proiecte, pe baza lecþi-
ilor învãþate din dezvoltarea ruralã localã. Este, de asemenea, un instrument de consolidare
a relaþiilor dintre oameni, fiind posibilã astfel ieºirea din izolarea cu care se confruntã anu-
mite zone rurale.

7. Cooperarea. Ca principiu, cooperarea propusã în programul LEADER depãºeºte sfera
stabilirii de contacte. Ea implicã un grup de acþiune localã care desfãºoarã un proiect comun
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cu un alt grup LEADER sau cu un grup care are o abordare similarã, într-o altã regiune, într-un
alt stat membru al Uniunii Europene sau chiar într-o þarã terþã. De exemplu, prin cooperare
se poate obþine masa criticã necesarã (o anumitã cantitate de resurse materiale, financiare sau
umane) pentru ca un anumit proiect sã fie viabil. Prin cooperare se pot realiza acþiuni com-
plementare, cum ar fi marketingul comun efectuat de grupuri LEADER din diferite regiuni,
specializate pe un anumit produs sau dezvoltarea de iniþiative turistice comune, bazate pe un
patrimoniu cultural comun.

Dacã analizãm cele ºapte principii, observãm cã fiecare dintre ele are o legãturã cu lo-
gica reþelelor angajamentului civic descrise mai sus. Ele presupun implicare, mobilizare a
populaþiei pentru acþiuni de interes comun, asociere, schimb de idei, de cunoºtinþe ºi de reþete
ale reuºitelor ºi ale performanþei, creare de reþele sociale care sã susþinã comunicarea eficientã
ºi cooperarea.

Practic, reþelele angajamentului civic nu mai sunt creaþii sociale opþionale, ci devin un
demers instituþional absolut necesar în procesele de dezvoltare.

6. Concluzii

Reþelele angajamentului civic sunt structuri sociale care susþin, pe de o parte, funcþionarea
instituþiilor democratice, iar pe de altã parte, constituie resurse foarte importante în proce-
sele de dezvoltare socio-economicã.

Rolul lor a fost demonstrat în mai multe cercetãri empirice, dintre care am tratat în aceastã
lucrare studiul lui Robert Putnam asupra performanþei guvernelor regionale ale Italiei ºi o
serie de studii asupra reþelelor de comunicare/cooperare la nivelul elitelor, acestea din urmã
reprezentând agenþi fundamentali ai dezvoltãrii societãþilor.

Demersurile instituþionale pentru dezvoltare, aºa cum sunt ele definite ºi implementate în
programele Uniunii Europene, conþin normative care pun în evidenþã necesitatea dezvoltãrii
reþelelor angajamentului civic, ca instrument fundamental în facilitarea comunicãrii ºi coo-
perãrii dintre agenþii dezvoltãrii ºi dintre comunitãþile sau regiunile vizate de programele de
dezvoltare. Un bun exemplu îl constituie grupurile de acþiune localã definite în programul de
dezvoltare ruralã LEADER, grupuri în care partenerii publici ºi privaþi stabilesc strategii de
dezvoltare localã, iau decizii ºi coopereazã în vederea atingerii obiectivelor de dezvoltare.

Note

1. Putnam, R.D., Cum funcþioneazã democraþia? Tradiþiile civice ale Italiei moderne, Iaºi, Polirom, 2001.
2. Ibid., p. 103.
3. Putnam îi citeazã pe Machiavelli, John Winthrop, Tocqueville, Michael Walzer ºi alþii.
4. Ibid., p. 205.
5. Ibid., p. 195.
6. Voicu, Mãlina; Voicu, Bogdan (coordonatori), Satul românesc pe drumul cãtre Europa, Iaºi, Polirom, 2006.
7. Ibid., p. 48.
8. Putnam, op.cit., p. 195.
9. A se vedea studiile lui Sherif în cadrul teoriei conflictelor reale, apud Bourhis, Richard Y ºi Leyens,

Jacques-Fhilippe, Stereotipuri, discriminare ºi relaþii intergrupuri, Iaºi, Polirom, 1997.
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11. Sandu, Dumitru, Dezvoltare comunitarã. Cercetare, practicã, ideologie, Iaºi, Polirom, 2005.
12. Laumann, Edward O.; Pappi, Franz U., „Reti di azione collettiva“, în Reti. L’analisi di network nelle

scienze sociali, a cura di Fortunata Piselli, Donizelli Editore, Roma, 1995, pp. 227-249.
13. Curentul neo-elitist este cunoscut în sociologie ºi sub numele de paradigma Field-Higley, de la numele

celor doi susþinãtori principali: Lowell G. Field ºi John Higley.
14. Field, Lowell G.; Higley, John, „Racconto di un itinerario personale al neo-elitismo“, în Elitismo e

democrazia nella cultura politica del Nord-America, Archivio Internazionale „Gaetano Mosca“ per lo stu-
dio della classe politica, serie italiana, vol. V, tomo I, 1990, p. 76.

15. Czudnowski, Moshe M., „Per una valutazioane critica delle tesi neo-elitiste di Field e Higley“, în
Elitismo e democrazia nella cultura politica del Nord-America, Archivio Internazionale „Gaetano Mosca“
per lo studio della classe politica, serie italiana, vol. V, tomo I, 1990, pp. 115-139.

16. Field, Lowell G.; Higley, John; Burton, Michael G., „National Elite Configurations and Transition
to Democracy“, în Classes & Elites in Democracy and Democratization. A collection of readings, Garland
Publishing Inc., New York and London, 1997, pp. 174-183.

17. Ibid., p. 177.
18. Idem.
19. Abordarea Leader: un ghid elementar, pe http://ec.europa.eu
20. Principiul se regãseºte în monografia dedicatã vieþii ºi activitãþii lui Mihail M. Cernea, autor Maria

Cobianu-Bãcanu, Mihail M. Cernea. Un inovator în sociologie ºi dezvoltare internaþionalã, Editura Econo-
micã, Bucureºti, 2001.
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Rezumat

Scopul acestui studiu este sã propunã un instrument de realizare a mesajelor persuasive în cadrul comu-
nicãrii riscului/comunicãrii în situaþii de urgenþã, folosind în acest scop noi teorii din domeniile psihologiei
sociale ºi stiinþelor comunicãrii (Kashima ºi Lewis 2000, Mucchielli 2000, Pratkanis, 2000). Cadrul teoretic
de analizã este reprezentat de modelul integrat al comunicãrii, Consolidated Communication-Human Infor-
mation Processing Model (C-HIP), pe care Wogalter îl propune în 1999 ca punct de referinþã în comuni-
carea riscului. Puterea predictivã a instrumentului teoretic va fi testatã în câmpul comunicãrii în situaþii de
urgenþã folosind datele factuale puse în evidenþã de sociologia dezastrelor.

Cuvinte-cheie: comunicarea riscului, comunicarea în situaþii de urgenþã, construcþia mesajelor.

Abstract

The purpose of this research is to construct a theoretical analysis matrix as a tool for the activity of per-
suasive message building, using new developments in the field of social psychology and communication
studies. The theoretical framework for this research is risk communication and we take as a starting point,
the analysis of the Consolidated Communication-Human Information Processing (C-HIP) Model (Wogalter
1999). During the analysis process, it becomes clear the importance of the attitude, beliefs and social con-
text for the effectiveness of the risk communication process. Two new theoretical models bring insights over
this issue: the Mucchielli’s Influence Model (in the field of communication studies) and the Tensor Product
Model (TPM) developed by Kashima and Lewis in the field of social psychology (Mucchielli 2000, Kashima
and Lewis 2000). Using the findings of these models, we construct a theoretical matrix that uses as the me-
ssage building tool, the altercasting technique as an influence tactic (Pratkanis 2000). The predictive power
of this matrix is verified in the field of emergency communication by using the disaster mythology as the
factual background.

Key words: risk communication, emergency communication, construction of messages.

General Background of the Research

In any management system for natural risks and emergency situations, including disaster
response (floods, earthquakes, land slides, tornadoes and hurricanes etc.), an important com-
ponent is the development of a practical and efficient program of communication and pub-
lic information management. This program should offer to the public precise, accurate and
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updated information about the cause and the emergency situation, the measures taken to pro-
tect citizens, public health, personal goods and the environment. Effective communication
plays an important role in response operations to an emergency and the means of communi-
cation are numerous, such as television, radio, newspapers, posters and the Internet. In spite
of all these mediums, providing the target public with the correct message and, especially,
obtaining its collaboration and trust can be one of the most difficult and challenging exer-
cises. In a review of the published research, Rogers and Lea (2005: 48-51) examine commu-
nication issues for emergency response as it follows: communication issues are central to how
the public will respond to an incident; the public require clear and accurate information to
increase confidence and compliance with instructions (rumor will fill an information vacuum
and inaccurate information will lead to the mistrust of authorities); the public should be empow-
ered by informed of what they can do; information should be disseminated from several trusted
sources, using a variety of media and should be consistent rather than conflicting; the use of
jargon should be minimized to reduce the perception of an ‘us & them’ situation and to pre-
vent misunderstanding; public education before an incident can help to increase public trust
and credibility in an effective disaster response; communication in emergency situations should
focus on efficient mitigation and consequence management, preserving the reputation of the
involved institutions and, through this, preserving the amount of trust on which the public
are benefiting from. 

Subsequently, the performance of the communication strategies used, and adapting them
to real situations are essential for the management of the situation. These strategies should
ensure both, a favourable public opinion in order to develop efficient reactions, and the su-
pply of verified and timely information to media actors. Communication strategies that would
determine the expected results are the ones sustained by the population, and logistically co-
vered. Thus, the majority of the public will judge an institution’s response to an emergency
based solely on the information provided by the media and the form used to communicate
that information.

The purpose of this study is an exploratory one, trying to construct a theoretical analysis
matrix as a tool for the activity of persuasive message building using new theoretical deve-
lopments in the field of social psychology and communication studies. The predictive power
of this matrix is theoretically tested for disaster communication purposes, using as factual
background the well-known phenomena for the disaster researchers, mythology of disaster
(Fischer, 1998).

Structure of research

A. Theoretical Analysis Matrix

A.1. Meta-theoretical Framework
During the early codification effort of sociological findings of disaster, Barton (1970) points

out key problems of individual behaviours in disaster, such as the matter of role definition,
role competence and role conflict during such emergencies. Another major finding refers to
the coordination of individual and organizational behaviours in a disaster. Quarantelli (Quar-
antelli and Dynes, 1977, 25) underlines that during the ‘60, ‘70 decades of research, the soci-
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ology of disaster emphasize a social organizational approach rather than the social psycho-
logical one and focus more on groups rather than individuals as basic units.

It is important to note in this context, as Quarantelli argues, that these theoretical approaches
are not the rights ones. If we consider the group issues disaster situations tend to be handled
by emergent groups, entities that have not existed prior to the crisis. Emergent groups have
only transitory existence, but their functioning may be crucial to the whole trans-disaster and
post-disaster response. Coordinating such groups is a challenging task for a communication
emergency system. During the immediate post-impact period, the survivors must confront
their new reality. Often, the first search and rescue activities are started by individuals and
emergent groups of citizens and debris clearance is initiated. Emergency organizations begin
to respond and attempt to coordinate the community response to the disaster (Fisher, 1998).
The failure of standard organizational theory to recognize such groups and the weakness of
standard organizational methods forced new conceptualizations. Taking into consideration the
research purpose, we will assume as meta-theoretical framework the social identity theory
developed in the field of social psychology (Hogg and Abrams 1988, Turner 1991, Turner,
1999) and the influence communication model proposed in the latest Mucchielli theoretical
work. These two new perspectives represent major new approaches to social psychology and
communication studies, both of them embodying the same general meta-theory termed social
psychological ‘interactionism’ (Mc Quail, 1984, Turner 1999, 14). 

Before leaving the topic of theoretical approach, it is noteworthy to point out the main
findings of social identity and self categorization theory. The main features of Mucchielli influ-
ence communication model will be underline in another section.

‘Social identity’ was conceptualized as the aspect of a person’s self concept based on their
group membership; it was a person’s definition of self in terms of some social group mem-
bership with the associated value connotation and emotional significance (Turner, 1999, 7-15).
Two aspects of social identity theory are important for the purposes of this research: one is
the psychological analysis of the cognitive-motivational processes producing a need for po-
sitive social identity; the second is the hypothesis of the ‘interpersonal – inter-group conti-
nuum. According to Tajfel (1979), at the ‘inter-group’ extreme, all of the behaviour of two
or more individuals towards each others is determined by their membership of different social
groups or categories. The interpersonal extreme refers to any social encounter in which all
the interactions that takes places are determined by the personal relationships between the
individuals and their individual characteristics. This hypothesis of an interpersonal – inter-
group continuum points to the idea of a qualitative psychological distinction between indi-
vidual and group behaviour and led to the development of self categorization theory.

As Turner underlines (Turner, 1999), self categorization theory began with the distinction
between social identity (self definition in terms of social category memberships) and personal
identity (self definitions in terms of personal or idiosyncratic attributes). Self categorization
is seen as a dynamic, context dependent process, determined by comparative relations within
a given context. The emphasis on categorization as a slight variable and context-dependent
produces a concomitant emphasis on the context – dependence of perceived similarity and
difference. As an account of the psychological group, the theory’s key ideas are that, first,
the level and kind of identity used to represent one’s self and others vary with one’s motives,
values and expectation, one’s background knowledge and theories, and the social context within
which the comparisons take place; second, the salience of shared social identity leads to the
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depersonalization of self perception; and, third, depersonalization produces group behaviour
(collective action and processes regulated by a shared social categorical self). 

A.2. Theoretical Context of the Research – Risk Communication
In the last period, the growth of natural disasters has created unprecedented choices for

ordinary people. As individuals, they must decide how to protect themselves and their fa-
milies. As citizens, they must decide which policies best serve the nation’s desire for physi-
cal safety, economic vitality, civil liberties and social cohesion. Without good information,
the public may find that they have been denied alternative choices, and the lack of access to
critical information may further complicate an already difficult situation.

If things go badly, having misunderstood the risks can intensify the associated pain and
regret (Fischoff, 1995). Citizen’s dissatisfaction may extend to the leaders and officials who
seemingly failed to meet their information needs (Krimsky and Plough, 1988). 

Risk perception also affects risk communication. The first and foremost observation is the
idea that perception equals reality. Risk is a social construct which can not be objectified and
that an effective public communication system is essential for preventing and managing a cri-
sis involving threats to the public. Risk communications is a well-established and proven
methodology for formulating and delivering appropriate strategies. A wealth of research has
shown that citizens look at more than just ‘chances’ or ‘effects’ of risks when they asses secu-
rity risks. Helsloot and Ruitenberg (2004: 99) indicate that a number of aspects of risk influ-
ence the perception thereof: the ‘catastrophic potential’ or ‘perceived threat’; involuntarism
understood as unfairness (who benefits, who bears the effects); involuntarism understood as
a lack of personal influence (uncontrollability); new risks versus known risks (e.g. cancer after
long term exposure); lack of clarity of the societal effects of the risk bearing activity; confi-
dence (or the lack of it) in the openness of responsible institutions; consideration of tentative
risks, such as a criminal mind or an unsafe behaviour, as the cause of the occurring incident.

A.2.1. The Meaning of Risk Perception for Disaster Situations
When dealing with a disaster strike and its aftermath, mitigation and an efficient conse-

quence management have to consider all the effects of such an event, such as mass casual-
ties, loss of critical resources, disruption of vital services and disruption of the economy.
Managing consequences means discarding or controlling these effects. The main objectives
of the communication strategy are to diminish the normal feelings of insecurity and anxiety
felt by the public after such a disaster, as well as installing a cooperative behaviour as soon
as possible. Ideally, reaching these objectives leads to the trust and cooperation between the
authorities and the affected population as well as the mass media. With chaos being avoided,
the credibility of the authorities grows, and this will help when having to apply all the other
measures provided by the consequences management plan. Effective communication tech-
niques have an essential role, and, in order for the communicators’ team to fulfill its mission,
they have to successfully manage the communication between the identified target audiences.
This effect may be easier obtained if the elaboration of the message transmitted is handled
in such a way that incorporates both the characteristics and the major factors of a situation
and subjects it to the public eye, which is a persuasive based communication process.

Persuasion has been studied for decades since Lazarsfeld asked the question: „Who says
what to whom with what effect?“ Successful influence (effect) could be understood as the
end product of an interaction of source variables (who), message variables (what), and audi-
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ence variables (whom). Although many of the experiments document the effectiveness of each
kind of variable, these experiments were most significant in demonstrating the importance
of the interactions between the audience and the message variable on the one hand, and between
the audience and the source variable on the other (Mackie and Queller, 2000, 135). For exam-
ple, high anxiety recipients are more persuaded by low fear appeals and a credible source
loses some perceived expertise if he or she presents weak or specious arguments. Messages
that are consistent with the recipient’s opinions are more persuasive if they are one-sided,
whereas counter attitudinal messages are more effective if they are two-sided.

Risk communication is a persuasive based process. The research, principle and strategies
of risk communication also have been driven by this paradigm, and the principal two theo-
retical frameworks that delimitate the research field are the communications model and the
information processing model (Wogalter, 1999). These are derived from the well established
disciplines of communications and cognitive psychology.

Wogalter, Dejoy and Laugery (1999, 15-23) integrated into a single theoretical framework,
Communication – Human Information Processing (C-HIP) Model, both the communication
model and information processing model, in order to review the research into the field of
warning and risk communication. From communication theory, the model takes the concepts
of source, channel, and receiver. The receiver is the connecting point for the human infor-
mation-processing model and decomposes the receiver components into the stages of atten-
tion, comprehension, attitudes and beliefs, motivation and behaviour. The receiver must notice
the information and understand it. The message must be consistent with the person’s attitudes
and beliefs, or sufficiently persuasive to change them and to motivate the person to carry out
the directed behaviour. From earlier models that describe the information processing stages
as an invariant linear sequence, the C-HIP model underlines the importance of feed-back loops
and puts forth the proposition that later stages can influence earlier stages and, in some
instances, entire stages can be skipped. People’s pre-existing knowledge and experiences often
influence how risk information is processed at a given point in time. Authors offer two exam-
ples for this process: repeated exposure to a particular warning creates a memory. With enough
exposure, the warning stimulus becomes habituated and this reduces the likelihood that a per-
son will look at the warning in the future. In this case, a later stage (comprehension and mem-
ory) influences processing of an earlier stage (attention).

A second example of feed-back concerns the effects of beliefs and attitudes on attention.
Individuals who assume something is safe may not look for a warning. Even if they notice
one, they may not examine it further. 

A.2.2. Attitudes, Beliefs and Behaviour: the C-HIP Theoretical Approach
According to Bandura via De Joy, behavioural change and maintenance are functions of

(1) expectations of the outcomes that will result from certain behaviour, and (2) expectations
of one’s ability to perform the behaviour. It is important to remember that self-efficacy reflects
beliefs about capabilities rather than actual or true capabilities. Self-efficacy is also behav-
iour and context-specific. For instance, performing a specific behaviour in a particular situ-
ation is not an enduring characteristic or personality trait. Bandura argues that self-efficacy
affects all aspects of behaviour, including the learning of new types of behaviour, the inhi-
bition of current behaviour patterns, the effort and persistence required for some tasks and
the individual’s emotional reactions to various circumstances and situations. 
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Despite these notes about the importance of the social context during the process of con-
structing expectations, the C-HIP model do not put a special emphasis on the theoretical con-
cept of ‘situation’ in which risk communication takes place. 

Speaking about stereotypes, Wigboldus, Spears and Semin (1999, 163) point out that in
everyday life, the characteristics of the persons we communicate with make up an important
part of this social context. Contextual aspects may even get reflected in the linguistic tools;
people perceive social reality highly dependent on the relevant aspects of the social context,
but also the way people describe social reality and thereby influence others’ perceptions of
social reality is dependent on contextual factors. In particular, recipient’s attitudes and social
category memberships have been shown to play an important role in the communication process.

A.3. Reevaluating the Social Context of Risk Communication: Social Context and Influence
According to Mucchielli’s model of influence communication (Mucchielli, 2000, 23),

obtaining an expected behaviour as an answer from the individual/group that we want to influ-
ence can not be obtained only by using a presumed „word force“ or by relying on the char-
acteristics of the source of the message. He suggests that we should consider the „situation“
where this influence process takes place in, the elements creating this situation and the ways
through which the transmitter redefines these elements. The meaning appears, therefore, from
a context. Author considere that any situation may be decomposed into a context superposi-
tion: spatial context – what is said gets a meaning according to the way the place is organ-
ized (arranged) and according to the constraints that it has; physic and sensitive context –
what is said gets a meaning according to the assembly of sensitive elements caught by di-
fferent senses (sight, hearing, touch, smell, taste); time context – what is said now gets a mean-
ing according to what was said before; the context of the relative positions of the actors –
what is said gets a meaning according to the positions of the actors; the immediate relative
social context – what is said gets a meaning according to the quality of the relationships
between actors and according to the assembly of created interactions; the cultural context with
reference to the accepted collective norms and rules – what is said gets a meaning accord-
ing to norms invoked or built up during the exchange; the expressive identity of the actors’
context – what is said gets a meaning according to what is shown or what is known about
the intentions and stakes of the present actors.

If the meaning comes to life in a context and from its net organized elements, then we
may talk about a graduation of the meaning perception, or even about the existence of some
different meanings of the same situation given by different implicated actors. There are local
and global levels of perception. As observers of our own communication situation we can
decide upon the context in which we want to understand the situation. We must realize that,
generally, we perceive the simultaneous meaning on many of these levels. Also, in difficult
situations, some level meanings are not available. A supplementary capacity of the indivi-
dual in the communication context consists exactly in this possibility of choosing a certain
situation frame.

Discussion. What is the structure of Mucchielli’s model? a) the existence of a source and
receiver; b) the intention of the source to influence the receiver in order to obtain a desired
behaviour (or to change attitudes relating to a given object); c) in order to obtain this, the
source changes the definition of the situation by manipulating the context’s elements as if a
new meaning of the situation were revealed for the receiver; d) this new meaning ‘traps’ the
receiver to behave in way that is desirable for the source.
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For the source, to communicate and to influence the audience under these circumstances,
involves: 1) the understanding of the psychological process that determines the relation between
the receiver, the context, the behaviour and a meaning of the situation that satisfies her/his inten-
tion 2) the using of an ensemble of communication tools in line with the above mentioned mean-
ing: that is, talking, behaving in a certain way, using appropriate messages, preparing combined
actions, elaborating physic and normative contrivances, acting upon the environmental elements
– everything in order to obtain the appropriate meaning and the desired behaviour.

In order to reach the research’s theoretical propositions in order to describe the psycho-
logical process, we use the tensor product model (TPM), a psychological model acquired and
retrieved within the framework of a connectionist theory, which embodies the insights derived
from theories of attitudes, norms and self-categorization (Kashima and Lewis, 2000). Also,
in order to suggest some influence communication techniques that follow the findings of this
model, we use the Pratkanis analysis of altercasting as influence tactic (Pratkanis, 2000).

A.4. Relation between Norms, Behaviour and Social Context – the Tensor Product Model (TMP)
According to Kashima and Lewis, (2000, 118), the TPM is a well suited model of cogni-

tive process associated with context effects in a variety of cognitive tasks ranging from mem-
ory and category learning to natural language processing. It is developed within the framework
of connectionism, which is an approach to cognitive modelling that was inspired by the brain
structure. According to its tenet, multiple process units, which singly posse a limited infor-
mation-processing capacity, can collectively perform very complex cognitive tasks.

The major advantages to the TMP model are that it allows the modelling of the learning
of configured associations among various aspects of a concept in a context and it can be used
to integrate a variety of theoretical insights and assumptions within a coherent framework.
The description of the model could be found in Kashima and Lewis (2000, 115-133)

The model assumes that a perceiver creates his/her own representation of the social events
as a configuration of the focal event and the context in which it takes place. The cognitive repre-
sentation of a social event consists of a configured association among three aspects of the focal
event (actor, behaviour and object) and the context. In this scheme, representations of the self,
other individuals and groups are all treated as actors with varying degrees of similarity.

The TPM specifies the mechanism by which such configured representations of contex-
tualised events are learned and are represented by separate sets of simple processing units.
Each unit is assumed to take an activation value ranging from negative infinity to positive
infinity. In each set, the units can take on different levels of activation, thus forming a pa-
ttern. One fundamental assumption is that the pattern of activation, rather than the magni-
tude, signifies a meaningful notion. The model assumes that a social event is encoded as a
configuration of actor-behaviour-object-context. Each encoded event is soared in the form
of a change in connection strengths among the processing units. The TPM is so called because
a mathematical entity called a tensor is used to represent the connection strengths in the net-
work (for the graphical representation see Kashima and Lewis 2000, 120). The model pre-
dicts that mental representations of behaviours generated at a given time depend on the social
situation defined by the configuration of actor, object and context that demands actions. The
model also predicts that, other things being equal, generated behaviours in a given situation
are likely to be similar to behaviours that have been learned in similar situation in the past.
The situation is defined as a configuration of actor, object and context and the similarity of
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the current situation with a past situation which depends on the current and past-configured
representations of the actor-object-context.

Kashima’s use of the notions of behaviour, actor, object and context embodies previous
theoretical insights of these concepts and their being reinterpreted through the TMP model’s
assumptions. 

Behaviour. Kashima notes that most social behaviours are not simply a sequence of motor
behaviour, but typically meaningful actions that can be identified by commonsense descrip-
tion. In the TMP theory, these meaningful actions are called behavioural options or mental
representations of behaviours. Using Norman’s theory of the process of action control (1981),
Kashima postulates three principles: a) the actor’s description of actions corresponds to the
behaviour that the actor intends to perform; b) actors prefer to identify behaviour at the higher
level if both higher and lower level description are available; c) thirdly, if a current level of
action identification can not maintain the course of action, actors tend to move down to a
lower level of action identifications. According to this theory, action identification at a lower
level is more effective for a difficult action, whereas action identification at a higher level is
more effective for easy actions.

Object Representations and Attitudes. Kashima used the tripartite models of attitudes (an
attitude toward an object has an internal structure which’s facets are represented by cogni-
tion, affect and conation) to predict that behavioural responses may be produced when atti-
tudes are activated in response to those objects with which attitudes are concerned. The
activation of the attitude is a process mediating of the attitude object and the subsequent gen-
eration of behaviours towards that object. The object in a social context triggers behaviours
via attitudes.

Context Representations and Societal Norms. Kashima implies from the presupposition
of the TPM that the current context can also trigger the generation of behaviour representation.
Encoding the current context should retrieve behaviour representations associated with the
past representations of similar contexts. This prediction is supported by the previous researches
on societal norms. According to this theory, norms dictate behaviours under certain circum-
stances that are meaningfully defined within a society. Societal norms are distinguished from
attitudes in terms of their presumed injunctive coercive power and their contextual depend-
ence. In terms of the TPM, in the process of behaviour generation, the activation of a socie-
tal norm may act as a mediating process just like the activation of an attitude does. Considering
the relation between the context and the societal norm, it is the context itself that activates
the societal norms. 

Actor Representations and Self-categorization. Kashima argues that the predictions related
to actor representation made in terms of the TPM are consistent with the findings of the self-
categorization theory. According to the researches made by Turner and Hogg, self-concepts
are defined as categorizations of the self into a class in contrast to another class. The self-
categories are thought to differ in their levels of inclusiveness, so that they may go from the
most inclusive to the less inclusive. When the social context is such that the self is catego-
rized into a group in contrast to other groups, this leads to a depersonalisation of the self,
resulting in the adoption of the group norms as one’s own. The group norm in the self-cate-
gorization theory is the prototypical behaviour of the group in accordance with which the
self is categorized. According to the TMP, even the actor, who is the self, is represented as a
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member of a social category; this current actor representation can act as a cue to retrieve behav-
iour representations that are associated with the representation of the social category.

Kashima underline two points: first, what triggers the behaviour generation process is the
salience of one’s group membership rather than the object to which, or the context in which,
behaviour is to be executed; secondly, a behaviour that is prototypical for the group is gen-
erated as a behavioural option and, furthermore, different in-group norms may emerge as a
function of which out-group is salient in the context.

Discussion. What all these findings mean in terms of Mucchielli’s model of influence?
Comparing the influence model of Mucchielli (2000) to the previous one, the C-HIP model
(Wogalter et al., 1999), it could be noted that all elements are still here (source, message,
channel, receiver and the characteristic of receiver), but the difference is that in the new model
suggested by Mucchielli the meaning is revealed from the interaction of the message with
all other contextual elements of the situation (e.g. spatial context and physic and sensitive
context are related to the non-verbal aspects of the situation; time context and the context of
relative position of the actors are related to the source’s credibility; and the last ones – the
immediate relative social context, the cultural context and the expressive identity of the actor’s
context are related to the characteristic of the receiver – attitudes, social norms, self and group
identity, and self presentation). Moreover, as we can see in Mucchielli’s model, these inter-
actions do not take place in a linear process, they are simultaneous. This way, Mucchielli’s
model could describe better than the C-HIP model the way the process of effective influence
is realised and also is more effective in predicting how these variables could be manipulated
in order to be efficient.

The findings of the TPM model are related to the characteristic of the receiver. Using the
prediction of the TPM model, we can increase the chance to obtain the desired behaviour of
the receiver by manipulating one or more of such elements as attitudes, social norms, self or
group identity in the bodies of the message during the communication process.

A.5. Communication Techniques of Influence – the Altercasting as Influence Tactic
Pratkanis (2000, 201-226) notes that the term altercasting is introduced by Weinstein and

Deutschberger as a means of understanding interpersonal control; altercasting describes a social
interaction in which an ego adopts certain lines of action to place an alter (ego) into a role
that specifies an interpersonal task. 

The author differentiates two ways of altercasting – by mand and by tact, using Skinner’s
definitions (1957). A mand is a verbal operant or expression that specifies its own reinforce-
ment. The term mand is derived from the words command, demand, and countermand. A tact
is a verbal operant or expression in which a response of a given form is evoked or strength-
ened by a particular object or event. The term tact comes from the phrase „make contact with
the world“. 

Manded altercasting is a verbal expression that specifies the role to be taken by the audi-
ence or an alter. He identifies four areas where manded altercasting is quite successful: 1)
taking an already existing role and make it salient and accessible, 2) simply placing the alter
into a pre-existing role that then constrains and modifies the target’s behaviour, 3) attribut-
ing to the alter a new role that the alter may not have previously considered, 4) asking the
alter to play a specific role.

In tact altercating, the alter is placed in a role through mere contact with the social world:
contact with a role or a set of roles places the alter in a complementary role. Altercasting by
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tact is a theory of the source’s credibility, that is a theory of the conditions under which it
will appear plausible to believe the source of a message. This kind of altercasting is very use-
ful in role-sets consisting of pairs of complementary roles. As the ego adopts a certain role,
the alter mostly accepts the complementary role or attempts to come up with another role
acceptable to the ego in order to allow the continuation of the interaction. In this process, the
source’s credibility is created as a function of the interaction: the ego and the alter are cre-
dible to the extent that each one of them takes the role they were offered and their message
makes use of the expectations associated with their adopted roles. The common role sets used
in tact influence are: authority – agent, charismatic – devotee, defector – attentive confidant,
expert – unknowing public, fool – normal, granfalloon, helper – dependent, intimates (friends
and lovers) intimidator – coward, prophet – unwashed, scapegoat – sinners, etc. 

Pratkanis argues the explanatory power of an altercasting theory for social processes as
persuasion and the source’s credibility by using recent research on social roles, self-presen-
tation and social cognition. 

He considers that the altercasting is a very powerful influence device for the following
reasons: 1) given that the social roles are one of the basic units of social cognition, thinking
in terms of roles is simple for most alters, thereby giving roles a phenomenology of ‘given-
ness’ and a quality of ‘taken-for-granted’, 2) other researches from impression management
show that there is a myriad of ways that people can present themselves to others (self pre-
sentation, biased recall, self-serving attributions, behavioural expressions of helpfulness,
aggression, risk taking etc); given so many possibilities, Pratkanis considers that putting on
the trappings of any given social role, and thus altercating others into complementary roles,
is relatively easy; 3) constructing roles that trap others in a course of action is relatively easy.
For any given issue, a role that can be cast makes the alter more predisposed to accept the
ego’s position; 4) people often accept with ease the social roles offered to them. 

Discussion. Relating to Mucchielli’s model of influence (Mucchielli, 2000), it is easy to
note that altercasting techniques are effective techniques to change the meaning of the situ-
ation through manipulation of context elements. The new meaning is created as a function
of the interaction between the receiver and the contextual elements following the pattern trigged
by the influence message.

The altercasting influence effect could be predicted by the TPM model. Let us work
with two examples: a mand tactic – placing the alter in a pre-existing role and a tact one –
granfalloon.

Placing Alter in a Pre-existing Role. According to Pratkanis (2000, 206), this technique
is a simple one, which involves placing the alter into a pre-existing role that then constrains
and modifies the target’s behaviour. This technique had been used by classic experiments in
social psychology as Zimbardo’s prison experiment or Milgram’s studies on obedience to
authority. An aspect of this form of altercasting is that of co-optation, which involves plac-
ing a powerful (and sometimes hostile) alter in a position or role that supports one’s cause.
Co-optation is an effective tactic because it provides the alter with new information consis-
tent with the ego’s cause and places the alter in a new role that constraints behaviour to be
congenial to the organization.

In this case, three TPM predictions are verified: the first one, relating to the context: accord-
ing to this idea, norms dictate behaviours under certain circumstances that are meaningfully
defined within a society; the second one, relating to the actor; when the actor, who is the self,
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is represented as a member of a social category, this current actor representation can act as
a cue to retrieve behaviour representations that are associated with the representation of the
social category; the third one, relating to the behaviour: the actor’s description of the action
corresponds to the behaviour that the actor intends to perform.

Granfalloon or Altercasted in a Social Identity. Pratkanis (2000, 218) named that tactic
using the Vonnegut’s definition: granfalloon is a meaningless association of human beings,
such as a Hoosier, a Buckeye, a member of a pyramid scheme or a devotee of Klee or Kan-
disky. Sometimes, Pratkanis notes, the granfalloon can have a special meaning such as Nazis,
social psychologists, or Fraternal Order of Police. Once an individual is altercasted into a
social identity or granfalloon, its influence follows in at least two ways: first, the social iden-
tity provides a simple rule to tell the individual what to believe; secondly, some identities
become very important as a source of self-esteem. 

If compared with the previous one, this tactic could be seen as the tact variant of the pla-
cing of the alter in a pre-existing role. In this case, the meaningful accent is put first on the
creation of self-identity and secondly on the obtaining of the behaviour. The self identity as
the source of self esteem is very important: from a persuasive point of view, this technique
is powerful because it does not simply command the alter to perform a behaviour according
to a role, but it also puts the alter in the situation of making contact with the world in order
for one to eventually become somebody, someone who makes a difference. The accent is put
on the fact that it is not the social norm that commands the behaviour, but it is the new self
identity as the source of self-esteem, the very belief that I mean something, which does it. In
this comparative example, the very importance of meaning of the situation, as Mucchielli
pointed out, is revealed. 

In this case, just two TPM predictions are verified: the first one, relating to the actor: when
the actor, who is the self, is represented as a member of a social category – this current actor
representation can act as a cue to retrieve behaviour representations that are associated with
the representation of the social category; the second one, relating to the behaviour: the actor’s
description of the action corresponds to the behaviour that the actor intends to perform.

In order to obtain the same effect in this last case, we don’t make any reference to the
social norm, as we did in the previous one. 

So far we have tried to make explicit a theoretical analysis matrix in order to build a tool
for communicators to create powerful messages so that they could obtain the desired behav-
iour from target audiences. We proposed to verify this theoretical matrix in the context of
emergency communication, by using the well-known phenomena for the disaster researches,
mythology of the disaster as the factual background. Thus, it is noteworthy to point out some
sociological findings referring to disaster mythology.

B. Notes of the Sociological Findings Referring to Disaster Mythology 

In a previous study regarding disaster mythology (Stãnciugelu, 2008) we underlined the
following findings: 1) disaster mythology generally consists in the idea that people respond
to disasters in a socially (and personally) disorganized manner; the main myths are: a) in case
of disaster, citizens panic, b) they are helpless and dependent; c) during and after a disaster,
cases of looting occur; 2) despite this belief, given people’s limited understanding of the
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situation, when a disaster occurs they tend to act in the way they believe it is in their best
interest, by gathering as much information and as many resources as they can in order to cope
with the problem. Disasters often cause a shift in values and norms that result in socially inte-
grative responses. At the same time, there is a common and often increase of mutual support
functions among victims and others in stricken communities (‘situational altruism’). Parti-
cularly in Western societies, such behaviour tends to be a normative response; 3) the main
factor that allows self-perpetuation of the disaster mythology is that mass-media are the most
important source of information for the public regarding disasters; taking into consideration
their role of reality construction, the mass-media’s misperceptions, caused by different fac-
tors, lead to the perpetuation of this disaster mythology.

The most important idea that one has to bear in mind regarding the purpose of our study
is that when people are confronted with disaster strike and its immediate aftermath, some va-
lues and norms shift and citizens’ responses converge into a generally socially integrative type
of behaviour.

C. The Challenge of Messages – Practical Emergency Communication Application

Thus far we have tried to make explicit a theoretical analysis matrix in order to build a
tool for communicators to create powerful messages in order to obtain the desired behaviour
from target audiences. To begin a discussion about the way communicators could use this
tool, let us return at the general emergency communication framework of the research.

I suggest a mental experiment: let us consider ourselves communicators, as part of an emer-
gency communication system working for the local authority; our task would be to create a
communication plan based on a natural disaster scenario. We are in the phase of establish-
ing the appropriate messages for the targeted audiences and we know that the lay population
confronting disaster will develop a ‘socially integrative response’. How can we use the the-
oretical matrix tools developed into this study in order to construct persuasive messages?

First, using Mucchielli’s model of influence, we see ourselves as the source of the me-
ssage, and our intention is to obtain a desired behavioural and attitudinal answer from the
targeted audiences; our first task is to establish what we want to obtain from our targeted audi-
ences at both behavioural and attitudinal levels; the second task is to define the contextual
elements of the situation for each of the targeted audiences; the third task is to establish which
contextual elements we want (and can) to manipulate1 in order to obtain the appropriate answer,
as well as the way we can do this by using these theoretical tools.

For this exercise, let us take into account only the citizens from the affected area of the
disaster as targeted audience. 

First task: what are our objectives for behavioural and attitudinal answers? There could be
many answers to this problem depending on the identity of source and the main organisational
interests. We will consider that we aim to obtain the citizens’ trust into our capacity of deal-
ing with the disaster’s consequences at the attitudinal and cooperative levels of the behaviour. 

Second task: What are the contextual elements of the situation?
Mucchielli (2000, 33-34) tells us about the following contextual elements: the spatial con-

text, the physic and sensitive context, the time context, the context of the relative positions
of the actors, the immediate relative social context, the cultural context with reference to the
accepted collective norms and rules, the expressive identity of the actors’ context.
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We previously established that the first two elements, the spatial context and the physic
and sensitive context, define the physical characteristics of the situation, which are the less
difficult elements to identify (for example, if the disastrous event is an earthquake, we have
to take into consideration all the spatial and sensitive elements of perception: the time – dur-
ing the night or day, the force of the impact, the number of casualties as seen at that moment
etc.), but we have to consider these elements from the population’s point of view (we use the
following rule: the perception is reality). The implication of the message building is simple;
the message does not have to contradict the physical evidence of the situation, as targeted
audience perceives it.

The next two elements, the time context and the context of the relative positions of the
actors define the interaction of our message with the way the source (the emergency man-
agement system) is perceived by the targeted audience (it is a matter of credibility of the
source). We can find from previous surveys whether we are perceived as a credible source
or not, and what sources are perceived as reliable. The implication of these items of infor-
mation for the message is that the source of the message is better to be a reliable one.

The next three elements are the immediate relative social context, the cultural context, the
expressive identity of the actors’ context; all of them refer to the message in its interaction
with the characteristics of the receiver’s attitudes, social norms and self/group identities. These
characteristics were the subject of our previous theoretical analysis, using the TPM model.

Third task: which contextual elements do we want (and can) to manipulate in order to
obtain the appropriate answer and how can we do it by using these theoretical tools? It’s
noteworthy to point out that it is difficult to manipulate through the message the variables
relating to physical evidence of the disaster situation or the variables relating directly to the
credibility of the source. If we know that people consider us as a non-reliable source of me-
ssages, most important, we have to first try to obtain their attitude of trust. If we are a reli-
able source, we could try to directly obtain the necessary behaviour. For the heuristic purposes
of the exercise, let us consider ourselves a non-reliable source of messages. First, we have
to obtain an attitude and secondly – the desirable behaviour.

Using the TPM model predictions, we know that the activation of the attitude is a process
mediating between the attitude object and the subsequent generation of behaviours targeted
towards that object. The object in a social context triggers behaviours via attitudes. Let us
identify the following elements: the attitudes object is represented by us (the emergency man-
agement system at local level); the social context is a disaster situation in which the main
social norm is represented by ‘situational altruism’; behaviour: we know that people develop
behaviours according to ‘socially integrative responses’ (uninjured victims are often the first
to search for survivors, to care for those who are injured, and to assist others in protecting
property from further damage; antisocial behaviour such as looting or price gouging is rare),
even if they believe in the disaster mythology. 

So, using the prediction we can obtain a trustful attitude object, manipulating the rest of
the elements: the behaviour and the social context. The TPM prediction tells us that the acti-
vation of the attitude (trust attitude) is a process mediating between the attitude objects (us)
and the subsequent generation of behaviours towards that object. The problem is to identify
which behaviour supports us. In a disaster situation, the first behaviour of citizens is to su-
pport relatives, victims and communities. It is a ‘help’ type of behaviour. But we can inter-
pret this behaviour as a ‘help’ behaviour supporting the management structures too: the purpose
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of the citizens’ ‘help’ behaviour is the same with the purpose of management structures: ‘to
help’, and to deal in an appropriate way with the consequences. 

Are there any communication tactics that allow us to do this? Yes, there are the altercast-
ing tactics, but the granfalloon tactic is the best way to obtain the trust attitude. We can alter-
cast an individual or an emergent group into a social identity of ‘good and committed citizens
who are helping the victims and the management structures to deal with the catastrophic con-
sequences of the disaster’. In this case, this identity becomes an important source of self-esteem. 

So, what is the new identity of our receiver? Before the reception of the message, she/he
had been just a citizen reacting in the appropriate way in dealing with the aftermath of a dis-
aster. It is the same person as yesterday or a month ago, now acting in extraordinary circum-
stances. After the reception of the message, if the message is effective, our person may identify
her/himself with the following attitude: ‘I am a good and committed citizen who is helping
the victims and the management structures to deal with the catastrophic consequences of the
disaster, and I do ………… and I believe ………… ’. The persuasive effect of this formula
is emphasised by the beliefs in disaster mythology, because it allows the difference between
‘us’ as good citizens and ‘they’ – the other citizens who are acting ‘badly’, even if the ‘bad’
people do not exist. In terms of self categorization theory, the message allows the identifica-
tion with the salient norm in the in-group and is underlined by their perception as an out-
group. As we pointed out above in the context of Kashima’s TPM model’s presentation,
regarding the self categorization theory, when the social context is such that the self is cate-
gorized into a group in contrast to other groups, this leads to a depersonalisation of the self,
resulting in the adoption of the group norms as one’s own. A behaviour that is prototypical
for the group is generated as a behavioural option and, moreover, different in-group norms
may emerge as a function of which out-group is salient in the context (Kashima and Lewis,
2000, 126).

In order to reach our purposes as communicators, it is important to firstly obtain the atti-
tude of trusting the emergency management system: in the first phase of dealing with the di-
saster consequences, people react in this socially integrative response type and this kind of
response is helpful for the management system. In this phase, the system is dealing with its
own preparation for coping with the disaster, and it could be helpful just to use the commu-
nication tools, giving an understandable meaning for the receiver to the situation, a meaning
that also corresponds with the system’s purposes. During the next phases of the disaster si-
tuation, when the control of response actions starts being conducted by the management struc-
tures, these structures need cooperation and, moreover, they require coordination. If they gain
the attitude of trust, it will be easier for the communicators to cooperate with and coordinate
the citizen’s actions.

Now, it’s ‘easier’, at least in theory, and somehow obvious to obtain the „I do…“ behav-
iour because we’ve just obtained the self identity ‘I am…’ behaviour from our target audi-
ence. We can use the altercasting technique by ‘placing the alter in a pre-existing role’. The
TPM prediction related to the actor says: When the actor, who is the self, is represented as a
member of a social category, this current actor representation can act as a cue to retrieve behav-
iour representations that are associated with the representation of the social category. This
means that starting now, during the period of disaster aftermath, we can ask for cooperation
if in the bodies of the message we remind to the target audience that she/he is ‘a good and
committed citizen who is helping the victims and the management structures to deal with
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catastrophic consequences and she/he does …………’ taking actions concordant to the ma-
nagement structure’s needs.

It is noteworthy to point out that if we want to directly obtain the behaviour, we have to
follow another ‘algorithm’ to create the message. As noted previously, the TMP predictions
related to the social context and to what the actor says to us are: a) the norm dictates the behav-
iours under certain circumstances that are meaningfully defined within a society and b) when
the actor, who is the self, is represented as a member of a social category, this current actor’s
representation can act as a cue to retrieve behaviour representation that is associated with the
representation of the social category. The context of the situation being disaster aftermath,
the social norm which is activated is ‘to care and help’; using the previous mechanism, we
will include the target audience into the social group of those who ‘care and help’, trigger-
ing the desired behaviour. It is interesting to note that, given the general belief in disaster
mythology, even if the current behaviour is ‘to help’, what is believed as being the norm is
in fact the opposite. In this case, it is better for us not to try to directly manipulate the norm
of ‘care and help’ (because it is not seen as obvious); instead, we will firstly manipulate the
self definition of the target audience, which offers us the advantage of group differentiation
as in-group and out-group.

Ethical insight

During this mental exercise, it was being often used the term ‘manipulation’, which raises
an ethical problem. To discuss from theoretical point of view the ethical problem of commu-
nication techniques used for influencing people is another subject, certainly not the subject
of this study, but we can pointed out some aspects of this problem, referring at our subject. 

Pratkanis (2000, 224-225) notes in the same study that one-way to evaluating the ethics
of a communication is the means used to deliver the message. It is generally accepted that
one should avoid knowingly dispersing false information. In our situation, altercasting it isn’t
used for dispersing information but creating attitude and behaviour. 

Another method for evaluating the ethics is based on the fact that the means often deter-
mine the ends. This means, in fact, to evaluate the long-term consequences of the action, and,
at limits, it is a problem of trust. As Pratkanis notes, the insincere uses of roles is deemed
unethical because is long term consequences strike at the very trust needed to ensure social
interaction at interpersonal and social level too. From these points of view, our technique is
an ethical one: it permits to construct or to reinforce an attitude of trust towards the local
emergency system, which is a good and desirable result.

Pratkanis argue also that persuasion tactics as altercasting could lead us to think more about
an issue and to explore and develop personal option for dealing with any given situation; in
this way, altercasting could expand one’s self–concept and to gain insight into s/he persona-
lity. This is in fact what we obtain using granfallon tactic: a rise in self-esteem for our target
audience, which has a therapeutically effect at society level.

In this context it is useful to note the existence of a counter method of altercasting, which
can be use as personal defence: role-making. In other words, the alter can take steps to mo-
dify and recreate the proffered role so that her or his behaviour is less constrained.
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Caveats

Two main caveats have to be underlined at the end of this study. First, the findings of the
two new theoretical models (Mucchielli’s model of influence and the Tensor Product Model
proposed by Kashima and Lewis) are not experimentally tested. Though, it is noteworthy to
point out that these findings are consistent with the experimental results obtained from other
social theory frameworks.

Secondly, the theoretical matrix obtained during our research it is not empirically tested
either. Though, it demonstrates the predictive power during the process of message-building.
This could be a good reason to take into consideration further specification, development and
empirical testing. 
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Note

1. During this mental exercise, the term ‘manipulation’ may raise an ethical problem when used in a
communicational context. It is noteworthy to point out that the meaning that we use in this study for this
term is the following: „to control or handle with skill some objects“. In our case this term refers to mani-
pulating mental objects and not to „controlling or influencing by unfair means“. 
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Rezumat

Campania parlamentarã din 2008 s-a desfãºurat sub imperiul schimbãrii. S-au schimbat regulile jocu-
lui, s-a modificat profund contextul, s-au modificat mizele ºi chiar actorii. Dar, cu toate acestea, rezultatul
a fost unul paradoxal. În pofida schimbãrilor suferite de decorul competiþional, fapt ce nu a rãmas fãrã efecte
la nivelul campaniilor electorale de pe parcursul anului, rezultatul politic nu a clarificat situaþia existentã pe
scena politicã. 

Cuvinte-cheie: campanie electoralã, vot uninominal, schimbare politicã, Traian Bãsescu, alegeri 2008.

Abstract

The 2008 electoral campaign was strongly influenced by change. The electoral laws have changed, the
elections were held in a diferent context, with new stakes involved and even new political actors. Despite
all these elements, the outcome was a paradox. With all the changes of the electoral system and even though
the campaign was different, the political outcome has failed to clarify the political situation in Romania. 

Key words: electoral campaign, nominal vote, political change, Traian Basescu, elections 2008.

Neclaritãþile politicii româneºti au rãmas la fel de mari si dupã alegerile din 2008. Situa-
þia politicã ineditã generatã de alegerile din 2004, când votul a sugerat nevoia unei coabitãri
(PSD a câºtigat parlamentarele, iar Traian Bãsescu a câºtigat preºedinþia) s-a perpetuat, iar
echilibrul politic tripartit consacrat de ultimii ani ai guvernãrii Tãriceanu s-a menþinut. Alegerile
din 2008, deºi au fost foarte diferite de toate celelalte alegeri organizate în postcomunism,
nu au (mai) reuºit sã genereze acel flux al schimbãrii politice. Reconfigurarea scenei politice
a fost mai degrabã produsul evenimentelor post-electorale, care au avut o legãturã foarte micã
cu votul popular sau cu sensul acestui vot. Analiza de faþã îºi propune sã treacã în revistã
unele din schimbãrile pe care aceste alegeri le-au adus în spaþiul public românesc ºi care vor
marca evoluþiile politice din 2009. 

Deºi nicio campanie electoralã nu seamãnã cu alta, cea din toamna anului 2008 s-a des-
fãºurat conform unui scenariu diferit faþã de cele precedente din foarte multe puncte de vedere.
O acumulare de factori a transformat acest moment într-o premierã. Nu a existat simultanei-
tatea cu o campanie prezidenþialã, care sã dinamizeze desfãºurarea evenimentelor, sã ampli-
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fice mizele ºi sã personalizeze puternic mesajele de partid. Adoptarea „votului uninominal“
a infuzat o dozã puternicã de imprevizibil, modificãrile operate la nivelul sistemului elec-
toral urmând sã testeze ipoteza devenitã cliºeu referitoare la „reformarea“ ºi „înnoirea“ cla-
sei politice. Am asistat la prima campanie la finalul cãreia nu am obþinut un rezultat concret
al episodului electoral, deoarece expresia votului popular a trebuit completatã de douã epi-
loguri cel puþin la fel de importante: redistribuirea voturilor conform proporþionalitãþii (ca
rezultat al unui sistem de vot hibrid) ºi negocierile de intrare la guvernare, un calcul imposi-
bil de anticipat în condiþiile echilibrului politic multipartit. Dificultatea anticipãrii s-a datorat
unui alt element definitoriu pentru acest scrutin – lipsa unei polarizãri politice evidente, care
a determinat posibilitatea nelimitatã a partidelor de a se asocia, atât din cauza absenþei unor
nuclee doctrinare inviolabile, cât ºi din motive legate de dinamicile interne de partid, supuse
unor tensiuni ºi orientãri distincte între diferitele grupuri. În plus, din nou în premierã, nu a
existat o imagine clarã a prezenþei la putere sau în opoziþie pentru cele patru partide care au
intrat în Parlament (PNL s-a aflat la guvernare, dar avea o poziþie minoritarã ºi în Parlament,
dar ºi în administraþia localã; PDL avea preºedintele, precum ºi multe poziþii de putere în
þarã, dar se revendica drept partid de opoziþie; PSD oscila între a critica guvernarea ºi a o
susþine; iar UDMR îºi pierduse aciditatea discursului ca urmare a prezenþei alãturi de PNL
la guvernare). 

Pentru a complica în plus situaþia, România ºi-a votat pentru prima datã reprezentanþii în
parlament în calitate de membrã cu drepturi depline al Uniunii Europene, adicã un stat care
gestioneazã, la nivel guvernamental, sume importante, în special în primii ani post-aderare
când – exemplele valurilor anterioare ne demonstreazã – au loc transformãrile cele mai ample
ºi salturile cele mai accentuate în dezvoltare. În fine, un element mai puþin explicit, dar cu o
contribuþie la fel de mare asupra radiografiei finale, þine de dinamica internã a principalelor
partide, fiecare dintre ele marcate de contestãri la adresa conducerilor ºi de centre de putere
fie insuficient de consolidate, fie supuse eroziunii unui mandat complicat. 

Un scrutin în premierã aduce un record negativ al participãrii la vot

Alegerile din noiembrie 2008 au consacrat un paradox: în anul celei mai profunde schim-
bãri a regulilor electorale, s-a înregistrat un minim al prezenþei la vot (în condiþiile în care
nu sunt luate în calcul alegerile pentru Parlamentul European din 2007). Dezinteresul elec-
toratului pentru alegerile generale poate fi privit din douã perspective. Pe de o parte, ºi în
alte þãri din Uniunea Europeanã prezenþa la vot se situeazã în jurul marjei de 40%. Pe de altã
parte, scãderea numãrului de votanþi atât în termeni relativi, cât ºi în termeni absoluþi în raport
cu precedentele alegeri este importantã. În acest context, se poate discuta despre scãderea
capacitãþii partidelor politice de a reprezenta cetãþenii, chiar dacã aceastã imagine nu este
asumatã explicit (un Legislativ care nu este votat decât de 40% dintre cetãþeni are potenþiale
probleme de legitimitate). În lipsa unor date empirice care sã explice prezenþa scãzutã la vot,
explicaþiile nu vor face referire decât la cauzele generale ale acestui tip de comportament elec-
toral – cauze pe care partidele politice trebuie sã le aibã în vedere. Astfel, lipsa unor dezba-
teri ideologice clare (relativizarea mesajului politic) este una dintre posibilele cauze, la fel
cum ºi o campanie electoralã ternã, lipsitã de teme centrale ºi de mesaje unificatoare, frag-
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mentatã la nivel de circumscripþii, poate favoriza acelaºi tip de comportament. Nu în ultimul
rând, lipsa unui vot user-friendly (vot virtual, vot prin corespondenþã, dar nu numai) este un
alt factor ce contribuie la efectul general al prezenþei electorale reduse. 

„Votul uninominal“ a adus o campanie aparte pentru fiecare candidat

Deºi Legea 35/2008 nu aduce modificãri de structurã în ceea ce priveºte sistemul elec-
toral practicat pentru alegerea Camerei Deputaþilor ºi a Senatului, actul normativ impune reor-
ganizarea circumscripþiilor electorale, prin împãrþirea lor în colegii uninominale. Acest artificiu
menit sã rãspundã solicitãrii sociale de eliminare a scrutinului de listã a creat o confuzie între-
þinutã de actorii politici între tipul de circumscripþie ºi regula de transformare a voturilor în
locuri. Astfel, „votul uninominal“ a fost identificat ºi asociat în mod eronat cu principiul
majoritarist winner takes all. Este adevãrat cã regula majoritãþii se aplicã la nivel de colegiu
în situaþia în care un candidat obþine majoritatea absolutã a voturilor valabil exprimate, iar
partidul din care acesta provine atinge pragul electoral naþional. Cu toate acestea, principiul
general în baza cãruia se stabileºte ponderea parlamentarã a fiecãrui competitor este cel al
proporþionalitãþii. Efectele majoritarismului sunt compensate de mecanismele proporþionale
de transformare a voturilor în locuri. Finalitatea sistemului este una proporþionalã, la fel ca
la toate alegerile de dupã 1990. De aceea, chiar dacã 25% dintre parlamentari ºi-au obþinut
mandatul prin victorii categorice la nivelul colegiilor electorale, dimensiunea majoritarã a sis-
temului electoral nu a produs efecte asupra raporturilor de forþe din Parlament ºi nici asupra
reprezentativitãþii forului legislativ. ªi totuºi, ea a generat comportamente ce se înscriu în lo-
gica majoritaristã. 

Miza votului uninominal – retrasarea relaþiilor de putere, 
nu reforma politicã

Trebuie remarcat cã miza decupajelor electorale a fost mai degrabã una personalã ºi nu
una politicã, de tip organizaþional. Natura proporþionalã a sistemului electoral face ca par-
tidele sã nu fie afectate într-o manierã decisivã de acest element tehnic al desenãrii circum-
scripþiilor electorale. Chiar dacã ponderea naþionalã a unei formaþiuni este datã de performanþa
electoralã a fiecãruia dintre candidaþii sãi, voturile sale, acolo unde este minoritar nu se pierd,
ci se contabilizeazã, fiind folosite în procesul de atribuire a mandatelor. Este adevãrat cã meca-
nismului „votului util“ poate funcþiona în fiefuri, accentuând sau diminuând zestrea electoralã
a unui partid, dar votanþii susceptibili de a face un astfel de calcul raþional, de a cântãri op-
þiunile ºi de a cunoaºte efectele sistemului electoral constituie o minoritate. Prin urmare, harta
colegiilor electorale a contat în primul rând pentru candidaþii individuali, care ºi-au dorit ºi
au urmãrit obþinerea unor garanþii cât mai puternice pentru accesul în Parlament. Mizele au
fost importante, în joc fiind nu doar mandatul de parlamentar, dar ºi poziþiile deþinute în estab-
lishmentul politic. Astfel, puºi pentru prima datã în mod direct în faþa electoratului, politi-
cienii cu experienþã au avut nevoie de legitimitatea votului pentru a-ºi consolida sau pentru
a revendica poziþii în cadrul partidelor sau a aparatului de stat. Noii pretendenþi au avut posi-
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bilitatea sã conteste status-quo-ul ºi sã demonstreze cã pot aduce un suflu nou pe scena politicã.
În aceastã privinþã trebuie demontat unul dintre argumentele care au însoþit discuþiile pub-
lice referitoare la introducerea a ceea ce greºit continuã sã fie numit „vot uninominal“. Este
vorba despre capacitatea sistemului electoral de a reforma clasa politicã. Ca orice instituþie,
sistemul de vot poate modela atitudinile ºi comportamentele publice, dar în niciun caz ac-
þiunea sa în aceastã privinþã nu este exclusivã, categoricã ºi /sau decisivã. În plus, nu acesta
este rolul ºi scopul unui sistem electoral. Reforma clasei politice pleacã pe de o parte de la
electorat, de la mediul social, iar pe de altã parte de la partidele politice, responsabile cu re-
crutarea ºi selecþia personalului apt pentru a exercita guvernare. 

Ceea ce a fãcut însã aceastã reformã electoralã, prin „votul uninominal“, a fost sã creeze
premisele modificãrii raporturilor de forþe din interiorul partidelor politice. În primul rând,
pentru cã a stimulat concurenþa între candidaþii aceleiaºi formaþiuni. În al doilea rând pentru
cã a sporit rolul ºi forþa politicã a organizaþiilor locale. Mai mult ca oricând, liderii locali ai
partidelor, în special cei care ocupã funcþii publice (primari, preºedinþi de CJ) au reprezen-
tat vectori electorali majori, fiind activi în campanie atât sub aspect logistic, cât ºi imago-
logic. Acest lucru a fãcut ca, pentru prima datã, performanþa electoralã a unui partid (cea care
determinã ponderea sa parlamentarã) sã depindã mai puþin de acþiunile ºi de intervenþia li-
derilor naþionali. Ceea ce a contat a fost prestaþia fiecãrui candidat în parte, corelatã cu po-
ziþia, implicarea ºi anvergura organizaþiilor locale. Chiar dacã „votul uninominal“ nu a anulat
caracterul politic al votului, calitãþile personale, mobilizarea ºi profilul imagologic al unui
candidat par sã fi cântãrit mai mult decât umbrela politicã sub care alþi competitori s-au putut
ascunde. Într-o astfel de logicã ce presupune descentralizarea campaniei electorale, rolul li-
derilor centrali, implicaþi ei înºiºi în confruntãri locale, se diminueazã.

Campaniile din colegii nu au semãnat cu campania naþionalã 

Contextul specific în care s-au desfãºurat aceste alegeri parlamentare a condus la exis-
tenþa a douã tipuri de campanii electorale. Este vorba, pe de o parte, despre o companie localã,
a fiecãrui candidat în parte, o campanie gânditã ºi derulatã contextualizat, în funcþie de condi-
þiile particulare ale fiecãrui colegiu sau cel mult ale circumscripþiei aferente. Practic, strate-
giile, mesajele ºi acþiunile electorale au fost construite dupã un tipar specific alegerilor locale.
Pe fondul unui deficit de culturã politicã participativã (care presupune printre altele, cunoaº-
terea sistemului politic ºi a mecanismelor lui de funcþionare), candidaþii au acþionat pragmatic
ºi au spus oamenilor ceea ce aceºtia voiau sã audã. 

De asemenea, a existat ºi o campanie electoralã naþionalã, desfãºuratã prin mass-media,
o campanie prin care fiecare partid a încercat sã transmitã un mesaj general, sã îºi întãreascã
poziþia sau sã se repoziþioneze faþã de ceilalþi actori. La acest nivel s-a acþionat cu precãdere
în zona imaginii publice. A fost însã o campanie mai puþin coordonatã, mai puþin consistentã
ºi de aceea ºi mai puþin importantã. Accentul a cãzut pe colegii, acolo unde a fost concen-
tratã cea mai mare parte a resurselor. 
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Mai multe campanii pragmatice, nici un pic de ideologie

Lipsa orientãrii discursului de campanie în funcþie de un personaj ºi de un mesaj preziden-
þiabil, precum ºi caracterul atipic imprimat de selecþia uninominalã au determinat construcþia
fragmentatã a mesajelor. Pentru cei mai mulþi dintre candidaþi, oferta proprie a pornit de la
o sumã de soluþii pragmatice, adaptate specificului colegiului de candidaturã ºi coagulate în
aºa fel încât sã se plieze pe aºteptãrile imediate ale publicului care se dorea mobilizat la vot.
Faþã de programele „edilitare“ ale candidaþilor, programele politice „naþionale“ ale partide-
lor au funcþionat ca accesorii mai degrabã strãine campaniei din teritoriu, un fel de artificiu
necesar în dezbaterile de la televiziunile centrale, dar lipsite de mizã sau de ecou în ecuaþia
electoralã efectivã. 

Un paradox al concentrãrii pe oferta localã a fost aceea cã nu au existat alternative majore.
S-a ajuns la fenomenul soluþiilor unice, care a tins sã egalizeze dezbaterile. S-a impus astfel
ideea cã la problemele concrete ale populaþiei existã un set clar de rezolvãri unice, pe care
nimeni nu le contestã. Singurul lucru care conteazã este caracterul candidaþilor ºi capacitatea
lor de pune în aplicare aceste soluþii. Ofertele au fost similare, singurele diferenþe fiind de
ordin personal (notorietate, credibilitate, potenþã politicã sau chiar strict financiarã). 

Absenþa unei dezbateri pe diverse soluþii practice, precum ºi absenþa unor propuneri alter-
native a fost o constantã care a diluat mult campania, sub pretextul revenirii sale cãtre esenþa
politicii. La limitã, se poate sugera cã ofertele câºtigãtoare au fost cele care au pus cel mai
bine în evidenþã capacitatea candidaþilor de a-ºi folosi influenþa ºi experienþa pentru a mobi-
liza fonduri ºi decizii în sprijinul problemelor punctuale ale propriului colegiu. Simplificând,
într-o interpretare pur româneascã, votul uninominal s-a redus la o formulã a traficului de
influenþã legalizat prin vot. 

Pentru prima datã, nu au existat dispute majore ºi nici polarizãri

Campania din 2008 a fost una atipicã din cauza absenþei unei polarizãri electorale cla-
sice. Pânã de curând, campaniile electorale româneºti au avut aceastã constantã a unei dis-
pute polare între cele mai importante forþe politice. La alegerile din 2008 au existat nu douã,
ci trei variante. Dar, conform regulilor matematice, când existã trei forþe suficient de solide,
niciuna dintre ele nu are capacitatea de a obþine majoritatea. Drept urmare, am asistat la un
fel de blocaj care a permis ca în ultimii doi ani de zile sã nu se întâmple practic nimic pe
scena politicã. Fiecare dintre cei trei actori (PSD, PD-L ºi PNL) au mizat doar pe propria
prestaþie ºi pe incapacitatea de dialog ºi de cooperare a celorlalþi pentru a rãmâne în joc. De
altfel, chiar dacã douã partide ar fi ales înainte de alegeri sã facã o alianþã, exista pentru fiecare
combinaþie un discurs capabil sã o negativeze: PSD+PNL a fost definitã de Bãsescu drept
alianþa celor „322“ sau coaliþia transpartinicã a oligarhilor; PSD+PD-L ar fi reprezentat ºansa
PNL de a se raporta negativ la refacerea nefastului FSN, iar combinaþia PD-L+PNL ar fi per-
mis social-democraþilor sã critice legitim tot ce a mers prost în ultimii patru ani. Pentru fiecare
partid în parte, luat separat, este greu de atribuit o responsabilitate anume. Dimpotrivã, fiecare
a reuºit, cu actualele sale conduceri, rezultate care pot fi considerate pozitive. În ciuda gafelor
strategice, PSD, cu Geoanã la conducere, era în cãrþi pentru urmãtorul guvern ºi, în pofida
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asaltului la care a fost supus, a reuºit sã rãmânã unit. PNL-ul lui Tãriceanu a fost un supra-
vieþuitor al unei perioade foarte grele ºi, mai mult, a beneficiat puternic de pe urma prezenþei
cvasi-singulare la guvernare. Iar PDL-ul lui Bãsescu a beneficiat ºi profitat de cea mai mare
creºtere în termeni absoluþi a unui partid politic într-un singur ciclu electoral, depãºind chiar
ºi ascensiunea fulminantã a PRM din anii 2000. 

Raportând aceastã triadã la scarã istoricã, singurul perdant major al absenþei polarizãrii a
fost PSD, care a ratat cu nonºalanþã ºansã dupã ºansã în a se reimpune ca principal partid de
opoziþie ºi a fost forþat sã participe la acest joc ca actor de rang secund. În aceastã situaþie de
echilibru dinamic, cele trei partide s-au aflat în postura de a fi influenþate decisiv de person-
alitatea lui Traian Bãsescu. Dar alegerile locale din 2008 au dat un semnal special: acela cã
Traian Bãsescu nu mai este singurul element fundamental de pe scena politicã. Partidul prezi-
denþial pe care l-a construit nu a crescut atât de mult pe cât se dorea. Iar ascensiunea PD-L
nu a reuºit sã spargã trinomul politic actual. Aceasta a fãcut ca orice combinaþie sã fie posi-
bilã, fapt anticipat corect de majoritatea candidaþilor. ªi, mai mult, a fãcut ca decizia privind
formula guvernamentalã sã fie luatã de facto, nu doar oficial, doar dupã ce rezultatele alegerilor
au fost cunoscute. În acest context, campania electoralã nu se putea desfãºura agresiv, fiindcã
nimeni nu a vrut sã îºi minimizeze ºansele de a participa la ulterioarele negocieri pentru for-
marea guvernãrii. 

S-a creat impresia de „blat“, local ºi naþional

Imediat dupã ce „uninominalul“ a pãrut a fi inevitabil, principala problemã care a afec-
tat structurile superioare ale partidelor a fost datã de riscul, de data aceasta foarte palpabil,
ca lideri importanþi – naþionali sau locali – sã nu treacã testul electoral. În fapt, aceastã ipotezã
a constituit ºi nucleul dur al viziunii societãþii civile privind reformarea clasei politice prin
„uninominal“. Persoanele cu imagine publicã proastã sau inexistentã nu aveau cum sã se mai
ascundã în mijlocul listelor ºi, deci, parlamentul ar fi fost populat numai de acei care prin
trecutul ºi prezentul lor meritau încrederea comunitãþilor în care candidau. 

Principala confruntare politicã s-a desfãºurat, aºa cum am menþionat mai sus, cu mult
înainte de campania electoralã, în interiorul partidelor, atunci când s-au trasat colegiile ºi s-au
împãrþit candidaþilor cu ºanse. Calculele teoretice au arãtat, în virtutea rezultatelor de la ale-
gerile locale, care colegii sunt mai uºor de abordat ºi care nu. Pe baza acestor simulãri, par-
tidele ºi-au distribuit candidaþii importanþi în locaþiile cele mai sigure, lãsând restul candidaþilor
pe poziþii nesigure sau chiar fãrã ºanse.

Riscul fiind uniform distribuit asupra tuturor partidelor, conducerile acestora au acþionat
în consecinþã ºi au elaborat o metodologie de împãrþire a candidaþilor pe colegii care sã pro-
tejeze cât mai mult cu putinþã numele grele. A fost o alegere de tip conservator, care a eli-
minat orice încercare de extindere. Foarte puþini candidaþi importanþi au optat sã îºi testeze
forþa în zone nesigure, aºa cã obþinerea în final a unui rezultat oarecum similar cu cel de la
alegerile locale era previzibilã. Nu a existat neapãrat un „blat“ naþional, cât mai degrabã un
calcul similar pe care l-au fãcut toate partidele importante. S-a ajuns astfel ca acolo unde a
candidat un nume greu dintr-un partid, celelalte formaþiuni au numit candidaþi de ordin secund,
fãrã vizibilitate ºi fãrã foarte mare potenþã financiarã, astfel încât sã se evite risipirea resurselor
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(umane ºi financiare). Aºa s-a creat impresia cã partidele ºi-au fãcut favoruri ºi au permis ca
traseul numelor grele sã fie cât mai lejer. Au existat câteva excepþii, suficient de puþine pen-
tru a nu conta, astfel încât la finalul scrutinului s-a constatat cã practic toate numele impor-
tante din parlamentul trecut se regãsesc ºi în noul parlament, iar cei care totuºi n-au intrat,
au pierdut mai degrabã din cauza sistemului de redistribuire decât din cauza sancþiunii popu-
lare. Din pricina acestei distribuiri total dezechilibrate a candidaþilor, în foarte multe colegii,
dezbaterea electoralã nu a existat ºi nici interesul faþã de aflarea câºtigãtorului nu a fost prea
mare, acesta pãrând a fi cunoscut încã din start. Trebuie însã precizat cã aceastã stare a fost
mai degrabã una a alegãtorului, decât una a candidatului, care – oricât de celebru ar fi fost –
s-a temut de un eºec ºi s-a implicat intens în ritmul de campanie. 

În contextul neîncrederii funciare existente în relaþia dintre cetãþean ºi partide, insucce-
sul „votului uninominal“ conduce spre un eºec al unei iniþiative lansate cu mult zgomot ºi
însoþite, cel puþin aparent, de multe speranþe. Acesta este încã un motiv de îndepãrtare între
douã entitãþi fundamentale ale democraþiei. Tot mai mult, alegãtorului îi este certificatã impre-
sia cã votul sãu, participarea sa, implicarea sa sunt neimportante ºi cã totul se rezumã la aran-
jamente în spatele uºilor închise. E adevãrat, o datã la patru ani, un festival public poate genera
prin aleatoriul sãu – foarte bine controlat în fapt – unele mici surprize.

Efectul pervers al legii electorale – competiþia cu colegii de partid

Marile confruntãri nu au existat pe parcursul anului 2008. Nici la alegerile locale, unde
altãdatã erau dispute ample pentru anumite localitãþi importante, nici la alegerile generale.
Fie pentru cã protagoniºtii (candidaþii importanþi) nu au avut concurenþã realã, fie pentru cã
acolo unde ar putea exista concurenþã, partidele nu au mobilizat personalitãþi suficient de
hotãrât implicate. 

Un factor major care a contribuit la lipsa de combativitate a fost, din nou, legea electo-
ralã, care a indus mai degrabã o competiþie între colegii de partid ºi nu între contracandidaþi.
Astfel, în zonele fief ale unui partid, fiecare dintre candidaþii sãi a fost interesat de douã obiec-
tive: sã obþinã peste 50% din voturi sau sã aibã mai multe voturi decât propriii colegi de cam-
panie. Doar astfel, la atribuirea mandatelor, ar fi avut ºanse sã câºtige. Abia pe locul al treilea
s-a plasat obiectivul de a obþine mai multe voturi decât contracandidaþii de la celelalte par-
tide, obiectiv facil pentru colegiile-fief. De aceea, pentru partidele care nu au aspirat la câº-
tigarea efectivã a colegiilor, disputa a fost strict legatã de competiþia internã. Spre exemplu,
un partid plasat pe locul trei într-un judeþ a avut ca scop obþinerea unui procent de voturi sufi-
cient de mare pentru a avea dreptul la mandate în circumscripþia respectivã. Modul în care
acele mandate s-au atribuit candidaþilor partidului în cauzã s-a bazat pe calcule complicate,
care nu au avut drept þintã câºtigarea colegiului. 

Aceastã aritmeticã electoralã nu este nouã pentru România, ci mai degrabã pentru candi-
daþi luaþi individual. Cei doi paºi prin care partidele intrã în posesia mandatelor (aplicarea
coeficientului simplu la nivel de circumscripþie ºi folosirea metodei d’Hondt, la nivel naþional,
în cazul resturilor electorale) au existat ºi pânã acum, dar folosirea unui scrutin de listã a fãcut
ca întreaga procedurã sã fie puþin cunoscutã. Competiþia în colegii uninominale a trezit intere-
sul pentru procesul de transformare a voturilor în locuri, fiecare candidat fiind nevoit sã se
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familiarizeze cu aspectele tehnice ale sistemului electoral. Chiar dacã nu are un caracter struc-
tural, schimbarea legii electorale a fãcut ca partidele sã opteze pentru soluþii sigure ºi necon-
flictuale. Un conflict politic amplu putea sã genereze emoþii ºi dinamici electorale complicate.
Or, câtã vreme fiecare candidat a depins în primul rând de propria prestaþie, dar ºi de ima-
ginea generalã a partidului din care fãcea parte, s-a stimulat „îngheþarea“ oricãror evoluþii
politice pânã dupã alegeri. 

Nu au existat teme majore de campanie

Lipsa de conflictualitate s-a vãzut ºi din modul în care s-a conturat agenda publicã în cam-
panie. Principala sa caracteristicã a constat în absenþa marilor dezbateri naþionale pe teme
politice. Prima constatare legatã de tematica de campanie este aceea cã indiferent de efor-
turile fãcute de PD-L ºi de Traian Bãsescu, alãturi de segmente ale societãþii civile, corupþia
nu a mai fost acceptatã ca subiect central. Motivaþia pentru aceastã modificare radicalã faþã
de anul 2004 poate fi cãutatã atât în ineficienþa ºi ridicolul care au înconjurat campania anti-
corupþie din perioada 2004-2008, cât ºi în presiunea majorã pe care relatãrile despre dezvoltarea
crizei economice la nivel mondial le-au avut asupra populaþiei. În acelaºi timp, media ca prin-
cipal vector de comunicare politicã, a fost ea însãºi mult mai interesatã de efectele crizei eco-
nomice ºi de ofertele partidelor în aceastã direcþie, decât de reîncãlzirea temei luptei împotriva
corupþiei. Poate fi remarcat din monitorizãri cã majoritatea ziarelor ºi posturilor de televi-
ziune a gãzduit editoriale, comentarii ºi analize prin care reprezentanþi ai societãþii civile au
solicitat partidelor ca în campanie sã-ºi prezinte planurile economico-sociale anticrizã în timp
ce de strategia anti-corupþie nu a mai vorbit aproape nimeni. 

Tema marii corupþii a fost, în 2004, un subiect introdus pe agendã de opoziþia politicã aju-
tatã de societatea civilã ºi media. Evident, marea corupþie este o realitate intermediatã, un
fapt sau o serie de fapte care ajung la cetãþean doar prin intermediul altcuiva, el personal nefi-
ind în nici o situaþie în contact cu fenomenul în speþã. Cele douã tabere care s-au confruntat
în 2004, PSD ºi Alianþa D.A., între multele diferenþe care le-au caracterizat prestaþia elec-
toralã, au optat pentru raportarea la douã tipuri diferite de realitãþi. În timp ce PSD a mizat
pe realitatea nemijlocitã (salarii, pensii, compensãri, alocãri de fonduri etc.), referindu-se atât
la trecut (lista realizãrilor), cât ºi la viitor (lista propunerilor), ADA s-a axat exclusiv (excepþie
fiind doar cota unicã) pe realitatea intermediatã (ziare care au titrat cã anumite persoane sunt
corupte, lideri ai societãþii civile care au afirmat cã în anumite locuri s-au fraudat alegerile,
politicieni care au clamat cã au cunoºtinþã de conturi secrete ale altor politicieni etc.). Datoritã
amplorii cãpãtate în timpul dezbaterilor electorale, lupta împotriva corupþiei a devenit pen-
tru un interval redus de timp, tema centralã a scenei politice autohtone. Cei patru ani care au
urmat au aplanat mult din aceastã imagologie escatologicã ºi au redus lupta anticorupþie la
stadiul de artefact al bãtãliei politice. 

Introducerea „votului uninominal“, împãrþirea campaniei electorale în câteva sute de câm-
puri de comunicare ºi transformarea primarilor de localitãþi în purtãtori centrali de mesaj au
indus, inevitabil, modificarea ofertei candidaþilor, dar ºi a aºteptãrilor publicului. Practic, aºa
cum precizam ºi anterior, totul a devenit foarte local, foarte ancorat în realitatea celor câteva
comune sau a câtorva strãzi mari care constituie un colegiu uninominal. Cum solicitãrile ve-
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nite de la acel nivel sunt preponderent de naturã administrativ-economico-socialã, dezbaterea
propriu-zisã s-a axat în jurul temelor campaniei locale din vara lui 2008 cu puþine accente
de altã naturã. Pe lângã deja binecunoscutele pachete, pungi sau sacoºe pline cu felurite pro-
duse, candidaþii s-au întrecut în a promite salubrizãri, pietruiri, aducþiuni de apã, terasãri, înfi-
inþãri de dispensare, de creºe, de drumuri de acces, de brutãrii sau accesãri de fonduri europene
profitabile comunitãþii în cauzã. Cei ºi mai activi au spãlat pe jos, au golit haznale, au gãtit,
au croºetat, au instalat computere în câte o salã de clasã, au sãpat în grãdinã, au mãturat frunze
ºi au bãtut cuie în garduri deºelate. Dupã ce momentul electoral a trecut niciuna dintre aceste
activitãþi nu a mai fost atât de atractivã pentru politicieni. Acest lucru conduce la amplifica-
rea imaginii de trãdare ºi de duplicitate din partea actorilor politici, imagine pe care electoratul
continuã sã o acumuleze. A nu se înþelege cã pledãm pentru transformarea parlamentarului
în vidanjorul sau gunoierul colegiului, dar credem cã nici transformarea sa în aºa ceva nu
poate fi o soluþie viabilã pe termen mediu. Oricum, datoritã acestei posibilitãþi de a seduce
electoratul prin acþiuni ºi atitudini total nespecifice, mulþi politicieni au pãrãsit discursul pro-
gramatic (atât cât era) ºi s-au mulþumit sã joace pentru câteva sãptãmâni un rol pur pragmatic.
Nu doar acþiunile de imagine exagerate vor dezamãgi prin lipsa lor de finalitate, dar ºi promi-
siunile de rezolvarea a variilor probleme locale vor rãmâne, în multe cazuri, doar cuvinte, fie
pentru cã parlamentarul respectiv nu mai trece prin colegiu, fie pentru cã nu are cum sã le
rezolve, fie pentru cã, de fapt, nu acesta este mandatul sãu.

Singura temã care a produs poziþionare politicã naþionalã din partea tuturor a fost cea privind
salariile profesorilor. Ea a însemnat o încercare de creare a unui bipolarism între un PSD în
opoziþie (pro-mãrirea salariilor) ºi un PNL la guvernare (cu discurs liberal clasic, orientat pe
responsabilitate macroecnomicã), blocatã însã de intervenþia lui Traian Bãsescu. Preºedin-
tele a preluat tema, intuind corect cã neimplicarea PD-L în subiect va duce la scãderea pon-
derii sale electorale. Discursul privind mãrirea salariilor a evoluat dramatic, riscând sã ajungã
într-o spiralã populistã majorã. Elementul care a blocat aceastã evoluþie a fost criza finan-
ciarã internaþionalã ºi semnalele apãrute pe mãsurã ce bursele internaþionale începeau sã cadã.
Pe acest fond, discursul despre cheltuielile bugetare a fost abandonat în favoarea unui dis-
curs mai vag, general acceptat de toate partidele, despre nevoia de responsabilitate ºi de pro-
fesionalism în contextul crizei. 

Absenþa unei alegeri personalizate (pentru poziþia de preºedinte) ºi climatul multipolar au
fãcut ca, în aceastã campanie, sã nu se discute despre mai nimic la nivel naþional. Programele
de guvernare nu au fost analizate în profunzime pentru cã acestea nici nu au fost promovate.
Spre deosebire de alte campanii când marile promisiuni se fãceau publice cu luni sau ani înainte
de alegeri (Contractul cu România, de pildã, a fost lansat cu un an de zile înainte de alegeri,
în 1995), acum programele de guvernare nu doar cã nu au fost promovate, dar nici mãcar nu
au fost finalizate decât cu câteva sãptãmâni înainte de începerea campaniei. 

Prin comparaþie cu anul 2004, impresia generalã a fost aceea a unei campanii lipsitã de
confruntãri. Apatia populaþiei (care anunþa în sondaje încã de la începutul anului 2008 cã e
dispusã într-o proporþie de 70% sã voteze cu cei aflaþi în funcþii) s-a transmis actorilor politici
(partide, staff-uri, candidaþi) care nu au mai fost capabili sã producã mobilizarea din 2004.
Lipsa unui partid de opoziþie sau a unei atitudini ferme de opoziþie s-au vãzut. Dezinteresul
a fost molipsitor ºi în mass-media, confruntãrile electorale fiind puþine, iar cele care au exi-
stat au fost terne, lipsite de momente memorabile care sã producã, într-o formã sau alta, reacþii
vizibile la nivelul electoratului. 
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Anul 2009 va fi influenþat de „noile tendinþe“ politice ºi electorale

Am asistat aºadar la o campanie electoralã ineditã prin raportare la experienþele postde-
cembriste similare. A fost o campanie contextualizatã, chiar dacã, la nivel structural, aceasta
s-a desfãºurat în acelaºi registru, indiferent de colegiu (acelaºi tip de abordare, de mesaje ºi
de acþiuni). Modificarea legislaþiei electorale, care ar fi trebuit sã genereze un mai mare interes
din partea populaþiei pentru zona politicã ºi pentru procesul electoral, a fost un demers do-
minat de factori subiectivi. Aceºtia ºi-au pus amprenta nu doar asupra formulei electorale (me-
canismul de transformare a voturilor în mandate) pentru care s-a optat, ci ºi asupra modului
în care s-a realizat efectiv decuparea colegiilor uninominale sau a celui în care aspiranþii la
un fotoliu de parlamentar ºi-au ales colegiul de candidaturã. Efectele se pot vedea în gradul
de participare electoralã: doar 39,2% din cetãþenii cu drept de vot au considerat cã este im-
portant, necesar, benefic ºi util sã îºi exercite dreptul de vot. Indiferent de motivaþiile indivi-
duale ale absenteismului de la urne, consecinþele scãderii constante a numãrului de cetãþeni
care doresc sã legitimeze prin vot guvernarea nu pot fi decât negative pentru stabilitatea ºi
eficienþa sistemului democratic. 

În 2009 vor urma douã campanii electorale – pentru Parlamentul European ºi pentru Pre-
ºedinþia României. Modificãrile din 2008 (la nivelul regulilor ºi tehnicilor) vor face ca par-
ticiparea sã rãmânã micã. În plus, fãrã o schimbare de fond în raportarea politicului la societate,
problemele de reprezentativitate ºi de legitimitate se vor accentua. Iar efectele se vor vedea
tot mai mult dupã alegerile prezidenþiale. Scãderea numãrului de votanþi atât în termeni rela-
tivi cât ºi în termeni absoluþi în raport cu precedentele alegeri este importantã. În acest con-
text, trebuie sã discutãm despre diminuarea capacitãþii partidelor ºi a liderilor politici de a
reprezenta cetãþenii, chiar dacã aceastã imagine nu este asumatã explicit (un Legislativ care
nu este votat decât de 40% dintre cetãþeni are potenþiale probleme de legitimitate; la fel, un
Preºedinte care nu mobilizeazã peste 50% din electorat la un referendum privind suspendarea
sa). În condiþiile în care ºi 2009 este un an electoral, dezinteresul populaþiei pentru viaþa politicã
ºi scãderea apetitului pentru participare electoralã sunt fenomene care vor continua. Pânã la
urmãtorul moment electoral timpul este scurt pentru ca în relaþia guvernanþi-guvernaþi sã se
petreacã lucruri spectaculoase capabile sã mobilizeze electoratul. De aceea, ºi în 2009 vom
asista la prezenþe scãzute la vot. 

ªi, fiindcã vorbim de paradoxurile acestei campanii electorale, sã încheiem cu încã unul.
Astfel, deºi aceste alegeri nu au schimbat mare lucru în ceea ce priveºte raporturile dintre
principalele partide (scorul de la alegerile parlamentare nu a diferit major faþã de cel de la
alegerile locale), ele au scos în evidenþã anumiþi germeni ai schimbãrii. Doar cã aceºti ger-
meni nu au fost creaþi de procesul electoral, ci de acþiunile politice pre-electorale. Paradoxul
face ca niºte alegeri care ar fi trebuit sã schimbe mult în societatea româneascã (cel puþin în
perspectiva iniþiatorilor noii legi electorale) sã fie cele care disimuleazã schimbãrile politice
care chiar au loc în societatea româneascã. ªi asta fãrã ca populaþia sã-ºi dea seama de asta.
Introducerea votului direct (sistem electoral majoritar cu scrutin uninominal) pentru alegerea
preºedinþilor de CJ ºi a „votului uninominal“ în cazul parlamentarelor nu a condus la o schim-
bare majorã a clasei politice, dar a crescut foarte mult independenþa politicã a persoanelor
alese astfel. Raporturile de putere din România s-au modificat în ultimii ani foarte mult. Teo-
retic, ar fi un lucru bun, dacã aceasta ar permite accesul la funcþii unor oameni bine pregãtiþi
ºi respectaþi în comunitãþile lor sau dacã cetãþenii ar fi conºtienþi de acest proces. Opinia noas-
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trã însã este cã vom asista la o pulverizare a puterii partidelor în beneficiul unor reþele politico-
economice mai mult sau mai puþin locale, ºi puternic personalizate. Votul majoritar în colegiu
uninominal nu va duce la o creºtere a reprezentativitãþii, ci la o scãdere a acesteia. Iar lipsa
unor instrumente eficiente de control din viaþa politicã va genera o scãdere a responsabilitãþii
noilor aleºi faþã de electorat. ªi asta în numele reformei politice ºi a curãþeniei morale. Modul
în care evolueazã viaþa politicã în România este îngrijorãtor, tocmai pentru cã apariþia unui
nou capitalism, a unei noi economii de piaþã, în creºtere în ultimii ani, nu este însoþitã ºi de
o creºtere a democratizãrii politice. Dimpotrivã, vom asista la o îndepãrtare ºi mai mare a
publicului larg de actul politic.
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Rezumat

Lucrarea de faþã îºi propune o abordare ºtiinþificã a blogosferei politice româneºti. În opinia unora din-
tre exegeþi, principalul risc adus de blogosferã se referã la pericolul de accentuare a polarizãrii societãþii pe
considerente ideologice, facilitat de noile tehnologii de personalizare a spaþiului online. În urma studiului
efectuat pe un lot de 16 bloguri politice româneºti – opt de dreapta ºi opt de stânga – am descoperit cã aceastã
teorie se confirmã, mai ales în cazul reþelei de bloguri social-democrate. Aici, ponderea legãturilor din cadrul
ideologiei de stânga este net superioarã legãturilor externe. Interesant este cã aceastã tendinþã se amplificã
odatã cu trecerea timpului. Polarizarea spaþiului online analizat nu se limiteazã la autorii blogurilor, ci se
rãsfrânge ºi asupra utilizatorilor obiºnuiþi. Analiza profilului comunitãþii din jurul blogurilor de stânga de-
monstreazã o omogenitate ridicatã a adeziunii faþã de valorile social-democrate ºi o respingere a indivizilor
ce împãrtãºesc un alt set de valori. Drept urmare, utilizatorii blogurilor PSD nu se constituie în grupuri etero-
gene, ci mai degrabã în comunitãþi virtuale coagulate în jurul unei ideologi ºi a unor valori comune. 
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Abstract

The present paper has the main aim of addressing the issue of Romanian political blogosphere in a sci-
entific way. In some of the scholars’ view, the major risk posed by the blogosphere refers to the danger of
emphasizing the polarity of society on purely ideological grounds, fact reinforced by the new technologies
that personalize the online world. After conducting a research on a number of 16 Romanian blogs – eight
of which right-wing and the other eight left-wing – we reached the conclusion that this theory bears out,
especially in the case of the network of social-democratic blogs. In this particular case, the share of connec-
tions inside the left-wing ideology is distinctly superior to external links. The interesting fact is that this ten-
dency amplifies over time. The polarity of the online space under analysis does not limit to the authors of
the blogs, but it has consequences upon the lives of common users. The analysis of the community centred
on left-wing blogs proves a high degree of homogeneity in their adhesion to the social-democratic values
and a rejection of all those individuals that share another set of values. Consequently, the users of PSD blogs
do not form heterogeneous groups, but rather virtual communities coagulated around an ideology and a set
of common values.
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Introducere

Apariþia Internetului – ºi redescoperirea sa prin abordarea web 2.0 – a dat curs speranþelor
ºi opiniilor conform cãrora noul mediu de comunicare reprezintã atât un panaceu al proble-
melor generate de inechitatea sferei publice clasice, cât ºi o soluþie de creºtere a participãrii
politice în rândul cetãþenilor. Cu toate acestea, blogosfera politicã româneascã este de multe
ori vãzutã ca un mediu de comunicare nesemnificativ. Principalul argument adus de sceptici
este cã mesajele politice diseminate prin intermediul blogurilor ating doar o micã parte a elec-
toratului, în comparaþie cu media tradiþionale. Considerãm cã spaþiul online nu poate fi ana-
lizat folosind criteriul cantitãþii, specific mijloacelor de comunicare convenþionale, ci pe cel
al calitãþii. Cu alte cuvinte, nu conteazã câþi citesc ºi interacþioneazã pe blogurile politice, ci
mai degrabã cine. Aceasta este premisa de la care pleacã încercarea noastrã de a înþelege mai
bine mecanismul de funcþionare al blogurilor autohtone, ca instrumente de comunicare politicã. 

Cele mai multe analize au încercat sã surprindã blogurile politice ca entitãþi distincte,
separate de contextul reþelei în cadrul cãreia activeazã. De asemenea, numeroase studii de
profil s-au concentrat pe blogurile de campanie, cu duratã de viaþã relativ limitatã. Chiar dacã
acestea constituie o pondere mare în blogosferã, ele nu sunt ºi cele mai reprezentative pen-
tru spaþiul politic online. Trebuie însã înþelese criteriile de fundamentare a reþelelor de bloguri
politice (altele decât cele care activeazã strict pe durata unei campanii electorale), care este
natura interacþiunilor dintre ele ºi ce profil au comunitãþile virtuale care le populeazã. Având
o idee clarã asupra acestor elemente, vom putea desluºi modul prin care reþelele de bloguri
politice contribuie la intensificarea dialogului interideologic, condiþie fundamentalã a proce-
sului democratic. 

Spaþiului public ºi comunitãþile virtuale

„Majoritatea oamenilor vor – ºi au nevoie – sã li se spunã cã au dreptate ºi sã fie siguri
cã alþi oameni sunt de acord cu ei. (…) În ceea ce priveºte numãrul de alegãtori, o campanie
are rezultate nu atât în câºtigarea unor noi aderenþi, cât în prevenirea unor pierderi din rându-
rile alegãtorilor deja deciºi.“1 Un element important în studiul comunicãrii de masã introdus
de Lazarsfeld este efectul de întãrire. Sociologul american a descoperit cã oamenii considerã
„credibile“ ºi „adevãrate“ acele informaþii care confirmã propriile lor convingeri, astfel se
relevã o predispoziþie a indivizilor de a selecta acele mesaje cu care sunt în acord. Sarcina
oricãrui partid politic într-o campanie electoralã este sã furnizeze argumente specifice pozi-
þiei propriului electorat. Din punct de vedere social, acest mecanism are un efect terapeutic,
întrucât sunt înlãturate dubiile partizanilor unui partid, oferindu-li-se un set de argumente care
sã le serveascã în confruntãrile de opinii cu simpatizanþii altei formaþiuni politice. De aseme-
nea, acest efect duce la coagularea grupurilor sociale în jurul unor nuclee de idei, aflate într-o
permanentã relaþie de antagonism. Este cunoscut faptul cã unul dintre agenþii cei mai eficienþi
în consolidarea grupurilor sociale este inamicul comun, iar acest principiu se aplicã ºi în cazul
de faþã. Totuºi, aceastã polarizare a societãþii este privitã ca un obstacol în calea dezbaterii
deschise ºi a schimbului liber de idei din spaþiul public. Unii cercetãtori se întreabã dacã apariþia
Internetului poate constitui o sferã publicã alternativã care sã înlãture riscul fragmentãrii so-
cietãþii pe considerente ideologice2 ºi care sã încurajeze participarea politicã3.
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Existenþa unei cantitãþi imense de informaþii pe internet ºi accesibilitatea acestora, plaseazã
mass media tradiþionale într-un plan secund. Oamenii au acum posibilitatea sã ajungã direct
la o multitudine de surse de informare, ocolind canalele convenþionale. Înlesnirea accesului
la puncte de vedere diferite ºi adesea opuse, ar trebui sã încurajeze comunicarea dintre ideo-
logii.4 Totuºi, abundenþa informaþiei genereazã un paradox: capacitatea societãþii de a pro-
duce informaþii depãºeºte capacitatea oamenilor de a le consuma.5 S-ar pãrea cã ºi în spaþiul
online, indivizii selecteazã cam acelaºi set de informaþii pe care erau obiºnuiþi sã le aleagã:
„Aºa cum anumite categorii electorale citesc numai anumite ziare sau urmãresc doar anu-
mite posturi de televiziune, la fel ºi electoratul online preferã sã caute informaþie politcã numai
pe anumite siteuri“6. Mai mult de atât, existã voci care susþin cã posibilitatea oferitã de noile
platforme media de a personaliza mediul online va duce la izolarea indivizilor faþã de punctele
de vedere opuse. Astfel, se pune întrebarea dacã nu cumva spaþiul public virtual faciliteazã
polarizarea societãþii pe considerente ideologice.7

O analizã8 efectuatã pe o serie de bloguri din SUA, împãrþite pe criterii ideologice (cu ori-
entãri liberale ºi conservatoare), a confirmat într-o anumitã mãsurã temerile specialiºtilor.
Rezultatele studiului au arãtat cã bloggerii cu vederi liberale erau predispuºi sã dialogheze
(ºi deci, sã stabileascã linkuri) cu cei de aceeaºi orientare ideologicã. O tendinþã identicã s-a
constatat ºi în cazul conservatorilor. Aceste aspecte, corelate cu partizanatul declarat al mul-
tora dintre comentatorii politici din blogosferã, îi fac pe unii cercetãtori sã afirme cã proce-
sul de comunicare din interiorul comunitãþilor de bloguri suferã de efectul echo-chambers.9

Astfel, din cauza circulaþiei ideilor ºi informaþiilor într-un spaþiu relativ izolat, indiferent dacã
conþinutul lor este distorsionat sau nu, capãtã o importanþã mai mare ºi neutralizeazã spiri-
tul critic al audienþei. Existã totuºi un sistem de apãrare împotriva acestor efecte, fiind con-
stituit de tendinþele ce caracterizeazã de multe ori blogosfera, anume referirile aduse anumitor
subiecte ale opoziþiei, pentru a le putea critica.10

Quentin Jones considerã cã pentru a putea înþelege cel mai bine ce sunt ºi cum funcþioneazã
comunitãþile virtuale, mai întâi trebuie sã avem în vedere aºezãrile virtuale în care au loc inter-
acþiunile dintre membrii comunitãþii.11 Privite din punct de vedere arheologic, caracteristicile
aºezãrilor virtuale pot fi descoperite prin indiciile furnizate de diferite artefacte (dacã vor-
bim de bloguri, ne putem referi la conþinutul articolelor publicate, limbajul folosit, tipurile
de user pe care îi putem întâlni, blogroll, hyperlinkuri, taguri etc.). În opinia aceluiaºi autor,
ceea ce diferenþiazã comunitatea virtualã de un grup virtual obiºnuit, este existenþa unor sen-
timente ºi relaþiile sociale din cadrul aºezãrii respective. Alþi autori12 completeazã definiþia,
adãugând ca trãsãturã principalã a comunitãþilor virtuale, sentimentul de apartenenþã ºi o serie
de alte caracteristici înrudite. Pãstrând analogia arheologicã, vom încerca sã vedem în conti-
nuare dacã putem gãsi comunitãþi virtuale ºi în lumea blogurilor.

Mai întâi de toate, putem vorbi despre o monedã de schimb13 valoroasã în blogosferã:
linkurile ºi vizualizãrile. Linkurile ºi numãrul de vizualizãri pot garanta notorietatea ºi suc-
cesul unui blog. Acest aspect evidenþiazã o cutumã extrem de frecvent întâlnitã în blogosferã.
De exemplu, atunci când un blogger gãseºte o informaþie relevantã sau o idee inspiratã pe
un blog vecin ºi decide s-o expunã pe blogul personal, se aºteaptã de la acesta sã facã trimi-
tere, printr-un hyperlink, cãtre sursa respectivei informaþii. Principiul funcþioneazã în ambele
sensuri ºi devine cu atât mai important cu cât unul din bloguri este mai popular decât altul.14

Putem spune cã avem de-a face cu o ierarhie, sub forma unei structuri piramidale, în vârf
aflându-se bloggerii cei mai vechi ºi mai populari, iar spre bazã, bloggerii noi sau mai puþin
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cunoscuþi, care urmãresc sã trimitã cât mai multe linkuri cãtre cei din fruntea structurii, cu
scopul de a-ºi spori notorietatea. Marea majoritate a jurnaliºtilor sau a liderilor de opinie din
offline citesc un numãr redus de bloguri, ele fiind în general cele mai importante. Prin urmare,
se creeazã o presiune asupra bloggerilor din vârful structurii piramidale, de a furniza neînce-
tat informaþii proaspete, relevante ºi de primã mânã. 

Având în vedere sistemul prin care bloggerii de la baza structurii socio-virtuale râvnesc
popularitatea, deseori furnizeazã ºtiri de senzaþie celor din vârf (care oricum nu ar fi luat am-
ploare pe un blog cu numãr redus de vizitatori), pentru a primi în schimb linkuri cãtre blogurile
personale, atunci când se citeazã sursa.15 În acest fel, bloggerii cu statut inferior contribuie la
ameliorarea presiunii exercitate asupra celor cu statut superior, prin schimbul: informaþie con-
tra hyperlink, acþionând în acelaºi timp asemeni unei „alarme de incendiu“.16 Odatã ce blog-
gerii populari primesc informaþia importantã, aceasta ajunge la presa tradiþionalã, care se vede
obligatã sã o publice. Un exemplu din România se relevã în cazul accidentului în care a fost
implicat Ludovic Orban în decembrie 2007. Atunci, un blog cu micã notorietate (Gramo’s
World17, unde au apãrut imaginile de la locul accidentului) a fost citat de blogul18 lui Cristi
Dorombach, unul dintre cei mai importanþi bloggeri români, deºi este destul de greu de sta-
bilit dacã autorii Gramo’s World l-au contactat pe Dorombach în vederea furnizãrii ºtirii respec-
tive19. În orice caz, sistemul a funcþionat asemeni principiului „alarmei de incendiu“, descris
mai sus.

Ipoteze de lucru, metodologie ºi rezultate

Blogurile politice nu pot exista ca entitãþi distincte, ci ele se integreazã într-o reþea mai
mare, formând o adevãratã comunitate de bloguri. Totuºi, simpla coagulare a unor astfel de
platforme online în cadrul unei reþele nu asigurã ºi forþa de influenþã, atâta vreme cât nu existã
o unitate, iar mesajele transmise de întreaga comunitate nu sunt coerente, unidirecþionate ºi
consecvente. Având în vedere efectul de întãrire introdus de Lazarsfeld în prima jumãtate a
secolului XX, coroborat cu teoriile recente legate de inabilitatea Internetului, ca spaþiu pu-
blic alternativ, de a înlãtura pericolul polarizãrii societãþii pe considerente ideologice20, va fi
interesant de vãzut dacã vizitatorii unui set de bloguri politice româneºti au o structurã etero-
genã, sau mai degrabã omogenã din punct de vedere ideologic? 

Având în vedere noutatea unui asemenea demers în studiul comunicãrii online din Ro-
mânia, pentru demonstrarea ipotezelor de lucru nu s-a putut utiliza un aparat de analizã stan-
dard, verificat în alte cercetãri. S-a impus nevoia adaptãrii unei metodologii de lucru din spaþiul
american, caracterizatã la rândul ei prin actualitate21, iar pe de altã parte, s-a impus crearea
unor instrumente de lucru noi, în concordanþã cu cerinþele specifice obiectului cercetãrii. 

Þinând cont de prima ipotezã de lucru, am cãutat sã alegem acele bloguri care pot fi în-
cadrate în douã ideologii opuse. Pe cât de simplã pare aceastã distincþie în teorie, pe atât de
dificilã a fost selecþia în practicã. Este cunoscut faptul cã partidele de pe scena politicã româ-
neascã cu greu mai pot fi caracterizate în funcþie de ideologie. Totuºi, cel puþin pentru eºan-
tionul nostru, putem considera PNL ca principal exponent al ideologiei de dreapta ºi PSD,
ca principal exponent al celei de stânga. Pentru a avea o imagine cât mai clarã asupra stiuaþiei,
am þinut sã încadrãm în eºantionul nostru ºi alte bloguri care nu aparþin vreunui om politic,
dar care sunt ataºate valorilor celor douã ideologii. În anumite cazuri am putut gãsi bloguri
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ataºate faþã de un anume partid de stânga sau de dreapta, alteori ataºate cadrului mai general
al ideologiei. Cele care fãceau trimitere strict spre un anume partid, au fost încadrate în sfera
ideologicã a formaþiunii politice respective. Pentru a determina filiaþia unui blog faþã de o
sferã ideologicã anume, în primul rând am avut în vedere declaraþiile exprimate clar de cãtre
autori. Acolo unde, pe baza declaraþiilor, nu se putea determina foarte clar apartenenþa, se lua
în calcul blogrollul. Mai exact, dacã un anumit autor pãrea cã se încadreazã în sfera de stânga,
spre exemplu, dar nu o declara în mod explicit, filiaþia era stabilitã pe baza raportului dintre
linkurile spre bloguri de dreapta ºi spre cele de stânga.

I1. Blogurile politice stabilesc conexiuni mai degrabã cu bloguri care împãrtãºesc aceeaºi
ideologie decât cu altele.

I2. Reþeaua de bloguri politice coaguleazã în jurul ei mai degrabã o comunitate virtualã
decât un grup de vizitatori caracterizaþi de eterogenitatea opiniilor.

În primã fazã, studiul s-a bazat pe un eºantion de 16 bloguri politice, dar în timpul anali-
zei s-au relevat alte 27 care, deºi nu au putut fi studiate în amãnunþime, au contribuit la elabo-
rarea rezultatelor finale. Acestea nu sunt distribuite în mod simetric, având în vedere stadiul
de dezvoltare neuniform al blogosferei româneºti. 

Un alt element esenþial al analizei l-a constituit alegerea segmentului temporal. Având în
vedere faptul cã studiul nostru vizeazã bloguri aparþinând celor douã ideologii opuse, s-a impus
nevoia selectãrii perioadei în funcþie de evenimente politice majore, care sã angreneze mare
parte din scena politicã româneascã ºi sã genereze însemnãri pe toate blogurile eºantionate.
Pe de altã parte, a trebuit aleasã cel puþin o unitate de timp calmã, cu funcþie de control, în
aºa fel încât rezultatele finale ale cercetãrii sã nu fie denaturate. Tot pentru a evita irelevanþa
studiului, întreaga perioadã de timp selectatã trebuia sã fie cât mai lungã, dar îndeajuns de
scurtã pentru a cuprinde toate cele 16 bloguri în plinã activitate. Conform criteriilor enunþate
mai sus, au fost alese trei segmente temporale de câte 30 de zile fiecare. Prima unitate de
timp (1 noiembrie-30 noiembrie 2007) a cuprins evenimente majore precum: campania elec-
toralã ºi alegerile pentru Parlamentul European, dar ºi scandalul „Mailat“. Cea de-a doua uni-
tate temporalã (1 februarie-1 martie 2008), a reprezentat perioada de control, deºi trebuie sã
menþionãm cã spre sfârºitul lunii februarie, pentru grupul blogurilor de stânga, a avut loc un
eveniment major – alegerea lui Adrian Nãstase în fruntea Consiliului Naþional al PSD. Ultima
perioadã de timp analizatã (14 aprilie-14 mai 2008) cuprinde debutul campaniei electorale
pentru alegerile locale din iunie ac., dar ºi evenimentele generate de înscrierea lui Sorin
Oprescu, ca independent, în cursa electoralã pentru Primãria generalã a Capitalei. 

Þinând cont de scopul primei pãrþi a studiului – demonstrarea Ipotezei 1 – au fost stu-
diate atât însemnãrile bloggerilor din eºantionul principal, pe cele trei segmente temporale
analizate, cât ºi blogrollurile acestora. Atât analiza postãrilor, cât ºi cea a blogrollurilor, a avut
în vedere cuantificarea linkurilor dintre ºi din cadrul celor douã ideologii. Am considerat
esenþialã distincþia calitativã dintre linkurile din blogroll ºi cele din interiorul însemnãrilor,
întrucât prima categorie surprinde componenta pasivã, iar cea de-a doua, componenta activã
a structurii reþelei sociale. La rândul lor, linkurile au fost împãrþite în douã categorii: linkuri
interne (adicã cele trimise în cadrul unei singure sfere ideologice) ºi linkuri externe (cele tri-
mise între sferele ideologice opuse). Am exclus de la numãrare linkurile inactive, cele care
fac trimitere spre o altã secþiune a aceluaºi blog, cele care fac trimitere spre bloguri care ori
nu sunt politice ori nu au putut fi încadrate într-o anume ideologie, cele care trimit spre bloguri
colective de partid22 ºi cele care trimit spre siteuri. 
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Analiza linkurilor nu s-a rezumat doar la numãrare, ci s-a încercat ºi încadrarea lor într-o
serie de categorii. Distingem indicatorii: acord/dezacord; neutru; atac/replicã atac; trimitere
„leapºa“/rãspuns „leapºa“. Primul set de indicatori se referã la acele linkuri în care autorul
unui blog îºi exprimã fie acordul, fie dezacordul faþã de o însemnare a unui alt blogger. Ca-
racterul neutru are în vedere linkurile prin care autorul nu face nici o judecatã de valoare cu
privire la destinatar, nici nu atacã ºi nici nu rãspunde la un atac, ci pur ºi simplu menþionezã
o sursã, uneori legatã direct de subiectul dezbãtut, alteori indirect. Chiar dacã simpla men-
þiune a unui nume pentru transmiterea informaþiei nu are legãturã directã cu tema discutatã,
ea este tot rezultatul unei alegeri fãcute pe baza unor criterii deloc aleatorii. Cel de-al treilea
set de indicatori caracterizeazã acele linkuri prin care autorul unui blog, fie atacã prin însem-
narea sa ºi face trimitere cãtre adversar, fie rãspunde atacului lansat de alt blogger politic ºi
afiºeazã linkul spre postul incriminator. Ultimul set de indicatori a fost realizat pentru cuanti-
ficarea unui tip aparte de linkuri, destul de popular în blogosfera politicã româneascã: „leapºa“.
Termenul este strâns legat de celebrul joc al copilãriei, doar cã în mediul online acþiunea se
desfãºoarã puþin diferit: un blogger îi provoacã pe alþii prin lansarea unei teme de dezabtere.
Odatã ce aceºtia rãspund provocãrii, o transmit altora, care la rândul lor o vor transmite mai
departe. În acest fel, un singur blogger poate determina un grup întreg de oameni sã dezbatã
tema lansatã. Nu de puþine ori, subiectul provocãrii este incomod pentru destinatari, totuºi,
asta nu-i împiedicã sã ia parte la acþiune. Tipul acesta de linkuri poate fi considerat un ade-
vãrat liant al reþelei sociale de bloguri, dar menþionãm cã frecvenþa lui nu este atât de ridi-
catã, în comparaþie cu celelalte tipuri.

De-a lungul celor trei segmente de timp investigate, au fost analizate 995 de însemnãri,
dintre care 286 ale blogurilor de dreapta ºi 709 ale celor de stânga. Studiul de caz s-a desfãºurat
în luna mai 2008, iar toate linkurile au fost analizate folosind arhivele online ale celor 16
bloguri. Numãrul total de linkuri care s-au încadrat în criteriile analizei este de 168, din care
151 aparþinând social-democraþilor ºi doar 17 liberalilor. În ceea ce priveºte linkurile (interne
ºi externe) stabilite strict între cele 16 bloguri din eºantionul principal, raportul se menþine
în favoarea stângii: 58 de linkuri, în timp ce dreapta a cumulat doar 9, rezultând un total de
67 de linkuri între cele 16 platforme online, pe cele trei unitãþi temporale supuse analizei.

Metoda de calcul pentru stabilirea nivelului de comunicare interideologicã s-a bazat pe
raportul dintre numãrul total de linkuri externe trimise de un blog ºi cel de linkuri interne.
Modelul a fost aplicat pentru toate cele 16 bloguri din eºantionul principal, pe cele trei seg-
mente de timp studiate, atât pentru linkurile postate, cât ºi pentru cele din blogroll. Pentru a
putea calcula gradul de insularitate dintre blogurile de stânga ºi cele de dreapta, dar ºi pen-
tru a stabili coeziunea din cadrul celor douã reþele, a fost folositã formula23:

unde Le = numãrul de linkuri externe; Li = numãrul de linkuri interne

S-a stabilit o scarã valoricã de la +1 la -1, unde cifra -1 reprezintã nivelul maxim de insu-
laritate, 0 reprezintã nivelul mediu, iar +1 pragul minim. Orice valoare ce depãºeºte -0,5 s-a
luat în considerare ca fiind un nivel ridicat spre maxim de insularitate, iar orice valoare care
depãºeºte +0,5, s-a luat în considerare ca fiind de nivel scãzut spre minim. La fel s-a proce-
dat ºi în cazul indicelui de coeziune: +1 reprezintã valoarea minimã ºi -1, coeziune maximã.
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Precizãm cã, pentru a testa una din teoriile lui Sunstein cu privire la tendinþa blogurilor (care
împãrtãºesc aceeaºi ideologie) de a se izola odatã cu trecerea timpului24, am calculat ºi evoluþia
indicelui de insularitate de-a lungul celor trei secvenþe temporale. Totodatã, pe baza linkurilor
din postori ºi a celor din blogroll (cuantificate în cadrul analizei), s-a putut realiza cartogra-
fierea celor douã reþele de bloguri, pentru o imagine cât mai clarã asupra relaþiilor ce se sta-
bilesc între ele.

Pentru demonstrarea Ipotezei 2, s-a impus efectuarea unei analize care sã identifice ele-
mentele ce unesc sau dezbinã vizitatorii unui grup de bloguri, într-o perioadã de timp anume.
În cursul primei pãrþi a studiului de caz s-a putut observa cã blogurile de stânga au avut o
activitate mult mai mare decât cele de dreapta – din punct de vedere al numãrului de însem-
nãri. Astfel, judecând ºi dupã vechimea în blogosfera româneascã, am considerat cã locul unde
am putea gãsi cel mai probabil o comunitate virtualã este grupul celor opt bloguri ale stângii.
Pornind de la alegoria arheologicã introdusã de Quentin Jones în studiul comunitãþilor vir-
tuale25, odatã identificat „aºezãmântul virtual“, am cãutat sã identificãm adeziunea/lipsa de
adeziune a vizitatorilor celor opt bloguri faþã de valori ale stângii româneºti. 

Perioada stabilitã pentru analizã trebuia sã surprindã acele evenimente care, pe de-o parte,
sã fie dezbãtute de un numãr cât mai mare de bloguri din cadrul eºantionului ºi, pe de altã
parte, sã aibã în centrul atenþiei valori ale stângii româneºti. Întrucât PSD este aproape sin-
gurul ºi cel mai însemnat partid de stânga din România, iar comentatorii celor opt bloguri
identificã aceastã ideologie cu PSD, am ales ca subiecte de studiu douã acþiuni în care au fost
implicaþi Ion Iliescu ºi Adrian Nãstase. Perioada de timp a fost împãrþitã în douã secvenþe tem-
porale, strâns legate de acþiunile protagoniºtilor: 14 noiembrie-1 decembrie 2007 (perioada I)
ºi 23-25 februarie 2008 (perioada II). Prima unitate de timp a surprins intrarea lui Iliescu în
blogosfera româneascã, iar cea de-a doua reprezintã momentul de dupã alegerea lui Adrian
Nãstase în fruntea Consiliului Naþional al PSD. Pentru a proba adeziunea/lipsa de adeziune
faþã de valorile ideologiei, am cãutat sã vedem ataºamentul/lipsa ataºamentului utilizatorilor
faþã de Iliescu ºi Nãstase. Menþionãm cã, deºi cei doi lideri nu sunt identici cu valorile ideo-
logice, ei sunt percepuþi ca fiind exponenþii ideilor de stânga. Premisa de la care s-a pornit a
fost cã, dacã un utilizator îºi exprimã acordul/dezacordul faþã de acþiunile unuia dintre lideri
– care reprezintã personificarea valorilor – atunci, în mod indirect, acel utilizator îºi exprimã
ataºamentul/lipsa de ataºament faþã de ideologia social-democratã. Aceastã premisã nu este
valabilã întotdeauna, de aceea, pentru a elimina irelevanþa rezultatelor, am catalogat ca neu-
tre comentariile vizitatorilor care, deºi îºi aratã acordul faþã de unul dintre lideri, îºi exprimã
lipsa de ataºament faþã de ideologie; comentariile care se încadreazã în reciproca acestei situ-
aþii, au fost catalogate tot ca fiind neutre.26

Analiza a vizat comentariile de pe marginea primei însemnãri a fiecãrui blog din eºantion,
vis-a-vis de subiectele celor douã perioade analizate. În timp ce pe primul segment temporal,
ºase bloguri din opt au dezbãtut subiectul Iliescu, în cel de-al doilea, pe toate cele opt blo-
guri de stânga s-a putut gãsi o însemnare referitoare la subiectul Nãstase. Metodologia folositã
este cea a analizei de conþinut.27 Unitatea de context utilizatã a fost: intrarea lui Iliescu în blo-
gosferã (pentru perioada I) ºi câºtigarea ºefiei CN al PSD de cãtre Adrian Nãstase (pentru
perioada II). Ca unitate de înregistrare am folosit commentul unic28. Schema de categorii a
fost împãrþitã pe indicatorii: acord/dezacord/opinie neutrã faþã de iniþiativa lui Iliescu, în primã
fazã ºi acord/dezacord/opinie neutrã faþã de iniþiativa lui Nãstase din cel de-al doilea segment
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temporal. Indicatorul „opinie neutrã“ are în vedere comentariile ambigue sau cele care, ori nu
au nici o legãturã cu subiectul dezbãtut, ori nu au putut fi încadrate în primele douã categorii. 

Determinarea nivelului de adeziune/lipsã de adeziune faþã de valorile stângii – întrupate
de cei doi ldieri politici – a fost stabilit pe baza ponderii celor doi indicatori din totalul de
comentarii postate. Premisa metodei de calcul este: cu cât existã mai mulþi oameni care îºi
exprimã acordul faþã de acþiunile liderilor, cu atât este mai mare omogenitatea vis-a-vis de
valorile stângii. Dacã ponderea indicatorului „acord“ este mai mare decât procentele celor-
lalþi indicatori, atunci omogenitatea este ridicatã în direcþia ideilor social-democrate. Dacã
ponderea fiecãrui indicator este asemãnãtoare, atunci avem de-a face cu un grup caracterizat
de eterogenitate, fapt ce avantajeazã dezbaterile interideologice necesare oricãrei democraþii.
În cele din urmã, dacã procentul dezacordului este mai mare decât oricare dintre ponderile
celorlalþi indicatori, atunci grupul este omogen în altã direcþie decât ideologia de stânga. Nu-
mãrul total de comentarii studiate este de 349, din care 151 în perioada I ºi 198 în cea de-a
doua perioadã analizatã. Dacã numãrul de comentarii aferente unei singure însemnãri era ex-
trem de mare, atunci cuantificarea se oprea la cifra 80. Am considerat necesarã aceastã mãsurã
pentru a nu spori în mod artificial asimetria deja existentã între numãrul de comentarii ge-
nerate de cele opt bloguri eºantionate. Pe baza aceluiaºi set de comentarii ºi secvenþe tem-
porale, au fost selectate ºi cele mai frecvente 5 cuvinte specifice mediului online respectiv.

Interpretarea rezultatelor 

În cele ce urmeazã vom discuta despre interacþiunile online bazate pe blogrollul celor douã
grupuri ideologice. Deºi eºantionul principal al studiului cuprindea iniþial 16 bloguri, s-au
mai putut identifica încã 27 ce puteau fi încadrate în sferele celor douã ideologii. Marea parte
a rezultatelor se bazeazã pe eºantionul extins, adicã un total de 43 de platforme politice online,
dintre care 13 de dreapta ºi 30 de stânga.29 Diferenþa mare dintre cele douã doctrine ne semna-
leazã, pe de-o parte, stadii de dezvoltare diferite ale comunicãrii politice online în România,
iar pe de altã parte, poate reprezenta ºi un indiciu cu privire la interesul ridicat al social-demo-
craþilor faþã de acest mediu. 

Numãrul total al linkurilor contorizate este de 156, dintre care 59 ale liberalilor ºi 97 ale
social-democraþilor. În ceea ce priveºte raportul dintre linkurile interne ºi cele externe gene-
rate de dreapta, conform rezultatelor cercetãrii noastre, aproximativ 63% sunt legãturi interne,
în timp ce aproape 37% fac trimitere cãtre blogurile ideologiei opuse. Din cele 37 de puncte
procentuale, circa 25% au fost trimise de cãtre Dan Andronic ºi Diana Tuºã, urmaþi de Andrei
Chiliman ºi Mihai Mãlaimare (aproximativ 17%), în timp ce Iulia Huiu ºi Renate Weber nu
au în blogrollul lor nici un link extern. În cazul linkurilor interne, din cele 63%, circa 30%
aparþin blogului lui Andrei Chiliman. Se poate observa limpede cã blogurile de dreapta au
stabilit mai multe legãturi între ele, decât cu doctrina opusã. Interesul liberalilor se îndreaptã,
în primul rând, spre persoane care nu ocupã funcþii politice. Acest lucru demonstreazã cã, cel
puþin la nivel de partid, comunicarea interideologicã este foarte scãzutã, în timp ce la nivel
general, putem distinge o oarecare interacþiune. Dacã aruncãm o privire asupra gradului de
insularitate, calculat pe baza formulei enunþate mai sus, descoperim cã nivelul este de -0,25.
Mai exact, un grad moderat spre ridicat de insularitate.
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Explorând sfera ideologicã a stângii, observãm câteva similaritãþi, doar cã unele sunt mai
accentuate. De exemplu, ponderea linkurilor interne este mult mai mare decât cea a legãturilor
externe: 80,42% faþã de 19,58%. Din cele aproximativ 20 de procente, majoritatea trimite-
rilor cãtre bloguri liberale au fost înregistrate la Anca Alexandrescu, Ion Iliescu ºi Victor
Ciutacu, toþi cu câte 21%. Din cele 80% de linkuri interne prezente în blogrollurile stângii,
cele mai multe au fost înregistrate la Corina Creþu (circa 24%), urmatã la o distanþã consi-
derabilã de Anca Alexandrescu (16,67%), Ion Iliescu (16,67%) ºi Dan Mihalache (15,39%).
Observãm ºi aici cã cei mai vizaþi bloggeri ai ideologiei opuse nu sunt oameni politici, ci mai
degrabã lideri de opinie sau jurnaliºti. Procentul ridicat de legãturi spre blogul lui Mihai
Mãlaimare poate fi pus pe seama faptului cã politicianul PNL este perceput mult mai apropiat
de valorile stângii, þinând cont ºi cã pânã în 2002 a fost membru PSD. Analizând distribuþia
linkurilor pentru fiecare blogroll în parte, descoperim un caz interesant la Victor Ciutacu. Pon-
derea linkurilor interne este echivalentã cu cea a linkurilor externe, având astfel cel mai echili-
brat blogroll. La toþi ceilalþi bloggeri de stânga, procentul legãturilor stabilite în interiorul
sferei ideologice este cu mult peste cele externe.

Figura 1. Conexiuni între blogurile politice ºi alte bloguri

Dacã gradul de insularitate înregistrat la blogurile liberale era de -0,25, datele calculate pen-
tru social-democraþi indicã -0,60. Pe scara valoricã stabilitã pentru analizã, aceastã cifrã
înseamnã o insularitate ridicatã spre maxim. Cel puþin la nivel de blogroll, weblogurile politice
tind sã stabileascã mai multe legãturi cu cele care aparþin aceluiaºi cadru ideologic. Existã to-
tuºi o diferenþã între cele douã sfere: nivelul de coeziune al celor de stânga este cu mult mai
mare decât al celor de dreapta. Liberalii tind sã stabileascã mai multe linkuri cãtre social-
democraþi decât viceversa: 37,37% faþã de 19,58% linkuri externe. Continuând comparaþia din-
tre tendinþele celor douã grupuri de bloguri, observãm cã majoritatea linkurilor externe ale
dreptei îl vizeazã, printre alþii, pe Victor Ciutacu (circa 18%). Acelaºi personaj este ºi cel care
deþine ponderea cea mai mare a trimiterilor cãtre liberali (21,06%). De cealaltã parte, cele mai
multe linkuri externe ale stângii îl vizeazã pe Dan Andronic (21,06%) care, la rândul sãu, are
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cea mai mare pondere a linkurilor cãtre social-democraþi (25,20%). Conform acestor date, putem
spune cã blogurile celor doi funcþioneazã ca o placã turnantã între grupurile ideologice. Pen-
tru a avea o imagine mai clarã asupra celor afirmate mai sus ºi pentru a putea înþelege mai
bine corelaþiile care se pot stabili între cele douã grupuri, am considerat necesarã cartografierea
celor 16 bloguri pe baza linkurilor consemnate în blogrollurile fiecãruia (Figura 1). 

Coeziunea din cadrul blogurilor social-democrate este cu mult mai mare decât cea a libe-
ralilor. Totodatã, densitatea linkurilor este categoric mai mare în cele douã arcuri de cerc decât
în zona centralã. Coroborând datele cu gradul ridicat de insularitate al grupurilor de platforme
online, putem afirma cã avem de-a face mai degrabã cu douã reþele distincte de bloguri decât
cu o singurã reþea eterogenã, aºa cum este de multe ori perceput acest spaþiu online. Datele
prezentate pânã acum relevã existenþa mai multor sfere publice ºi nu a uneia singure. Imagi-
nea de mai sus, ne aratã cã ponderea linkurilor social-democrate este mai mare chiar decât
suma linkurilor interne ºi externe ale liberalilor.

În continuare ne vom îndrepta atenþia spre rezultatele analizei de linkuri postate în cele
trei perioade studiate (1-30 noiembrie 2007; 1 februarie-1 martie 2008; 14 aprilie-14 mai 2008).
Existã o schimbare radicalã în ceea ce priveºte raportul dintre linkurile interne ºi cele externe:
47% interne ºi 53% externe. Nu numai cã a crescut numãrul trimiterilor interideologice, dar
a ajuns chiar sã depãºeascã procentul celor interne. 

O schimbare de proporþii are loc ºi în cazul liberalilor cu cele mai multe linkuri interne
– din totalul de 47%. Practic, spaþiul este monopolizat de Diana Tuºã (75%), care se dovedeºte
a fi cea mai ataºatã membrã a grupului de apartenenþã. Este urmatã la foarte mare distanþã
de Adrian Popa ºi Dan Andronic, ambii cu câte 12,5%. Dacã Adina Vãlean a înregistrat cea
mai însemnatã pondere de linkuri externe, în ceea ce priveºte propriul grup ideologic, nu a
stabilit absolut nici o legãturã. La fel au procedat ºi Iulia Huiu, Mihai Mãlaimare sau Renate
Weber. Dacã aruncãm o privire asupra distribuþiei linkurilor postate de fiecare blogger în parte,
vedem cã 100% din trimiterile Adinei Vãlean sunt externe, urmatã de Adrian Popa cu 75 de
procente. În ceea ce-l priveºte pe Dan Andronic, la fel ca ºi Ciutacu la secþiunea blogroll, are
o distribuþie perfect echilibratã. Dupã cum spuneam, liberalul cel mai ataºat de propriul grup
este Diana Tuºã, cu 75% linkuri interne ºi 25% externe. Tot ea poate fi consideratã ºi cea mai
activã din propria sferã ideologicã, trimiþând cel mai mare numãr de linkuri în cadrul
secvenþelor temporale analizate (47,05% – din totalul linkurilor trimise de blogurile de dreapta).
Nici unul din ceilalþi bloggeri de dreapta nu au postat vreun link în perioada analizatã. Deºi
ne-am fi aºteptat ca numele lui Dan Andronic sã aparã în fruntea acestui top, el a stabilit,
dupã cum spuneam mai sus, doar douã linkuri. 

Analiza a încercat sã identifice ºi caracterul linkurilor trimise. Majoritatea celor îndrep-
tate spre sfera stângii intrã în categoria „trimitere leapºa“ (17,64%), urmate de „rãspuns leapºa“
ºi neutru, ambele cu câte 11,76%. Cele îndreptate spre blogurile din grupul de apartenenþã
au avut un caracter preponderent neutru (23,52%); 17,64% au fost încadrate în categoria
„acord“ ºi 5,88% în categoria „trimitere leapºa“. Judecând dupã procentul mare al linkurilor
de tip „trimitere leapºa“ ºi „rãspuns leapºa“ care au vizat sfera social-democratã, putem spune
cã tendinþa liberalilor este de a interacþiona mai mult cu grupul stângii decât cu cel propriu
– având în vedere ºi procentul mare de linkuri neutre din cadrul propriei reþele. Totuºi, pon-
derea mai mare a acordului faþã de opiniile exprimate în interiorul grupului (17,64% acord
intern – 5,88% acord extern), sugereazã existenþa unui set comun de valori. 
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Dacã privim gradul de insularitate înregistrat de blogurile liberale pe segmentul de timp
analizat, putem observa din nou o schimbare majorã: +0,05 faþã de -0,25. În cazul linkurilor
postate ni se relevã un nivel mediu de insularitate, ceea ce denotã o deschidere considerabilã
faþã de blogurile de stânga. Tot aceastã cifrã ne semnaleazã poate cea mai importantã dife-
renþã dintre linkurile din blogroll ºi cele postate, anume, primul tip de legãturi tind sã reflecte
poziþia oficialã, formalã, pe când cel de-al doilea tip indicã legãturile reale, informale ºi care
au cea mai mare frecvenþã. 

Îndreptându-ne atenþia spre grupul de bloguri social-democrate, este lesne de observat cã,
spre deosebire de situaþia liberalilor, nu s-au schimbat foarte mult lucrurile. Raportul dintre
linkurile interne ºi cele externe este aproape identic cu cel al blogrollului: 80,13% interne ºi
19,87% externe. Asemãnãrile nu se opresc aici. Din cele aproape 20 de procente, bloggerul
cu cele mai multe linkuri trimise în spaþiul dreptei este tot Victor Ciutacu (60,08%), urmat
la mare distanþã de Anca Alexandrescu (31,03%) ºi Mihnea Georgescu (6,89%). Nici unul
din ceilalþi social-democraþi nu a trimis vreun link extern. În ceea ce priveºte legãturile interne,
îl gãsim tot pe Victor Ciutacu în fruntea clasamentului, cu 24,79% (din totalul de 80,13%).
Urmeazã Ion Iliescu, cu 19,83%, Anca Alexandrescu (17,35%) ºi Mihnea Georgescu (16,52%).
Pe ultimul loc se claseazã Adrian Nãstase cu 3,31%. Prezenþa lui Victor Ciutacu în topul ambe-
lor statistici este o confirmare a rolului sãu de liant al grupurilor ideologice studiate, ceea ce
nu se poate spune ºi în cazul lui Dan Andronic.

Din punct de vedere al caracterului legãturilor stabilite pe cele trei secvenþe temporale ana-
lizate, majoritatea trimiterilor externe intrã în categoria „neutru“ (9,58%), urmate de „acord“
(6,16%), „atac“ (2,05%) ºi „rãspuns leapºa“ (1,36%). În cazul linkurilor interne, aproape la ega-
litate sunt „acord“, cu 39,04% ºi „neutru“, cu 38,35%. De remarcat ºi un fapt extrem de inte-
resant. Procentul foarte mare al acordurilor interne, coroborat cu cel foarte mic al celor externe
relevã atât un grad ridicat de coeziune cât ºi existenþa unui set de valori comune bine înrãdã-
cinate. O asemãnare izbitoare cu rezultatele analizei din cadrul blogrollurilor de stânga o iden-
tificãm ºi în cazul nivelului de insularitate: aceeaºi cifrã de -0,60 – nivel ridicat spre maxim. 

Figura 2. Harta relaþiilor
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Toate aceste date ne sugereazã un aspect extrem de important. În timp ce liberalii, la nivel
formal (de blogroll), prezintã un grad oarecum ridicat de insularitate, la nivelul linkurilor pos-
tate (partea activã a bloggingului) au tendinþa sã comunice mai mult cu ideologia opusã decât
cu propriul grup. Pe de altã parte, social-democraþii prezintã o constanþã foarte mare în acest
sens, tendinþa relevatã în cazul linkurilor din blogroll corespunde aproape perfect cu cea evi-
denþiatã de studiul legãturilor postate. Având în vedere cã trimiterile din cadrul însemnãrilor
reflectã mult mai acurat ataºamentul real dintre bloggeri, social-democraþii dau dovadã de
un nivel ridicat de coeziune, în timp ce liberalii activi, nu numai cã nu stabilesc foarte multe
legãturi interne, dar au tendinþa sã se afilieze grupului de stânga. Cu ocazia studiului de caz,
am dorit sã testãm ºi teoria lui Sunstein cu privire la tendinþa de fragmentare a spaþiului online,
odatã cu trecerea timpului. Astfel, am calculat indicele de insularitate pentru fiecare din cele
trei segmente temporale analizate, pentru a putea observa aceastã înclinare. Pentru o imagine
cât mai clarã asupra interacþiunii dintre cele douã grupuri de bloguri din eºantionul principal,
am realizat o hartã a relaþiilor stabilite (Figura 2).

Este lesne de observat cã densitatea linkurilor din semicercul stângii este la fel de mare
ca ºi în cazul rezultatelor analizei efectuate pe blogrolluri (Figura 1), în timp ce partea libe-
ralã este aproape izolatã. Interesant este cã aceastã izolare nu se reduce doar la interacþiunea
externã, ci ºi la cea internã. Dacã privim ºi interacþiunile stabilite în cadrul eºantionului extins,
nu numai cã gradul de insularitate este ridicat în cazul stângii, dar ºi mãrimea grupului ideo-
logic este cu mult peste cel al liberalilor (Figura 3).

Figura 3. Interacþiuni în cadrul eºantionului extins

Constatãm cã de-a lungul timpului, sfera stângii a avut o tendinþã ascendentã spre insu-
laritate, în timp ce partea liberalã a înregistrat o serie de fluctuaþii. Dacã privim indicele din
perioada 14 aprilie-14 mai 2008 ºi îl comparãm cu cel al social democraþilor din perioada
1-30 noiembrie 2007, observãm o similaritate extrem de interesantã. Este ca ºi cum blogurile
de dreapta au ajuns abia în aprilie-mai 2008 la nivelul de insularitate al celor de stânga din
noiembrie 2007. Aceste date sugereazã cã nivelul de maturitate în blogosferã este direct pro-
porþional cu cel de polarizare. Însã ce trãsãturi au utilizatorii care viziteazã blogurile social-
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democrate? Corespunde setul de valori cu ideologia reþelei de bloguri? Existã dovezi care sã
certifice existenþa unei comunitãþi virtuale?

Rezultatele analizei de conþinut (din cele douã perioade analizate strict pentru partea finalã
a studiul de caz: 14 noiembrie–1 decembrie 2007 ºi 23-25 februarie 2008) relevã o serie de
chestiuni extrem de interesante. Acordul faþã de intrarea lui Ion Iliescu în blogosferã este de
circa 47%, în timp ce ponderea opiniilor neutre se situeazã în jurul valorii de 30%. Procen-
tul dezacordului este cel mai redus, anume: 23,17%. Vedem cã aproape jumãtate din opini-
ile exprimate de vizitatorii celor opt bloguri social-democrate sunt în acord cu iniþiativa lui
Iliescu. Aceastã cifrã indicã un nivel de omogenitate ridicatã în direcþia valorilor de stânga.
În ceea ce priveºte câºtigarea ºefiei CN al PSD de cãtre Adrian Nãstase, descoperim cã peste
60% din opiniile exprimate sunt în acord cu noua poziþie ocupatã de politician. Comentari-
ile neutre însumeazã circa 27%, în timp ce dezacordul este de numai 12,62%. ªi în acest caz,
este limpede cã omogenitatea vizitatorilor în acord cu doctrina social-democratã este ridi-
catã. Interesant este gradul mai ridicat de adeziune faþã de acþiunile întreprinse de Nãstase,
în comparaþie cu intrarea fostului Preºedinte al României în blogosfera politicã. În mod nor-
mal ne-am fi aºteptat ca raportul sã fie invers, întrucât Iliescu este perceput ca fiind cel mai
valoros om al stângii româneºti. O posibilã explicaþie ar putea fi cea legatã de moderarea
comentariilor în cazul blogului gãzduit de fostul premier. Câþiva utilizatori s-au plâns cã nu
le-a fost publicat comentariul iniþial ºi cã numãrul celor postate este mult prea ridicat (66 pozi-
tive, 9 neutre ºi doar 5 negative). Deoarece nu avem cum sã verificãm exact acest lucru, am
preferat sã nu emitem o judecatã în acest sens. Oricum, dacã privim ponderea totalã a opini-
ilor exprimate faþã de cele douã evenimente, omogenitatea se menþine ridicatã: 54,73% acord,
28,09% neutru ºi numai 17,19% dezacord. Conchidem cã, cel puþin din punct de vedere al
adeziunii faþã de un set comun de valori, populaþia virtualã a celor opt bloguri social-demo-
crate are un grad ridicat de omogenitate. 

Analizând cele mai frecvent utilizate 5 cuvinte specifice mediului studiat (în toate sec-
venþele temporale enunþate pânã acum), am descoperit: Jucãtorul (pentru Preºedintele Traian
Bãsescu), Arogantul (pentru Adrian Nãstase, dar uneori face referire ºi cãtre Victor Ciutacu),
Oficiosul (pentru cotidianul Evenimentul Zilei, considerat de larga majoritate a utilizatorilor
din mediul analizat ca fiind favorabil lui Bãsescu), Oficina sau Oficina de Net (la fel ca în
cazul cotidianului amintit înainte, face referie la site-ul de ºtiri HotNews, perceput ca fiind
favorabil lui Bãsescu ºi partidului din care a fãcut parte), Doctoru’ (pentru Sorin Oprescu).
Trebuie sã precizãm cã majoritatea acestor cuvinte sau sintagme specifice au fost lansate de
principalii bloggeri analizaþi ºi abia apoi au fost preluate de comentatori. Unul dintre cei mai
activi astfel de bloggeri este Victor Ciutacu care poate fi considerat, în bunã mãsurã, arti-
zanul lor. Dacã în primã fazã, construcþiile de limbaj au fost folosite cu precãdere pe blogul
sãu, odatã cu dezvoltarea blogurilor de stânga, ele s-au rãspândit, unele putând fi gãsite chiar
ºi în afara sferei ideologice.

Concluzii

Rezultatele studiului de caz indicã limpede cã ideologia constituie criteriul esenþial ce stã
la baza constituirii unei reþele de bloguri politice, cel puþin în cazul social-democraþilor. S-a
constatat cã blogurile de stânga tind sã stabileascã mult mai multe legãturi în interiorul sferei
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ideologice, înregistrând un indice de insularitate ridicat spre maxim. Aceastã situaþie s-a rele-
vat atât în cazul analizei blogrollurilor, cât ºi în cazul linkurilor postate. O deosebire am putut
observa la blogurile liberale care, deºi conform blogrollurilor indicau un grad mediu spre ridi-
cat de izolare, în cazul legãturilor din însemnãri s-a relevat o deschidere spre dialogul cu stânga.
Acest aspect a scos în evidenþã diferenþa calitativã dintre blogroll ºi linkurile postate. Mai
exact, primul tip de legãturi reflectã mai degrabã orientarea oficialã a reþelei, pe când cel de-al
doilea tip o pune în luminã pe cea realã, informalã. Cu toate acestea, indicele de insularitate
constatat în ultima perioadã analizatã, semnaleazã o creºtere a izolãrii. 

În cea mai mare mãsurã, Ipoteza 1 s-a dovedit adevãratã, cel mai bun exemplu fiind coe-
ziunea din cadrul reþelei social-democrate (atât la nivel oficial, cât ºi la nivel real). Aceeaºi
analizã relevã cã gradul de izolare sub umbrela aceleaºi doctrine este direct proporþional cu
vechimea în blogosferã. O asemenea realitate pare sã confirme teoria lui Sunstein cu privire
la fragmentarea spaþiului online odatã cu trecerea timpului. Totuºi, este prea devreme sã tragem
o concluzie finalã în aceastã direcþie. Un element interesant este cã s-au putut identifica o
serie de bloggeri foarte activi care stabilesc punþi de legãturã între cele douã ideologii. Cel
mai bun exemplu în acest sens este Victor Ciutacu, unul dintre cei mai vechi jurnaliºti din
blogosfera politicã autohtonã. Un alt aspect important, relevat de prima parte a analizei, este
cel legat de mãrimea reþelei social-democrate. Se pare cã aceasta este ºi mult mai activã: 72%
din linkurile postate – analizate în aceastã lucrare – fiind ale stângii. 

Rezultatele analizei noastre par sã confirme ºi Ipoteza 2. În ceea ce priveºte procesul de
formare a opiniei, putem spune cã reþelele de bloguri politice au mai degrabã un efect de în-
tãrire, decât unul de constituire. Aflãm cã nu doar weblogurile politice se coaguleazã în jurul
unor ideologii, ci ºi utilizatorii lor. Majoritatea comentatorilor analizaþi au un grad ridicat de
omogenitate, în acord cu setul de valori promovat de reþeaua blogurilor social-democrate. Acest
lucru certificã valabilitatea efectului de întãrire ºi în spaþiul online. Existenþa unui limbaj comun
conferã o oarecare identitate comunitãþii. 

Aspectele relevate mai sus aratã cã, cel puþin la data efectuãrii cercetãrii, blogosfera autoh-
tonã nu poate fi consideratã un spaþiu public alternativ, în care sã primeze dialogul interideo-
logic. Polarizarea de pe scena politicã offline se reflectã în mare mãsurã ºi în blogosferã. Cu
toate acestea, strict din punct de vedere al marketingului politic, aceastã coagulare reprezintã
oportunitatea politicienilor de a intra în contact nemijlocit cu nucleul dur al electoratului ºi
de a-ºi forma o bazã de militanþi. Efectul de întãrire este asumat atât de utilizatori cât ºi de
cãtre bloggerii politici, iar rolul major al blogosferei politice autohtone nu este cel de convin-
gere a indeciºilor ci de menþinere a dialogului direct cu cei care pot forma opinia nehotãrâþilor.
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Rezumat

În acest studiu autorul demonstreazã mecanismele imagologice ºi simbolice prin care ordinea politicã
este actualizatã ºi legitimatã în conºtiinþa participanþilor la ceremoniile politice. Aceste ceremonii încãrcate
de valoarea afectivã ºi caracterizate printr-un comportament solemn ºi sacralizat constituie esenþa rituali-
urilor politice. Ele se manifestã frecvent în România post-decembristã, ceea ce trãdeazã nevoia unui nou
cadru de legitimitate politicã ºi de consolidarea a acestuia, specific unei perioade de tranziþie. 

Cuvinte-cheie: rit, mit, ordine politicã, comunicare, simboluri politice, sisteme culturale, culturi politice,
sacru, putere politicã. 

Abstract

In this study the author demonstrates the imagological and symbolic mechanisms through which polit-
ical order is updated and legitimated in the consciousness of the participants at the ceremony. These cere-
monies are loaded by emotional and characterized by an impressive and sacred. More over, they constitute
the essence of political rituals. They frequently manifest themselves throughout post-Decembrist Romania,
fact that betrays the need of a new framework for political legitimacy and for enhancing it which is charac-
teristic for such a transition period. 

Key words: rite, myth, order policy, communication, political symbols, cultural systems, political cul-
tures, sacred, political power.

Aspecte introductive

În viaþa politicã actualã, mai mult decât în oricare altã perioadã istoricã, un participant
neavizat la aniversarea unui eveniment politic va fi ºocat de solemnitatea unor gesturi ºi de
reprezentarea lor secvenþialã în cadrul unei ceremonii special pregãtite pentru aceastã aniver-
sare. Nefiind în posesia unei chei de decodificare a acestor secvenþe, el va avea impresia cã
participã la un spectacol omagial. El nu îºi dã seama cã se aflã în prezenþa unor „reguli de
conduitã socialã“ cu finalitãþi precise pentru ordinea sau regimul politic. Aceste „reguli de
conduitã socialã“ sunt riturile ºi manifestarea lor concretã – ritualurile. Prin rit se înþelege
acel „ansamblu de acte repetitive ºi codificate, deseori solemne, de ordin verbal, gestual sau
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postural, cu puternicã încãrcãturã simbolicã, bazate pe credinþa în acþiunea eficientã a unor
fiinþe supranaturale sau puteri divine cu care omul încearcã sã comunice în scopul de a aduce
mãrturie, de a omagia sau de a obþine favoruri.“1

Orice familie, orice asociaþie sau orice colectivitate simte nevoia sã îºi reafirme periodic
încrederea în valorile ºi sentimentele lor de bazã care sã le reaminteascã semnul existenþei
lor, sã le întãreascã sentimentul de identitate ºi de coeziune internã. O asemenea reafirmare
a solidaritãþii în jurul valorilor de bazã ale comunitãþii angajeazã fiecare participant ºi are loc
în cadrul unor ceremonii oganizate unde prin repetarea unor gesturi solemne, se urmãreºte
obþinerea efectului scontat. Din aceastã perspectivã, riturile politice au ca scop sã legitimeze
o nouã putere, un nou regim sau un nou lider sau sã inoculeze în rândul participanþilor cre-
dinþa în societatea lor sau în valorile de grup. Riturile religioase se pot transforma în rituri
politice prin „inversiune“ sau „conversiune“, iar relaþia dintre sacru ºi putere prelungeºte relaþia
dintre divinitate ºi credincioºi prin intermediul unor practici pseudoreligioase. Riturile sunt
„reguli de conduitã care îl învaþã pe om cum sã se comporte în prezenþa obiectelor sacre.“2

Pentru Durkheim, adoraþia unei divinitãþi este modalitatea simbolicã prin care oamenii cred
în propria lor societate ºi în dependenþa mutualã a membrilor societãþii: Prin ritual experienþa
subiectivã a indivizilor nu numai cã interacþioneazã dar este chiar determinatã de forþele sociale.

În istoria umanitãþii aceste „reguli de conduitã“ au apãrut tocmai ca o reacþie la normele
culturale care au fãcut posibilã supravieþuirea de grup. Reprimarea instinctelor, pentru a face
posibilã convieþuirea în grup, agresivitatea acumulatã ca urmare a acestei reprimãri standar-
dizate cere o descãrcare periodicã. Este ceea ce etologii din ºcoala lui Konrad Lorenz numesc
„calmarea agresivitãþii“ sau „supape de siguranþã“ prin care sunt eliminate tensiunile acumu-
late de reprimarea instinctelor. Aceastã descãtuºare periodicã a pulsiunilor instinctuale ale agre-
sivitãþii se observã deopotrivã la om ºi la animale. Sunt cunoscute în istorie cazuri de frenezie
delirantã când maselor li se dãdea libertatea de a încãlca regulile sociale tocmai pentru a eli-
mina tensiunea acumulatã din cauza reprimãrii acestor interdicþii. La Roma, cu ocazia Sa-
turnaliilor sau Lupercaliilor, un cerºetor era numit rege ºi dupã trei zile de „guvernare“, de
destrãbãlare ºi orgii ale mulþimii dezlãnþuite, era ucis. În aceastã privinþã Ioan Petru Culianu
distingea între rituri integratoare ºi rituri compensatorii. Primele „acoperã în întregime exis-
tenþa individului, cu scopul de a-l face sã recunoascã normele, de a-l include în viaþa socialã,
de a-i aminti în orice clipã cã face parte dintr-o culturã cu motivaþii transcendente.(...) Con-
trar riturilor integratoare, aceste rituri compensatoare stãvilesc efectul dãunãtor al refulãrilor
psihice produse de constrângerile sociale, permiþând descãrcarea tensiunilor acumulate în inte-
riorul unei societãþi.“3

Încã din Antichitate marele filosof chinez Confucius a intuit importanþa ritualului (Li) pen-
tru conservarea ordinii sociale prin intermediul unui ansamblu de norme care direcþioneazã
conduita socialã, preamãreºte tradiþia ºi tinde la înfãptuirea „omeniei“ (Ren): „Politeþea fãrã
mãsura ritului ajunge sã se prefacã în teamã. Curajul nestrunit de Rit atinge nesupunerea. Ca
ºi sinceritatea care dacã e fãrã controlul Ritului, poate rãni pe cineva.“ Cultul strãmoºilor
reprezintã în acest sens, expresia religioasã a sistemului social ºi etic pe care Confucius încearcã
sã-l salveze. Li a ajuns sã desemneze ritualurile religioase sau, pur ºi simplu, regulile impuse
de etichetã, ritual care se conservã ºi astãzi ca norme de convenienþã sau de politeþe. Aceste
modele comportamentale sunt necesare pentru integrarea armonioasã în societate. Funcþia reli-
gioasã este dublatã de cea politicã - cultul strãmoºilor, patroni ai familiei ºi depozitari ai forþei
ºi pestigiului social, reprezintã o consacrare a unei poziþii ºi o întãrire a acesteia. Ritul, care
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implicã travestirea simbolicã a violenþei, avea funcþia de a întoarce situaþia în avantajul aceluia
care îl practicã cu mai multã artã.

Obligativitatea ritualului se baza pe un model care trebuia practicat de cãtre mase cu scopul
de a le impune o atitudine respectuoasã faþã de legi: „Dacã cel care ocupã în stat rangul de
sus obiºnuieºte sã practice ritualul, va fi mai uºor ca poporul sã se lase guvernat.“4 Scopul
este politic, acela de educare ºi disciplinare a poporului în vederea guvernãrii. Idealul este
acela al copierii modelului, chiar dacã cei din ierarhie îl practicã doar pe baze raþionale ºi
vizeazã prin aceste practici afirmarea virtuþilor ºi respectarea legilor, posedând înþelepciune
ºi liniºte sufleteascã.

Ritul structureazã imaginarul politic într-un ansamblu coerent ºi îi relevã temeiurile. În
opinia lui Xun Zi, unul din cei mai mari discipoli ai lui Confucius, Ritualurile au trei temeiuri:
Cerul ºi Pãmântul sunt temeiul zãmislirii; strãmoºii – temeiul speciei; suveranii ºi stãpânii –
temeiul ordinii. Fãrã Cer ºi Pãmânt, cum ar fi fost zãmislit omul? Fãrã strãmoºi de unde s-ar
trage el? Fãrã suveran ºi stãpân, cum se poate închipui ordinea? Dacã unul dintre aceste trei
elemente ar lipsi, pentru un om nu ar exista nici un punct fix. Or, prin rituri, el serveºte sus
Cerul, jos Pãmântul, îºi onoreazã strãmoºii ºi-ºi preamãreºte suveranul ºi stãpânul, acestea
sunt cele trei temeiuri ale riturilor.“5 Aceeaºi concepþie despre rit se va regãsi ºi în ºcoala
daoistã: „Regii din vechime, din silã pentru dezordine, au instituit riturile ºi simþul moral în
vederea unei împãrþiri care sã potoleascã dorinþele oamenilor ºi sã rãspundã la nevoile lor,
astfel încât dorinþele sã nu fie niciodatã în exces cu bunurile, iar bunurile sã fie totdeauna
adecvate în raport cu dorinþele, dorinþele ºi bunurile dezvoltându-se prin susþinerea mutualã.
Aceasta este originea riturilor.“6

Sensul ritualului constã tocmai în solidarizarea individului cu colectivitatea, cu viaþa orga-
nizatã ºi, în cele din urmã, cu un cosmos viu. „Identitatea omului, toate intenþiile sale, viaþa
sa interioarã, rangul sãu social ºi starea economicã devin translucide prin aceastã dezindivi-
dualizare, prin transformarea vieþii în ritual ºi a întâmplãrilor în categorii. Omul participã „prin
orice experienþã, cât ar fi ea de neînsemnatã“, la marea viaþã cosmicã. Omul e în contact cu
ritmurile ºi nivelurile cosmice în orice clipã. Departe de a-l steriliza sufleteºte, aceastã par-
ticipare îi conferã o viziune totalã a Cosmosului, îngãduindu-i în acelaºi timp orgolioase încer-
cãri de unificare a Cosmosului despãrþit prin Creaþie.“7

Dorinþa de a învinge Timpul printr-o repliere asupra structurilor arhetipale ºi sensurilor
existenþiale a gãsit în plasticitatea ritualului o formã idealã de manifestare. Cãderea omului
în pãcat a indus o fracturã ontologicã între timp ºi eternitate, între libertate ºi Putere. Puterea
simte cã nu poate stãpâni Timpul, dar îl poate îmblânzi prin reprezentãrile simbolice despre
un viitor îndepãrtat ºi umanizat. Proiecþia ei mesianicã a gãsit în reprezentãrile religioase ale
timpului circular un aliat preþios în lupta împotriva eternitãþii. Filosofia greacã, anistoricã în
esenþa sa, preocupatã sã descopere ordinea raþionalã ºi armonia lumii, s-a ciocnit de eveni-
ment ºi a încercat sã îi anuleze valoarea istoricã. O datã cu apariþia creºtinismului, eternitatea
nu mai deþine monopolul asupra istoriei pentru cã sensul istoriei însuºi s-a încarnat într-o isto-
rie ce va deveni realã de-acum înainte: istoria mântuirii oamenilor prin coborârea, rãstignirea,
reînvierea ºi urcarea Fiului lui Dumnezeu. În Secolul Luminilor filosofia istoriei va încerca
sã reconcilieze contingentul istoric ºi raþiunea eternã. Ea nu va anula evenimentele într-o eter-
nitate atemporalã ci, descoperindu-le sensurile, le va reabsorbi în unitatea ipostaziatã a unei
istorii totalizatoare pe care o va invoca pentru justificarea ordinii sau acþiunilor politice. Or,
aceastã percepþie ciclicã a timpului, prezentã în special în societãþile arhaice, face sã irumpã
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în conºtiinþe semnificaþiile evenimentelor, iar prin ceremoniile ritualice sã fie actualizate în
cadrul unui tipar integrator al Puterii. 

Reprezentãrile timpului în societãþile arhaice sunt componente ale conºtiinþei sociale care
reflectã evoluþia grupurilor ºi mentalitatea acestora. Având o conºtiinþã arhaicã, în sensibili-
tatea lor timpul era saturat de valoare afectivã: el putea fi bun sau rãu; favorabil anumitor
forme de activitate ºi nefast altora; cel al sãrbãtorii, al sacrificiului, al înfrânãrilor.

Conºtiinþa omului primitiv era subordonatã succesiunii anotimpurilor. Ritmul vieþii sociale
depindea de alternanþa acestora ºi de ciclurile de producþie adaptate schimbãrilor de climã. Exis-
tenþa nu era divizatã prin spiritul analitic în categorii distincte, private de conþinutul lor con-
cret. Timpul ºi spaþiul erau date nu în afara experienþei sau înaintea acesteia, ci în mod unic
în însãºi experienþa concretã, formând elemente care o constituiau într-un tot inseparabil. 

Pornind de la aceastã percepþie deterministã a timpului, Mircea Eliade va explica înþelegerea
miticã a lumii ºi a vieþii în culturile primitive pe baza segmentãrii timpului în reprezentãrile
sociale. Astfel, în conceptul de timp mitologic, timpul este trãit în acelaºi fel ca spaþiul, iar
prezentul nu este separat de blocul temopral format din prezent ºi din viitor. Trecutul nu înce-
teazã sã existe în prezent. Pe aceastã reprezentare se bazeazã cultul strãmoºilor în toate struc-
turile arhetipale care se actualizeazã în riturile de aniversare ºi în perioadele de sãrbãtoare.
Astfel viitorul participã ºi la prezent de unde prezicerile, divinarea, visurile profetice ºi, de
asemenea, credinþa în destin. Destinul este irevocabil deoarece ceea ce tebuia deja sã se întâm-
ple era deja un fapt.

Ca urmare, interpretarea lumii naturale ºi a celei sociale dupã categoriile mitice presupunea
credinþa în „eterna reîntoarcere“. Tendinþa de a opri timpul care se scurge, printr-o reîntoarcere
la un prototip mitic, nu a fost decât o pulsiune a inconºtientului colectiv de a depãºi izolarea
existenþei individuale. Actele umane repetau, în ritual, faptele sãvârºite odinioarã de cãtre zei
ºi eroi.8 Cu mitul regenerãrii timpului, cultura arhaicã oferea oamenilor posibilitatea de a în-
vinge sentimentul de efemeritate ºi de dezagregare a timpului. Neseparându-se nici în idei, nici
în sentimente de comunitatea tradiþionalã, omul avea senzaþia cã învinge moartea biologicã.

Forme de manifestare a riturilor politice

Pe lângã riturile de integrare ºi riturile de compensare analizate mai sus de Ioan Petru
Culianu, o altã structurã binarã clasicã este aceea care împarte riturile în rituri de trecere ºi
rituri de instituire. În cazul riturilor de trecere, analizate de Arnold van Gennep, „viaþa indi-
vidualã constã într-o serie de etape ale cãror scopuri ºi începuturi formeazã ansambluri de
acelaºi ordin: naºtere, pubertate socialã, cãsãtorie, paternitate, studii, specializare profe-
sionalã, moarte. Fiecãruia din aceste ansambluri i se adapteazã ceremonii al cãror obiectiv
este identic: sã ajute individul sã treacã de la o situaþie determinatã la o alta tot determinatã.“9

În cazul riturilor de instituire este vorba de a da un sens activitãþilor de grup, pentru a reafirma
solidaritatea colectivã ºi identitatea de grup, pe baza reiterãrii unor valori ºi simboluri comune.

Una din cele mai uzitate clasificãri ale riturilor politice contemporane este cea care le
împarte în rituri consensuale ºi rituri de confruntare. Din prima categorie fac parte riturile
de inaugurare ºi riturile aniversare (sau comemorative) . Din a doua categorie fac parte ritu-
rile de încoronare ºi riturile electorale. Ambele categorii de rituri presupun anumite prin-

146 Revista românã de comunicare ºi relaþii publice

Revista_comunicare_15.qxd  23.04.2009  11:11  Page 146



cipii de succesiune a unor operaþii care constau în decuparea sau asamblarea secvenþelor ritua-
lice ºi anume repetiþia ºi fãrâmiþarea (dezasamblarea). Toate categoriile de rituri presupun
urmãtorii actanþi: 1. organizatorii; 2. actorii; 3. publicul (spectatorii).

Inaugurarea unui edificiu public, de exemplu, este un excelent prilej pentru un preºedinte
sau un prim-ministru sã-ºi îmbunãtãþeascã imaginea sau sã câºtige încrederea populaþiei. Ea
se compune din urmãtoarele secvenþe: 1. marcarea simbolicã a spaþiului (pavoazarea cu drapele,
buchete de flori, etc.); 2. prezenþa camerelor de luat vederi, ceea ce indicã faptul cã un eveni-
ment important se va produce; 3. prezenþa notabilitãþilor centrale ºi locale (ministrul de resort;
prefectul judeþului, primarul localitãþii); 4. prezenþa unui numeros public; 5. alocuþiunea de
bun venit; 6. tãierea panglicii inaugurale; 7. alocuþiunea oaspetelui de onoare. Unele din aceste
secvenþe pot lipsi sau pot fi inversate; esenþialul este ca evenimentul organizat, prin forþa lui
emoþionalã, sã devinã o „capcanã a gândirii“ pentru publicul spectator prin orientarea per-
cepþiei sociale. 

În ce priveºte ritualurile aniversare sau comemorative, ele conþin potenþialul emoþional
cel mai ridicat. Aceste ritualuri articuleazã emoþia pe conºtiinþa identitãþii colective, regãsitã
sau recuperatã, pe legãturile sacre ale memoriei sociale. Sã luãm, de pildã, Ziua Naþionalã a
României: 1 Decembrie 1918, când s-a realizat Marea Unire, vis secular al poporului român
ºi unul din miturile lui fundamentale: continuitatea neîntreruptã pe aceste meleaguri. Evo-
carea / repetarea evenimentelor din 1918 este grea de sensuri profunde ºi de încãrcãturã sim-
bolicã: ea trimite la ideea de integritate teritorialã, ameninþatã de criza statului naþional în
condiþiile integrãrii europene. Emoþia provocatã de evocarea acestui eveniment derivã din pato-
sul interacþiunilor afective ºi din legãtuirle ºi imaginile profunde pe care naþiunea le pãstreazã
cu un trecut glorios: eternitatea patriei ca loc sacru în care s-a nãscut un popor. Sentimentul
identitãþii colective în jurul acestor valori se realizeazã prin secvenþele comemorãrii: 1. prezenþa
unui numeros public, a ºefului statului ºi a notabilitãþilor în locurile sacre ale istoriei naþionale:
Alba Iulia, Þebea, Cãlugãreni, Podu Înalt, Focºani, Iaºi. 2. transmiterea integralã de cãtre mass-
media a acestor ceremonii. 3. sosirea ºefului statului anunþatã practic, începerea ceremonii-
lor; 4. depunerea de coroane de flori de cãtre reprezentanþii instituþiilor centrale la mormântul
soldatului necunoscut, la monumentele eroilor ºi la Arcul de Triumf; 5. discursul oficial care
reactualizeazã pentru memoria colectivã semnificaþia faptelor petrecute atunci; 6. defilarea
forþelor armate reprezintã centrul de greutate al acestui rit comemorativ prin impactul imago-
logic pe care parada militarã îl are asupra spectatorilor. În imaginarul colectiv armata este
expresia virilitãþii unui popor, scutul apãrãrii fiinþei naþionale ºi garantul inegritãþii teritoriale.
Uniformele, drapelele naþionale, drapelele de luptã ale marilor unitãþi, pasul cadenþat sunt re-
prezentãri simbolice condensate prin care se creeazã acea stare de graþie a regenerãrii unei
naþiuni ºi face din emoþia participanþilor o premisã a identitãþii colective, a conºtiinþei naþionale.
Referentul simbolic al defilãrii forþelor armate sau al discursurilor oficiale este un duºman
prezent încã la hotare, un rãu care lucreazã împotriva naþiunii, ceea ce trimite la ideea de con-
servare a noii ordini politice cucerite. În felul acesta ritul instituie prin faptul cã el sancþioneazã
ºi sanctificã o ordine stabilitã. „Glorificarea câºtigãrii independenþei, eveniment quasireligios
în istoria unei naþiuni, intrã ca element al unei sacralizãri care dã regimului o profunzime
istoricã.“ (...)10

Riturile prolifereazã în perioadele de crizã politicã sau de schimbare a ordinii politice ºi
se aseamãnã ca formã cu riturile de instituire sau de trecere. Ca structurã, ele se aseamãnã
cu o credinþã religioasã care reclamã devotament, solidaritate ºi sacrificiu în jurul unei va-
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lori sau realitãþi sacre: patrie, democraþie, monarhie, republicã, unitate naþionalã. Un exem-
plu elocvent de desfãºurare a unui asemenea rit este adunarea popularã de la Alba Iulia din
1 Decembrie 1991 cu ocazia aniversãrii Marii Uniri din 1 decembrie 1918 când reprezen-
tanþii partidelor istorice au proclamat unirea Transilvaniei cu Þara, în faþa a peste 40.000
de participanþi.

Sacralitatea locului ºi a momentului presupunea ca ideea de unitate naþionalã sã învingã
pasiunile ºi patimile politice declanºate de schimbarea ordinii politice dupã decembrie 1989.
Cuvântarea liderilor principalelor formaþiuni politice : FSN, PNL ºi PNÞ-CD, respectiv Ion
Iliescu, Radu Câmpeanu ºi Corneliu Coposu trebuiau sã fie un garant peste timp al recon-
cilierii naþionale. Dar în timp ce liderul liberal îºi rostea discursul oficial, participanþii la adunare
din judeþul Tulcea au început sã-l huiduie, spre bucuria fostului premier Petre Roman care
de la tribunã îi saluta cordial. A fost un moment nefast care a distrus orientarea emoþiei spre
o idee, încât Ion Iliescu, jenat, i-a fãcut semn pe furiº sã se astâmpere.

În momentele de transformare profundã a ordinii sociale, de renaºtere civicã pe baza unui
nou regim, asistãm la o sacralizare a vieþii politice, conceputã ca o stare de graþie în raport
cu un trecut impur apropiat în timp. Kilometrul zero al Pieþei Universitãþii din Bucureºti repre-
zintã tocmai o garanþie a loialitãþii faþã de puritatea noii ordini, prin realizarea consensului
în jurul valorilor democratice: „Noi de-aicea nu plecãm / Nu plecãm acasã / Pânã nu vom
câºtiga / Libertatea noastrã.“

ªi riturile de confruntare pot genera consens, mai ales în situaþiile de crizã, când un regim
politic are o nevoie vitalã de legitimitate. În realitatea politicã postdecembristã din România,
douã mituri au fost extrem de prezente: mitul republican ºi mitul regalitãþii. Cum este ºi firesc,
aceste mituri au angrenat o propagandã pe mãsura ca ºi manifestãri ritualice de rigoare.

Adepþii regalitãþii contestau legalitatea noului regim politic instalat la Bucureºti, consi-
derând cã „monarhia salveazã România.“ Argumentele erau de naturã elitistã ºi vizau mai
ales corupþia ºi demagogia noului regim republican, originea criptocomunistã ºi orientarea
lui spre Stânga. La rândul ei, noua putere, pentru a compromite ideea monarhicã în România,
a apelat la un simbol naþional al reîntregirii neamului în timpul celui de-al doilea rãzboi mo-
ndial, a cãrui imagine este pe nedrept interzisã în zilele noastre, fiind considerat criminal de
rãzboi. Figura tragicã a mareºalului Ion Antonescu, executat în iunie 1946 pentru crime de
rãzboi, a fost constant opusã regelui Mihai I, ultimul reprezentant al dinastiei de Hohenzollern
în România. Acestuia i se reproºa colaborarea cu comuniºtii în arestarea lui Ion Antonescu,
complicitatea cu sovieticii în executarea lui ºi cu reprezentanþii partidelor istorice în vinderea
þãrii ºi recuperarea moºiilor ºi a caselor care aparþineau domeniilor coroanei ºi nu domeniu-
lui privat. De asemenea, interdicþia impusã familiei regale de a vizita România în aprilie 1992
se baza pe un prezumtiv complot al ex-regelui Mihai de a se proclama rege al României la
Timiºoara, în virtutea punctului 8 al Proclamaþiei din acelaºi oraº. Acesta prevedea eliminarea
din viaþa politicã a foºtilor activiºti de partid ºi îl viza în primul rând pe Ion Iliescu care câº-
tigase primele alegeri prezidenþiale postdecembriste cu un neverosimil scor de 87,5% la 20
mai 1990. Rãzboiul imagologic dintre principiul monarhic ºi cel republican s-a terminat cu
victoria celui din urmã când regele Mihai a acceptat aniversarea zilei sale de naºtere de cãtre
amfitrionul republican Ion Iliescu la Palatul Cotroceni.
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Riturile funerare

Dupã cum vom vedea în cadrul comunicãrii politice, mai mult decât celelalte rituri de tre-
cere, riturile funerare au un impact deosebit în legitimarea puterii politice. Între putere ºi moarte
existã un raport mai profund decât îl poate evidenþia un rit de trecere. Dimensiunea metafi-
zicã a morþii, ca blocare brutalã a funcþiilor vitale ale unui organism, lezeazã caracterul inte-
grator ºi dominant al puterii. În faþa veºniciei puterea se simte ameninþatã ºi încearcã sã smulgã
morþii acele structuri care sã-i asigure continuitatea în cadrul Vieþii. Puterea se agaþã de un
viitor incert pe care încearcã sã-l îmblânzeascã, sã-l domine ºi astfel sã diminueze efectele
morþii. De aceea, ritualul funerar orienteazã percepþiile sociale ale asistenþei la o adunare de
doliu ºi devine un fel de „capcanã a gândirii“ deoarece Puterea trebuie sã arate cã poate sfida
marele ei duºman: Moartea. Operând cu imagini ºi simboluri ale finitului, ritualul funerar
declanºeazã sentimentul identitãþii colective în faþa Timpului, ceea ce creeazã o emoþie pro-
fundã. Chiar daca, iniþial, între participanþii la adunarea de doliu vor fi existat diferenþe pe
planul valorilor ºi credinþelor, cu toþii vor realiza numitorul comun al condiþiei umane: vani-
tas vanitatum sum (deºertãciune-s toate, suntem deºertãciune). Însã Puterea se opune aces-
tui mesaj: ea se agaþã de principiul continuitãþii vieþii ºi propune o strategie de învingere a
Morþii prin realizarea solidaritãþii în jurul unei idei, al unei valori.

Moartea unui lider politic constituie un prilej oportun de creare a consensului ºi a legi-
timitãþii în jurul unei organizaþii, mai ales dacã aceasta se aflã într-un proces accelerat de ero-
ziune. Organizarea funeraliilor, discursurile de doliu, procesiunea funebrã, decuparea lor în
secvenþe ritualice, permit transformarea emoþiilor provocate de durerea celui dispãrut în do-
rinþa de continuitate a liniei sale politice ºi de solidaritate în jurul organizaþiei care sã com-
penseze greaua pierdere. Prin ritual se realizeazã un veritabil transfer de legitimitate de la cel
dispãrut la noul ales, o contagiune mitico-magicã a voinþei de unitate internã a organizaþiei
ºi a ereditãþii politice. În aceastã privinþã, maniera în care au procedat Stalin la moartea lui
Lenin (ianuarie 1924) ºi Ceauºescu la moartea lui Dej (martie 1965) rãmân adevarate mo-
dele ale genului. Discursul rostit de Stalin la moartea lui Lenin, în calitate de preºedinte al
Comisiei de organizare a funeraliilor, are valoare de testament ideologic. Stalin se erijeazã
în unicul executor al moºtenirii ideologice a marelui dispãrut: stilul colegial de conducere,
unitatea internã a partidului, intransigenþã revoluþionarã.

ªi riturile funerare implicã o anumitã dozã de artificial din partea organizatorilor ºi a acto-
rilor principali, pe lângã credinþa sincerã a participanþilor. Ca ºi în cadrul riturilor comemo-
rative, organizatorii ºi actorii vor încerca sã exploateze la maximum structura emoþionalã a
ritualului. Ei vor avea un comportament mimetic, convenþional pentru a obþine maximum de
profit (vizibilitatea imaginii, suport popular, voturi). În cazul societãþilor contemporane, pro-
fund laicizate, clivajul dintre sacru ºi profan se întâlneºte cu clivajul dintre credinþã ºi raþiune,
dintre mase ºi elite. Numai masele mai trãiesc valorile politice prin patosul credinþei; ele sfâr-
ºesc prin a crede ce li se promite pentru cã scepticismul lor iniþial a fost izgonit din conºtiinþa
lor de frumuseþea ritualului. La rândul lor, elitele nu vor pierde nici un prilej pentru a apãrea
în prim-planul transmiterii televizate a unei comemorãri sau aniversãri. Dar care va fi coefi-
cientul de credinþã care însoþeºte aceste gesturi mecanice, aceste stereotipuri? Câþi din politi-
cienii care depun coroane de flori sau fac cruci smerite în faþa sfântului altar mai cred în puterea
modelatoare a unui ideal sau în moralitatea publicã? Din aceste manifestãri se contureazã o
contradicþie între ceea ce se spune ºi ceea ce se face, care are consecinþe asupra legitimitãþii
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ºi asupra prestigiului unei funcþii. Comportamentul ritualic imitat se transformã în pantomimã,
iar credinþa în imagine, în act demonstrativ. Esenþa comunicãrii ritualice este de a crede în
mesajul ritului; altfel, puterea devine alienantã. „Voi credeaþi în visul nostru, noi nu credem
în nimic“ anticipa profetic Eminescu în Epigonii distrugerea credinþei într-un ideal, într-o ordine
miticã a lumii pe mãsurã ce raþiunea instrumentalã dominã procesul de cunoaºtere ºi prac-
tica politicã. Pentru a confirma valabilitatea celor spuse de Eminescu în 1870, sã examinãm
comportamentul politicienilor în cazul unui rit de trecere într-un regim democratic unde se
întâlneºte aceeaºi contradicþie între credinþa sincerã ºi mimarea acestei credinþe. La moartea
liderului þãrãnist Corneliu Coposu în noiembrie 1996 toþi cei care l-au împroºcat cu noroi
pânã atunci s-au grãbit sã îi aducã un ultim omagiu. Era vorba de transferul inconºtient al
aureolei pe care asceza ºi suferinþele îndurate în închisorile comuniste, ca ºi consecvenþa con-
vingerilor sale politice îi înconjurase ca un nimb personalitatea, conferindu-i o legitimitate
moralã de netãgãduit, un statut de lider spiritual într-o lume politicã plinã de frivolitãþi.

Mit ºi ritual politic

Ca formã a conºtiinþei colective, mitul inaugureazã, prin intermediul puterii politice, o
altã dimensiune a sacrului. El dã un sens existenþei ºi relevã sacrul ascuns în ordinea politicã.
Simbioza dintre unitatea politicã ºi perspectiva unificatoare a unei lumi trãite proiecteazã un
model de ordine social-politicã din vechime. Naraþiunea miticã atribuie acestui model un sens
fondator, transmiterea ereditarã a virtuþilor politice, nevoia de a garanta ordinea ºi pacea în
lume. Legitimitatea miticã conferã ierarhiilor o autoritate sacrã ce nu poate fi contestatã, pen-
tru cã puterea politicã este o condiþie a prezenþei sacrului. 

Ca modalitate de legitimare a noilor forme sau relaþii de putere, riturile gãsesc în mituri
un rezervor inepuizabil de reprezentãri colective ºi de imagini privind ordinea idealã a lumii
ºi a universului. Mitul dezvãluie prezenþa sacrului în lume, enunþã corespondenþa dintre ordinea
realã ºi ordinea ascunsã ºi confirmã credinþele ataºate ei. Sacrul presupune prezenþa unei ordini
divine în lumea cãreia îi asociazã permanenþa, încrederea în eroul fondator al sistemului politic
ºi în evenimentul originar – naºterea acestui sistem. „Mitul relevã ceea ce este totalitatea vieþii
sociale în plentitudinea dimensiunii sale sacre ºi printr-o practicã colectivã: problema puterii
nu este niciodatã absentã din el. Discursul mitic fondeazã toate ierarhiile ºi legitimeazã po-
ziþiile cucerite. El aminteºte necontenit membrilor unei colectivitãþi cã revolta introduce în
lume dezordinea ºi moartea.“11

Ca încercare de a explica necunoscutul, de „a releva misterele existenþei“ (L. Blaga) „mitul
povesteºte o istorie sacrã; el relateazã un eveniment care a avut loc în timpul primordial, tim-
pul fabulos al «începuturilor»… mitul povesteºte cum, mulþumitã isprãvilor fiinþelor supra-
naturale, o realitate s-a nãscut, fie cã e vorba de realitatea totalã, Cosmosul, sau numai de un
fragment… o comportare umanã, o instituire. E, aºadar, întotdeauna povestea unei «faceri»“12

Mitul tradiþional are drept caracteristicã a conþinutului sãu prezenþa sau intervenþia sacrului.
Mitul modern înlocuieºte sacrul din structurile sale epistemice cu raþionalizarea intereselor
de grup, plecând de la aspiraþiile ºi nevoile unei comunitãþi. Ca imagine a lumii, mitul poate
fi definit ca forma originarã a unei culturi prin care o comunitate se defineºte ºi se înþelege
pe sine. Conþinutul mitului reprezintã o sintezã între real ºi imaginar care nu se supune cri-
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teriilor logice ale adevãrului ºi falsului. Pentru cultura în care a fost creat, mitul presupune
întotdeauna un act de credinþã care ignorã raþiunea. „Una dintre caracteristicile cheie ale mi-
tului este tocmai aceea cã el se situeazã mai presus de orice îndoialã, fiind larg vehiculat ºi
crezul.“13 Pentru un anume grup cultural, un mit poate însemna adevãrul absolut, în timp ce,
pentru un alt grup, aparþinând unei alte culturi, acelaºi mit are doar o valoare esteticã, la nivel
de imagine. Adevãrul specific mitului este perpetuat de-a lungul timpului, fiind pãstrat în
memoria colectivã a grupurilor umane ca „adevãr în care omul a crezut ºi, în anumite con-
juncturi istorice, mai crede cu fermitate.“14 Conþinutul de adevãr sau de manifestare a mo-
delului mitic poate creºte, dispãrea sau reapãrea în funcþie de condiþiile istorice ºi culturale,
favorabile sau nu: „Miturile se reiau periodic ori sunt înlocuite cu altele noi, dupã loc ºi timp,
dupã conjuncturi ºi nevoi.“15

Mitul propune modele exemplare ºi orienteazã comportamentele. În acest sens, el rãspunde
unei nevoi profunde a oamenilor, nevoia de ideal: „Miturile amintesc tot mereu cã evenimente
grandioase au avut loc pe pãmânt ºi cã acest «trecut glorios» este în parte recuperabil.“16 Prin
faptul cã trezeºte ºi pãstreazã conºtiinþa lumii superioare a începuturilor, mitul satisface o ne-
voie umanã de raportare la un „trecut exemplar“, ca la un depozit sacru care îi pãstreazã idea-
lurile viitoare: „Mitul îi garanteazã omului cã ceea ce se pregãteºte el sã facã a mai fost fãcut,
îl ajutã sã alunge îndoielile pe care le-ar putea avea în ce priveºte rezultatul întreprinderii
sale.“17 Prin faptul cã oferã o ieºire a omului din starea de efemer, o depãºire a condiþiei sale,
miturile prezintã un puternic caracter emoþional ºi afectiv. Prin faptul cã mitul conþine o struc-
turã dualã care implicã atât memoria cât ºi acþiunea, atât cunoaºterea cât ºi trãirea, el poate
fi rememorat ºi retrãit. În acest sens, pentru reactualizarea lui, mitul presupune un interval
de timp sacru ºi o punere a sa în scenã prin ritual. 

Una din valenþele gnoseologice ale mitului este de a explica lumea. Datoritã mitului, suc-
cesiunea unor evenimente inexplicabile devine inteligibilã. Lumea este astfel investitã cu sens
ºi semnificaþie pentru a putea fi înþeleasã ºi acceptatã. Cunoaºterea originilor prin mit este
necesarã pentru a putea controla prin ritual teama de necunoscut. Prin faptul cã oferã lumii
o ordine ºi o structurã inteligibilã, mitul îndeplineºte o funcþie terapeuticã la nivelul inconºtien-
tului colectiv. 

Eficienþa ritualului nu poate fi înþeleasã fãrã analiza back-ground-ului mitico-magic de
care depinde eficienþa acþiunii. Ideea cã în spaþiul lumii sensibile existã o forþã misterioasã
care orienteazã în bine sau în rãu finalitatea acþiunii de a vâna, a continuat sã influenþeze orga-
nizarea spectacolului ritualic de inaugurare sau comemorare prin accentual pus pe actele repe-
titive sau fragmentate. Aºa cum vânãtorii primitivi, înainte de a pleca la vânãtoare, desenau
figura animalului ce urma a fi prins ºi dansau în jurul ei, imitându-i miºcãrile, tot astfel inau-
gurarea unei clãdiri de importanþã publicã se face printr-o slujbã religioasã, în prezenþa auto-
ritãþilor locale ºi centrale ºi a unui numeros public. În ambele cazuri se invocã bunãvoinþa
divinitãþilor protectoare pentru eficienþa acþiunii. În ce priveºte cele douã rituri, de inaugu-
rare ºi de comemorare, ele se bazeazã pe o suitã de gesturi sau figuri simbolice, interschim-
babile, în funcþie de impactul emoþional asupra spectatorilor. Întâmpinarea oaspeþilor cu pâine
ºi sare ca în datina strãbunã, tãierea panglicii inaugurale, þinerea de toasturi ºi discursuri în
riturile inaugurale, trecerea în revistã a trupelor, depunerea de coroane de flori, participarea
la slujbe festive, rostirea de discursuri în riturile comemorative reprezintã tot atâtea secvenþe
prin care evenimentul primordial ºi fondator se actualizeazã ºi garanteazã în ochii partici-
panþilor perenitatea ordinii actuale ºi necesitatea realizãrii consensului în jurul unei ideologii,
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partid sau lideri. Actualizarea evenimentului datoreazã mult mentalitãþii magice, mai ales celor
douã legi ale magiei, legea asemãnãrii ºi legea contiguitãþii, dupã care asemãnãtorul reclamã
asemanãtorul ºi apropiatul reclamã apropiatul. Descântecele de deochi, datul în bobi, ghici-
tul în cãrþi, dezlegarea cununiilor, ghicitul în ghioc etc., au la bazã acelaºi mecanism de captare
a energiei pozitive sau negative din spatele lucrurilor (magia albã sau neagrã) în vederea in-
fluenþãrii dorite.

Mai mulþi antropologi au subliniat complementaritatea ritului cu mitul în procesul de legi-
timare ºi de actualizare a ordinii politice. Ne vom mulþumi sã reproducem aici judecãþile foarte
pãtrunzãtoare ale lui Claude Riviére din Liturghiile politice. Acesta avertizeazã ca ritul nu se
reduce la o simplã reactualizare a mitului, dupã cum ritul nu se fondeazã în toate cazurile pe
un mit de origine: 1. nu existã decât foarte rar corespondenþã, secvenþã cu secvenþã, dintre
mit ºi rit; mitul poate sã spunã mai mult sau mai puþin; 2. popoarele sãrace în mituri au ri-
turi foarte complexe; 3. acelaºi mit se celeberazã prin rituri diferite ºi unor mituri analoage
le corespund rituri diferite, dupã populaþii; 4. rituri aproape identice se referã la mituri total
diferite; 5. multe mituri nu au rituri care sã le corespundã (ex. Narcis); 6. sensul oferit de un
mit nu legitimeazã în mod necesar realizarea lui; 7. invenþiile sau împrumuturile de rituri, în
anumite circumstanþe conjuncturale grave pentru societate, nu presupun un referent mitic, chiar
dacã o naraþiune justificativã sau o integrare într-un corpus de mituri vechi le valideazã apos-
teriori; 8. unele rituri se menþin ca simple supravieþuiri dupã uitarea semnificaþiei lor iniþiale
sau ca niºte comportamente desacralizate devenite habitudini, fãrã referinþã la un background
mitic; 9. în numeroase cazuri, referentul ritului nu este de ordinul logosului arhetipal, al naraþi-
unii de acte iniþiale, ci al ideologiei sau al speranþei unei eficienþe simbolice sau reale.“18

Ritualul creºtin al încoronãrii regilor oferã o asemenea complementaritate între mit ºi rit
chiar dacã unele din secvenþe sunt camuflate sau estompate de simbolistica imaginilor: aºezarea
coroanei pe cap (bolta cereascã), înmânarea sceptrului (simbolul autoritãþii pãstorului), ungerea
cu sfântul mir a frunþii viitorului rege (secvenþa esenþialã a ritualului de înscãunare semnificând
mandatarea Bisericii de a reprezenta voinþa divinã), sãrutarea sfintei cruci, rostirea jurãmân-
tului de credinþã, etc.

Pe mãsurã ce societãþile se secularizeazã Biserica devine gestionarul privilegiat al mani-
festãrilor sacrului. Ritualul creºtin al încoronãrii Regelui, de pildã, ca orice ritual, are ca scop
sã actualizeze evenimentul mitic fondator ºi sã îl purifice de violenþa lui iniþialã. Orice înte-
meiere miticã a lumii presupunea o luptã între douã forþe ostile (zei, titani, personificãri ale
fenomenelor naturale) în urma cãreia ordinea rezultatã trebuia conservatã ºi purificatã de ca-
racterul impur al violenþei iniþiale. Prin actul de încoronare, persoana fizicã a regelui suferã
un act de trans-substanþiere: el devine o fiinþã sacrã, dupã modelul mitic sau istoric al alegerii
regilor ºi al întemeierii regatelor prezent în textele sacre. Legitimarea puterii prin autoritatea
divinã a textelor (Biblie, Coran, Talmud) avea ca suport aceastã întemeiere miticã: regii, la
origine, au fost desemnaþi de Dumnezeu pentru a conduce primele regate care au luat naºtere
din divizarea neamului omenesc, ca urmare a cãderii lui în pãcat. În calitate de locotenenþi
ai lui Dumnezeu ºi de ºefi ai familiilor, primii regi au fost desemnaþi în virtutea calitãþilor
morale ºi creºtine necesare pãstoririi turmei pentru realizarea scopurilor divine pe pãmânt.
Unºi în Bisericã, dupã un ceremonial strict, care punea accentul pe voinþa lui Dumnezeu de
a acorda graþia noului ales, regele trebuia sã rosteascã jurãmântul de supunere, dupã rugãciu-
nea de încoronare. Aºezarea coroanei pe cap, îmbrãcarea mantiei regale ºi cuvântarea Papei
sau a Patriarhului fãceau din ceremonialul înscãunãrii un eveniment unic prin mãreþia ºi solem-
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nitatea lui care evidenþia Biserica drept locul sacru unde avea loc lucrarea lui Dumnezeu. Atât
formula politicã a Evului Mediu: „Regele trebuie sã fie bun, înþelept ºi tolerant!“ cât ºi per-
sonalizarea sacrã a funcþiei ºi fiinþei sale provin din sinteza dintre legitimarea divinã a pu-
terii ºi imaginarul politic ce o însoþeºte. 

Nu existã o corespondenþã biunivocã între miturile de origine ºi comportamentul desacra-
lizat al riturilor contemporane a cãror semnificaþie s-a pierdut datoritã ideologiei. Cu toate
acestea, „mitul autentificã ritul ºi îl legitimeazã oferindu-i semnificaþie, ritul actualizeazã ºi
reproduce mitul, reprezentându-l, jucându-l la nivelul motor ºi afectiv. In ille tempore al ori-
ginii se realizeazã la nivelul hic et nunc (aici ºi acum)“19

Rolul simbolurilor în ritualurile politice

Nu existã ritual ºi nici ritualuri politice fãrã medierea simbolicã a realitãþii. Prin faptul cã
simbolurile ascund ºi relevã în acelaºi timp, cã expimã „vraja nepãtrunsului ascuns“ ele sunt
o punte de legãturã între realitatea fizicã ºi cea imaginarã. Datoritã gândirii ºi prin intermediul
acesteia, omul nu mai trãieºte într-un univers pur fizic, ci într-un univers simbolic, în cadrul
cãruia limbajul, mitul ºi arta devin instrumente de cunoaºtere a realitãþii ºi de afirmare a unici-
tãþii naturii umane. „Realitatea fizicã pare sã se retragã în mãsura în care avanseazã activi-
tatea simbolicã a omului. În loc sã aiba de-a face cu lucrurile înseºi, omul converseazã, într-un
sens, în mod constant cu sine însuºi. El s-a închis în aºa fel în forme lingvistice, imagini artis-
tice, simbolice, mitice sau rituri religioase încât el nu poate vedea sau cunoaºte nimic decât
prin intervenirea acestui mediu artificial.“20

Simbolurile au capacitatea de a asimila contrariile într-o aceeaºi viziune, datoritã celor
trei dimensiuni ale lor: 1. cognitivã, prin faptul cã ele dirijeazã selectiv atenþia asupra unor
semnificate (nu în mod necesar raþionale); 2. afectivã, prin faptul cã ele suscitã sentimente;
3. conativã, pentru cã ele incitã la acþiune.

Ca reprezentare simbolicã a unui eveniment, lider sau organizaþie, ritualul reprezintã o
formã de comunicare mult mai complexã decât cea verbalã: prin el se materializeazã nere-
prezentabilul. Prin comunicarea ritualicã devin vizibile loialitatea ºi identitãþile de grup, va-
lorile ºi normele unei organizaþii, principiile de legitimare ale unui lider. Tehnica de comunicare
spectacularã este mult mai eficientã decât comunicarea verbalã deoarece ea presupune un ele-
ment intern care pune în miºcare emoþiile ºi dramatismul acþiunii. Acest element intern biva-
lent este simbolul. Simbolul are caracter bivalent deoarece: 1. relevã faþa nevãzutã ºi neºtiutã
a lumii, aducând la suprafaþã manifestãrile inconºtientului; 2. prin procesele de semnificare
ºi simbolizare se ordoneazã bogãþia perceptivã a realitãþii ºi relevã sensuri ºi semnificaþii noi:
„Ritualul este, prin excelenþã, acel mecanism care, în mod periodic, transformã obligatoriul
în dezirabil. Prin ritual, simbolul dominant contopeºte norme etice ºi juridice cu stimuli emo-
þionali puternici.“21

Omul trãieºte cu emoþii, speranþe ºi temeri, cu iluzii ºi deziluzii, cu fantezii ºi visuri care
îi caracterizeazã existenþa ºi universul sãu fizic.

Prin definirea omului ca „animal raþional“ se exprimã mai curând un imperativ moral fun-
damental. Raþiunea devine insuficientã pentru a înþelege formele vieþii culturale a omului. ªi
pentru cã aceste forme sunt simbolice, ele nu pot fi înþelese decât tot prin simboluri, esenþialã
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pentru om fiind capacitatea de a simbola. „De aceea, în locul definirii omului ca animal ra-
þional ar trebui sã îl definim ca animal symbolicum. Prin aceasta, putem desemna diferenþa
lui specificã ºi putem înþelege noua cale deschisã omului-calea spre civilizaþie.“22 Cassirer se
întreabã dacã „simbolul nu este un principiu pe care îl putem urmãri în decursul evoluþiei
pânã la o sursã mai profundã ºi care are o arie mai mare de aplicabilitate.“23 Dacã la maimuþe
limbajul are un grad înalt de exprimare a emoþiilor prin intermediul comunicãrii gestuale,
lipseºte, totuºi, un element caracteristic ºi indispensabil oricãrui limbaj uman, acela de semn
care sã aibã o referinþã obiectivã sau o semnificaþie. Diferenþa dintre limbajul discursiv ºi cel
emoþional este asemãnatã cu „borna de hotar dintre lumea omului ºi cea animalã.“24 Tocmai
de aceea E. Cassirer distinge între semne ºi simboluri. În comunicarea animalã persistã sis-
temele complexe de semne ºi semnale. Simbolurile nu pot fi reduse la simple semnale. Sem-
nalele ºi simbolurile aparþin de douã domenii diferite ale discursului: semnalul este o parte
a lumii fizice a unei existenþe substanþiale, simbolul este o parte a lumii umane a semnifi-
caþiei, el are o valoare funcþionalã. Deºi animalele superioare posedã o inteligenþã relativ dez-
voltatã, în sensul cã se folosesc de unelte sau pot crea uneltele pentru a-ºi atinge scopul, aceasta
nu poate fi comparatã cu inteligenþa umanã: „ Animalul posedã o imaginaþie ºi o inteligenþã
practice, pe când omul singur a dezvoltat o nouã formã: o imaginaþie ºi o inteligenþã simbo-
lice.“25 Aceastã formã impune dependenþa gândirii relaþionale de gândirea simbolicã. Fãrã un
sistem complex de simboluri, gândirea relaþionalã nu poate atinge deplina dezvoltare. La om
existã un tip special de gândire raþionalã care nu are nici o paralelã în lumea animalã. La om
s-a dezvoltat o amplitudine de a izola relaþii, de a le considera în semnificaþia lor abstractã.
Pentru intelectul omenesc, este imperios necesar sã se distingã între realitate ºi posibilitatea
lucrurilor. Cadrul general în care este implicatã întreaga realitate este constituit din spaþiu ºi
timp pe care omul le percepe în dimensiunea lor simbolicã ºi nu numai fizicã. 

Relaþiile complexe dintre sacru ºi simboluri în cadrul ritualului religios ne permit sã per-
cepem rolul simbolului în ritualurile politice. 

Omul se cautã ºi se regãseºte în limitele unor concepte relaþionale ºi ale unor simboluri
ºi rituri ce aparþin unui sistem cultural. Acesta influenþeazã modul în care este perceput trans-
cendentul. Omul nu poate percepe transcendentul ºi ajunge sã ºi-l aproprie prin mediaþii hiero-
fanice, un fel de matrici arhetipale ale simbolurilor. Realitatea invizibilã se impune prin
intermediul realitãþii vizibile, ordinea transcedentului exprimându-se prin obiectele ordinii
mundane. Prin simbol, sfera sacrului este multiplicatã la nesfârºit, iar misterul este supus con-
diþionãrilor de ordin istoric, cultural ºi social. Astfel, individului religios „misterul i se aratã
în obiecte transfigurate simbolic. Dar fenomenul de transfigurare nu este niciodatã produsul
unui individ izolat. Simbolurile au o origine ºi o existenþã socialã indiscutabilã. ªi dupã cum
subiectul nu inventeazã nici raþionamentul, nici limbajul, ci le recreeazã, pornind de la raþio-
namentul ºi limbajul existente deja în societatea în care el se naºte, tot aºa ºi misterul începe
sã se arate subiectului religios prin mediaþiile simbolice existente în mediul din care se hrã-
neºte spiritual.“26

Simbolul reprezintã un fel de „manifestare materialã“ a divinului; prin el omul îºi apro-
prie transcendenþa ºi îºi supune lumea. Prin simbol, lumea se transformã într-o proiecþie spiri-
tualã. Inversarea ºi transfigurarea realitãþii fizice nu se produce în virtutea unei emoþii efemere.
Lumea suferã o „schimbare la faþã“ în urma transubstanþializãrii ei de cãtre un principiu trans-
cendent. Simbolul este chintesenþa formei materiale care îl întrupeazã, sufletul se deschide
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spre lume ºi lumea devine oglinda materialã a spiritului. Simbolul realizeazã unitatea spiri-
tualã a lumii, deoarece contopeºte ritmurile, unificã diferite niveluri ale realitãþii cosmice,
farã ca prin acestea sã se neutralizeze.

Reliefând importanþa simbolurilor, Mircea Eliade a insistat asupra polivalenþei ºi coexis-
tenþei sensurilor în simbol precum ºi asupra „capacitãþii lui de a exprima simultan semnifi-
caþii a cãror solidaritate nu este evidentã în planul experienþei imediate.“27

Simbolul relevã perspective ascunse ale lumii pe care le articuleazã într-un sistem coerent
cu semnificaþie universalã: „Cel care înþelege un simbol se deschide spre lumea obiectivã,
reuºind totodatã sã iasã din situaþia lui particularã ºi sã acceadã la înþelegerea universalului.
(…) Datoritã simbolului, experienþa individului este «trezitã» ºi se transformã în act spiritual.
Trãind un simbol ºi descifrându-i corect mesajul te deschizi spre spirit ºi în cele din urmã poþi
accede la universal.“28 Sensul ritualului este de a-l solidariza pe om cu colectivitatea ºi cu for-
þele cosmice.

Omul se miºcã în alt spaþiu, respirã alt aer ºi strãbate alt timp. Ritualul introduce un alt
ritm al vieþii, diferit de ritmul biologic. Transfigurarea realului produce pulsaþii proprii în însãºi
dinamica spiritualã. Acest ritm nu se mai axeazã pe evenimente biologice ºi nu e orientat în
funcþie de ele. Naºterea ºi moartea se contopesc ºi se dizolvã în „materia“ ultima, în „aurul“
transcedenþei. Libertatea omului pare recuperabilã, chiar ºi libertatea în faþa morþii. Dincolo
de încetarea funcþiilor ºi ritmurilor biologice, ea reprezintã o continuitate miraculoasã în me-
canismul ºi ritmul spiritului. Ea nu înregistreazã o rupturã, ci doar o trecere în alt plan, care
posedã o continuitate ontologicã cu ritmul spiritual. Pentru cã întreaga viaþã a omului religios
e un ciclu de morþi ºi renaºteri spirituale, moartea biologicã apare ca secundarã pierzându-ºi
din importanþã. Ea înceteazã sã mai fie un eveniment în sine, transformându-se într-un sim-
plu pretext, pentru o nouã naºtere: întru spirit. Ritualurile care absorb substanþa vieþii indi-
viduale au menirea de a integra omul ritmurilor cosmice, ciclului de morti ºi renaºterii cu
care omul încearcã sã se simtã solidar, el însuºi reprezentând o parte a „marelui Tot“.

Graniþa dintre real ºi ireal e depãºitã, la fel ca ºi hotarul dintre moarte ºi viaþã. Moartea
produce o rupturã totalã doar pentru cei ale cãror suflete sunt implantate în imediat; dar atunci
când sufletul este ancorat în alte zone, cãutându-ºi viaþa dincolo de realitate, moartea se
înfãþiºeazã ca un schimb de decor ºi poate, o trecere la un alt nivel.

Ritualurile sunt o imitaþie a ciclurilor cosmice, ele marcheazã renaºteri care imitã ºi pre-
gãtesc adevãrata renaºtere, ultima ºi cea definitivã. Fie cã individul este iniþiat într-o tainã a
pubertãþii sau maturitãþii, fie cã instituþiile sunt transpuse într-o nouã ordine imaginarã, carac-
terul ciclic, serialitatea morþilor ºi renaºterilor simbolice reprezintã marca cea mai importantã
a ritualului.

Puterea omului de a transforma propria-i viaþã care-i asigurau legãtura cu transcendenþa
ºi cosmosul a ajuns sã producã, în cele din urmã efecte seculare, omul desprinzându-se din
ritmul cosmic, afirmându-se ca entitate distinctã a acestuia, capabilã sã-ºi gestioneze ritmul
propriu, dar sã ºi-l supunã ºi pe cel universal. Eliade explica perfect acest fenomen: „Omul
se simte solidar sub raport mistic cu Cosmosul ºi ºtia cã acesta se reînnoieºte periodic; dar
mai ºtia ºi cã reînnoirea poate fi realizatã prin repetarea ritualã a cosmologie, efectuarea fie
anual (scenariul Anului Nou), fie cu ocazia crizelor cosmice (secete, epidemii) sau a eveni-
mentelor istorice (înscãunarea unui rege). În ultimã instanþã omul religios ajunge sã se simtã
rãspunzãtor de reînnoirea lumii.“29 Treptat, reînnoirea înceteazã sã mai fie legatã de ritmurile
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cosmice, ajungând sã fie aºteptatã de la anumite persoane – rege, erou, conducãtor politic.
Este gestul prin care omul rãstoarnã mersul istoriei – este descoperirea sa în ipostaza de crea-
tor. Omul nu mai suportã pasiv schimbãrile, alãturându-li-se ºi urmându-le, chiar dacã prin
imitaþie ca o modalitate de transcendere a condiþiei umane. Dacã Zeul a creat lumea, omul
încearcã sã îl imite ºi sã creeze ºi el. Omul este condiþionat de creaþie, este creat el însuºi.
Omul îºi transcende condiþia de creat, creând. Este ºi momentul unei noi „cãderi“ a omului.
Omul „creeazã prin joc ºi realizeazã acea dimensiune a visului unde domneºte absoluta li-
bertate, unde categoriile existenþei sunt neglijate, iar destinul suprimat.“30
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Rezumat

Tinerii reprezintã un segment demografic a cãrui importanþã pe piaþa de consum este în continuã creºtere.
În acelaºi timp, particularitãþile psihografice ºi caracteristicile de consum ale acestui segment sunt în con-
tinuã schimbare în societatea actualã, impunându-se schimbãri ºi în modul în care este abordat de strategiile
de marketing ºi adevertising. Aceastã abordare impune nevoia înþelegerii dinamicii stilurilor de viaþã ºi de
consum ale tinerilor, lucru pe care ºi-l propune studiul rezumat în prezentul articol. 

Studiul, realizat în 2007-2008 pe tineri cu vârsta cuprinsã între 16 ºi 24 ani, prezintã o metodologie com-
pozitã. Prima etapã, calitativã, a cuprins ºase focus grupuri, desfãºurate în principalele oraºe cu peste 200000
de locuitori din România. Aceastã etapã a avut ca obiectiv identificarea elementelor pe care le au în comun
tineri români din societatea actualã ºi a dus la identificarea a paisprezece dimensiuni comune. A doua etapã,
realizatã cu ajutorul metodologiei Q, pe un eºantion reprezentativ pentru oraºele cu peste 200000 de locuitori,
a pornit de la operaþionalizarea celor paisprezece dimensiuni. Obiectivul final vizat a fost realizarea unei
segmentãri a tinerilor din punctul de vedere al dimensiunilor lor de interes. Segmentele identificate sunt:
tânãrul de modã veche, ambiþiosul calculat, pesimistul confuz, oportunistul ºi rebelul de cartier. Partea cea
mai cuprinzãtoare a articolului prezintã ponderea ºi descrierea celor cinci segmente de tineri identificate ºi
descrierea acestora din punctul de vedere al dimensiunilor relevante pentru fiecare segment ºi al stilului de
consum al acestora. 

Cuvinte-cheie: tineri, VALS, metodologia Q, segmentare proiectivã.

Abstract

The „young people“ represent a demographic segment of increasing importance for the commercial mar-
ket. Moreover, the psychographic and consumer features of this segment are constantly changing in now-
days society, thus asking for a different approach in marketing and advertising strategies. This approach calls
for the need of understanding the dinamics of young people’s lifestyles and behaviours, which represents
the purpose of the study summarized hereinafter.

The study conducted between 2007-2008 among young people with ages between 16 and 24 years old
implies a composite methodology. The first phase, the qualitative part, consisted in eight focus groups held
in the most important Romanian cities with over 200,000 inhabitants. This phase aimed at identifying the
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common features of the young people segment in the current Romanian society and resulted in the identifi-
cation of fourteen such common dimensions. The second phase was conducted by Q technology on a repre-
sentative sample for the cities with more than 200,000 inhabitants and started out from the operalization of
those fourteen dimensions. The final objective was to make a segmentation of the young people based on
their interest dimensions. The identified segments are the following: the old fogy youngster, the tough-minded
ambitious, the puzzle-headed/dim pesimist, the opportunist and the neighbourhood rebel. The largest part of
the article details the description of the five identified segments, with focus on the relevant dimensions and
the consume behaviour of each one

Key words: young people, VALS, Q methodology, projective segmentation.

Introducere

Tinerii joacã în multe þãri rolul de „expert al familiei“ ºi în aceastã calitate influenþeazã
considerabil deciziile de cumpãrare ale membrilor acestora în aproape 75% din cazuri, indifer-
ent de categoria din care fac parte produsele care urmeazã a fi achiziþionate (Sheriff ºi Nagesh,
2007). Ei sunt de asemenea cel mai fidel predictor al categoriilor de produse ºi brand-urilor
care vor fi considerate „populare“ în viitor de cãtre cea mai mare parte a consumatorilor dintr-o
piaþã. În aceste condiþii nu este de mirare cã tinerii reprezintã unul dintre cele mai atractive
segmente de consumatori pentru foarte multe brand-uri, fiind de aceea „curtat“ cu asiduitate
de cãtre marketeri ºi advertiseri. În unele þãri tinerii reprezintã aproape 70% din grupul þintã
al campaniilor de advertising (Sheriff ºi Nagesh, 2007). 

Cel mai adesea informaþiile privind valorile ºi stilurile de viaþã ale consumatorilor sunt
obþinute prin demersuri de segmentare a indivizilor dintr-o anumitã piaþã. Kotler (1998) împarte
studiile de segmentare în patru categorii: (1) geografice, (2) socio-demografice/ sociografice,
(3) psihografice/ de valori ºi stiluri de viaþã ºi (4) comportamentale. Vyncke (2002) le împarte
la rândul lui în trei mari categorii: (1) în funcþie de comportamente relevante ale consumato-
rilor în raport cu produsul / categoria; (2) în funcþie de caracteristicile fizice generale ale con-
sumatorilor (de exemplu, parametri geografici, demografici, socio-economici etc.) ºi (3) în
funcþie de caracteristici psihologice ale consumatorilor. Vyncke (2002) observã cã oricare ar
fi numãrul criteriilor dupã care pot fi realizate aceste studii, regãsim întotdeauna categoria
studiilor psihografice. Aceastã categorie este atât cea mai profundã, cât ºi cea mai cuprinzã-
toare. Ea include de regulã informaþii provenite din primele douã, care slujesc de regulã ca
puncte de sprijin pentru construcþia profilurilor psihografice. Termenul „psihografic“ desem-
neazã într-un sens larg orice sistem care utilizeazã variabile psiho-sociale pentru a descrie
consumatorii (Englis ºi Solomon, 1995). Acestea sunt de regulã trãsãturi de personalitate, con-
stelaþii de valori, stiluri de viaþã, atitudini, opinii, interese etc. Cei mai mulþi autori considerã
cã valoarea predictivã a segmentãrilor psihografice în ceea ce priveºte comportamentele de
consum ale indivizilor este semnificativ mai ridicatã decât a celor realizate folosind criterii
generale (de pildã, geografice, demografice sau socio-economice) (Frank, Massy ºi Wind,
1972; Wells, 1975). Motivul principal este faptul cã deºi datele de tip socio-economic sunt
mai uºor de observat ºi cuantificat (ºi de aceea de regulã mai precise), ele nu oferã însã infor-
maþii suficient de bogate, profunde ºi „pline de culoare“ despre motivaþiile care stau la baza
deciziilor ºi comportamentelor de consum ale indivizilor.
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Studiile psihografice oferã astfel o perspectivã plinã de insight-uri asupra consumatorilor,
permiþând construirea unor profiluri consistente dar ºi pline de viaþã privind pattern-urile lor
de viaþã, obiceiurile de muncã, comportamentele de petrecere a timpului liber, interese de
viaþã, percepþia de sine, aspiraþii, frustrãri, credinþe ºi opinii despre lume ºi viaþã etc.

De aceea înþelegerea valorilor, atitudinilor ºi comportamentelor tinerilor este un aspect
extrem de important pentru construirea unor strategii de comunicare eficiente. 

În 2007-2008 agenþia de publicitate Leo Burnett a realizat în colaborare cu compania de
cercetare ºi consultanþã D&D Research un studiu de tip valori ºi stiluri de viaþã intitulat Leo
Youth. Cercetarea a plecat de la nevoia agenþiei de publicitate ºi a principalilor sãi clienþi de
a înþelege mai profund dinamica stilurilor de viata si de consum ale tinerilor români in con-
textul schimbãrilor sociale si tehnologice actuale ºi e avut ca obiectiv principal realizarea unei
segmentãri proiective a tinerilor din România.

Metodologia studiului Leo Youth

Studiul LeoYouth s-a desfasurat in principalele oraºe din România cu populaþie de peste
200.000 de locuitori. Studiul a avut doua componente. Prima componentã a fost de tip cali-
tativ ºi a avut ca principal obiectiv identificarea elementelor pe care le au in comun tinerii
romani cu vârsta între 16 ºi 24 de ani din mediul urban. Ea a constat in realizarea a ºase sesiuni
de focus-grupuri care au folosit o abordare exploratorie. Acestea au urmãrit sã identifice prin-
cipalele dimensiuni ale stilurilor de viaþã ale tinerilor romani care pot avea legãturã cu com-
portamentul lor de consum. Au fost identificate 14 astfel de dimensiuni: (1) petrecerea timpului
liber; (2) jocuri si sport, educaþie; (3) carierã, modele de succes / influenþatori; (4) aºteptãri de
la viaþã, emigrare; (5) muzicã; (6) tehnologie si gadget-uri, (7) lectura, informare si Internet;
(8) advertising si brand-uri; (9) caracterizare proprie; (10) viata sentimentala si sex; (11) dis-
criminare; (12) resurse financiare / bani; (13) sãnãtate; (14) îmbrãcãminte.

Cea de-a doua etapã a avut ca obiectiv principal segmentarea tinerilor vârsta între 16 ºi
24 de ani din mediul urban din România în funcþie de valorile ºi stilurile lor de viaþã. Obiec-
tivul secundar al studiului a fost de a înþelege comportamentele tinerilor în principalele roluri
ºi status-uri pe care le adoptã. A fost utilizat un eºantion multistadial pe cote de 471 de subiecþi,
reprezentativ naþional urban pentru oraºele peste 200.000 de locuitori. 

Cele 14 categorii conceptuale identificate în etapa calitativã au fost acoperite conceptual
prin 200 de afirmaþii care au format chestionarul de segmentare (setul Q).

Pentru etapa de segmentare a fost utilizatã Metodologia Q. Aceasta permite culegerea unor
seturi de date care sunt înalt compatibile cu demersul de segmentare a unui public þintã. Com-
patibilitatea îºi trage soliditatea din douã funcþii majore ale Metodologiei Q: (1) înlesneºte
punerea în operã a unei analize factoriale care determinã numãrul, formã ºi ponderea segmen-
telor în eºantionul general ºi (b) suportã realizarea unor analize de facturã calitativã a con-
figuraþiei fiecãrui segment, care permit înþelegerea de profunzime a mecanismelor care animã
fiecãruia dintre acestea. 

Printre principalele caracteristici distinctive ale Metodologiei Q care au fãcut-o potrivitã
pentru acest tip de demers se numãrã: 
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(1) Faptul cã este o abordare borderline, în acelaºi timp cantitativã ºi calitativã. Metodolo-
gia Q se fundamenteazã pe evaluarea de cãtre respondenþi a unui set simplu de afirmaþii, refe-
ritoare în cazul nostru la valori ºi stiluri de viaþã, care sunt însã extrase prin efectuarea unor
paºi calitativi premergãtori ºi nu prin simpla exersare a opiniilor profesionale „educate“ ale
cercetãtorului (armchair science). Cu alte cuvinte afirmaþiile care se calificã în setul final,
evaluat de cãtre target, sunt generate într-un pas anterior, chiar de cãtre acesta. Metodologia
Q nu încearcã sã atribuie valori unor teme ºi categorii identificate de cãtre cercetãtor, ci încearcã
sã identifice ºi sã înþeleagã „subiectivitãþile“ participanþilor la studiu. Afirmaþiile din setul Q
sunt apoi prelucrate cantitativ prin analizã factorialã, rezultând segmente descrise prin scoruri
precis mãsurate. Aceastã fazã a metodologiei este pur cantitativã ºi este urmatã de o fazã mixtã
în care segmentele sunt înþelese atât prin scorurile mãsurate cât ºi prin compararea calitativã
a modului în care se grupeazã afirmaþiile. 

(2) Implicã respondenþii. Una dintre problemele fundamentale de care se loveºte cercetarea
de marketing þine de existenþa unui nivel redus de implicare a participanþilor la un studiu în
evaluãrile pe care le fac. Metodologia Q presupune dezvoltarea unei interacþiuni intense între
operatorul care aplicã în teren chestionarul ºi respondent. Aceasta este în acelaºi timp com-
binatã cu folosirea unui sistem de evaluare a afirmaþiilor atipic, provocator. 

(3) Permite mãsurarea diferenþiatã a opiniilor respondenþilor. Ca sã rezolve problema eva-
luãri în bloc ale întrebãrilor unui chestionar (supraevaluarea celor pozitive, respingerea celor
ºi notarea cu scoruri medii celor pe care nu le cunosc), Metodologia Q ºi-a definit o metodã
proprie de evaluare a itemilor care forþeazã respondentul sã acorde scoruri de tip Likert numai
dupã niºte rigori clare. Un numãr fix, dar redus de afirmaþii pot primi scorurile extreme (minim
ºi maxim), un numãr fix, dar mai ridicat de afirmaþii pot primi scorurile pozitive ºi negative
înalte iar cele mai multe, dar tot limitate la un numãr fix, pot primi scorurile medii. Pentru a
putea permite evaluarea ºi plasarea fiecãrei afirmaþii în matricea (cu distribuþie normalã)
descrisã mai sus Metodologia Q sugereazã folosirea unor paºi simpli, intermediari care forþeazã
respondentul sã evalueze, comparativ, fiecare item cu fiecare, de câteva ori (Iliescu, 2005).

(4) Este pur exploratorie. Metodologia Q permite segmentarea exploratorie a participanþilor
ºi nu doar o clusterizare post facto a acestora. Cu alte cuvinte aceastã metodã utilizeazã pro-
ceduri statistice care, în baza asemãnãrilor ºi diferenþelor dintre opiniile respondenþilor, indicã
criterii de comunalitate a acestora, care ulterior sunt folosite pentru identificarea segmentelor.
Indivizii care fac parte dintr-un segment dat sunt „extrem de asemãnãtori“, adicã au o con-
figuraþie predominantã de caracteristici specificã segmentului din care fac parte. Cu toate aces-
tea ei nu sunt „forþaþi“ în segment în bazã unui set de criterii predeterminate ci sunt componenþa
formatoare organicã a acestuia prin chiar structurã lor de percepþii, atitudini ºi comportamente. 

(5) Permite segmentarea indivizilor. Analiza factorialã specificã metodologiei Q are o trãsã-
turã unicã care reiese din felul în care încearcã sã foloseascã datele obþinute pentru a înþelege
tema cercetatã: obiectivul central al investigãrii datelor este acela de a determina grupurile
de indivizi. Analiza Q segmenteazã persoanele ºi nu doar afirmaþiile acestora. Pentru aceasta
utilizeazã ca ºi eºantion de analizã domeniile conceptuale în care aceºtia îºi exprimã opiniile.
Prin comparaþie, abordarea clasicã (R) utilizeazã mãsurãtorile pentru fiecare item în prelu-
crãri al cãror scop este sistematizarea opiniilor unui grup de consumatori teoretizat ca fiind
reprezentativ pentru un univers de cercetare dat. Cu alte cuvinte este o abordare în oglindã:
în vreme ce abordarea clasicã R pleacã de la analiza opiniilor unor indivizi pentru a descrie
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un eºantion dat, analiza Q porneºte de la analiza indivizilor pentru a descrie un domeniu ideatic,
un câmp de opinii pe o problemã datã, în cazul nostru valori ºi stiluri de viaþã (Iliescu, 2005).

(6) Este multidimensionalã. Analiza factorialã de tip Q presupune o abordare teoreticã di-
feritã de analiza de tip R-factorial în ceea ce priveºte analiza relaþiilor dintre variabile. În ana-
liza factorialã R se presupune cã factorii au o relaþie de tip „unul la unul“ cu constructele
analizate. Acestea sunt distribuite pe o scalã univariatã, ceea ce subliniazã pattern-urile obser-
vate în analiza datelor. În cazul analizei Q, segmentele reprezintã pattern-uri de comporta-
mente complexe care nu sunt distribuite într-o manierã inteligibilã pe niciun tip de scalã
univariatã (Stephenson, 1953). De aceea, fiecare dimensiune a metodei Q (sau factor) defineºte
mai mult decât un singur pattern de comportament. Profilurile determinate de aceasta repre-
zintã mai degrabã „tipuri ideale“ de subiecþi, care sunt determinate din aglomerarea carac-
teristicilor pofilelor indivizilor care ocupã poziþii similare în spaþiul definit de factorii Q (Lesser
ºi Hughes, 1986).

(7) Segmenteazã necorelat. Analiza factorialã de tip Q genereazã segmente ortogonale care
tind sã aibã corelaþie nulã între ele. Prelucrarea matematicã care duce la extragerea segmentelor
are ca obiectiv obþinerea unor segmente pure care (luate în ansamblu) nu au similaritãþi de
nici un fel. 

Rezultatele studiului

LeoYouth a identificat cinci profiluri distincte de tineri, descrise de cinci stiluri de viaþã
ºi de consum diferite: (1) tânãrul de modã veche (29.7%), (2) ambiþiosul calculat (19.2%),
(3) pesimistul confuz (17.2%), (4) oportunistul (15.8%) ºi (5) rebelul de cartier (17.9%).

Segmentul 1. Tinerii conservatori de modã veche sau noii protestanþi (29.7%)

Unul din elementele puternic specifice tinerilor din acest segment este prezenþa unei anume
seriozitãþi care funcþioneazã atât în relaþia cu sine, cât ºi cu mediul exterior. Aceastã serio-
zitate constã în exersarea unei perspective echilibrate ºi în acelaºi timp cumva „sobrã“ asupra
vieþii actuale, dar ºi a aºteptãrilor faþã de viitor. Tinerii din acest segment opereazã deja cu
valori care sunt specifice mai degrabã adulþilor ºi surprind prin chiar faptul cã au astfel de
preocupãri, prin felul în care prioritizeazã în harta lor mentalã elementele care þin de carierã,
de viitor, de aspiraþii, de modele tradiþionale de viaþã etc. Ei îºi admirã ºi apreciazã propriile
familii ºi considerã cã acestea sunt modele de urmat în viaþã. 

Au tendinþa de a atribui cauzele succesului eforturilor personale ºi nu cauzelor exterioare.
Ei considerã cã pentru a reuºi în viaþã au nevoie mai ales de putere de muncã ºi inteligenþã,
ºi nu de ºansa sau „netezirea“ drumului personal cãtre realizare prin relaþii, influenþã sau bani.
Cel mai important element al unei cariere este capacitatea de dezvoltare ºi evoluþie perma-
nentã, posibilitatea de a evolua ºi avansa cãtre noi provocãri ºi responsabilitãþi. 

Au o legãturã solidã cu lumea modernã, sunt familiarizaþi ºi dependenþi de cele mai im-
portante gadgeturi ale acesteia – cele care þin de comunicarea cu ceilalþi: Yahoo Messenger,
telefon mobil etc. Ei percep însã elementele tehnologiei în primul rând ca pe niºte instru-
mente utile în viaþa pe care o duc, ºi doar secundar ca ºi componente ale imaginii sau sta-
tusului personal. 
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Au o tendinþã naturalã cãtre a economisi ºi a cheltui cu moderaþie, caracteristici pe care
le apreciazã la ceilalþi. Ei nu numai cã sunt capabili sã-ºi producã singuri toþi banii de care
au nevoie, dar în acelaºi timp pot sã îi gestioneze cu uºurinþã atunci când au nevoie de un
produs care pare a fi deasupra puterii lor de cumpãrare. Felul în care îºi gestioneazã banii
reprezintã un criteriu important de evaluare a seriozitãþii ºi eficienþei sociale, în mãsura în
care aceºti tineri au tendinþa de a trãi în parcimonie, fãrã a „arunca“ banii pe distracþii, gad-
geturi sau elemente ostentative de vestimentaþie. 

Preferinþele muzicale ale tinerilor din acest segment au o structurã mai degrabã banalã,
ele nefiind spectaculoase, sau mãcar clar conturate. Ele se îndreaptã cãtre „ceea ce este actual“,
difuzat în acel moment de posturile de muzicã, radio sau TV. Nu poate fi evidenþiatã o prefe-
rinþã cãtre un gen muzical anume, iar muzica este consideratã mai degrabã un simplu ele-
ment de diferenþiere faþã de alþi tineri.

Aceºti tineri au o viaþã socialã activã ºi bogatã. Ei au un cerc de prieteni apropiaþi ºi le
face plãcere sã se întâlneascã cu aceºtia. Totuºi, cel mai probabil, prietenii sunt selectaþi dupã
criteriul similaritãþii, ºi de aceea ei trebuie sã aibã acelaºi valori ºi stiluri de viaþã. Viaþa lor
nu este una boemã, alertã sau extravagantã. Frecventeazã doar ocazional cluburile, barurile
sau petrecerile, preferând sã se întâlneascã cu prietenii în locuri mai liniºtite, mai retrase ºi
„mai rezonabile ca preþ“.

Considerã cã banii nu trebuiesc aruncaþi sub nici o formã pe elemente de ostentaþie, iar
îmbrãcãmintea este un astfel de indicator. Singurul criteriu pe care îmbrãcãmintea trebuie
sã-l satisfacã este acela „de a fi în armonie cu cel care o poartã ºi a-l face sã se simtã bine“.
Brand-urile în sine nu au valoare, nu le reprezintã personalitatea ºi nici nu comunica „cât de
valoroºi sunt sau nu cei care le afiºeazã“. Acestea, ca ºi reclamele, sunt lucruri aflate mai
degrabã la periferia percepþiei ºi de aceea lipsite de importanþã, cu o excepþie pe care o vom
detalia în continuare. Legãtura cu brand-urile este una exigentã, bazatã pe aºteptãri ridicate
faþã de „prestaþia“ acestora. Se ataºeazã de brand-uri cel mult moderat; ei se aºteaptã mai
degrabã ca acestea sã se ridice la nivelul aºteptãrilor lor. În caz contrar sunt atât de deza-
mãgiþi, încât nu se mai „întorc niciodatã“ la brandul care i-a înºelat. 

Segmentul 2. Rebelul de cartier din sub cultura hip hop (17.9%)

Pentru aceºti tineri viaþa este un melanj eterogen de valori de viaþã, planuri solide de viitor,
hedonism, muzicã ºi tehnologie. Analiza aratã existenþa a trei direcþii majore specifice stilu-
lui de viaþã al segmentului 2: (1) nevoia de independenþã ºi libertate, de a funcþiona 100%
„pe cont propriu“, (2) nevoia de distracþie, de interacþiune puternic socialã realizatã prin par-
ticiparea la petreceri ºi (3) valorizarea înaltã a banilor ºi bunurilor materiale.

Tinerii din segmentul 2 sunt cu adevãrat imersaþi în cultura hip hop americanã aºa cum
este ea transmisã de cãtre media. Ei nu numai cã iubesc aceastã muzicã, dar aderã la majori-
tatea valorilor transmise de cãtre expozanþii genului: independenþã, libertate, spirit întreprinzã-
tor, asumare de riscuri, distracþie cu prietenii, materialism, familiarizare cu tehnologia ºi deloc
în cele din urmã, ostentaþie. Rebelul „de cartier“ este tânãrul materialist, libertin, care ascultã
hip hop ºi îºi face un obicei din a nega regulile ºi autoritatea. Mereu în cãutarea distracþiei
ºi a banilor, face din convingerile lui un stil de viaþã pe care îl afiºeazã nonºalant, prin ges-
turi ºi îmbrãcãminte. El se fereºte constant de constrângeri ºi obligaþii. Nu este ºi nu vrea sã
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fie angajat ºi sã aibã un loc de muncã stabil dar are o mare încredere în spiritul sãu între-
prinzãtor ºi capacitatea de a improviza ºi spera sã „învârtã“ cândva o afacere.

Segmentul 2 pune foarte mult accent pe propria iniþiativã, pe propriile dorinþe, pe pro-
priul potenþial ºi tinde sã evite sã îºi stabileascã modele exterioare ale succesului probabil în
proximitatea familiei, cel mai probabil pentru cã simte cã acest gen de acþiune i-ar diminua
impulsul personal. În acelaºi timp considerã cã inteligenþa ºi educaþia sunt condiþii necesare,
dar nu ºi suficiente ale succesului în viaþã. Ei recunosc necesitatea investiþiei în educaþie care
alimenteazã aportul personal la succesul social, dar în acelaºi timp considerã cã existã un ingre-
dient extern al acestuia: hazardul. Pe care ei îl pot controla doar într-o manierã indirectã prin
asumarea de riscuri.

Tinerii din segmentul 2 sunt puternic centraþi pe achiziþia ºi deþinerea de bunuri, gadget-uri
tehnologice ºi mai ales îmbrãcãminte, dar ºi pe nevoia de a atinge un status personal finan-
ciar foarte înalt. Tehnologia ºi gadget-urile sunt importante din douã puncte de vedere. Din
perspectivã funcþionalã ele asigurã în mare mãsurã contactul acestor tineri cu realitatea pe
care o îndrãgesc ºi din care considerã cã fac parte: muzica hip hop, interacþiunea cu prietenii
etc. Din perspectivã afectivã gadget-urile sunt importante ca ºi confirmatori de status – un
computer performant, un telefon de „ultimã generaþie“ sau mp3 player de calitate spun multe
celor din jur despre cel care le foloseºte.

Tinerii din acest segment pun foarte mult accent pe independenþa personalã manifestatã
sub mai toate direcþiile vieþii, pe care o trãiesc cu intensitate. Aceastã independenþã nu este
neapãrat cea a unui spirit profund liber, cât o formã de rebeliune faþã de presiunile sociale,
o reacþie determinatã de vectorii care tind, în timp ºi mai ales prin trecerea la maturitate, sã
traseze calea pe care un tânãr trebuie sã o parcurgã. Aceºti tineri îºi exprimã independenþa ºi
prin felul în care gestioneazã riscurile din viaþa lor; ei sunt niºte „jucãtori“ care se aflã în per-
manenþã „la masa de joc“ pentru cã gãsesc ºi îºi extrag plãcere din asumarea de riscuri. Sfi-
darea ºanselor reduse este un gest care prin sine alimenteazã sentimentul de libertate de care
tinerii din segmentul 2 au atât de mare nevoie.

Segmentul 2 manifestã faþã de muzica hip hop o preferinþã care este nu numai clarã prin
forþa ei în faþa oricãror altor genuri muzicale, dar este în acelaºi timp ºi exclusivã. Aceºti tineri
ascultã întotdeauna tot ceea ce este „la zi“ ºi preferã hip hop-ul care este în heavy rotation
la mai toate posturile TV sau radio specializate în muzicã. În acelaºi timp, le displac mai mult
sau mai puþin toate celelalte genuri muzicale, cu un accent pus pe faptul cã muzica româneascã
nu poate ºi nu are cum sã fie la fel de bunã ca muzica strãinã (îndeosebi cea provenitã din
cultura americanã). Ei au o relaþie specialã cu sub-genul muzical manele, aparent similarã cu
cea a celorlalþi tineri, dar care suportã însã câteva nuanþãri interesante. Relaþia tinerilor din
acest segment cu manelele este una denaturatã, care conþine în acelaºi timp dispreþ, dar ºi o
micã proporþie de atracþie stranie fundamentatã pe perceperea unor similaritãþi valorice. O
analizã atentã ne aratã cã în plan psihologic cultura hip hop pare sã aibã unele lucruri în comun
cu cea definitã de manele: opereazã cu valori similare privind distracþia ºi petrecerile, impor-
tanþa prietenilor ºi mai ales nevoia de afiºare ostentativ materialistã (The Bling). 

Tinerii din segmentul 2 pun un puternic accent pe distracþie ºi petrecerea timpului liber.
Ei preferã sã investeascã financiar în mersul în baruri ºi cluburi, pentru cã acest gen de acti-
vitate este consideratã în cel mai înalt grad ca fiind the real fun. Petrecerile sunt atât de impor-
tante, încât constituie unul din filoanele centrale ale vieþii acestor tineri. Cea mai importantã
trãsãturã a acestor petreceri este cea socialã, în speþã crearea oportunitãþii de a se simþi bine
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în compania prietenilor, sau de a se simþi apreciat de persoane din afara „gãºtii“, dar de re-
gulã din acelaºi sub grup cultural. În cazul tinerilor din segmentul 2, distracþia nu este nici o
motivaþie de viaþã, ºi nici un mecanism de relaxare sau o escapadã, ci mai degrabã un fel de
a fi care þine de puternica lor aderenþã la sub cultura hip hop, care dicteazã cã „aºa se întâm-
plã“ lucrurile în viaþã. 

„Rebelul“ are un stil de consum mai degrabã impulsiv. Cea mai mare parte din banii pe
care îi are „se duc“ pe distracþie, gadget-uri si haine. De obicei nu se „îndrãgosteºte“ de
brand-uri. Le apreciazã doar in masura in care „îºi fac treaba“ ºi „spun ceea ce trebuie“ de-
spre el, adicã atât timp cat ii reprezintã atitudinea ºi valorile în faþa celorlalþi. Ei manifestã
de asemenea un nivel scãzut de toleranþã la cei care sunt altfel decât ei. Îmbrãcãmintea este
chiar mai importantã, pentru cã hainele sunt cele care, dincolo de sentimentul de confort care
este ºi el prezent, îl fac pe cel care le poartã sã arate bine, mai ales în context social. Totuºi
tinerii din acest segment nu sunt foarte „agãþaþi“ de brand-urile cu renume sau de reclamele
la acestea. Atât timp cât gadget-urile ºi hainele îºi îndeplinesc rolurile funcþionale, brand-ul
nu este foarte relevant. La nivel declarativ acest fapt poate surprinde dacã ne gândim la speci-
ficul culturii hip hop. Totuºi, considerãm cã aceastã autonomie afectivã faþã de brand-uri este
prezentã pentru cã afilierea prea puternicã sau loialitatea faþã de acestea ar contrazice cumva
spiritul liber ºi nevoia de independenþã faþã de orice, care primeazã în cazul tinerilor din seg-
mentul 2.

Segmentul 3. Pesimistul confuz sau Reality Bites (19.2%)

Tinerii din segmentul „Pesimistul confuz“ au o atitudine scepticã ºi negativistã faþã de
ºcoalã, societate ºi mai ales viitor. Aceasta le-a insuflat un sentiment de neîncredere în forþele
proprii ºi de aceea nu prea ºtiu ce vor sã facã în viaþã. Nehotãrârea, împreunã cu lipsã com-
petitivitãþii ºi a spiritului întreprinzãtor, îi fac sã se adapteze cu dificultate la un loc de muncã.
Cei mai mulþi dintre ei au schimbat deja pânã acum mai multe job-uri din mai multe domenii,
ºi mai toate i-au dezamãgit. Sunt mai degrabã relaxaþi, dar aceastã relaxare are o dimensiune
de resemnare care se traduce direct ºi în comportamentul lor de consum: trãiesc din banii
pãrinþilor ºi nu depun eforturi deosebite pentru a îi gestiona. Îi cheltuiesc impulsiv, ne-reuºind
niciodatã sã economiseascã, nici chiar atunci când îºi doresc sã achiziþioneze un produs impor-
tant pentru þinerii de vârstã lor (de exemplu, un telefon de ultima generaþie).

Persoanele din acest segment au în moment o percepþie mai degrabã pesimistã asupra
viitorului, chiar dacã viziunea asupra prezentului este una pozitivã. Astfel, deºi considerã cã
au semnificativ mai multe oportunitãþi de carierã sau de viaþã decât pãrinþii lor ºi cã au o viaþã
mai bunã decât aceºtia, viitorul li se pare sumbru, mai ales din punct de vedere financiar.
Lipsa spiritului întreprinzãtor, precum ºi evitarea situaþiilor competitive, creioneazã portre-
tul unor tineri neîncrezãtori, sceptici ºi resemnaþi înainte de vreme.

Scepticismul profund la adresa sistemului educaþional autohton este amplificat ºi de o neîn-
credere profundã cu privire la ºansele pe care un tânãr le poate avea ca sã reuºeascã profe-
sional în România, indiferent de nivelul de pregãtire pe care l-ar avea. Din acest motiv nu ar
ezita sã pãrãseascã þara la prima oportunitate serioasã care li s-ar ivi. Sunt persoane nehotãrâte,
care nu ºtiu ce drum ar dori, sau ar trebui sa urmeze în viaþã. Nu au reuºit sã decidã încã ce
meserie ar dori sã practice în viitor, ºi nu au nici cea mai micã idee ce vor face în urmãtori
câþiva ani.
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Tinerii din segmentul 3 simt cã cel mai important lucru este sã le placã munca pe care o
fac ºi cã aceasta sã le ofere sentimentul cã au posibilitãþi reale de avansare ºi dezvoltare în
carierã. Nivelul de salarizare este foarte important ºi de aceea refuzã din start ideea de a lucra
pentru o perioadã de timp pentru o remuneraþie scãzutã sau chiar fãrã platã (de exemplu,
perioadã de probã, internship etc.). 

Persoanele care compun acest segment preferã sã asculte în principal muzica la modã, în
special pop ºi rock. Nu apreciazã deloc jazz-ul ºi hip-hop-ul ºi urãsc muzica popularã ºi mai
ales manelele. 

Chiar dacã educaþia ºi cariera ocupã un loc important în viaþa persoanelor din acest seg-
ment, ele ºtiu ºi sã se distreze, cãutând tot timpul sã menþinã un echilibru între aceste douã
faþete. Sunt persoane active, care au ca modalitãþi principale de petrecere a timpului liber
cumpãrãturile, concertele ºi petrecerile. Urãsc sã stea în casã, fie cã este vorba de a sta în
faþa televizorului, de a petrece timp cu familia, sau de a se juca la calculator. Încearcã pe cât
posibil sã îºi petreacã timpul liber în oraº, alãturi de prieteni. În acelaºi timp însã, modul lor
de distracþie este oarecum conservator ºi convenþional, în sensul cã preferã sã frecventeze în
general aceleaºi locuri ºi sã evite locaþiile la modã. 

Dat fiind cã mersul la cumpãrãturi este una din principalele modalitãþi de petrecere a tim-
pului liber, s-ar putea crede cã tinerii din acest segment pun mare preþ pe brand-urile pe care
le cumpãrã, ºi implicit pe advertising. Realitatea este însã cã nici pentru acest segment aceste
lucruri nu conteazã. „Pesimiºtii“ sunt segmentul cel mai puþin sensibil la brand-uri. Acestea
le atrag atenþia mai ales atunci când ii dezamãgesc, iar consecinþa directã este evitarea lor pe
viitor. Ei nu pun mare preþ pe brand-urile hainelor pe care le cumpãrã, atât timp cât acestea
sunt confortabile ºi le vin bine. 

Segmentul 4. Ambiþiosul calculat sau generaþia Tech (19.2%)

Ambiþiosul calculat este tânãrul obiºnuit sã i se spunã cã „eºti prea matur pentru vârsta
ta“. ªi-a planificat deja viitorul ºi lucreazã deja la atingerea obiectivelor pe care ºi le-a sta-
bilit din vreme. Are un pronunþat spirit întreprinzãtor ºi simte cã ºi-a luat deja viaþa în pro-
priile mâini. Este optimist ºi are încredere atât în el, cât ºi în viitor în general. Nu se gândeºte
sã plece din þara ºi vrea sã continue ceea ce a început aici. Lucreazã ºi se întreþine singur, dar
a plãtit însã pentru independenþa financiarã cu viaþã personalã ºi timpul sau liber. Chiar dacã
a acceptat cã a renunþat la distracþie în favoarea muncii, el încearcã constant sã îºi regãseascã
echilibrul între viaþã personalã ºi cea profesionalã. 

Tinerii din segmentul 4 sunt cei mai familiarizaþi cu tot ceea ce înseamnã tehnologie. Nu
numai cã nu sunt intimidaþi de curentul tehnologizant, dar chiar considerã toate gadget-urile
moderne ca fiind esenþiale pentru progres. Atât calculatorul, cât ºi telefonul mobil, aparatul
foto, sau mp3-player-ul sunt accesorii foarte importante pentru aceºti tineri. Sunt consuma-
tori ºi utilizatori fervenþi ai Internet-ului, atât pentru a cãuta informaþii necesare la ºcoalã sau
pentru pasiunile lor, cât ºi pentru a fi activi în diverse comunitãþi online (forum-uri, blog-uri
etc.). Le place sã îºi citeascã e-mail-urile zilnic ºi au obiceiul de a accesa frecvent site-uri
care de informaþii ºi conþinut. 

În ceea ce priveºte veniturile, tinerii din segmentul 4 sunt deja pe cont propriu. Ei nu trã-
iesc din banii pãrinþilor, reuºind sã se întreþinã singuri. Sunt firi echilibrate ºi chibzuite, care
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ºtiu sã îºi gestioneze banii astfel încât sã le ajungã mai mult timp, ºi cedeazã foarte rar impul-
sului de moment.

Tinerii din acest segment sunt cei care susþin cu cea mai mare tãrie cã le-a plãcea sã trã-
iascã în continuare în România. Mai mult, ei resping cel mai vehement ideea de a pleca din
þarã ºi de a nu se mai întoarce, chiar dacã ar avea acces la oportunitãþi în strãinãtate. Chiar
dacã în acest moment nu sunt pe deplin hotãrâþi ce meserie ar vrea sã practice, cei mai mulþi
îºi doresc ca sã aibã afacerea lor proprie, fiind convinºi cã lucrurile nu pot merge mai rãu în
viitor. Aceºti tineri sunt de altfel foarte preocupaþi de viitor, ºi nu concep sã lase lucrurile sã
meargã de la sine deoarece sunt genul care îºi planificã cu grijã paºii pe care îi au de urmat
în viaþã.

Tinerii care fac parte din acest segment au intrat deja în cursa pentru realizare profesio-
nalã ºi construirea unei cariere. Este interesant faptul cã nu considerã cã educaþia formalã
este absolut necesarã pentru atingerea obiectivelor lor de viaþã. Acest segment este cel care
neagã cel mai vehement ideea cã este neapãrat nevoie sã termini o facultate pentru a reuºi în
viaþã. Au convingerea cã pentru a reuºi în carierã nu au nevoie decât de putere de muncã,
inteligenþã ºi prieteni care sã le fie alãturi atunci când au nevoie. Acestea sunt ºi motivele
pentru care admirã persoanele inteligente ºi nu pun mare preþ pe cele care au bani, dar nu
demonstreazã cã îi ºi meritã. Credinþa cã poþi reuºi în viaþã fãrã a se baza pe ºansã sau relaþii,
sau fãrã a fi nevoit sã oferi mitã sau cadouri, ne creioneazã din acest punct de vedere portre-
tul unor tineri încrezãtori în sine, hotãrâþi, ºi care sunt gata sã depunã eforturi susþinute pen-
tru a avea succes în viaþã.

Muzica nu reprezintã un element foarte important în viaþa tinerilor din acest segment. Cel
mai reprezentativ element în ceea ce priveºte muzica pe care o ascultã, este faptul cã sunt de
pãrere cã muzica mai veche, deja consacratã ºi validatã de trecerea timpului, este mai de ca-
litate decât cea din prezent. 

Tinerii din acest segment se confruntã deja cu o restrângere a timpului rezervat distracþiei
sau relaxãrii. Ei petrec cel mai puþin timp în faþa televizorului sau alãturi de prieteni. Chiar
dacã afirmã cã le place distracþia, în cazul lor lipsesc toate elementele care ar trebui sã fie
specifice acestui stil de viaþã: mersul în cluburi / discoteci, la cinema, cititul etc. Faptul cã
afirmã cã preferã sã aloce timp pasiunilor lor este încã un indiciu cã preferã sã îºi petreacã
timpul liber în universul lor propriu. În ocaziile în care ies în oraº, preferã sã îºi petreacã tim-
pul cu prietenii foarte apropiaþi, deoarece urãsc ideea de „gaºcã“. 

„Ambiþiosul calculat“ cautã de obicei brand-uri care sã-l reprezinte. ªi deseori îºi formeazã
pãrerea despre ceilalþi în funcþie de brand-urile pe care aceºtia le afiºeazã sau le folosesc.

Segmentul 5. Oportuniºtii sau cyber-maneliºtii (15.8%)

Din punct de vedere al structurãrii pe tipurile de preocupãri, acest segment este axat pe
(a) o atracþie extraordinarã faþã de computer ºi internet ca mijloace de comunicare, (b) o vi-
ziune despre viaþã care pune banii, familia ºi prietenii pe primul plan, (c) preferinþa pentru
manele ºi stilul de viaþã asociat lor ºi (d) o atitudine principial axatã spre „a te descurca“ ºi
care respinge conceptul de efort personal susþinut.

Avem în acest segment un melanj de tineri care sunt maneliºti internet-savvy, care uti-
lizeazã pentru comunicare în mod extensiv computerul ºi telefonul mobil. Aceºti tineri sunt
foarte orientaþi spre tehnologie ºi puternic atraºi de ea. Recunosc cã se descurcã minunat cu
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toate aparatele ºi cã au darul de a se obiºnui rapid cu orice tip de aparaturã nouã. Cel mai
important obiect din avalanºa tehnologicã este computerul, deºi sunt puternic legaþi ºi de tele-
fonul mobil. 

Stilul lor de viaþã este orientat spre trãirea clipei ºi este bazat pe un optimism difuz faþã
de viitor, grefat de convingerea cã „se vor descurca cumva“. Idealul ºi modelele lor de com-
portament nu exceleazã prin putere de muncã, prin construcþie cugetatã sau prin educaþie, ci
prin capacitatea rarã de a identifica oportunitãþi ºi de a „se descurcã“. Obiectivul cel mai impor-
tant în viaþã îl reprezintã reuºita socialã definitã prin accesul la venituri superioare, dar aderã
de asemenea la valori precum familia ºi prietenii.

Lectura nu este nici pe departe importantã pentru aceºti tineri. Citesc puþin ºi doar pen-
tru cã ºcoala îi obligã, considerând cã lectura este lipsitã de sens practic ºi cã nu îi va ajuta
cu nimic în viaþã. Aceºti tineri sunt puternic orientaþi spre tehnologie ºi preferã sã citeascã
absolut orice în format electronic. 

Aceºti tineri sunt fundamental optimiºti. Viitorul le este foarte clar, fiind orientat din nou
spre valoarea cea mai importantã pentru ei, anume banii ºi instrumentele pentru a îi obþine.
Optimismul este marcat ºi de o motivaþie puternicã pentru mobilitate socialã ascendentã. Evi-
dent, în consonanþã cu imaginea pe care deja ne-am fãcut-o despre aceºti tineri, planurile lor
sunt difuze ºi definite abstract de direcþii ºi obiective majore, care sunt foarte clare pentru cã
nu s-au concretizat în aspecte pragmatice. Aceºti tineri nu cunosc conceptul de carierã, ci au
doar o vagã opinie despre faptul cã la un moment dat vor trebui sã munceascã. Planurile lor
de viitor sunt legate de România ºi de aceea nu intenþioneazã sã emigreze. Modelele de suc-
ces sunt foarte bine conturate pentru aceºti tineri: ca sã reuºeºti în viaþã ai nevoie de bani ºi
de ºansã. Recunosc cã admirã cel mai mult la o persoanã inteligenþa, însã au o definiþie per-
sonalã a acesteia: este inteligent cel care ºtie sã se descurce ºi sã profite de oportunitãþi,
investind minim efort în muncã ºi maxim de timp în a-ºi trãi viaþa ºi a se distra. Atitudinea
lor faþã de bani ºi câºtigul material este vizibilã din felul în care se comportã în prezent (Pen-
tru a reuºi în viata ai nevoie de bani). La acest moment nu îºi câºtigã proprii bani, ci recunosc
cu nonºalanþã cã trãiesc din banii pãrinþilor, pe care îi cheltuiesc în special pe haine ºi pe dis-
tracþie, fãrã a-i drãmui în mod deosebit sau a încerca sã economiseascã în vreun fel. În gene-
ral atitudinea lor faþã de bani este grefatã pe „aici ºi acum“, acest lucru fiind vizibil nu doar
din faptul cã cea mai mare parte din ei cheltuiesc instantaneu orice bani ar primi, ci ºi din
faptul cã preferã bani în format cash, decât pe card.

Preferinþele muzicale ale acestor tineri sunt de cel mai mare interes, cãci pentru ei este
destul de clar cã muzica româneascã este „mai de calitate“ decât cea strãinã. În acest spirit,
nu este de mirare cã segmentul 5 este singurul care recunoaºte deschis cã preferã manelele
oricãrui alt gen muzical. Ba mai mult, aceºti tineri considerã cã muzica pe care o ascultã îi
defineºte. Iar pentru ca imaginea manelistului sã fie clarã pânã la capãt, celelalte genuri muzi-
cale (hip-hop, pop etc.) le sunt mai mult sau mai puþin neutre – cu excepþia unui singur gen,
pe care îl resping cu o virulenþã neaºteptatã: rock-ul.

Tinerii din acest segment sunt foarte puþin înclinaþi spre studiu sau educaþie în general.
Preferã sã îºi petreacã timpul liber în activitãþi de aer liber, la munte sau ieºind în oraº. Sunt
foarte sociabili ºi preferã compania prietenilor în toate aceste ieºiri. În acelaºi timp, sunt foarte
„computer savvy“, petrec mult timp pe internet þinând un contact permanent cu prieteni reali
sau virtuali. Petrec foarte mult timp pe chat sau messenger. 
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Aceºti tineri sunt orientaþi spre brand-uri, dar nu spre publicitate, ceea ce este o preferinþã
interesantã, dar consonantã cu imaginea deja creionatã. Ei recunosc cã au brand-uri prefe-
rate, pe care le schimbã cu greu, ºi cã prestigiul acestora este important pentru ei doar în mãsura
în care îi caracterizeazã ºi le asigurã vizibilitate socialã. Avem aºadar imaginea unor tineri
pentru care brand-urile sunt importante doar dacã le definesc personalitatea in faþa celorlalþi,
le asigurã vizibilitate ºi le pot conferi status social. Sunt însã neutri ºi reci faþã de fenomenul
publicitar, formându-ºi opinia despre brand-uri exclusiv din alte surse. Cea mai frecventã ºi
mai influentã este reprezentatã de prieteni ºi cunoscuþii cu aceleaºi valori ºi stiluri de viaþã.

Concluzii

Pãstrând în minte faptul cã tinerii nu formeazã o categorie globalã, fiind diferenþiaþi într-o
mai mare mãsurã decât adulþii de vârstã ºi aspiraþii, putem spune cã studiul LeoYouth descrie
portretul unei generaþii paradoxale, puternic angrenate in noul context tehnologic. Viata lor
sociala se muta, treptat, in mediul virtual. Messenger-ul si chat-ul sunt folosite de marea ma-
joritate a tinerilor, mulþi dintre ei spunând ca au prieteni pe care nu i-au întâlnit în realitate.
Se pare cã, în curând, id-urile de messenger vor ajunge sã circule mai mult decât numerele
de telefon.

Tinerii români sunt hedoniºti ºi dominaþi de tehnologie, pragmatici, mai interesaþi de cât
pot câºtiga decât ce pot oferi, deschiºi cãtre consumerism, puternic influenþabili de media,
impulsivi ºi echilibraþi, familiºti ºi hedoniºti, optimiºti dar lipsiþi de încredere în sine ºi în
ceilalþi. Deºi sunt optimiºti, mulþi dintre ei considerã cã pentru a reuºi în viaþã trebuie une-
ori sã apelezi ºi la metode neortodoxe (cum ar fi mita). Nu ºtiu foarte clar ce or sã facã în
viitor, preferând sã trãiascã clipa ºi sã experimenteze. Ce ºtiu, totuºi, este cã (pe mulþi din-
tre ei) îi tenteazã ideea de emigrare ºi cea de a face afaceri. Sunt înclinaþi cãtre mobilitate ºi
pleacã cu plãcere în vacanþe, mai ales în grup.

Cea mai mare parte a banilor pe care îi au este alocatã distracþiei ºi ieºitului în oraº. Tim-
pul liber este preþuit mai mult decât banii pe care îi câºtigã. Tinerii par familiºti, dependenþi
financiar de pãrinþi, ºi se lasã influenþaþi de aceºtia, mai ales ca îi ºi admirã ca persoane. Deºi
se considerã de multe ori impulsivi, atunci când au un motiv suficient de puternic ºtiu sã îºi
împartã banii astfel încât sã le ajungã. Hainele ºi gadget-urile sunt obiectele pe care se duce
o mare parte din bani. Achiziþiile se fac de multe ori la sfatul sau sub influenþa prietenilor.
Deºi mulþi se declarã agasaþi de publicitate, apreciazã brand-urile ºi discuta cu prietenii despre
reclamele preferate. De multe ori considerã cã produsele de calitate sunt în mod necesar
scumpe, ºi strâng bani pentru a le cumpãra. Încearcã sã facã sport ºi sã mãnânce sãnãtos, însã
de cele mai multe ori intenþiile lor „eºueazã“ în fast-food-uri ºi în faþa televizoarelor, moti-
vaþia principalã fiind lipsa banilor.

Au un grup restrâns de prieteni adevãraþi, în care au încredere, cu care se sfãtuiesc ºi al
cãror exemplu îl urmeazã. Acesta pare sã fie ºi mecanismul predominant de propagare a modei,
atât vestimentare cât ºi tehnologice. Provocarea pentru brand-uri este, în primul rând, sã pene-
treze aceste grupuri de prieteni, de multe ori legate datoritã preferinþelor comune în materie
de muzicã.
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Rezumat

Aceastã lucrare prezintã rezultatele unui studiu pe un eºantion de 706 studenþi din ºase oraºe din Româ-
nia, desfãºurat în perioada 2007-2008. Scopul studiului a fost sã identifice în ce mãsurã existã o subculturã
emergentã a creativilor culturali în România (în termenii lui Paul Ray ºi Sherry Ruth Anderson).

Globalizarea le impune comunitãþilor sã îºi reconsidere alegerile ºi sã îºi imagineze strategii de adaptare
la o nouã ordine socialã. Interpretarea culturii drept culturã a consumului este doar una din transformãrile
profunde ale culturii în lumea contemporanã, alãturi de omogenizare (sau, dimpotrivã, eterogenizare) ºi dete-
ritorializare. Transformarea bunurilor culturale în mãrfuri cu valoare de piaþã meritã a fi analizatã, pentru a
înþelege care este impactul globalizãrii asupra sistemelor de valori. 

Acest studiu urmãreºte schimbãrile pe care cultura globalã le produce în puterea simbolicã a comunitãþilor,
descriind impactul valorilor promovate de cultura de consum asupra practicilor culturale ale tinerilor din
România. 

Cuvinte-cheie: culturã globalã, culturã de consum, subcultura creativilor culturali, putere simbolicã, pa-
tternuri de consum.

Abstract 

This paper presents the results of a study conducted between 2007-2008 on a sample of 744 students in
6 cities in Romania. The study was conducted in view of finding whether the subculture of ‘cultural cre-
atives’, in the terms of Paul Ray and Sherry Ruth Anderson, is emerging in Romania. This study follows the
changes that global culture enforces on the communities’ symbolic power, by describing the impact of va-
lues promoted by consumer culture on cultural practices of young people in Romania.

Globalization requires communities to reconsider their choices and imagine adaptation strategies to a
new social order. The commodification of culture is just one of the deep transformations of culture in the
contemporary world, together with homogenization (or, on the contrary, increasing heterogeneity, according
to some researchers) and deterritorialization. The transformation of cultural goods into commodities is just
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one of the developments that need to be addressed in the hope of understanding the impact of globalization
on value systems. 

Key words: global culture, consumerist culture, cultural creatives, symbolic power, patterns of consumerism.

1. Redefining Social Relations under the Impact of Globalization

Few arguments can support the existence of global culture as a clear-cut reality, although
the term ‘global culture’ itself brings about similar, clichéd images, which are nonetheless
evocative: cultural goods, only minimally adapted to local conditions and traits, circulate on
diverse markets; despite exposure to vague, widely-used cultural symbols, consumers of cul-
ture can recognize their source and decipher their significance; the individuals are offered
hybrid cultural goods, created at crossroads of culture. Irrespective of analysts’ efforts to
denounce the concept of global culture as inconsistent or various cross-examinations on the
very sources of this emerging reality (be such springs political – the existence of a super-
power, technological – the development of new media, historical – capitalism or a phase of
modernity), communities construct a strikingly similar image of global culture. The term itself
can be incoherent, inconsistent, over-simplifying and unable to give birth to systemic
upheavals. Nevertheless, the impact of global culture on communities is indisputable. 

The appearance of global infrastructures; the increase in the intensity, volume and velo-
city of cultural exchanges; the spread of Western popular culture and consumer culture; the
growing importance of multinational companies playing leading parts on the market of cul-
tural goods; „a change in the geography of global cultural interaction“ (Held et al., 2004, p.
387, my translation) are the elements any analysis of global culture must approach. Global
flows are not restricted to sending information. They also circulate elements of popular cul-
ture, whose influence on communities is undoubtedly powerful. „The modern problem of
the rupture of culture and society has become the problem of the plurality of culture(s)“
(Connor, 1996/2000, p. 376). States and cultural institutions as traditional producers of cul-
ture are replaced by media industries. „Corporations, argue the globalists, have replaced states
and theocracies as the central producers and distributors of cultural globalization“ (Held and
McGrew, 2002/2005, p. 36). In the absence of an integrative vision of the world and human-
ity, such changes are unable to render a holistic image of cultural globalization. For Giddens,
for instance, modernity involves reflexivity, departing from tradition, changing the structure
of social relations: „Modernity is inherently globalizing“ (Giddens, 1990/2005, p. 63). Other
analyses emphasize the coming into being of a cosmopolitan conscience. Following the inter-
pretation given by Giddens in „The Consequences of Modernity“, Tomlinson understands
modernity as institutionalization of cultural practices. It is not the Western way of thinking
which is spread through globalization, but modern cultural institutions (Tomlinson, in Held
and McGrew, eds., 2000/2003, p. 270). For Zygmunt Bauman the processes of globalization
(progressive spatial segregation, separation and exclusion) lead to the dissolution of iden-
tity (Bauman, 2000, p. 59). Castells (in „The Network Society“, 1999) proposes a version of
culture as power. Thompson’s suggestion to investigate globalization as a process that has
been shaping the economic, political, coercive, symbolic power offers the holistic dimension
of analysis needed (Thompson, 2000/2003, p. 246). Transformations in the social layer can
then be interpreted as changes in the symbolic power. 
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2. The Ideology behind Global Culture

Forms of global culture are imbued with consistent ideology. The dystopia of global ca-
pitalist monoculture, the dystopia of westernization, the homogenous culture, the hybrid cul-
ture, deterritorialized culture (in Tomlinson’s terms), „Davos culture“ and the „faculty club“
culture (Peter Berger’s proposals), McWorld (Benjamin Barber’s), McDonaldization (George
Ritzer’s) are processes of cultural globalization which evolve simultaneously and interact in
many different ways, have their origins in the West and use the same linguistic vehicle – En-
glish, but, more importantly, they feed on a common ideology that promotes cosmopolitanism.

Either denouncing global culture as an instrument of imperialism or emphasizing its „soft
power“, analyses insist on the idea that global culture is equipped to fray local ideologies.
If, in Peter Berger’s vision, „Davos culture“ and the „faculty club“ culture derive from the
thesis of culture as dominance (put differently, culture with civilizing intents: „It is intrigu-
ing to look at the two elite cultures in the light of the old neo-Marxist dependency theory“ –
Berger, 2002, p. 5), another vigorous school of thought intends to save global culture in the
long run, by acknowledging the generosity of its intentions (civilizing spaces in the name of
Western ideals is replaced with facilitating their organic modernization at their own pace).
Dussels’ or Mignolo’s analyses, for instance, acknowledge Europe’s position as the ‘reflex-
ive consciousness’ of a system allowing the development of a two-way process, „Europe as
the locus of enunciation and other civilizations of the planet as the locus of the enunciated“
(Mignolo, 1998/2004, p. 33. See also Dussel, 1998/2004). 

Most analyses of global culture, whether concentrating on cultural industries, cultural impe-
rialism, clash of civilizations, identity or nationalism, emphasize either homogenization,
hybridization or polarization (el-Ojeili and Hayden, 2006, p. 176). Global flows pressure local
identities into playing second fiddle, opening the way to the emerging global identity, which
is highly standardized and easily recognizable. Other analyses allow local cultures to answer
the challenges of globalization, giving birth to culture „cooperation“ which, in its more
advanced forms, equals a new, integrative culture, gathering disparate elements from cultures
– a global creole culture, as coined by Jan Nederveen Pieterse. Equally, „the growth of
«supraterritorial» relations between people“ (Scholte, 2000/2003, p. 85), „a shift in the nature
of social space“ (Scholte, 2000, p. 59), molding the very construction of identity, are reflected
in deterritorialized culture. The analysis of global culture as consumer culture manages to
gather such fundamental traits of global culture into an integrated vision. 

The variety of social relations in this new historical context, warns Douglas Goodman
(2007), could be consistently approached through the paradigm offered by the anthropolo-
gical interpretation of culture. In this respect the question whether the emerging global cul-
ture is a consumer culture can be thus reformulated: „whether consumption is a set of practices
that construct a system of meaning“ (Goodman, ibidem, p. 335). For instance, Western soci-
eties have a culture of consumption creating not only systemic meaning (since it defines social
status) but also the very context allowing the production of meaning (it builds a lifestyle, for
instance). Likewise, when identity tends to define itself rather through consumer culture than
traditional culture, or when culture is defined as a resource with a certain market value attached
to it, and not as a source of identity, the conflicts generated through this change in the sig-
nificance of culture and in the cultural context create meaning themselves. 
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In analyzing global culture as consumer culture the specter of globalized economy threat-
ens to paralyze any argument. For instance the criticism on international mass media trans-
porting the values of capitalism (see E. S. Herman and R. W. McChesney’s book, „The Global
Media“) insists on the power concentrated in transnational corporations as Time Warner, Dis-
ney, News Corporation, Viacom, Bertelsmann. However, quantitative analysis does not ma-
nage to show whether the presence of such goods affects the deep strata of meaning in the
host culture. 

The demonstration must then recover an overlooked dimension: the impact that the pro-
motion of different forms of global culture has on the construction of a community’s values.
For instance, which are the cultural implications of the circulation and consumption of cul-
tural goods produced by Western brands? Consumption patterns shape identity and regroup
individuals, based on the way they refer to consumption, in structures that are different from
prior dividing lines of communities; this is but one instance of how they construct meaning. 

3. Instruments of Popular Culture

So far we have shown which are the forms that global culture can take and which are the
ideologies feeding them. A question worth asking is which is the effect of such cultural influ-
ences on the communities’ cultures. Another is whether the cultural practices associated to
global culture are strong enough to create what Goodman called a new system of meaning.

None of the proposals for global culture is coherent enough to claim preeminence over
local culture. Global culture is rather a project in the making, than a final stage. Global cul-
ture invalidates the coordinates giving consistency to cultural patterns: it places economic
criteria above any other constructs (since values are reduced to consumption goods, obeying
the laws of the market), favors a global space, rather than a physical context, as the back-
ground for cultural manifestations, promotes a global non-community rather than localism,
and highlights universal values rather than values bearing a historical blueprint. Without a
past or a history, unbound to space, global culture is „context-less, a true mélange of disparate
components drawn from everywhere and nowhere, borne upon the modern chariots of global
telecommunications systems“ (Smith, 2000/2003, p. 279). Despite visible drawbacks (many
arising from an embedded incapacity to create systematic consequences of some appeal), global
culture can still dramatically influence a community’s value sytem. For instance, it creates
tensions within the community by valuing the individual high, which spills over to commu-
nity division. 

Unlike national culture, global culture does not require absolute loyalty from participants
in a culture. The individuals can have a dual cultural existence, within traditional or global
culture. Global culture fascinates the individual and claims to offer freedom to him/her. For
instance, pop culture, promoting consumerism, is deeply democratic as to the cultural forms
it promotes and the public it selects. The individual does not feel discriminated for lacking
training in the norms of high culture and discovers that s/he can be part of a community of
equals. Nor do the media that pop culture uses to promote itself exclude a certain segment
of the public: pop culture is ubiquitous, from street to media messages. Secondly, pop cul-
ture gains the loyalty of its public by offering it immediate cultural satisfaction. Some of the
reasons why the individual joins the game of pop culture are: the immediate understanding
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of messages (generally, with a facile idea behind), the simplified form of the messages, the
ubicuity of messages, the type of reaction demanded from the public (rapid identification of
the cultural product – acknowledgement of the value behind the product – acceptance of this
value), and its accompanying effect: the consumption of the cultural goods. Thirdly, the asso-
ciation of global culture with modernization transforms the consumption of the products –
even in the sugar-coated form of pop culture – into an imperative. 

The individual departs from the community and acts as an autonomous producer of cul-
ture under the pressure of consumer culture. The reconstruction of identity is probably the most
significant influence of global culture over local culture. Identity traits are transformed into
consumer goods, which can be launched on the market, traded and changed to answer the mar-
ket imperative: once their market value dissapears, they can be sacrificed. Moreover (partly
because of the ubicuity of communication systems) communities are forced to function in a
social environment regulated by these norms, in a new „Empire“ (following the proposal of
Hardt and Negri who, in their book of 2000, suggest that a global civic sphere is being born,
which is governed by media industries – see Schirato and Webb, 2003/2006, p. 137). 

Pop culture gives the individual the power to create values and select a set of values to
characterise him/her. Since pop culture brings about a decrease in the importance of commu-
nities’ traditional values, it pretends it is liberating („all sectors of the emerging global cul-
ture enhance the independence of the individual over against tradition and collectivity“ –
Berger, 2002, p. 9). The individual can construct his/her own hybrid cultural paradigm, pu-
tting together those values from disparate cultures which resonate with his/her principles. These
values may be more or less harmonized, but dramatically influence the cultural behaviour of
the individual, who feels freed from the pressure of the „official“ culture. Pop culture comes
with its own set of values, already simplified, tagged and self-explanatory, and with its own
interpretation grid, which attaches significance to values. The individual accepts the conven-
tion of this grid, since this form of culture does not bring about the obligation of definitive
attachments, nor pretends to form a new cultural system for that individual who would no
longer recognize himself/herself in his/her own culture. The popular culture is, very appro-
priately put, a consumer culture, almost an „instant“ culture, whose elements can be easily
moved and recombined, following the rise and fall of values that build their prestige on the
capacity to create cultural goods which answer the commandments of the market. In the world
of concepts, however, the alledged freedom of the individual proves to be quite limited. While
analysts of consumerist culture frequently invoke the ideology of human rights, attributing
value to the individual is made by virtue of a new antropology – individuals are „autonomous,
rational, resourceful, and acquisitive“ (Hunter and Yates, in Berger and Huntington, eds., p.
339), „pragmatic … self-directed agents“ (Ibidem, p. 340).

4. Cultural Creatives and the Reinterpretation of Consumption

One among many possible forms of global culture, the cultural creatives’ subculture shares
its essential attributes: deterritorialization, hybridization, homogeneity. As defined by Paul
Ray and Sherry Ruth Anderson (2000), this subculture is interesting to analyze from the per-
spective of value reconstruction, following its assertion. If we accept the hypotheses laid by
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the two American researchers, then departing from modernism (the significant event giving
birth to the subculture) should involve the denial of all the postulates of modernity. 

An analysis of movements which, in Ray’s and Anderson’s view, have fed the develop-
ment of this subculture (from political and social issues, such as human rights movement, to
cultural issues, such as the adoption of a holistic view on human health) might encourage the
idea that the attitude towards consumption (one of the subculture’s relevant dimensions) is
rather an effect of a change in mentality, which is a political process. Since the denunciation
of modernity’s „wrong-doings“ and the creative individuals’ self-proclamation as inadequate
for the rhythm of modern life are core traits in shaping this new cultural identity, construct-
ing alternative values to modern values is of utmost importance. 

For modernists, consumption is rather a prize for the way they have managed „to har-
ness“ the world. Finding solutions to the dilemmas of contemporary world requires imme-
diate gratification, through the consumption of products resulting from the „taming“ of the
world. Modern culture is essentially a consumer culture, allowing the modernist to show his/her
power. On the contrary, cultural creatives condemn materialism, since it is enslaving, rather
than a tool of exercising dominance over the environment: once the laws of the market are
accepted, so are the manipulation of the consumer’s wishes (in view of confirming these laws)
and the appropriation of values embodied in the products themselves. Cultural creatives believe
that all their actions must reflect their opinions („walk you talk“ is a fundamental principle,
which explains the members’ involvement in advocacy and volunteering). If actions are imbued
with values, then non-action (in this particular case, non-consumption) talks about the opi-
nions of the agent. 

Paradoxically, cultural creatives do not consume less. They may consume something else
than the majority (as do the traditionalists), but, once discovered by firms and media as a
potential market, their consumption will fall into the hands of the market and its ineluctable
laws. For instance, the members of this group will consume fewer „conventional“ media pro-
ducts such as the latest romantic comedy about him – the Wall Street broker and her – the
women’s rights activist (although the feminine character would appeal to the creatives). In
exchange, they will buy more relaxation music CDs, cosmetics from Africa and envelopes
made of recycled materials. Creatives’ needs are the same as the traditionalists’ and the mo-
dernists’, and the pressure from the market (promoting consumerism as a virtue) is high. „Most
CCs are aggressive consumers of the arts and culture“ (Ray and Anderson, 2000, p. 35). Rather
than resisting pressure, cultural creatives reject the values attached to certain products. They
are, indeed, careful consumers, the ones you will see reading nutrition facts labels, prefer-
ring organic food to supermarket products, but still very much consumers. Surprisingly, this
very different behaviour on the market will attract producers’ attention on themselves. Not
yet media’s favourites, consequently finding little to interest them in the images and ideas
vehiculted by the media, they will eventually be addressed as an audience with very precise,
albeit different requests and needs. Creatives are still consumers, even though they may be
consuming „with style“. The very promotion of the principles of different subgroups (chil-
dren’s rights activists, ecologists, alternative medicine promoters, spiritual development gurus)
towards potential publics follows the logic of marketing. The dilemma of cultural creatives
– whether to accept the invasion of materialism on this limited portion of marketing, in the
name of winning over a larger public, adherring to non-materialist values of the group – adds
to the paradoxes of the process. 
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5. Description of Research

Analysists find it hard to follow the transformations in Romania over the last two decades,
especially as regards values, trends and lifestyles, because of the mutiplicity and span of fac-
tors influencing the social body. For instance, the national level has experienced a slow tran-
sition from one form of organisation in 1989 to the present state, at the continental level
European integration has made headlines, and the world has met with the integrative process
of globalization and emergence of information society. The difference of these processes not
only in span, but in complexity as well, makes it difficult to identify and analyse the influ-
encing factors and their effects. One finding can still be confirmed: the transformation of va-
lues has been fast and relatively unpredictable. For instance, fifteen years ago it would have
been very difficult to foresee the rapidity of technological innovations spread in the Roma-
nian public space, the radicalism of changes in social relations and the adoption of the West-
ern lifestyle. Despite this fast development, the „age“ of the Romanian social body is still
young, a fact which is quite visible in the still decisive preference for consumerism (with the
array of modern consumerism traits: brand development, experimentation, acquisitions as a
way of prolonguing and defining individual identity). 

As for the lifestyle, the primary groups have diluted, the relations with the proximity have
become rarefied, the delocalization of families is evident and has had consequences on the
young generation: young people no longer socialize in the same place and consequently no
longer build constant relationships within a group of friends, they no longer go to the clo-
sest, but to „better“ schools several blocks away, no longer spend holidays in the country-
side or on the Romanian seashore but head for destinations that 20 years ago would have
seemed exotic (Greece, Spain or France). One should notice as well the migration into the
virtual space, brought about by the much more varied possibilities of expressing oneself offered
by new communication technologies. As regards media consumption, young people prefer
the new media, without totally abandoning TV, as resulting from the data of the research on
Romanian students, presented below. Commercial TV stations are preferred. By stereotyped
approach, pseudo-events and facile entertainment, such TV stations support values related to
consumerism and intensify the dependence characteristic of modern consumerism (orienta-
tion towards comfort, fashion, searching good products for an advantageous price). The young
people’s preference for certain values reflects the „age“ of the social body. In 2007, research
made by D&D Research and Leo Burnett (http://www.adplayers.ro/articol/Business-6/D-D-
Research-si-Leo-Youth-au-identificat-5-profiluri-de-tineri-2112.html) identified five categories
of young people (30% were „the conservatives“, 19% were „the thrifty ambitious young peo-
ple“, 18% were „the neighbourhood rebels“, 16% „the opportunists“, 17% „the confused pes-
simists“). This classification helps identify some tendencies in consumption: „the thrifty
ambitious young people“ hold central values like professional success as a key factor of defin-
ing success in life (which still supposes orientation towards certain products and a vision where
the quality of life and family comfort are directly related to consistent studying and profes-
sional activity), while the opportunists’ definition of success equals material possessions (in
this category the correlation between effort and material success disappears, while massive
orientation towards material properties and individual comfort is a mainstay). „The conser-
vatives“ are mainly females and have a two-pronged orientation towards values, selecting
several characteristics from modern consumerism (such as products representative of indi-
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vidual identity) but preserving a large part of previous generations’ values, to the detriment
of modern values (such as seriousness, attachment to family and friends rather than to career). 

The data of the research on Romanian students (744 respondents) create the picture of a
group where acquisitions are regarded as a way of defining identity and sense of belonging
to a group (and appropriating group values) and as a source of entertainment. For instance,
preoccupation for an adequate, healthy diet is very low. Over half of the interviewees (two
thirds of whom are females) answered that they do not pay attention to the number of calo-
ries in a product (61%), are not interested in the content of E substances (46,5%) or in the
fat content (53%). On the other hand, there is evident preoccupation with the quality-price
ratio of any bought product (76,5%) and with the validity date of food (85,2%). Furthermore,
the values determining acquisition are, in order of importance: representative traits (91,4%),
comfort (90,5%), fashion (53%) and brand (24,3% high, and 22% moderate interest). All these
values talk on the one hand about orientation towards material comfort, and on the other hand
about the need to belong to a group, characteristic of the age (which explains a tendency
towards conformity: orientation towards consumption can be the result of socializing, not only
of socially or family-related value transformation). 

Data on media consumption are equally relevant, since they explain the strengthening of
orientation towards modern values. Thus, preference goes towards commercial channels focus-
ing on excessive entertainment and pseudo-events, such as Pro TV (34% once a week and
30% daily) and Antena 1 (36% once a week and 23% daily), while the public channel TVR
1 ranges third (26% once a week, 28% daily). Music channels like MTV or VH1 gather a
segment of 30% respondents daily and 23% weekly, which shows acquiescence to group va-
lues, as asserted above. Another distinctive category is represented by those searching infor-
mation, either by watching news channels such as Realitatea TV (21% weekly, 23% daily),
or by watching documentaries on Discovery (24% weekly, 22,5% daily) or National Geo-
graphic (24% weekly, 15% daily). Prima, TVR 2 and Antena 2 are interesting for few res-
pondents (once a week: Prima, 31%, TVR 2, 28%, Antena 2, 18%). Such distribution of
preferences towards commercial channels strengthens the arguments that most young peo-
ple are modernity-oriented (commercial channels promote modern values in the detriment of
traditional values, namely material and conventional values such as success in one’s career,
the importance of notoriousness, the representative traits of brands and material values in ge-
neral for the definition of identity). 

There are visible changes in the present young generation as regards the shows watched.
For instance, interest in the news is much more intense (37% watch the news several times
a week and 42,3% watch them daily). Movie watching has decreased in frequency (48% watch
movies several times a month, 40,8% several times a week, and only 10,2% daily), while TV
series and soap operas watching is negligible (31% never watch them and 26% do, but rarely).
Sport broadcasts are seldom watched (26,2% never watch, 27,5% rarely do). There is some
interest in documentaries (31,5% watch them several times a month, while 37,5%, several
times a week) and entertainment (33% several times a month, 22% several times a week).
This structure of consumerism on types of media shows a young generation who is very prac-
tical and regards reality as a whole (very interested in the themes and impact of globaliza-
tion and intercultural communication, as suggested by documentaries consumption). Men are
predictably more interested in news (over 60% of male respondents watch news daily). Pre-
sent day students are usually active and employed, consequently there is no continuity in their
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entertainment or TV series watching, which explains the drop in the number of movie watch-
ers. Nevertheless, the configuration of answers confirms the modern orientation of the young
generation (a „traditional“ orientation would have put more emphasis on movie watching,
sport or entertainment). 

The analysis of data on spending holidays leads to the same conclusion. In the last years,
economic development has allowed young people to travel more, which has rapidly crystal-
lized young people’s distinctive requests as regards tourist services. Thus, the quality of ser-
vices has become important (36%) and very important (48%). The preference for seeing
repeatedly the same destinations (70%) confirms the hypothesis of modernism as represen-
tative for the respondents’ generation. Still, it is worth mentioning an interest in traveling as
a way of experimenting (87%) or of getting into contact with other cultures (76%). Experi-
mentation and intercultural communication define a dynamic generation, active in designing
its own plans for the future, but also suggest significant transformations towards the creative
subculture. 

In conclusion, the analysis of consumption patterns leads to the idea that the generation
of educated young people is predominantly modern, but globalization and the evolution of
societies prefigures the emergence of a new subculture in future young generations.

6. Suggestions for Future Analyses

The contemporary cultural landscape is rather fragmented than unified under the influence
of a unique global culture. But this emerging reality fascinates, has the advantage of exhorta-
tion instruments and a potential to put a final touch on the communities’ value system.

Which would be some of future directions for analyzing the effect of consumer culture
in Romania?

a) A first lead is already explored, but could be enriched with the analysis of a possible
shift in cultural paradigm: the development of cultural industries in Romania after the ‘90s
or of urban subcultures (hip-hop, especially). The analysis would be truly consistent if the
academic discourse, for the moment prevalently descriptive and interested in quantitative ele-
ments, were developed along the following dimensions:

i. Changes brought about by global flows in political ideology. Is there a political discourse
reflecting principles of development, a preoccupation for giving comparable access to resources
and for bridging the gap between the privileged and the disfavored? Even more importantly,
is development under the pressure of globalization assimilated with modernization?

ii. Changes in cultural policies. We have shown above that the ideology of consumerism
feeds new cultural practices. Do Romanian cultural policies reflect such a change in ideology?

iii. Changes in the value system. Access to global cultural goods leads to changes in the
consumption patterns, but how does this reflect in value construction?

iv. Changes in the way the individual and the community refer to high culture. The analy-
sis is significant because the mutation of values within the cultural pattern alters education,
imagery, cultural policies, etc.

b) Another lead should follow the type of response given by the community to the assault of
global culture, because it is here that the dynamic of global culture influence is more visible.
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Berger identifies three possible responses: localization (in James Watson’s terms): „the
global culture is accepted but with significant local modifications“; „a revitalization of indige-
nous cultural forms“; „hybridization“ (Berger, op. cit., p. 10). Does the Romanian culture
respond by localization, by the re-assertion of own cultural values or by hybridization? And
how are such answers conditioned by changes in the political (and cultural) regimes?

In an analysis of the transformation of values in a postcommunist culture, Kovács fol-
lows the switch from the discourse of colonization to the discourse of resistance: the ope-
ning of Communist countries to globalization flows after 1989 has been seen either as
acquiescing to the logic of Western thinking1 or as annexation of the region to the ideology
of another regime, which annexation strikingly resembles the previous one (Kovács, 2002,
p. 148). The premises of the analysis are: that Western influence did exist before the change
of regime, although it was more poignant in high culture; that the community’s answer is
hybrid („… in Hungary today one can observe a unique mix of world-wide cultural homo-
genization, (re)emerging national/regional/continental features, cultural imports from the Far
East, powerful remnants of a semiglobal culture, and the weakening (or restructuring?) of
old global patterns of high culture: an unprecedented carnival of cultures in a tiny little coun-
try in a very short period of time“ – ibidem, p. 162). When the answer takes the shape of
resistance, the causes range from „the inertia of the previous «globalizer», to „competition
between cultural exporters“, „controversial messages from the West“ or „simulation“ (ibi-
dem, p. 157). We can imagine a similar analysis for Romania.

Most probably the most fruitful analysis will be that of promoting globalization (inclu-
ding cultural globalization) as modernization. For the forms of global culture to produce mo-
dernization, they should induce new behavior (including consumption behavior), redefine the
role of the individual in shaping a new cultural paradigm (since the individual is invested
with the power to select and consume those cultural goods that pretend to answer his/her needs)
and the role of the community as well (which can choose either a creative or a forceful
response). Another significant element in acknowledging cultural globalization as a form of
modernization would be institutional support, including the situation where consumption is
proclaimed as strategic interest or development imperative. 

Notã

1. Friedman, 2005, equated the fall of the Berlin wall to one of the flattening forces that allowed the
development of the globalization process.
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Rezumat

Lucrarea abordeazã reclama pentru produsele din gama funcþionalã din punct de vedere al strategiilor
creative ºi lingvistice. Variabila independentã produs a fost studiatã empiric în funcþie de variabilele depen-
dente: strategie creativã, tip de apel vizual ºi lingvistic, gramaticã discursivã/disjunctivã, pe un lot de 30 de
reclame randomizat selectate, care au apãrut în ediþiile din iunie, septembrie, octombrie ºi decembrie ale
revistei CHIP (2004) pentru poduse de tehnologia informaþiei (TI), servicii ºi echipamente. Demersul demon-
strativ porneºte de la ipoteza cã în reclama tipãritã pentru produse electronice ºi TI strategia creativã este o
variabilã dependentã de produs în timp ce distribuþia constituenþilor lingvistici este o variabilã dependentã
de funcþie.

Este validatã ipoteza existenþei unei diferenþe între reclama produselor funcþionale ºi a celor non-func-
þionale în sensul exploatãrii elementelor gramaticii disjunctive în cazul celor din urmã, ori de câte ori ade-
vãrul sau falsitatea afirmaþiilor din reclamã nu pot fi susþinute prin verbalizare predicativã. La nivelul gramaticii
vizuale, imaginile pentru produsele TI recurg la exploatarea în proporþie dublã a recursului raþional faþã de
cel emoþional, propunînd imagini clare, distincte, de obicei în prim plan ale produsului, care atestã rolul de
ancorare în raþionalitate ºi persuasiune directã prin conþinut informativ ºi mai puþin prin elogieri gratuite.

Diferenþierea între reclama produselor funcþionale ºi a celor nonfuncþionale se justificã astfel la nivel de
gramaticã a copiei (GC) ºi gramaticã vizualã însã mai puþin la nivel de gramaticã a titlului (GT), GT fiind
o gramaticã standard dependentã de variabila funcþie (captarea atenþiei ºi facilitarae memorãrii) ºi mai puþin
de variabila produs.

Cuvinte-cheie: produse funcþionale, gramaticã disjunctivã, strategie creativã.

Abstract

The current paper is an empirical study of print advertisements for information technology products (IT)
in Romanian. The independent variable „product“ is studied as function of creative strategy, types of appeal
(visual and linguistic) and discursive/disjunctive grammar on a corpus of 30 advertisements randomly selected
from consecutive issues of CHIP (2004), referring to IT products, services and electronic equipment. 

Statistical analysis of linguistic devices and creative strategies employed demonstrates that IT headline
grammar (HG) is standard disjunctive HG based on balanced rational versus emotional appeal, a choice
imposed by function rather than by product. The paper validates the assumption that disjunctive grammar
is employed whenever the truth and falsity of product-linked assertions cannot/is not to be substantiated
via predication.

Aniºoara Pop*

Strategii creative ºi lingvistice 
în publicitatea pentru produse funcþionale

* Lector universitar doctor, Universitatea Dimitrie Cantemir, Târgu Mureº, România.
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Analysis of creative strategies at HG and copy grammar (CG) level demonstrates that the creative stra-
tegy variable is dependent on product type, the predilect creative strategy in the advertisements for IT pro-
ducts being based on „information and argument“ and less on „repeated assertion“ and „commands“, which
is specific for non-functional product advertising. The visual grammar exploits rational appeals twice as much
as the emotional appeal, with clear and stark product close-ups testifying to anchorage in reality and direct
persuasion through information rather than commendation. 

Therefore, the distinction between functional/nonfunctional products in print advertising is justified at
copy grammar and visual grammar levels rather than at HG. HG remains a standard grammar which depends
on the variable ’function’ (attention-getting and memorizing) and less on the ’product’ variable.

Key words: functional products, disjunctive grammar, creative strategy.

Produse funcþionale sau „raþiune“ ºi produse non-funcþionale sau „simþ“

Spre deosebire de produsele pe care literatura din domeniul publicitar le catalogheazã drept
„non-funcþionale“ (exemplu: bãuturi, cosmetice) ºi a cãror publicitate se bazeazã pe impli-
carea afectivã a utilizatorului þintã în defavoarea conþinutului factual, reclama produselor din
gama „funcþionalã“ este consideratã a se încadra în categoria factualã sau informaþionalã
[Neese: 1994]. Conþinutul informativ al acestor reclame se concretizeazã prin referinþa la ele-
mente tangibile legate de atributele mãrcii/produsului, acestea inducînd procese analitice cu
grad ridicat de implicare a consumatorului la nivelul proceselor raþional-cognitive.

Produsele funcþionale sunt cunoscute ºi sub numele de produse „raþiune“ (maºini, mobilier,
case etc.) deoarece sunt analizate de cãtre consumatori prin prisma caracteristicilor funcþionale
care permit evaluarea contrastivã a diferitelor mãrci sau tipuri ale aceluiaºi produs. [Dahlen: 2003]. 

În cealaltã categorie, produsele expresive, non-funcþionale sau non-factuale, sunt definite
în termeni de motive ºi implicare a consumatorului la nivelul proceselor afective fapt pentru
care aceste produse sunt denumite «produse simþ» [Neese: 1994]. Accentul cade în acest caz
nu atât pe trãsãturile tangibile, cuantificabile ale produsului, cât pe nevoia de expunere la pro-
dus a consumatorului, acesta avînd ocazia sã experimenteze, cu alte cuvinte sã «simtã» carac-
teristicile prin asociere cu atributele afective la care face apel reclama. Din categoria produselor
„simþ“ fac parte alimentele, bãuturile, cosmeticele, detergenþii etc. Reclamele acestora recurg
la abordarea de tip non-factual, non-raþional, emoþional, datoritã diferenþelor mai puþin semnifi-
cative existente între diferitele mãrci ºi a gradului mic de noutate adus de fiecare produs „nou“. 

Clasificarea în categoriile produse non-funcþionale ºi produse funcþionale se observã ºi la
nivelul strategiilor creative. Aºa dupã cum s-a demonstrat empiric anterior, [Pop: 2004] recla-
mele pentru produse non-funcþionale se bazeazã pe strategii creative de tip aserþiuni reite-
rate, codificate lingvistic printr-o gramaticã predominant disjunctivã1. Gramatica disjunctivã
devine strategie predilectã deoarece la acest nivel diferenþa adevãr/falsitate a pretenþiilor emise
referitoare la produs, nu se aplicã, creatorul putînd oricand nega intenþia unei verbalizãri pre-
dicative care se realizeazã de cãtre consumator pe propria rãspundere.
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Material ºi metodã

Demersul demonstrativ al acestei lucrãri porneºte de la ipoteza I1 cã reclama tipãritã pen-
tru produse electronice ºi produse din sfera tehnologiei informaþiei (TI) se subscrie abordãrii
bazate pe strategii creative de tip informaþie ºi argument ºi în mãsurã mai micã pe strategii
de genul aserþiuni reiterate sau comenzi, variabila strategie creativã fiind dependentã de tipul
de produs.

Derivând de aici este ipoteza adiþionalã I2 a exploatãrii unui discurs lingvistic predomi-
nant discursiv la nivelul copiei (C) ºi a prezenþei discursului disjunctiv la nivelul titlului (T)
reclamelor pentru produse funcþionale de TI, de unde conchidem cã distribuþia elementelor
la nivel lingvistic este o variabilã dependentã de funcþie (copie vs titlu) ºi nu de produs.

Pentru demonstrarea acestor ipoteze, variabila independentã produs a fost studiatã în funcþie
de variabilele dependente: strategie creativã, tip de apel, gramaticã discursivã/disjunctivã.

Lotul de studiu cuprinde un numãr de 30 de reclame randomizat selectate, care au apãrut
în ediþiile din iunie, septembrie, octombrie ºi decembrie ale revistei CHIP (2004) ºi care se
referã la produse de TI, servicii ºi echipamente. Reclamele au fost analizate din punct de vedere
al conþinutului pentru demonstrarea I1 iar ulterior grupate în categoria: Gramatica titlurilor
(GT) ºi a copiei (GC) ºi codificate pentru demonstrarea ipotezei strategiilor discursive/dis-
junctive conform I2. 

Strategia creativã

„Strategia creativã“ este definitã în literatura de publicitate drept „principiul cãlãuzitor
care determinã natura generalã ºi caracterul reclamei“ [Zandpour: 1994] iar Simon [1971]
propune o taxonomie bazatã pe zece strategii creative: informaþie, argument, motivaþie cu apel
psihologic, asociaþie simbolicã, aserþiuni reiterate, comandã, familiarizare cu marca, imi-
taþie etc. (Tabelul 1)

În conformitate cu taxonomia de mai sus, reclamele care furnizeazã date fãrã argumentare
sau concluzii explicite au fost codificate la categoria informaþie. Din punct de vedere lingvis-
tic, strategia bazatã pe informaþie este una mai puþin sofisticatã ºi se materializeazã în lotul
nostru prin specificaþii concrete care apar de obicei sub forma listelor de caracteristici ale
produsului, sistematizate pe titluri ºi subtitluri.

Strategia de tip argument oferã consumatorilor pe lângã informaþii faptice, argumente pen-
tru achiziþioanarea produselor: „Ai de ce sã te omori dupã ele:

– design de-þi taie respiraþia
– operaþii foarte simple
– premii pentru excelenþã în tehnologie“ (Pentax). 
Asocierea simbolicã relaþioneazã produsul cu un simbol oferind informaþii explicite mi-

nimale referitoare la caracteristicile acestuia. Este o strategie lingvisticã mai evazivã ºi com-
plexã care exclude informaþia detaliatã. Reclama pentru Connex se bazeazã, de exemplu, pe
asociaþia simbolicã indirectã între serviciu ºi împlinirea viselor: „Fie cã vrei sã îþi deschizi o
spãlãtorie într-un cãmin studenþesc sau ai altã idee ingenioasã, urmãreºte-þi visul pânã-n pân-
zele albe. Sau pânã când vrei tu. Cã timp ai!“
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Tabelul 1. Taxonomia strategiilor creative dupã Simon [1971] (citat de Zandpour, 1997,
p. 37).

Strategii creative la nivelul GC în reclamele TI

Un prim element care trebuie remarcat la nivelul copiei reclamelor pentru produse de TI
este absenþa strategiilor comunicative în stare purã. Argumentul se regãseºte în majoritatea
cazurilor în colocaþie cu informaþia în formula argument-si-informatie ca strategie predilectã
(63.3% din cazuri) urmatã de formele familiarizare (10%) ºi apel psihologic (10%).

Strategia argument se concretizeazã fie indirect ca enumerare a beneficiilor din punct de
vedere tehnologic, vitezã, economie de timp, etc., fãrã însã a conduce la o concluzie unicã.
Alternativ, aceastã strategie poate fi semnalatã direct prin intermediul locuþiunilor adverbiale
conclusive sau al subordonatelor: „Eficienþa, fiabilitatea ºi costurile reduse sunt principalele
cerinþe la o afacere în creºtere. Iatã de ce Lexmark C510 a fost creatã sã depãºeascã cu mult
nivelul unei soluþii introductive de imprimare color, ea rãspunzînd oricãror cerinþe de impri-
mare“ (Lexmark).

Informativitatea (saturatia cu informaþie) este o reflectare a gradului în care „reclamele
se focalizeazã asupra nevoilor practice, funcþionale, utilitare, ale consumatorilor produsului
respectiv“ [Biswas: 1992] ºi pot fi prezente ºi sub forma elementului de „noutate“, „unici-
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Strategia creativã Descriere

Informaþie Prezentarea de fapte fãrã ornamente, calificative, explicaþii sau argumente,
doar informaþii referitoare la produs;

Argument Relaþionarea informaþiilor cu produsul (raþiunea de a cumpãra, de ce); copia
joacã un rol important în exploatarea logicã a anumitor detalii;

Motivaþie cu apel psihologic Detalierea explicitã a modului în care produsul va aduce un plus de beneficii
cumpãrãtorului: apel la interesul acestuia; interpretarea faptelor în maniera
«acest produs a fost special creat pentru tine»;

Aserþiuni reiterate Repetarea de tip hard-sell a unei singure informaþii, de cele mai multe ori
aceasta nefiind susþinutã de dovezi;

Comandã Un memento ilogic (hard sau soft-sell) pentru predispunerea
consumatorului, memento care poate fi consolidat prin utilizarea unei
autoritatãþi în domeniu;

Familiarizare cu marca Abordare prietenoasã, conversaþionalã, cu puþine sau niciun fapt relativ la
produsul prezentat dar care include sugestii de loialitate ºi încredere în
marcã; menþine marca vie în atenþia consumatorilor;

Asociere simbolicã Asocierea subtilã a unui singur tip de informaþie cu un anumit eveniment,
loc, persoanã sau simbol (cu conotaþii pozitive), tiparul de abordare ºi
produsul sunt de obicei neexplicite iar copia se menþine în limite minime;

Imitaþie Se bazeazã pe declaraþia/mãrturia unei personalitãþi, star, sau a unui model
demn de a fi imitat, respectat;

Obligaþie Include oferirea unui cadou, a unei informaþii gratuite în încercarea de a
face consumatorul sã se simtã obligat într-un oarecare fel;

Debutul unui obicei Oferirea unei mostre sau a unui rabat pentru a iniþia utilizarea de rutinã a
produsului; produsul este de obicei bine conturat.
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tate“, „superioritate“ ca trãsãturi unice de promovare a produsului: „noul UPS“, „primul“,
sau „numãrul unu“.

Strategia creativã de tip „argument“ se regãseºte de asemenea în combinaþie cu apelul psi-
hologic în proporþie de 10% din corpus. Din punct de vedere lingvistic acestei strategii îi cores-
punde un lexic abstract, interdiscursivitate ºi/sau ambiguitate la nivel textual.

În acest context trebuie sã menþionãm exploatarea minimalã a apelului erotic în colocaþie
cu cel informativ-argumentativ, formulã pe care se bazeazã într-o mãsurã din ce în ce mai
mare publicitatea produselor din categoria „simþ“. Contrar concepþiei larg rãspândite în pu-
blicitate potrivit cãreia sexul sau aluziile sexuale în special la nivel vizual faciliteazã vân-
zarea oricãrui tip de produs [Lovdall, 1989], reclamele din lotul nostru de studiu nu propun
aceastã paradigmã pe baza cãreia ar fi posibilã extragerea unor implicaturi [Grice, 1982] ero-
tice sau sexuale. 

La nivel vizual singurul caz din lotul de studiu al exploatãrii aluziilor erotice a fost acela
al asocierii dintre produsul TI (imprimante) ºi imaginea a trei tinere atractive. Aceastã asociere
este exploatatã la nivel lingvistic prin endoforicitate sau coreferinþã a expresiei cele „trei graþii“
din titlul reclamei cu imaginea tinerelor ºi/sau a produselor Canon la nivelul gramaticii vizuale.
Coreferinþa este reluatã la nivel lingvistic în copie, referentul fiind de aceastã datã produsul
prezentat. Cu toate acestea, ca de altfel în cazul tuturor implicaturilor neconvenþionale pe care
cititorul/utilizatorul le extrage pe propria rãspundere, creatorul de reclamã poate oricând nega
o coreferinþã de acest gen, imaginea celor trei tinere putând reprezenta la fel de bine ima-
ginea endoforicã (din lumea reclamei) a consumatorului final (din lumea realã). ªi la nivel
lingvistic aluzia eroticã a fost slab reprezentatã, trãsãturã care susþine ipoteza I1 a diferenþierii
strategiilor creative în funcþie de produs.

O strategie persuasivã indirectã o reprezintã ºi combinaþia informaþie ºi apel psihologic
la nivel de copie-TI. Coreferinþa produs TI ºi elementul [+ feminin] se realizeazã prin inter-
discursivitate, respectivele reclame fiind parazite pe urmãtoarele genuri:

a) mica publicitate: matrimoniale + ancorajul imaginii produsului:

„Mã deplasez uºor, nu port tocuri pentru cã sunt foarte înaltã… pot duce multe, oricât de multe vrei tu,
sunt puternicã dar delicatã ºi pe deasupra îmbrãcatã bine. Sunt accesibilã ºi mã poþi avea oricând vrei tu!
Ia-mã ºi vecinul va muri de ciudã!“ (carcase KME)

b) povestirea – exploatatã cu scopul derivãrii de atribute de ordin estetic:

„Sunt cea mai tânãrã fiicã a familiei KME ºi a venit timpul sã mã cunoaºteþi. Sunt frumoasã tare ºi de
când am ieºit în lume, toþi se topesc de dragul meu… „ (carcase KME)

Analiza statisticã a reclamelor din lotul de studiu demonstreazã în acelaºi timp cã reclamele
pentru servicii (Connex, Orange) sau pentru produse mai puþin durabile (carcase, software
antivirus) utilizeazã tehnici creative distincte pentru a nuanþa tangibilitatea ºi a compensa lipsa
de „trãsãturi noi“: un limbaj mai colorat bazat pe metaforã ºi alte figuri de stil, întrebuinþarea
imaginii – alta decat prim-planul produsului – pentru derivarea de implicaturi secundare, care
coabiteazã cu recursul raþional. 

Conchidem cã tipul strategiilor creative GC angajate în publicitatea din mediul tipãrit a
produselor TI se subscrie cadrului general al strategiilor exploatate în cazul produselor func-
þionale, demonstrând cã strategia creativã este o variabilã dependentã de produs. În aceeaºi
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ordine de idei, majoritatea imaginilor îºi aduc contribuþia la recursul raþional (confort, eco-
nomie, bun gust, economie de timp) sau la recursul emoþional (umor, competiþie) ceea ce con-
firmã I1.

Tipuri de recurs creativ la nivel de GT

Beltramini si Blasko [1986] disting urmãtoarele tipuri de recurs creativ la nivel de tilu:

a) titluri emotionale care se caracterizeazã prin: 
– limbaj familiar, o nouã turnurã a unei expresii familiare, joc de cuvinte, utilizarea ine-

ditã a unei expresii simple: „Inima casei digitale“ (Intel Pentium);
– curiozitate – „cum sã“, „ar trebui sã ºtii“, „aºteaptã ºi vei vedea“, „o ofertã realizatã

pentru a atrage atenþia“, de exemplu: „Elibereazã-te! Lucreazã ºi distreazã-te! Fãrã ca-
bluri!“ (SMC). 

b) titluri rationale care se caracterizeazã prin:
– noutate/informaþie – enunþuri care susþin existenþa unei legãturi între produs ºi benefi-

ciul utilizãrii acestuia: „Ediþie specialã pentru elevi, studenþi, profesori ºi familii cu cele mai
frecvent utilizare aplicaþii la un preþ special“ (MS office);

– beneficii pe care produsul le oferã cumpãrãtorului: „HP. Propunerea noastrã pentru buge-
tul tãu“ (hp).

Deºi strategiile creative sunt diferite la nivelul GC în reclamele pentru produse funcþionale
faþã de cele non-funcþionale în sensul predominanþei strategiilor informativ-argumentative,
la nivel de GT am obþinut o distribuþie perfect echilibratã de 50% recurs raþional ºi 50% recurs
emoþional, rezultat care susþine ipoteza I2 conform cãreia distribuþia elementelor din titlu este
o variabilã dependentã de funcþie ºi nu de tipul de produs.

Recurs la nivel de imagine

In lotul de studiu imaginile pentru produsele TI recurg la exploatarea în proporþie dublã
a recursului raþional (21 cazuri) faþã de cel emoþional (9). Imaginea clarã, distinctã de obicei
în prim plan a produsului, atestã rolul de ancorare în raþionalitate ºi persuasiune directã prin
conþinut informativ ºi nu elogieri gratuite, ceea ce demonstreazã I1. 

Demersul emoþional la nivel de GT poate corespunde cu recursul raþional la nivel de ima-
gine: de exemplu, titlu cu apel emoþional: „Candidez la Miss!“ (KME carcase) + apel raþional
la nivel de imagine: imaginea în prim plan a produsului. 

Nu lipseºte însã nici combinaþia apel emoþional GT + imagine cu recurs emoþional: „Ce
motiv mai vrei?“ (Pentax) – (întrebare retoricã) + imagine umoristicã a unui cadavru plutind
în piscinã, posibil de verbalizat în diverse moduri de la hiperbolicul: „de dragul acestui pro-
dus poþi sã ºi ucizi“ pânã la hilarul „cu acest produs poþi sã imortalizezi cele mai grave/spec-
taculoase momente“. 
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GT: Demers lingvistic discursiv sau disjunctiv

În urma analizei distribuþiei constituenþilor gramaticii discursive ºi/sau disjunctive la nivel
de titlu în reclama tipãritã pentru produse funcþionale TI s-au obþinut urmãtoarele rezultate
în ordinea prevalenþei (tabel 2):

1. Grup Nominal (11 cazuri) incluzând:
a) GN simplu: locuþiune prepoziþionalã (PrepP) inseratã: „[Timp (pentru (r)Evoluþie)]“

(Zapp Internet Express); inserare PrepP de gradul II: „{[(Sistemul perfect) pentru orice tip]
de aplicaþie.}“ (Shuttle XPC); propoziþie relativã inseratã: „[Micuþul UPS (care se re-
marcã.)]“ (UPS).

b) GN în apoziþie: 
b)1. GN – nume de marcã în apoziþia unui GN – emoþie/ motiv de achiziþie a produsului:

„HP Laserjet. recomandarea noastrã pentru bugetul tãu“ (hp).
b)2. coordonare asindeticã GN + propoziþie: „Putere. Flexibilitate. Oportunitãþi nelimi-

tate de distracþie. Acum poþi alege“ (Point PC).

2. Propoziþii imperative (5 cazuri):
a) simple: „Faceþi saltul inteligent în lumea culorii. „ (Lexmark printers)
b) plus alte elemente disjunctive: „Elibereazã-te! Lucreazã ºi distreazã-te! Fãrã cabluri.“ (SMC)
Procentul relativ ridicat de imperative ºi interogative specific epocilor incipiente ale pu-

blicitãþii care în faza actualã pare sã se îndrepte cu predilecþie spre o persuasiune bazatã pe
politeþe ºi abordare nedirectivã, indirectã, ar putea fi justificat în contextul produselor TI prin
noutatea realã, marcatã a acestora. Aceast element definitoriu, cât ºi grupa de vârstã mai micã
în care se încadreazã consumatorii þintã justificã un apel mai insistent bazat pe angajarea strate-
giilor pozitive de politeþe (-Distanþã) (Leech, 1983; Brown, Levinson, 1987) ºi exploatarea
deicticelor de persoana a II-a singular [+ TU] în locul formei de plural [VETI] [+ Distanþã]
[+Politeþe]. 

3. Propoziþii afirmative simple (5 cazuri): „Cresc înalþi, deasupra celorlalþi“ (ZyXel).

4. Propoziþii interogative (5 cazuri):
a) Întrebãri retorice: „Ce alt motiv îþi mai trebuie?“ (Pentax).
b) Întrebãri cu presupoziþii inserate: „Care dintre cele trei graþii va deveni comoara birou-

lui tãu?“ (Canon).

5. Alte elemente disjunctive concatenate în poziþie independentã (3 cazuri):
a) Element nominal + element adverbial: „Totul mai mare“ (Sony).
b) Element nominal + element adverbial + element adverbial: „Ediþie specialã pentru

elevi, studenþi, profesori ºi familii, cu cele mai frecvente aplicaþii Microsoft, la preþ spe-
cial“ (MS office).

6. Subordonatã cauzalã în poziþie independentã (1 caz): „Pentru cã mintea ta nu e închisã
între patru pereþi“ (hp Microsoft Windows).

Distribuþia statisticã a elementelor disjunctive la nivel de titlu în reclamele pentru pro-
duse de TI (Tabel 2) este relativ similarã cu cea a produselor din categoria expresive, non-
factuale. Aceasta se bazeazã pe exploatarea elementelor gramaticii disjunctive de tipul GN
ºi a altor fragmente în poziþie independentã în proporþie relativ echilibratã cu exploatarea stra-
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tegiilor gramaticii discursive. La nivelul strategiilor lingvistice, nu existã, deci, o diferenþiere
semnificativã în ceea ce priveºte distribuþia elementelor discursive/disjunctive în titlurile re-
clamelor pentru produse funcþionale faþã de cele non-funcþionale. 

Tabelul 2. Distribuþia statisticã a elementelor discursive ºi disjunctive la nivel de GT în
reclamele pentru produse TI din mediul tipãrit.

Conchidem deci, cã la nivel de gramaticã disjunctivã/discursivã în GT, diferenþierea între
produse funcþionale bazate pe abordare „rationalã“ ºi produse non-funcþionale bazate pe abor-
darea „emoþionalã“, impusã în literaturã, nu se justificã. Aceastã concluzie certificã ipotezã
cã în reclame alternativele lingvistice ºi strategiile creative la nivel de GT sunt impuse de
funcþie, mai degrabã decât de produs, funcþia esenþialã a titlului rãmânînd aceea de captare
a atenþiei ºi impact asupra memoriei cititorului/consumatorului ca elemente cheie indiferent
de tipul produsului.

Concluzii

La nivelul strategiilor creative, rezultatele empirice demonstreazã o prevalenþã dublã a
recursului raþional (21 cazuri) faþã de cel emoþional (9 cazuri) pentru imagine ºi o distribuþie
predominant informativã ºi argumentativ-informativã (63.3%) la nivel de copie, rezultate care
valideazã I1.

La nivel de titlu, analiza tipurilor de strategii creative ºi a distribuþiei elementelor grama-
ticii discursive ºi disjunctive relevã o o distribuþie egalã a recursului raþional (50%) ºi a celui
emoþional (50), precum ºi o distribuþie echilibratã a elementelor discursive ºi a celor disjunc-
tive. Aceste rezultate justificã raþionamentul potrivit cãruia GT pentru produsele TI este rela-
tiv similarã cu cea a produselor din categoria expresive, non-funcþionale. Putem conchide cã
gramatica titlului este o gramaticã standard dependentã de variabila funcþie ºi mai puþin de
variabila produs ºi se bazeazã în egalã mãsurã pe elemente disjunctive pentru a-ºi realiza funcþia
de captare a atenþiei ºi a facilita memorarea. In acelasi timp se valideazã ipoteza existenþei
unei diferenþe între reclama produselor funcþionale ºi a celor non-funcþionale în sensul exploa-
tãrii elementelor gramaticii disjunctive în cazul celor din urmã, ori de câte ori adevãrul sau
falsitatea afirmaþiilor din reclamã nu pot fi susþinute prin verbalizare predicativã. 

Notã

1. Gramatica disjunctivã (Leech, 1966) se bazeazã pe pãrþi de propoziþie în poziþie independentã (lipsa
predicaþiei) al cãror statut independent este marcat de izolarea prin punct: grup nominal, fragmente, propo-
ziþii nepredicative.
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Abstract

Organizations that host events, such as fundraising, celebrations or commemorations, usually want media
attention. The organizers want to get some press publicity before the event, during the event and as well as
post-event. However, events can fail to attract media attention because of poor planning. Planning mistakes
can include attempting to host the wrong event at the wrong time for the wrong audience. Breaking a Guin-
ness World Record (GWR) is one such event that requires three to four months of planning the right event
at the right time, enough people to break a record, pre-publicity, enticements for participation, and eye-catch-
ing press kits. At the same time, such an event if held on a college campus, requires students to want to par-
ticipate in large numbers. 

This paper outlines the research, planning, action and evaluation that encompassed the breaking of a Guin-
ness World Record (GWR) in largest dance in 2007. More importantly, this paper further offers how a the-
oretical connection in the instructional component for this event-planning course served to underline learning
outcomes.

Key words: event-planning course, Guinness World Record, media, publicity.

Organizations that host events, such as fundraising, celebrations or commemorations, usu-
ally want media attention. The organizers want to get some press publicity before the event,
during the event and as well as post-event. However, events can fail to attract media atten-
tion because of poor planning. Planning mistakes can include attempting to host the wrong
event at the wrong time for the wrong audience. Breaking a Guinness World Record (GWR)
is one such event that requires three to four months of planning the right event at the right
time, enough people to break a record, pre-publicity, enticements for participation, and eye-
catching press kits. At the same time, such an event if held on a college campus, requires stu-
dents to want to participate in large numbers. 

This paper outlines the research, planning, action and evaluation that encompassed the
breaking of a Guinness World Record (GWR) in largest dance in 2007. More importantly,
this paper further offers how a theoretical connection in the instructional component for this
event-planning course served to underline learning outcomes.

The course syllabus was developed with a date in mind of October 29, 2007, SUBSE-
QUENTLY MOVED UP TO October 22, 2007 per the request of the Dean of Student Activ-
ities so that it would kick-off Homecoming Week. Since funds for activities are set aside for
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student clubs, the Communication and Journalism Club became the clients of the class. Most
students in the class were members of the club. The course was separated by phases that con-
sisted of Research, Planning, Action and Evaluation.

Altogether during a semester there are 14 working weeks, so planning on the part of the
instructor began summer 2007. In order to instruct students about how to garner press atten-
tion on a large scale, she had decided that an attempt to either establish a new Guinness world
record or break an existing record would give students the experience of event planning and
especially contact with local press. In July preceding the start of the fall semester, the instruc-
tor made contact with Guinness in London and obtained all the necessary papers from their
online site. When she entered class, she discussed the concept of staging a Guinness event;
the class took two classes before making up their minds, collectively, that the event would
be an attempt to break an existing record for the „largest contra dance.“ The record to break
had been set in 2003 in Scotland when 875 people danced at an academy to the tune of „Achy
Breaky Heart.“

Before phase one, research, began, the instructor implemented Dynamic Social Impact
(DSI) theory as the criteria that would enable the event to be successful. The Literature Review
that follows discusses DSI theory as it was introduced to the students.

Literature Review: Dynamic Social Impact Theory

The theory has its roots in persuasion theory. Simply put, people will change their beha-
vior or beliefs if people can be influenced to want to do so. Bibb Latané (1981) argues that
„we are all influenced by the actions of others, entertained by their performances and some-
times persuaded by their arguments“ (343). He added that we are sometimes threatened by
the power of others, angered by their attacks, but fortunately also supported and comforted
by others. All of these effects, he writes, are „social impacts.“ Students were informed how
communication can change attitudes to the extent that they induce receivers to remember the
major arguments contained in the message, according to Hovland, Janis and Kelley (1953)
who focused then on source expertise. Other researchers, Sherif and Sherif (1967), argued
that communication effects begin with the receiver and that people appraise a communica-
tion and perceive a position relative to themselves (200).

At this point then students understood that a Guinness World Record attempt would cre-
ate a social impact but that participation by people in the event would depend on the percep-
tion of the event as being important or pertinent to themselves.

At the same time the Guinness organization requires that world record attempts required
authentication in the form of press coverage, both print and broadcast. Getting the three local
television stations, the three weekly newspapers and the one daily newspaper to pay atten-
tion to the event, by both publicizing it in advance and covering the event live would require
careful attention to press kits and telephone calls. Students were instructed in how press releases
rely on impact.

Writers must connect with the journalist, students were told. The writers hope to produce
a certain behavior in the journalist – that of writing or telling a story. Whether the writer impacts
the journalist depends on many variables, which are described in dynamic social impact the-
ory. Latané was discussed again.
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While Larson (1995) proposes that persuasion intentionally limits or extends sources and
receivers and attempts to change individuals’ attitudes, beliefs, opinions or behaviors by
restricting the individual’s frames of reference (10), Larson acknowledges that persuasion is
a process and not necessarily a theory. He writes that in the persuasion process, decision options
are intentionally limited or extended through the interaction of messages, sources and receivers
and through which attitudes beliefs, opinions or behaviors are changed by a cognitive restruc-
turing of one’s image of the world or of his frame of reference (10). Social impact theory
rests in the notion that people affect each other. „As social animals, we are drawn by the attrac-
tiveness of others and aroused by their mere presence, stimulated by their activity and embar-
rassed by their attention“ (Latané, 1981; 343). In short, people impact other people.

Students were instructed in the specificity of Latané’s impact theory and what he writes: 

By social impact, I mean any of the great variety of changes in physiological states and subjective fee-
lings, motives and motions, cognitions and beliefs, values and behavior that occur in an individual, human
or animal, as a result of the real, implied or imagined presence or actions of other individuals (344).

Dynamic Social Impact Theory is a direct influence of Moscovici’s social representation
theory in that DSI theory attempts to identify the ingredients of social representations. Huguet
and Latané (1996) suggest that we can identify spatial clusters of bundled beliefs, attitudes
and practices emerging from dynamic social impact as social representations. Latané offers
that much of his work in DSI theory is derived from the work of Kurt Lewin, who divided
social reality into three fields (a life space or physical space; a surrounding environment space
or social space; and a boundary or psychological space where the physical environment and
the life space are aware of each other). Latané points out that early Lewinian theorists cared
only for the life space, which was not to be confused with geographic environment of phy-
sical stimuli. Lewin’s psychological space could not be determined by a single axiom for it
may be smaller than physical distance as when travel is easily or pleasurable or it may be
larger as when travel is unfamiliar or frightening (Latané, 1996; 27). We are influenced then
by what is around us, from the social world, which in turn affects our mental representations
of the physical world, Moscovici’s social representations. 

At this point, then, students discussed how both persuasion effects and dynamic social
impact rely on results –something has to happen. However, the instructor reminded students,
often we don’t „see“ results. When a press release is read by a journalist, for example, we
are not there to see the effect if any. According to Latané, when a social source acts upon a
target individual, the amount of impact experienced by the target will depend on three things:
the strength of the source, the immediacy of the source and the number attached to the source.
Strength he defined as salience, power, importance or intensity of a given source to the tar-
get; by immediacy, he meant closeness in space or time and absence of intervening barriers
or filters; and by number, he meant how many people there were in the force field (Latané,
1981; 344).

For more clarity, students were instructed in Latané’s metaphor of the light from a light
bulb falling on a surface and explained that the amount of light is a „multiplicative function“
of the wattage or intensity of the light bulbs shining on the surface (Strength), the number of
bulbs that were in the lamp (Number) and the closeness to the surface (Immediacy), so the
impact of the bulb depends on the multiplicative function of SNI. Latané likened this impact
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to the impact experienced by an individual and predicted that the greatest impact on an indi-
vidual will depend on the higher the status, the more immediate the influence and the greater
the number of other people affecting him/her.

Students were beginning to understand that in order to attempt a Guinness world record
they would need to not only impact the press but impact people to want to participate as well.
The class discussed breaking news about a catastrophe and how when catastrophes happen
we are confronted with either many people talking about the event or much media coverage
of the event, and the impact we experience is heavy/serious. They talked about 9/11 as an
example. But, they also understood that had we not heard of other people talking about it or
watching the ongoing television coverage, we would not have thought of it as the catastro-
phe it indeed was. We get more worked up over events when we see others also worked up.
So, numbers of people feeling a certain way affects or impacts our perceptions.

As a class then, students understood that in order to get people „worked up“ about brea-
king a Guinness World Record, we would have to ourselves be „worked up“ about it and our
press releases and pre-publicity would have to reveal that enthusiasm. 

In order to create an impact on society, on the world, on precise individuals, students
learned, one has to develop something so strong that it will attract large numbers of people
because they will perceive it as important. Our DSI model looked like this:

Methodology

How the theory would underline the event became the methodology by which the event
would take place. First, students had to define the DSI criteria.

As a class, the criteria of DSI theory became this:
– The strength of the event will be in the name of the event, the Guinness World Record

and the fact that it was an attempt to break a record. Students also chose to look at strength
in the fact that this would be a university event, and they felt that the university had some
clout in the area.

– The number criterion of the event will be the mass of people that we will need to break
the GWR. Students chose to look at this criterion as the number of media people that we would
need to support authentication to Guinness.

– The immediaey of the event will be in the fact that is a local event and that the campus
is accessible to the general public and all students. Students chose to look at immediacy also
as importance.

Dynamic Social Impact Theory

Strength                    Number                    Immediacy
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Next, students developed propositions then from the theory, which we would return to in
the evaluation phase.

Theoretical Propositions

Propositions and the Guinness World Record Event

Proposition 1
If a Guinness World Record event takes place it will draw much attention of students as

well as community because of the fact that the GWR is so well known. If a record attempt
takes place, the press will be very interested in attending.

Proposition 2
If the number of participants in the GWR event is large enough, a world record can be

set. If the number of participants at the event is large enough, the press will cover the event
because the press is always interested in local news that impacts the community.

Proposition 3
If students perceive the Guinness event as important to them it will be given more atten-

tion. If the press perceives the GWR event as important to the community, it will receive press
attention.

Findings are discussed based on the phases of Research, Planning, Action and Evaluation.
By now the class was in its third week. There were only seven weeks until the scheduled

event was to take place.

Research Phase
September 8: Since the world record in largest dance was only a suggestion to the class,

the instructor allowed them to explore other events first. In the first phase, research, students
were to build a collective file of everything they could learn about the Guinness World Record
that included the history of Guinness, types of records set, and the most interesting events
that students thought would work on a college campus. The research question was: what type
of event could university students set a new world record? Within two weeks student groups
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made presentations about what they thought should be the record attempt. As a class, finally
they decided on the largest dance because mainly they knew they could actually do it. They
were then ready for the next phase, planning.

Planning Phase
September 14: This phase consisted of establishing a timetable, goals, objectives, and

budget. By the time this phase was in place, the event had been planned for October 29 so
the class felt comfortable enough about the timetable. Now, the students were divided into
six groups with each group to work on: a precise timetable during the day of the event that
included rehearsal time for the dance, the university’s Marching Band assembling to play,
the distribution of signs with numbers on them that all dance contestants would wear and the
staging with a disc jockey as backup in case something happened to the band. 

Another group controlled the music and rehearsed with the marching band to a tune deve-
loped for contra-style dancing; the students named it the university’s Contra-Chicken Dance.
The band rehearsed with six of the students (dancers) for 10 minute dance pieces. Then after
one week, the entire class was on the Marching Band field rehearsing with the band.

September 30: The instructor received a phone call from the Dean of Student Activities
requesting that the event be moved up one week to October 22. Students were in a panic at
first but calmed down once a revised time-table was developed.

Action Phase
October 10: The class was ready for pre-publicity that included specially-made press kits

and a short (3 minutes) publicity video that was shot and edited by three students in the class
of the university’s mascot dancing with various students and faculty to the tune of the Chicken
Dance. The press kits including the short video were delivered to all 25 press venues in the
area. October 15: Follow-up phone calls were then made one week before the event to insure
press attendance.

Last minute details included university Fire Marshall meetings about crowd control, nego-
tiations with Bojangles to cook chicken snacks for dance participants, which they ultimately
did during the event. and phone calls to a local T-shirt company that was running late on the
delivery of special T-shirts that would be given out free to the Marching Band, the class and
sold to all other people as a way to recuperate expenses.

Three students were instructed in how to meet the press; six students were instructed in
how to be up on stage as dance instructors; seven students were instructed in how to be with
the dance participants during the record attempt; other students served as sales people for the
shirts and ticket collectors for the dance participants. Each dance participant was given a red
ticket with a number so that the class could keep track of the number of dancers; also, as a
secondary measure, all participants had a blue card with a number attached to the back of
their shirts. Cards were pre-numbered from 1 to 1,000.

Findings 
October 22: The event itself was scheduled for 3:30
2:30 p.m. Students were thrilled to see pre-publicity in two of the local newspapers. One

large article was published the day of the event. All three broadcast media were present as
well as all newspaper media. A special six-foot stage was erected for students to video the
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entire dance. We knew that we would have to send Guinness footage that showed a timing
bar of the event. Students were surprised when local broadcast media attempted to also use
their staging, which was not erected to hold more than two people.

3:00 p.m. The T-shirts arrived in time so sales began about before the event. Bojangles
(a fast-food Chicken restaurant) also arrived in a trailer with kitchen equipment two hours
before so they could get their fryers and grill going. Students across the campus started con-
gregating in anticipation. 

3:15 p.m. Although the crowd of students still lingered around the lawn, the number of
actual participants signing up to dance started to dwindle. Students in class took the initiative
to go inside adjoining buildings when students were getting out of class to entice them to help
out. We knew by this time that we needed more than 875 people dancing to break the GWR.

3:45 p.m. Now, there were 800 people, students, faculty and staff, lined upon the lawn
and ready to dance. All had a number pinned to the backs of their shirts. 

4:00 p.m. Now, 815 people were ready to dance, but the record was 875 people. Students
were frantically looking for people. The student master of ceremony asked the participants
to be patient. The crowd grumbled but no one left. The band leader suggested that all band
members discard their instruments and join in (there were 90 of them). The disc jockey who
had a backup CD of the dance was asked to play for a minimum of 10 minutes.

4:15 p.m. almost 100 more people now officially were ready to dance. Two practice runs
took place. Each practice lasted 10 minutes. Now the participants were told we were going
for the record.

4:40 p.m. the record attempt was made. Altogether there were 910 people who danced
for 10 minutes to the university’s Chicken Dance.

Evaluation Phase
There was much jubilation and exhilaration. Students were ready to take a break and eager

to evaluate at the same time. The instructor gave them a one-class hiatus and when we met
again, the evaluation process began.

October 29: The instructor announced that evaluation of the event would take place by
writing a „how-to“ book. At first, students did not understand the intention of the book nor
the crucial importance of evaluation. After two class discussions about the evaluation process
and how the book would be a collective work of the class and something they could keep
forever, they became more excited about this phase.

Before students got started on the how-to book, they evaluated individually the event them-
selves. Collectively, they felt the event was a success; they recognized all the mistakes that
were made and there were many. Someone forgetting to alert the Fire Marshall and Public
Safety about the date change for the event and someone forgetting to arrange a rain date were
two mistakes. Not selling the T-shirts at least a week in advance of the event was another
mistake. At the end of the day, we had more than 100 shirts on hand (300 were ordered). For
the most part, students were harder on themselves than the instructor was in evaluating their
participation.

The How to Plan a Guinness World Record Event written by the students in the class is
now excerpted for the rest of this paper. A discussion of DSI theory is in the last chapter of
the student-written book.

This book is written for students in the future who might attempt to break or set a Guin-
ness World Record. Even if students try it while not being in a class, part of the Guinness
rules is the attraction of the local media and showing evidence of it. This book should help.
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Chapter One. How to Entice and Excite the Media

What are media and public relations?
Someone in media relations or public relations is a person who works hand-in-hand with

the media on behalf of an organization or event. Effective media relations are extremely impor-
tant in strategic organizational communication. The media relations group not only needs to
have the best interest of the event or organization in mind, but it must promote the event in
an enthusiastic, positive manner at the same time.

In order to promote the event in an enthusiastic manner, you must have full faith in the
event itself and its outcome. Get excited about it! In order to entice the media, you must excite
yourself first. Become familiar with the facts of the event and what exactly the media will
see that day. Always remember: EVENTS MAKE NEWS.

How do you create and distribute the press kits?
In order to start thinking about how to entice the media, you have to establish exactly what

the event is that you are trying to cover. Once you have all the required information, such as
purpose of event, date, time, where it is going to be held and who it is being hosted by you
can start formulating a press kit. In the press kit you are going to creatively come up with an
idea that fits the purpose of your event to entice the media. In our event for breaking the Guin-
ness World Record on the largest contra line dance for six minutes, we created an aestheti-
cally appealing press kit created specifically for the media. 

In our press kit, we painted a wooden box black. We made confetti out of teal paper to
resemble the universities colors on top of the confetti we placed a spring so a 3D mascot with
dancing shoes would pop up once you opened the box, this was to get the attention of the
receivers of the kits. Next to the mascot in the kit was our press release, describing every-
thing for the event that was taking place. Also, there was a free university lanyard as a gift
to the receivers, a complete visual DVD of our event that our class had created strictly for
the event.

This is another step that is self-explanatory. In this step you will wait for a couple of days,
usually two to three days after the complete delivery of all of the press kits, then make tele-
phone calls to the people you delivered press kits. Ask them to be sure to come to the event
or send someone; ask them if they have any questions. Be perky.

What can go wrong?
While trying to entice and excite the media for the Guinness event, there are several things

that could have gone wrong. As far as the press kits go, there could have problems such as
they could have not been delivered, either at all or on time. Delivering them to the wrong
person or if given to a secretary instead of the intended receiver could spell disaster because
there is never security in someone who is not the intended person that you are initially try-
ing to deliver to. The time of delivery is also another issue; it is important that you deliver
the press kits a certain time before the event, so that they have enough time to cover it and
not too long so that they do not lose interest or forget about the event.

During the event there are still many things that can go wrong with enticing and exiting
the media. First, it would be a big problem if you did not get the media attention that you
were hoping for because then it would affect the amount of people that show up for the event.
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You want to make sure that the person that is in charge of the Public Relations for the event
is always readily available to talk to the media at their convenience.

Chapter Two. How to Acquire Money 
for the Guinness World Record Event

What type of money is needed?
For our Guinness Event, we decided to make a list of items that we needed to collect before

our deadline of the event. We needed to purchase tee shirts, balloons, food, flyers and posters,
caution tape for the dance area, and a small donation to the DJ for his help and cooperation.
In order for our event to get up and running, we needed several sponsors and donations from
the university organizations, and local businesses. Because the club was brand new and we
had absolutely no funds, we needed to network and get the support of the community and
university. We needed free money to buy all the things needed to throw the event because of
the lack of club funds. 

How much money did we pull in and from which sources?
We started by requesting an allocation from the Student Government Association for $1000

to put the event into motion. After receiving the approval from SGA, we had committees made
in the classroom, one of which was assigned to go throughout the community and ask for
donations. Altogether students raised $1,800. We also had fundraisers from the event in tee
shirt sales, which brought in the majority of funds that the class sold as a whole. We also had
items donated to us also that we used as raffle items prior to and after the event. 

What can go wrong?
When looking for donations for an event such as raffle items and/or money giving the

company or person enough time to figure out their financial situation is key. If the request
for donation comes too close to the event then a lot of times the donor may not be able to
help. We ran into this dilemma with a few local businesses. They had a specific budget and
because we had asked for the donation in such a short amount of time they were unable to
give. Vise versa there was one business that said the request for donation had come too far
from the event and to come back later. Another problem we ran into with money was not
going into the event with a budget so we were scrambling for how to get money when we
were in the red.

Chapter Three. How to Plan a Guinness World Record

What does it mean to plan?
Planning the Guinness World Record event took time and dedication throughout the entire

process. Planning means creating a detailed proposal for doing or achieving something. When
planning for an event, it is important to include all of the details that will be necessary for
the event to take place. Planning for the event meant making sure we discussed as a class
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what record we wanted to break, how we were going to break it, how we were going to attract
participants, and how the event would be run that day.

What was the overall plan for the event?
The first thing we had to do was consider the audience that we wanted to target with the

event. Because the goal of the class was to learn how to attract media attention, the media
was the first public we chose to target. When we were deciding who would participate in the
event, the class chose to we chose to target the students, faculty, and staff of the university.
We also chose to include the surrounding community in our event. After two weeks in research,
we then chose an event that would attract media attention and participation from our publics.
Our instructor suggested the idea of setting a Guinness World Record for the largest number
of people doing the shag dance. The class liked this idea, so it was the event we chose. 

After we decided on the dance, we divided the class into committees. The committees we
chose to create were:

1. Public Relations – this group of students was responsible for generating press kits, wri-
ting the press release, and delivering the press kits to the media.

2. Public Safety/Public Restrooms, Music/Set Up, and Ordering Tables
3. Sales – these students were in charge of finding sponsors to donate money, food and

drinks, and raffle items.
4. Give Aways – the students in this group organized T-shirts, memorabilia to give to par-

ticipants, and numbering participants.
5. Publicity – students in this group had to post fliers around campus and at local businesses. 
6. Dance – the student in charge of learning and teaching the dance had to work with a

professor and the color guard to create a dance that other students could learn easily. 
7. Video Production – these students created an idea for the press video we wanted to include

in the press kit. They were in charge of taping, editing, and burning the video onto DVD. They
also filmed the event so that we could send it to Guinness as proof we broke the record.

8. Administrative – the students involved in this group were faced with the task of commu-
nicating with the administration of the university such as the Assistant Dean of Students, and
other parties necessary to plan the event.

9. Advertisements – a student worked with a graphic designer to create the logo and fliers
for the event.

The committees were flexible throughout the event to accommodate issues that arose
throughout the planning of the event. Some groups finished with their tasks earlier in the plan-
ning process, so those people joined other groups in order to alleviate some of the workload
for other people. 

What could go wrong?
In planning an event, anything could go wrong. In the case of the Guinness World Record

event, we experienced many of those things throughout the planning process. 
The major obstacles we faced throughout the planning process dealt with the university

and what we were and were not allowed to do based on university policies. The food was
also an issue throughout the planning process. The university would not allow us to use an
outside vendor because the cafeteria people had sole catering rights on campus. There are
exceptions however, but it took the full cooperation by the university and the cafeteria com-
pany. At first, it did not seem that these two parties were going to cooperate, but in the end,
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we were able to have Bojangles cater the event. Timing was a major factor in the food issue,
and we were at the last days before the event before we found out Bojangles was able and
willing to cater.

T-shirts were the biggest issue we had throughout the event. We planned on having one
company donate 100 t-shirts through a family friend of one of our students. The class bud-
geted money to purchase the rest of the 400 shirts we wanted to sell. Then, our instructor
found a T-shirt company in California, who designed the shirt and laid out the graphic. Because
ot time and money concerns we ended up switching to a company locally. The t-shirts were
picked up the day of the event.

Finally, we had an issue because one press kit was not delivered to a very important media
outlet. We received a call from the contact, and they were very disappointed that they did not
receive a press kit. We then had to meet with the person so that they could interview the admi-
nistrative committee. We ended up presenting the press kit to the source at the interview.

Of all the things that could go wrong, these were the major obstacles we faced through-
out the event. Thanks to the help of many people, we were able to overcome those obstacles
to plan a successful event.

Chapter Four. How to Rehearse for the Event

What is a rehearsal?
Rehearsal is necessary for a large event for many reasons. To properly check the plan-

ning, a rehearsal can be used to simulate the event. In a mass participation event a rehearsal
is used to practice what is needed to break the record. It helps to remove any faulty circum-
stances that could occur during the actual execution of the event as well as helping the large
group to be more cohesive. In a production of any kind, you want the final product to be as
close to perfect as possible, this requires a lot of practice and rehearsals will allow this to be
achievable. 

What was done to rehearse before the event and on the day of the event?
After establishing an event date and deciding on the Chicken Dance, the class was left

with the challenge of rehearsing for the dance. It was then decided shortly afterward that the
band was going to play the tune for six minutes during the event. Arrangements to meet with
the band were set the very next week, during their rehearsal time. Altogether several rehearsals
with the band were completed. 

What can go wrong?
Before further planning is done an initial rehearsal should be completed. In having the

rehearsal, the possibility of the event going as planned is never certain. 
There are many different factors that go into the rehearsal of the event because there are

so many people involved. The aspect of working with a mass amount of people is always
something that can provide a problem, but more specifically there are other issues of the
rehearsal that can fault.

The initial rehearsal should be done in order to test the probability of the success of the
event. Working with a smaller group of people for the preparation can make the trial process
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easier. However, a group that is significantly smaller can give a false impression of how the
event will turn out.

Chapter Five. How to Manage an Event

What does management mean?
The verb manage comes from the Italian word maneggiare (to handle) which derives from

the Latin word manus (hand). Later, it influenced our meaning in English management around
the 17th & 18th century. Management can deal with power by position, but also being led by peers.

Management can be seen as strategic and tactical decisions made in a planning process.
When dealing with management in planning an event one must first ask themselves a few
questions with regard to size, who and what was being attracted, what the goals were for the
event, etc.

Planning is deciding what needs to happen in the future and generating plans for action,
such things as having missions and objectives and determining how they will be accomplished.
Organizing deals with taking up optimum use of the resources required to enable the success
of the plan. Organizing focuses on the division, coordination, and control of tasks in the event.
Leading and motivating are skills needed for getting others to play a part in achieving these
goals. Controlling is the process of monitoring the progress of the plans and getting feed-
back on the performance of the event. Lastly, management is the art of getting things done
through people as timely and efficiently as possible. 

How Did the Management of the Event Take Place?
The goal for the event was to acquire 1000 participants. With this large of an event there

needed to be extra people making sure everything was being operated properly. Aside from
having public safety at the event to keep the crowd control, there also needed to be other
people to maintain different sections of the event. There needed to be someone who served
as a helper to the press. There needed to be someone who helped with the caterers. Also, there
needed to be someone to keep people from escaping outside the boundaries of the dance area. 

The manager of the entire event was the professor in charge of the lass. If there was a
major problem that needed to be fixed, she needed to be contacted to find out other solutions
on how to fix them. However, if everyone went to her with every small problem that came
up, that would have been too much for one person to handle. So she appointed other people
to help her along the way. 

What Can Go Wrong?
There are a lot of things that can go wrong with a large event that deals with hundreds of

participants. In the Guinness event, our estimated goal of participants alone was over 1,000
people. Including the staff it added around 40 more people to the bundle. With numbers that
big, a major issue would be crowd control. 

The crowd was controlled by the staff and small boundary lines. Boundary lines alone
could be a problem because they might not have been able to handle the strain of people touch-
ing them or they might have not been effective at all. Participants would come up, register
and then be forced to stand in a long line around the perimeter until it was time to enter the
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dance area. The crowds were slightly disrupting the everyday flow of the campus due to the
extra cars and bodies present. Students usually use the roped off dance area to cut across the
lawn and make it to class a few seconds faster but it wasn’t possible that day. 

In addition to the crowd being controlled to one area, there was also the question of their
safety. The staff needed to make sure there was enough room so each person would have
enough breathing room. The staff continuously walked between the lines to maintain a cer-
tain order. There could have been many possible health issues that could go wrong. Partici-
pants could have a heart attack, stroke or any other serious health problems.

The setup up of the event could have gone extremely wrong. There were only three
required fixtures for the event and those were the Disc Jockey stage, scaffold for the video
crew and the food stand. Also, there were small tables set up for the staff to register partici-
pants. Each of these fixtures could have caught collapsed had they not been put up by trained
university officials. 

The key element to the whole event that could have gone wrong was not having enough
participants show up. The event required the staff to have close to 900 people to break the
record alone. The staff members recruited every day including the day of the event to gain
more participation for their event goal. Even the university marching band members joined
in that gave us the 910 participants. 

Security could have also gone horribly wrong. If there was not help from the university
police force then there could have been a lot of mayhem. With the amount of students and
community members present there could have been brawls or fight outbreaks. 

Weather could have been a big issue and conflict for the staff members. Since the event
was held outside, the staff was placed as pawns in nature’s weather game. 

Chapter Six. Was the Event Successful?

We determined as a class that the event was successful. Social impact involved not only
the participant-dancers but all of the university’s community internally and externally. Because
we had so much press coverage, we believed that many people were informed of the event.
Naturally, we cannot count within the 100,000 population community how many people actu-
ally saw or read news coverage but we believe that there had to be some viewers/readers.
Wtihin the university’s community, there was much impact based on the number of faculty,
staff and students were participated or stood on the sidelines watching the event.

When evaluating the event based on Dynamic Social Impact Theory, students believed
that the criteria of strength, number and immediacy were met for social impact. As a class,
we returned to the propositions that were used in planning the event.

The propositions formed before the event were then addressed.

Proposition 1
If a Guinness World Record event takes place it will draw much attention of students as

well as community because of the fact that the GWR is so well known. If a record attempt
takes place, the press will be very interested in being present. We believe the participant-
dancers who showed up indicated they understood well what we were trying to do and feel
the same way about the press coverage from all venues, both print and broadcast.
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Proposition 2
If the number of participants in the GWR event is large enough, a world record can be

set. If the number of participants at the event is large enough, the press will broadcast/cover
the event because the press is always interested in local news that impacts the community.
Because 910 participant-dancers showed up and stood ready to help break the record, the
press people who were there also stayed until the end of the event. They stayed because they
could not ignore the large crowd, which very much evidences the criterion about number of
DSI theory.

Proposition 3
If students perceive the Guinness event as important to them it will be given more atten-

tion. If the press perceives the GWR event as important to the community, it will receive press
attention. The name, Guinness, alone attracted attention. No one ever asked us, „Who or what
is Guinness?“ The name recognition helped promote the immediacy or importance of the event.

Conclusions

The only caveat to planning for such an event is that without student enthusiasm the event
can actually fail. Early in the semester, the instructor went to great lengths to instill a sense
of enthusiasm by pointing out that no Guinness Event had ever been tried at the university
so they, the students, were the true pioneers. The fact that the event meant that this course,
a media writing course, was going to be a hand-on experience definitely helped motivate stu-
dents. It is one semester later and faculty, staff and students are still talking about it. And yes,
the record was broken, or so we thought. Guinness did not let us know that in Hong Kong
on September 26, three weeks before our scheduled event, a university broke the record with
1000 students dancing for more than 10 minutes. Had they let us know on October 22, we
would have had a chance to increase the participants. Guinness retaliated with this: they don’t
know records are broken until they see evidence of it and often evidence gets to them sev-
eral weeks after the event. Students in the class know about this and so does the administra-
tion. Spirits have not been daunted. Many who are not graduating this May want to try it again
this Fall. We may.

(The course syllabus is available for a handout).
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Rezumat

Problematica construirii personalitãþii de brand a început sã fie studiatã în mod constant în anii 80-90 ai
secolului trecut, studiile legate de brand situându-se, mai ales în ultimii ani, într-o perspectivã intercultu-
ralã. Studiul de faþã investigheazã diferenþele culturale în construirea personalitãþii de brand în domeniul pu-
blicitãþii de automobile între douã tipuri de spaþii culturale diferite (România ºi China), din punctul de vedere
al distincþiei culturi individualiste vs. culturi colectiviste. Rezultatele unui chestionar aplicat unor eºantioane
de convenienþã din cele douã þãri aratã diferenþe relativ greu de anticipat în construirea personalitãþii de brand,
însã diferenþe evidente, în bunã mãsurã explicabile prin situarea în spaþii culturale diferite. Non-rãspunsurile
au fost statistic mai numeroase în cazul respondenþilor chinezi, datoritã influenþei culturii mai individualiste
ce favorizeazã opinia individualã, respectiv a culturii colectiviste care descurajeazã manifestarea individualã
a opiniei. Brandurile naþionale par sã fie mai puternic conturate decât brandurile internaþionale, mai ales în
cazul culturii colectiviste. 

Cuvinte-cheie: personalitatea de brand, publicitate, China, România, culturi individualiste vs. colectiviste.

Abstract 

The problem of brand personality began to be seriously and constantly studied in the 80-90s of the last
century, the studies related to the brand being situated, lately, in a cross-cultural perspective. This study inves-
tigates the cultural differences in constructing brand personality for automobile advertising in different types
of cultural spaces (Romania and China), following the classical distinction between individualistic and col-
lectivistic cultures. The findings of a survey, applied to a convenience sample in the two countries, show
obvious differences, yet difficult to anticipate, explicable to some extent by the cultural context. Non-responses
were statistically more prominent for the Chinese respondents, due to the possible influences of a more indi-
vidualistic culture, which encourages personal opinion and of collectivistic culture, which discourages indi-
vidual manifestations of opinions. The national brands seemed to be more clearly constructed, if compared
to international brands, especially for the collectivistic culture.

Key words: brand personality, advertising, China, Romania, individualistic vs. collectivistic cultures.
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Personalitatea de brand în context cultural

Personalitatea de brand a fost definitã drept setul de trãsãturi umane caracteristice aso-
ciate unui brand (Aaker, 1997, Kim, Han, Park, 2001) sau suma trãsãturilor de personalitate
transferate de la persoanele asociate cu un brand (Bosnjak, Bochmann, Hufschmidt, 2007),
calitãþile personale asignate brandurilor ca urmare a unei nevoi de antropomorfizare a obiectelor
pentru a facilita interacþiunile oamenilor cu lumea inanimatã sau un set de inferenþe de per-
sonalitate construite de consumator prin observaþie repetatã a comportamentelor dictate de
brand ºi care sunt coerente cu rolul perceput al brandului ca partener într-o relaþie diadicã
(Fournier, 1998). 

Personalitatea de brand este rezultatul procesului de branding, vãzut drept o „încercare
de a «personaliza» în mod strategic produsele, de a le oferi o istorie ºi o personalitate“ (Power,
Hauge, 2008, 124) Ea poate include caracteristici demografice (Aaker, 1997), cum ar fi genul
(de pilda þigãrile Virginia Slim sunt apreciate ca fiind de genul feminin, pe când Marlboro
de genul masculin), vârsta (Apple este considerat tânãr faþã de IBM considerat mai în vârstã)
sau clasa socialã (maºinile Ferrari faþã de maºinile Trabant). În general, însã, personalitatea
de brand este caracterizatã de trãsãturi umane generale. Nevoia de a mãsura aceastã carac-
teristicã a brandului, de a cuantifica calitãþile antropomorfe ale brandurilor, a dus în timp la
construirea unei scheme (sau a unei scale) care cuprinde cinci dimensiuni esenþiale: Sinceri-
tatea (Sincerity) – onest, folositor, vesel, Exuberanþa (Excitement) – îndrãzneþ, imaginativ, în
pas cu moda, Competenþa (Competence) – demn de încredere, inteligent, plin de succes, Sofisti-
carea (Sophistication) – încântãtor, stilat, Duritatea (Ruggedness) – puternic, dur. (Aaker, 1997) 

Cercetãtorii au sugerat cã personalitatea de brand întãreºte preferinþele cumpãrãtorilor,
evocã emoþiile acestora ºi creºte nivelul de încredere ºi loialitate. De aceea, brandurile au
fost percepute ca purtãtoare ale culturii, cu alte cuvinte semnificaþiile încapsulate într-un brand
pot servi drept reprezentaþi ºi pot instituþionaliza valorile ºi credinþele unei culturi. (Aaker,
Benet-Martinez, Garolera, 2001). 

Brandurile sunt vãzute aºadar ca purtãtoare de semnificaþie antropomorfizatã, care urmeazã
o cale de transfer de la bunuri la brand, apoi de la brand la utilizatori (McCracken, 1989).
Giranþii (endorsers) trãsãturilor unui brand sunt adesea celebritãþile care promoveazã pro-
dusele asociate unui brand, managerii trusturilor care produc produsele respective sau per-
soanele care apar în reclamele la produse. Acest prim pas schiþeazã un prim set de calitãþi
asociate unui brand. Transferul acestor calitãþii asupra consumatorului este un proces com-
plicat, care þine nu numai de cumpãrarea (ºi experimentarea repetatã) a bunurilor, dar mai
ales de imaginea creatã în mintea consumatorilor; magine socialã, am spune, cãci imaginea
personalã se combinã în mod necesar cu percepþiile celorlalþi. În acest joc al imaginii ºi al
brandurilor un rol important îl are sinele. 

Personalitatea de brand se construieºte în context cultural, chiar pentru brandurile inter-
naþionale (cum ar fi McDonalds, IBM, Nike etc.). De-a lungul timpului douã argumentãri
solide au fost construite în legãturã cu influenþa culturii asupra deciziei de cumpãrare a con-
sumatorilor ºi asupra construirii unui brand. Unii cercetãtori au adoptat o poziþie universa-
listã, anume cã deciziile de cumpãrare nu sunt influenþare cultural., replicând studii în diverse
culturi (Kahneman, Slovic, Tversky apud Briley, Morris, Simonson, 2000). Alþii au ajuns la
concluzia cã influenþele culturale iau forma unor trãsãturi generale, stabile ale culturilor naþio-
nale, cum ar fi individualismul vs. colectivism (Hofstede, 1980). Studiul de faþã se situeazã
în cea de a doua tradiþie de cercetare, concretizatã deja în studii comparative între diferite
culturi ºi modul de percepere a brandurilor. 
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Sinele în context cultural. Culturi individualiste, culturi colectiviste

Aºa cum a fost definit încã de ªcoala de la Chicago, sinele consistã în toate afirmaþiile
fãcute de o persoanã, în mod deschis sau nu, care includ cuvintele „eu“, „mine“, „al meu“,
„mine însumi“. (Cooley, apud Triandis, 1989). Aceastã definiþie largã aratã cã toate aspectele
motivaþiei sociale sunt legate de sine. Atitudinile, credinþele, intenþiile, normele, rolurile, va-
lorile sunt aspecte ale sinelui. 

Conceptul de sine denotã totalitatea gândurilor ºi sentimentelor unui individ care se referã
la sine însuºi ca la un obiect. Din punct de vedere psihanalitic, conceptul de sine este core-
lat cu ideea de sistem al diferitelor forme ale sinelui între care existã situaþii conflictuale. Teo-
riile behavioriste construiesc sinele ca pe un set de rãspunsuri condiþionate. Fenomenologia
ia în considerare sinele într-o accepþiune holisticã. În fine, interacþionismul simbolic îl con-
siderã drept funcþie a interacþiunilor interpersonale. (Sirgy, 1982)

Una dintre distincþiile majore legate de sine se referã la aspectele public, privat ºi colec-
tiv ale sinelui. Astfel sinele privat conþine cogniþiile legate de trãsãturi, stãri sau comporta-
mente ale individului, sinele public – cogniþiile privind felul în care individul crede cã este
perceput de cãtre ceilalþi, iar sinele colectiv reprezintã percepþia sinelui de cãtre un grup spe-
cific de referinþã (Triandis, 1989). Diferitele constructe ale sinelui (self construals) sunt pat-
tern-uri ale comportamentelor trecute, prezente ºi viitoare ºi descriu douã moduri de a fi: sinele
independent ºi sinele interdependent (Trafimow, Traindis, 1991; Markus, Kitayama, 2003),
corespunzãtoare culturilor individualiste ºi colectiviste teoretizate de Hofstede (1980). Este
foarte greu ca asemenea constructe sã fie generalizate, de pildã sã se presupunã cã o culturã
asiaticã (identificatã în clasificarea lui Hofstede ca fiind o culturã colectivistã) sã actualizeze
constant ºi invariabil tipul de construct interdependent, dupã cum o culturã europeanã, con-
sideratã mai degrabã individualistã, sã privilegieze nediferenþiat sinele independent. Totuºi
credem cã existã o constantã statistic identificabilã care dã seamã de diferenþele intercultu-
rale în manifestãrile sinelui. 

Toþi indivizii sunt asemãnãtori, datoritã constantelor biologice, însã ei sunt în acelaºi timp
diferiþi prin ceea ce dã unicitate unei persoane din punct de vedere psihologic. În plus, toþi
indivizii sunt fiinþe sociale, aºadar învaþã încã din copilãrie cum sã supravieþuiascã în lumea
socialã, ceea ce implicã sã facã faþã a cinci probleme fundamentale, identitatea, ierarhia, genul,
adevãrul ºi virtutea (Hofstede, Pederson, Hofstede, 2002, 39), care corespund cu cele cinci
dimensiuni stabilite de Hoftede în analiza diferenþelor interculturale: colectivism vs. indivi-
dualism, distanþã socialã, feminitate vs. masculinitate, evitarea incertitudinii, orientarea pe
termen lung vs. scurt. 

Cercetãrile în domeniul publicitãþii, în special cele care privesc brandul ca imagine sau
personalitate, privilegiazã distincþia culturi individualiste vs. colectiviste în definirea cul-
turalã a personalitãþii de brand sau a înþelesurilor asociate în general cu un anumit brand
(Triandis, 1989; Trafimow, Triandis, 1991; Markus, Kitayama, 1991; Han, Shavitt, 1994;
Aaker, Maheswaran, 1997; Briley, Morris, Simonson, 2000; Markus, Kitayama, 2003). 

Culturile colectiviste sunt acele culturi în care interesul grupului este mai important decât
interesul individual, în timp ce culturile individualiste sunt culturile sunt cele în care primeazã
interesul individual (Hofstede, 1991, 50). În societãþile colectiviste, încã de mic individul este
integrat în grupuri sociale formate din membrii familiei lãrgite (ingroups) care continuã sã
protejeze individul de-a lungul vieþii sale, cerând în schimb loialitate necondiþionatã. În aceste
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culturi confruntarea directã cu o altã persoanã este consideratã nepoliticoasã ºi nedezirabilã.
În acelaºi timp, în familiile colectiviste copiii învaþã sã împrumute opiniile celorlalþi, fiind în
permanentã armonie cu opinia grupului. Opinia individualã nu existã, ea este predeterminatã
de grup. În familiile individualiste, pe de altã parte, copiii sunt încurajaþi sã gândeascã sin-
guri, în sensul de a construi ºi a opera cu opinii individuale, care sã le reflecte personalitatea,
o personalitate slabã fiind aceea care reflectã numai opiniile altora. (Hofstede, 1991, 59)

În culturile colectiviste existã o presiune constantã de supunere la normele grupului sau
la normele sociale (Desmond, 2007), în timp ce culturile individualiste privilegiazã scopurile
personale, chiar dacã nu încurajeazã neapãrat nerespectarea normelor sociale. Distribuþia cul-
turilor colectiviste respectiv individualiste aratã, conform analizelor lui Hofstede, o predomi-
nanþã a colectivismului în culturile asiatice ºi sud-americane ºi a individualismului în culturile
nord-americane ºi vest europene. Totuºi multe culturi sunt apropiate de zona de mijloc, alte
variabile fiind relevante. (Triandis, 1989) 

Douã spaþii culturale diferite: România ºi China

În ierarhia propusã de Hofstede, pe scala colectivismului China se aflã pe o poziþie aproape
extremã, ca fiind una dintre culturile cele mai colectiviste (scor 20), România fiind una din-
tre þãrile necotate încã în studiile IBM folosite de Hofstede, însã cu un scor – aproximat de
replicãrile studiilor IBM ºi de estimãri – de 30. (Hofstede, 2005, 79) România este, aºadar,
consideratã tot o culturã colectivistã mai degrabã, însã mai individualistã decât China. În plus,
credem cã influenþa constantã a culturilor vest-europene se manifestã într-o tendinþã cãtre un
mai pronunþat individualism. 

Existã autori care identificã o suprapunere între culturile colectiviste, respectiv individua-
liste ºi douã tipuri de sine corespunzãtoare, sinele interdependent, respectiv sinele indepen-
dent. (Markus, Kitayama, 1991, 2003), alþii care aratã o dominanþã a sinelui public în culturile
colectiviste ºi a sinelui privat în culturile individualiste (Triandis, 1989; Trafimov, Triandis,
1991). Dintr-un punct de vedere comparativ, experienþa individualismului pare sã fie psihologic
predominantã în societãþile vestice, având efect direct în prezentarea sinelui (în circumstanþe
publice) ºi în experimentarea sinelui (în conºtientizarea privatã a sinelui) (Johnson, 1985). 

Apreciem cã, deºi societatea româneascã stã sub semnul culturii mai degrabã colectiviste
decât individualiste, influenþa vest-europeanã se face simþitã mai ales la nivelul opiniei, opinia
individualã este încurajatã ºi apreciatã, pãstrându-se totuºi o nevoie constantã de acord cu
normele grupului în exprimarea sinelui. 

Pe de altã parte, cultura chinezã, chiar dacã în continuã schimbare dupã revoluþia comu-
nistã din 1949 spre o nuanþare a tradiþiei sale colectiviste, pare sã fie încã în zona extrem
colectivistã. Chiar dacã mai puþin tradiþionalistã, ca urmare a Revoluþiei Culturale, China mo-
dernã privilegiazã în continuare valorile grupului, nevoia de armonie între opinii, exemplu
tipic de sine interdependent. Diferite studii aratã faptul cã, inclusiv în rândul segmentelor care
au un ritm de modernizare foarte rapid, existã în continuare o tendinþã a oamenilor de a acþiona
în acord cu aºteptãrile anticipate ale celorlalþi ºi ale normelor sociale, mai degrabã decât în
acord cu dorinþele individuale sau atributele personale (Chu, 1985; Markus, Kitayama, 1991).
De asemenea, culturile asiatice în general (nu numai China, dar ºi Coreea, Japonia, Taiwan)
sunt considerate în continuare ca fiind culturi eminamente colectiviste ºi, într-un anume sens
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(legat mai degrabã de conceptul de sine decât de situaþia economicã), tradiþionaliste. (Triandis,
1989; Han, Shavitt, 1994; Briley, Morris, Simonson, 2000; Aaker, Benet-Martinez, Garolera,
2001; Markus, Kitayama, 2003).

Metodologie

Studiul de faþã are ca puncte de pornire grila de personalitate de brand a lui Aaker (1997),
modificatã în contextul decodãrii brandurilor de automobile ºi interpretatã prin prisma dis-
tincþiei culturi individualiste vs. culturi colectiviste propuse de Hofstede. 

Cercetarea are ca instrument un chestionar aplicat unui eºantion de convenienþã format
din 150 de studenþi ai facultãþilor de Comunicare ºi Relaþii Publice (ªcoala Naþionalã de Studii
Politice ºi Administrative, Bucureºti) ºi de Sociologie ºi Asistenþã Socialã (Universitatea Bucu-
reºti), precum ºi 138 de studenþi ai Facultãþii de Informaticã ºi Inginerie (Universitatea de
Nord-Est din Shenyang, China). Chestionarele au fost autoadministrate, subiecþii fiind toþi
studenþi în anul întâi, studii universitare. 

Subiecþii au fost rugaþi sã completeze o grilã de atribute pentru cinci branduri de automo-
bile, patru internaþionale (Mercedes, Toyota, Porsche, Chrysler), comune în chestionarele apli-
cate în cele douã culturii, unul naþional, specific (Renault Logan pentru România, Zhonghua
pentru China). De asemenea, fiecare brand a fost asociat cu o clasã socialã de cãtre partici-
panþi (clasã socialã înaltã, medie, joasã). Participanþii au avut, pentru fiecare atribut ºi pen-
tru întrebarea legatã de clasele sociale, posibilitatea unui rãspuns de tip „nu îmi spune nimic
legat de acest atribut“ (considerat în continuare drept non-opinie) ºi „nu imi spune nimic în
legãturã cu clasa socialã“ (considerat drept non-rãspuns).

Atributele selectate pentru grila de analizã au fost alese corespunzãtor celor cinci dimen-
siuni ale grilei propuse de Aaker (1997): Sinceritate („modestã“, „snoabã“), Exuberanþã („aven-
turierã“), Competenþã („educatã“), Sofisticare („stilatã“, „plinã de sine“), Duritate („puternicã“,
„mediocrã“). Una dintre criticile aduse clasificãrii lui Aaker este aceea cã a folosit numai adjec-
tive conotate pozitiv (Bosnjak, Bochmann, Hufschmidt, 2007). Am ales ca în cele trei cazuri
în care am optat pentru douã adjective în loc de unul, cel de al doilea sã fie unul negativ. 

Deºi întrebãrile legate de personalitatea de brand sunt în general construite sub forma „dacã
acest brand ar fi o persoanã, cum l-aþi caracteriza?“, am considerat cã întrebarea din spatele
acestei formulãri este mai potrivitã pentru o asemenea cercetare. O „confruntare“ directã cu
ideea de a judeca o persoanã pe baza maºinii pe care o conduce ar putea amplifica diferenþele
culturale în construirea personalitãþii de brand. Întrebarea a fost construitã astfel: „Maºina pe
care o conduce o persoanã vã spune ceva despre persoana respectivã, din punctul de vedere
al calitãþilor persoanei respective? Este o persoanã…“ (în dreptul fiecãrui atribut, subiecþii
au putut alege între urmãtoarele variante de rãspuns: În foarte mare mãsurã / În mare mãsurã
/ În micã mãsurã / În foarte micã mãsurã. Deloc / Nu îmi spune nimic legat de acest atribut
/ Nu ºtiu. Nu rãspund.)

Ipotezele cercetãrii au vizat douã aspecte în principal: cum este construitã personalitatea
de brand pentru cele 5 branduri de automobile ºi diferenþele culturale în decodarea semnelor
publicitare. De asemenea, ne-am fi aºteptat la mai multe rãspunsuri neconclusive pentru
subiecþii chinezi (într-o culturã extrem colectivistã, opinia personalã nu este privilegiatã în
mod special), de tip „nu îmi spune nimic“ sau non-rãspunsurile, de tip „nu ºtiu/nu rãspund“,
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faþã de rãspunsurile subiecþilor din România (mai individualistã decât China, deºi încã în zona
colectivismului în clasificarea propusã de Hofstede). 

Ipotezele urmãrite au fost urmãtoarele:

I1: Existã diferenþe de interpretare statistic relevante în asocierea atributelor cu brandurile
de automobile între cele douã þãri. 

În cazul primei ipoteze, cea mai deschisã interpretãrilor, am considerat nerelevant sensul
diferenþelor, cu alte cuvinte cine sau de ce privilegiazã o clasã sau alta, importante fiind prac-
tic diferenþele, întrebarea generalã a cercetãrii fiind dacã existã diferenþe notabile de deco-
dare pentru brandurile internaþionale în spaþii culturale diferite sau nu. 

I2: Existã mai multe atribute pentru care subiecþii chinezi vor fi în acord sau în dezacord
în mai mult de 50% din cazuri pentru fiecare brand în parte.

Ne aºteptãm ca în cazul culturii extrem colectiviste, opiniile sã fie mult mai apropiate (mai
convergente) decât în cazul culturii mai individualiste, de aceea ipoteza mizeazã pe o mai
evidentã polarizare a opiniilor subiecþilor chinezi. 

I3: Participanþii chinezi vor alege varianta non-opinie sau non-rãspuns legatã de atributele
asociate cu brandul („nu îmi spune nimic legat de acest atribut“ sau „nu ºtiu/nu rãspund“) în
mai multe cazuri în comparaþie cu participanþii români. 

I4: Subiecþii chinezi vor alege varianta non opinie legatã de clasa socialã asociatã cu bran-
dul („nu îmi spune nimic legat de clasa socialã“ sau „nu ºtiu/nu rãspund“) în mai multe cazuri
în comparaþie cu studenþii români. 

Cum în cazul culturilor individuale a avea o opinie este considerat o virtute, iar copiii sunt
încurajaþi încã de mici sã aibã ºi sã îºi exprime opiniile, iar în culturile colectiviste, expri-
marea unei opinii ar trebui sã fie mai degrabã o chestiune de grup ºi de acord cu valorile grupu-
lui decât o opþiune individualã, ne aºteptãm la o ratã mai mare de rãspunsuri care nu
privilegiazã o opinie în cazul respondenþilor români.

I5: Personalitatea de brand în cazul brandurilor naþionale este cea mai pregnant conturatã.
Aceastã ipotezã va fi operaþionalizatã þinând cont de atributele care au primit peste 50%

acord sau dezacord din partea participanþilor. 

Analiza datelor 

Pentru o mai uºoarã analizã a datelor, rãspunsurile „în mare mãsurã“ ºi „în foarte mare
mãsurã“ au fost recodate drept „acord“, iar rãspunsurile „în micã mãsurã“, „în foarte micã
mãsurã/deloc“ au fost recodate drept „dezacord“. O comparaþie a diferitelor atribute asociate
celor 4 branduri comune în cele douã chestionare, aratã diferenþe relativ importante, mai clare
pentru anumite branduri ºi pentru anumite atribute ºi mai puþin pregnante sau aproape nule
pentru altele.

În ceea ce priveºte brandul Mercedes, diferenþele sunt evidente pentru atributele „modestã“
(acord 3.3% România, faþã de 23.2% China; dezacord 59.3% România, faþã de 36.2% China),
„plinã de sine“ (acord 63.3% România faþã de 41.3% China; dezacord 13.3% România faþã
de 26.8% China), „stilatã“ (acord 61.3% România faþã de 45.7% China, diferenþã micã în
dezacord însã – 21.3% faþã de 23.2%). 
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Tabelul 1. Personalitatea de brand pentru brandul Mercedes

Toate calitãþile prezintã diferenþe relativ semnificative, cu o predilecþie clarã de diferenþiere
pe una dintre calitãþile „negative“ (plinã de sine) ºi una dintre calitãþile cu o conotaþie uºor
negativã (modestã), care tind sã fie mai clar puse în evidenþã (fie în dezacord – pentru „mo-
destã“, fie în acord – pentru „plinã de sine“ în cultura predominant individualistã). Douã
atribute au întrunit acordul a mai mult de jumãtate dintre respondenþii români, 50.3% nu sunt
de acord cã o persoanã care conduce o maºinã Mercedes poate fi o persoanã modestã, iar
61.3% cred cã este o persoanã stilatã. Nici unul dintre atribute nu a întrunit majoritatea opi-
niilor subiecþilor chinezi, nici în acord, nici în dezacord. 

Brandul Toyota se diferenþiazã mai ales pe atributele „snoabã“ (acord 4.7% România faþã
de 18.8% China, dezacord 51.3% România, 41.3% China) ºi „mediocrã“ (acord 6.7% Româ-
nia faþã de 22.5% China, dezacord mai apropiat, însã, 40.7% România faþã de 37.7% China),
din nou douã dintre cele trei atribute „negative“, cu aceeaºi evidenþiere mai pronunþatã (fie
în sens pozitiv, fie negativ) pentru cultura mai individualistã. De asemenea, atributul cono-
tat uºor negativ, „modestã“, prezintã diferenþe semnificative (acord 22.7% România faþã de
37.0% China, dezacord 38.7% România faþã de 24.6%). La acestea se adaugã puternic dife-
renþiat atributul pozitiv „puternicã“ (acord 37.3% România faþã de 14.5% China; dezacord
24.7% România faþã de 41.3% China). 

Tabelul 2. Personalitatea de brand pentru brandul Toyota
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Mercedes România China

Acord Dezacord Acord Dezacord

modestã 5 3.3% 89 59.3% 32 23.2% 50 36.2%

aventurierã 34 22.7% 63 42.0% 37 26.8% 52 37.7%

plinã de sine 95 63.3% 20 13.3% 57 41.3% 37 26.8%

snoabã 59 39.3% 44 29.3% 47 34.1% 43 31.2%

stilatã 92 61.3% 32 21.3% 63 45.7% 32 23.2%

educatã 37 24.7% 53 25.3% 49 35.5% 30 21.7%

mediocrã 15 10.0% 66 44.0% 25 18.1% 66 47.8%

puternicã 65 43.3% 45 30.0% 66 47.8% 30 21.7%

Toyota România China

Acord Dezacord Acord Dezacord

modestã 34 22.7% 58 38.7% 51 37.0% 34 24.6%

aventurierã 56 37.3% 52 34.7% 30 21.7% 49 35.5%

plinã de sine 20 13.3% 74 49.3% 26 18.8% 57 41.3%

snoabã 7 4.7% 77 51.3% 26 18.8% 57 41.3%

stilatã 43 28.7% 49 32.7% 51 37.0% 34 24.6%

educatã 53 35.3% 32 21.3% 47 34.1% 36 26.1%

mediocrã 10 6.7% 61 40.7% 31 22.5% 52 37.7%

puternicã 56 37.3% 37 24.7% 20 14.5% 57 41.3%
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Existã, pentru brandul Toyota, o inversare statisticã a majoritãþii celor care aprobã sau deza-
probã patru dintre cele opt atribute: douã în mod evident, participanþii români tind mai degrabã
sã considere brandul asociat cu o persoanã puternicã, dar nu modestã, pe când participanþii
chinezi tind sã asocieze brandul cu o persoanã mai degrabã modestã, dar nu puternicã, ºi douã
cu diferenþe mai puþin remarcabile, subiecþii din România sugerând o personalitate mai degrabã
aventurierã, dar nu stilatã, pe când cei din China o persoanã stilatã, dar nu aventurierã. Per-
sonalitatea de brand în acest caz este construitã foarte diferit în cele douã culturi. O posibilã
explicaþie este legatã de faptul cã brandul Toyota este un brand japonez, istoria culturalã a
Chinei fiind puternic influenþatã de apropierea geograficã de Japonia ºi de conflictele seco-
lului al XX-lea dintre cele douã þãri.

O diferenþã notabilã numai în acord, dar nu ºi în dezacord este legatã de atributul „aven-
turierã“, participanþii români considerând o persoanã care conduce o maºinã aparþinând bran-
dului Toyota aventurierã în proporþie de 37.3% faþã de 21.7% dintre participanþii chinezi. 

Brandul Porsche este mai clar conturat, cel puþin pentru subiecþii români, mai mult de 50%
dintre aceºtia considerând o persoanã care conduce un Porsche ca fiind aventurierã, plinã de
sine, puternicã, deloc modestã sau stilatã. Numai unul singur dintre atribute a întrunit acor-
dul a mai mult de jumãtate dintre respondenþii chinezi, atributul „stilatã“ pãrând sã defineascã
pentru aceºtia în mod special o persoanã care conduce un autoturism marca Porsche. Dife-
renþe notabile între cele douã culturi se remarcã pentru douã dintre atributele negative, „mo-
destã“ (acord 11.3% în cazul respondenþilor români faþã de 24.6% în cazul celor chinezi,
dezacord 65.4% faþã de 42.0%), plinã de sine (acord 56.0% faþã de 46.4%, dezacord 16.7%
faþã de 24.6%), dar ºi pentru alte atribute, chiar dacã numai în cazul acordului sau dezacor-
dului: „aventurierã“ (acord 60.7% faþã de 38.4%), „puternicã“ (acord 52.0% faþã de 39.9%).

Tabelul 3. Personalitatea de brand pentru brandul Porsche

Diferenþele de apreciere legate de ce considerã majoritatea respondenþilor din ambele þãri
(ca fiind mai degrabã acord sau mai degrabã dezacord) se regãsesc pentru atributele „stilatã“:
20% dintre respondenþii români cred cã o persoanã care conduce o maºinã Porsche este o
persoanã stilatã, pe când 55.3% cred contrarul, în timp ce 55.8% dintre subiecþii chinezi con-
siderã o persoanã care conduce o maºinã Porsche ca fiind stilatã, ºi numai 18.1% ca neavând
aceastã calitate. 
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Porsche România China

Acord Dezacord Acord Dezacord

modestã 17 11.3% 83 65.4% 34 24.6% 58 42.0%

aventurierã 91 60.7% 30 20.0% 53 38.4% 34 24.6%

plinã de sine 84 56.0% 25 16.7% 64 46.4% 34 24.6%

snoabã 60 40.0% 40 26.7% 55 39.9% 35 25.4%

stilatã 31 20.7% 83 55.3% 77 55.8% 25 18.1%

educatã 40 26.7% 48 32.0% 43 31.2% 38 27.5%

mediocrã 4 2.7% 69 46.0% 22 15.9% 66 47.8%

puternicã 78 52.0% 29 19.3% 55 39.9% 34 24.6%
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În cazul brandului Chrysler, opiniile sunt clar polarizate pentru atributelor „modestã“ (în
cazul respondenþilor români 52.7% nu sunt de acord cã o persoanã care conduce o maºinã
marca Chrysler este o persoanã modestã) ºi „stilatã“ (53.3% acord), nici un atribut neîntrunind
50% dintre opiniile subiecþilor chinezi. 

Tabelul 4. Personalitatea de brand pentru brandul Chrysler

Diferenþele notabile între rãspunsurile subiecþilor aparþinând celor douã culturi se înre-
gistreazã pentru atributele „modestã“ (acord 6.0% faþã de 39.1%, dezacord 52.7% faþã de
24.6%), stilatã (acord 53.3% faþã de 41.3%), puternicã (acord 45.3% faþã de 35.5%, deza-
cord 40.0% faþã de 42.8%).

În ansamblu, cele patru branduri de autoturisme au întrunit acordul a peste 50% dintre
subiecþii români pentru 2 atribute (Mercedes), 0 atribute (Toyota), 3 atribute (Porsche), 1 atribut
(Chrysler), iar dezacordul pentru 1 atribut (Mercedes), 0 atribute (Toyota), 2 atribute (Porsche),
1 atribut (Chrysler). Pentru respondenþii chinezi, acordul a peste 50% dintre opinii a fost atins
pentru un singur atribut, în cazul brandului Porsche, iar dezacordul pentru nici un atribut pen-
tru nici unul dintre cele patru branduri. Ipoteza I2 este infirmatã, opiniile legate de persona-
litatea de brand fiind evident mai omogene în cazul culturii mai individualiste faþã de cultura
mai colectivistã.

În ceea ce priveºte brandurile naþionale, acordul participanþilor români a depãºit 50%
pentru 1 atribut („modestã“), iar dezacordul pentru 4 atribute („aventurierã“, „plinã de sine“,
„snoabã“, „stilatã“), în timp ce acordul participanþilor chinezi a depãºit 50% pentru 1 atribut
(„modestã“), iar dezacordul pentru 2 atribute („aventurierã“, snoabã“), în ambele culturi, bran-
dul naþional pãrând sã fie mult mai bine conturat decât brandurile internaþionale în mod clar
pentru cultura chinezã, în mod mai puþin evident pentru cultura românã (brandul Porsche
întrunind 4 atribute în acord, 1 în dezacord).

Opiniile neutre (ceea ce am numit rãspunsuri de tip non-opinie), care nu gãsesc atributele
ca fiind relevante pentru brandurile analizate, par sã fie distribuite uniform, atât în cazul
subiecþilor români, cât ºi în cazul celor chinezi. Media rãspunsurilor de tip „nu îmi spune
nimic legat de acest atribut“ este relativ constantã. Pentru intervievaþii români, 19.3% în cazul
brandului Mercedes, 24.0% pentru Toyota, 18.5% pentru Porsche, 18.5% în cazul Chrysler.
Respondenþii chinezi au ales varianta „nu îmi spune nimic legat de acest atribut“ în medie în
12.9% din cazuri pentru brandul Mercedes, 13.5% pentru Toyota, 10.0% în cazul Porsche,
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Chrysler România China

Acord Dezacord Acord Dezacord

modestã 9 6.0% 79 52.7% 54 39.1% 34 24.6%

aventurierã 61 40.7% 40 26.7% 47 34.1% 46 33.3%

plinã de sine 69 46.0% 30 20.0% 55 39.9% 37 26.8%

snoabã 49 32.7% 39 36.0% 41 29.7% 48 34.8%

stilatã 80 53.3% 30 20.0% 57 41.3% 31 22.5%

educatã 47 31.3% 35 23.3% 55 39.9% 28 20.3%

mediocrã 14 9.3% 60 40.0% 25 18.1% 59 42.8%

puternicã 68 45.3% 24 16.0% 49 35.5% 33 23.9%
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respectiv 12.4% pentru brandul Chrysler. Mediile generale pentru rãspunsul de tip non-opinie
sunt 20.1% pentru subiecþii români, respectiv 12.2% pentru cei chinezi.

Tabelul 5. Personalitatea de brand pentru brandurile naþionale: Logan, Zhonghua

În ceea ce priveºte non-rãspunsurile („nu ºtiu/nu rãspund“), ºi acestea sunt distribuite re-
lativ uniform: 12.8% Mercedes, 16.1% Toyota, 13.8% Porsche, 16.6% Chrysler, cu o medie
generalã de 14.8%, pentru respondenþii români, respectiv 22.6% Mercedes, 26.9% Toyota,
24.2% Porsche, 24.3% Chrysler, cu o medie generalã de 24.5% pentru subiecþii chinezi. 

În ansamblu, subiecþii români par sã aibã opinii neutre în mai multe cazuri decât cei chinezi
(19.3% faþã de 12.9%), însã aproape un sfert (24.5%) dintre studenþii chinezi au ales vari-
anta „nu ºtiu / nu rãspund“ (sau nu au încercuit nici un rãspuns în grila din chestionar), în
timp ce numai aproximativ jumãtate din acest procentaj (14.8%) reprezintã media subiecþilor
români care au ales varianta non-rãspuns.

Tabelul 6. Rãspunsuri non-opinie, non-rãspuns pentru personalitatea de brand

În cazul brandurilor naþionale, rãspunsurile de tip non-opinie ºi non-rãspuns sunt relativ
apropiate de media celorlalte patru branduri, excepþie fãcând cazul non-opiniilor pentru bran-
dul Logan, uºor mai îndepãrtat de medie (24.8%).

Aºadar, ipoteza I3 se verificã numai pentru cazuri de non-rãspuns, însã nu ºi pentru
non-opinie. 

Este relativ irelevant de observat diferenþele în aprecierea clasei sociale, pentru cã posibi-
lele cauze ar putea fi mai degrabã legate de nivelul socio-economic al celor douã þãri (tradus
în putere de cumpãrare sau nivel de trai) decât în diferenþele intrinseci legate de spaþiile cultu-
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Nu îmi spune nimic Nu ºtiu / Nu rãspund 

România China România China

Mercedes 19.3% 12.9% 12.8% 22.6%

Toyota 24.0% 13.5% 16.1% 26.9%

Porsche 18.5% 10.0% 13.8% 24.2%

Chrysler 18.5% 12.4% 16.6% 24.3%

Logan / Zhonghua 24.9% 10.2% 14.5% 23.1%

Logan România Zhonghua China

Acord Dezacord Acord Dezacord

modestã 114 76.0% 15 10.0% modestã 80 58.0% 19 13.8%

aventurierã 11 7.3% 86 57.3% aventurierã 20 14.5% 70 50.7%

plinã de sine 3 2.0% 87 58.0% plinã de sine 26 18.8% 65 47.1%

snoabã 3 2.0% 78 52.0% snoabã 20 14.5% 74 53.6%

stilatã 8 5.3% 81 54.0% stilatã 35 25.4% 53 38.4%

educatã 22 14.7% 53 35.3% educatã 66 47.8% 29 21.0%

mediocrã 35 23.3% 55 36.7% mediocrã 50 36.2% 41 29.7%

puternicã 12 8.0% 65 43.3% puternicã 26 18.8% 62 44.8%
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rale. Ceea ce este însã interesant este cã, într-adevãr, dupã cum am anticipat în ipoteza I3, ca-
zurile de non-opinie sau non-rãspuns sunt semnificativ mai dese în cazul participanþilor chinezi:

Tabelul 7. Rãspunsuri non-opinie, non-rãspuns pentru clasa socialã asociatã brandului

Deºi în proporþii diferite, numãrul mai mare de cazuri de non-opinie sau non-rãspuns în
cazul participanþilor chinezi este constant pentru toate cele cinci branduri. Singura excepþie
este rãspunsul de tip non-opinie pentru brandul Chrysler (8.7% în cazul subiecþilor români
faþã de 8.0% pentru cei chinezi). 

Interpretarea datelor. Concluzii

În ansamblu, ipotezele au fost confirmate doar parþial, uneori rezultatele fiind foarte greu
de anticipat. 

General vorbind, ipoteza I1 s-a confirmat, decodarea personalitãþii de brand fiind de cele
mai multe ori diferitã, uneori contrarã pentru anumite atribute (în special pentru brandul
Toyota), în cele mai multe cazuri, însã, diferitã în proporþiile de acord sau dezacord, nu neapãrat
în atribuirea calitãþilor. 

În ceea ce priveºte cea de a doua ipotezã, aceasta a fost infirmatã. Deºi sensul diferenþelor
pe axa individualism-colectivism ne-a condus la formularea ipotezei unei personalitãþi de brand
mai omogene în cazul culturii chineze, în sensul coincidenþei de opinii, faþã de cultura românã,
datele statistice par sã indice contrarul. Surprinzãtor, pentru toate cele cinci branduri anali-
zate, coincidenþa de opinii este mai mare în cazul culturii mai individualiste. O posibilã expli-
caþie a acestui fapt este aceea cã personalitatea de brand este mai puternicã în cazul spaþiului
cultural românesc, aºadar posibil ca în spaþiul chinez sã nu existe o cunoaºtere realã a ceea
ce considerã relevant membrii grupului (ai colectivitãþii), iar alegerea atributelor sã nu fie,
prin urmare, în nici un fel influenþatã de normele ºi opiniile grupului. 

Ipoteza a treia a fost confirmatã parþial, în sensul cã, intr-adevãr, în cazul non-rãspunsurilor,
procentele sunt sensibil mai mari pentru respondenþii chinezi, în timp ce în cazul non-opi-
niilor se întâmplã invers. Totuºi, ceea ce am numit în acest articol „non-opinie“ nu este, ca
în cazul non-rãspunsurilor, realmente o lipsã de opinie, ci mai degrabã opinie fermã cã doar
prin faptul cã o persoanã conduce un anume brand de automobil aceasta ar putea fi caracte-
rizatã prin anumite calitãþi. Ceea ce, de altfel, este plauzibil þinând cont cã au existat cazuri
în care o persoanã a considerat anumite atribute relevante (acord sau dezacord), iar altele nu
(non-opinie), atât printre respondenþii români, cât ºi printre cei chinezi. 
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România China

Clasã socialã Nu îmi spune 
nimic

Nu ºtiu / 
Nu rãspund

Nu îmi spune 
nimic

Nu ºtiu / 
Nu rãspund

Mercedes 5 3.3% 7 4.7% 6 4.3% 13 9.4%

Toyota 8 6.0% 6 4.0% 11 8.0% 17 12.3%

Porsche 6 4.0% 5 3.3% 10 7.2% 17 12.3%

Chrysler 13 8.7% 12 8.0% 11 8.0% 41 29.7%

Logan / Zhonghua 8 5.3% 5 3.3% 17 12.3% 19 13.8%
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Aceeaºi constatare este valabilã ºi pentru cea de a patra ipotezã, cazurile de non-rãspuns
fiind mai rare pentru subiecþii români, dar cazuri de „non-opinie“ nu. Posibila explicaþie pen-
tru numãrul evident mai mare de non-rãspunsuri în cazul respondenþilor chinezi constã toc-
mai în diferenþele între constructele de sine (atât privat cât ºi public ºi colectiv) asociate cu
tipurile de culturi diferite, pronunþat colectivistã în cazul Chinei, în care a avea o opinie este
mai degrabã un risc de a nu fi în concordanþã cu opiniile celorlalþi decât a avea o personali-
tate puternicã, independentã. Spaþiul cultural românesc, specific þãrilor est europene, se ca-
racterizeazã printr-o culturã predominant colectivistã, totuºi sub influenþa culturilor puternic
individualiste vest-europen, mai ales dupã integrarea în Uniunea Europeanã, în care opinia
individualã conteazã, chiar dacã nu se armonizeazã cu opiniile „celuilalt“ ºi, cu siguranþã,
mai individualistã decât cultura chinezã. Pe de altã parte, aºa cum am spus deja, „non-opi-
niile“ sunt opinii legate de relaþia între un brand ºi transferul de atribute asupra persoanei
care foloseºte brandul respectiv. 

În cazul brandurilor naþionale, ipoteza a cincea a fost confirmatã, într-adevãr brandurile
naþionalã au întrunit majoritatea opiniilor legate de atributele analizate în mai mult de 50%
din cazuri în proporþie sensibil mai mare decât în cazul brandurilor internaþionale. Totuºi, în
cazul respondenþilor români, brandul Porsche a beneficiat de o proporþie relativ egalã cu bran-
dul Logan a opiniilor.

Limitele cercetãrii sunt legate în primul rând de eºantion. Deºi studiile în care au fost folosiþi
studenþi în cercetãri anterioare legate de brand indicã diferenþe nesemnificative faþã de eºan-
tioanele neconstituite din studenþi (O’Cass, Lim, 2001), este posibil ca o cercetare similarã
pentru eºantioane reprezentative sã conducã la concluzii diferite. În acelaºi timp, posibile
bias-uri pot fi asociate cu poziþia cercetãtorului, formularea chestionarului putând fi influen-
þatã de cultura în care a fost formulat. Problema mãsurãtorilor translatate (ºi traduse) în cul-
turi diferite a fost analizatã pornind de la distincþia emic vs. etic (en.) mai ales în psihologia
crosculturalã (Berry, Poortinga, Segall, Dasen, 1992 apud Aaker, Benet-Martinez, Garolera,
2001), stabilindu-se cã o strategie de tip emic este cea mai potrivitã, în cazul de faþã demer-
sul fiind unul etic mai degrabã. 

O întrebare esenþialã, rãmasã fãrã rãspuns, este însã de naturã epistemologicã. Pot fi stu-
diile de naturã interculturalã bazate pe o cercetare cantitativã? Este decodarea semnelor pu-
blicitare o referinþã la o realitate unicã, în sensul pozitivist al termenului? Sau mai degrabã
situarea problematicii sensului, în oricare dintre variantele sale, inclusiv, deci, în cazul sem-
nelor publicitare, ar trebui reconsideratã ºi reorientatã în contextul studiilor culturale mai
degrabã decât în tradiþia empiricã? Demersul de faþã a pornit de la premisa cã, dincolo de
distincþia, uneori artificialã, între cercetarea empiricã de tip cantitativ ºi cercetarea calitativã,
studiile crosculturale pot avea o ancorare în ceea ce numim generic cuantificare statisticã.
Întrebarea însã rãmâne perfect validã ºi greu de rãspuns cu certitudine. 
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Rezumat

Turismul se dezvoltã în toate þãrile deoarece el constituie o bunã sursã de câºtig. Într-o economie glo-
balã însã, cei care îºi desfãºoarã activitatea într-o agenþie de turism nu îºi mai pot promova produsele ºi ser-
viciile doar într-o zonã restrânsã. Oriunde ar pleca sau de oriunde ar veni, turistul vrea sã fie bine informat.
În consecinþã, un bun punct de plecare este vizitarea ºi observarea site-urilor Web ale agenþiilor de turism
situate în regiuni/þãri diferite ºi aflarea amãnuntelor privitoare la modul în care acest serviciu din mediul
Internet ajutã organizaþiile în cauzã.

Cuvinte-cheie: agenþie de turism, locaþie web, calcul tabelar, diagrame, testarea ipotezelor.

Abstract

Tourism develops in all countries because it is a good source of income. But in a global economy, a travel
agent cannot promote tourism products and services only in a limited area. Wherever they go to or come
from, tourists want to be well informed. As a consequence, it is a good starting point to visit and observe
websites belonging to travel agencies from different regions/countries and find out how the Web service of
the Internet helps these processes. 

Key words: travel agency, website, spreadsheet, charts, hypotesys testing.

Obiectivele studiului comparativ: derularea unei cercetãri în urma cãreia sã se poatã com-
para stadiul de dezvoltare a 50 de site-uri Web care aparþin unor agenþii de turism din Tran-
silvania-România cu stadiul de dezvoltare a 50 de site-uri Web care aparþin unor agenþii de
turism din Ungaria.

Metodele utilizate în studiul comparativ au fost: vizitarea site-urilor Web ale agenþiilor
turistice ºi utilizarea unui pachet specializat pe calcul tabelar pentru analiza datelor obþinute
pentru fiecare zonã în parte. Stabilirea în ansamblu a similitudinilor ºi a diferenþelor dintre
paginile/elementele site-urilor Web din cele douã zone, atât pe baza diagramelor cât ºi a instru-
mentelor statistice. Pentru fiecare site au fost luate în considerare aspectul profesional (din punc-
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tul de vedere al tehnologiei informaþiei) ºi complexitatea (numãrul ºi calitatea serviciilor per-
cepute prin prisma unui posibil client). Numãrul-þintã de site-uri care aparþin agenþiilor turis-
tice vizitate nu a fost atins – în realitate au fost vizitate ºi analizate numai 49 de site-uri din
Transilvania-România ºi numai 48 din Ungaria. Acest lucru nu influenþeazã semnificativ studiul
comparativ.

Pentru a efectua cercetarea într-o perioadã rezonabilã de timp s-a utilizat doar un singur
navigator Web (Internet Explorer) iar prelucrarea datelor s-a fãcut numai cu un singur pachet
software specializat pe calcul tabelar (Microsoft Excel). Calculele statistice s-au efectuat cu
Statgraphics. Pentru a obþine rezultate mai „fine“ se poate mãri numãrul de vizitatori care
fac evaluarea, se poate mãri numãrul de site-uri vizitate în fiecare zonã ºi se pot utiliza mai
multe navigatoare Web (de exemplu Opera, Mozilla, Hot Java Browser, FireFox etc.) sub
diverse sisteme de operare (Windows, Linux, Solaris etc.).

1. Modalitãþi de identificare a site-urilor Web supuse analizei

Pentru a gãsi site-uri Web care aparþin agenþiilor de turism din Transilvania-România au
fost utilizate facilitãþile de cãutare avansatã de la http://www.google.ro ºi cuvintele cheie tu-
rism în Ardeal. Din lista cu rezultatele cãutãrii a fost aleasã hiperlegãtura la site-ul Web cu
adresa http://www.transilvania.info. Una dintre secþiuni, numitã „Voiaj ºi turism“ conþine hi-
perlegãturi la numeroase agenþii de turism din Transilvania-România, grupate pe judeþe.

În mod similar, pentru a gãsi site-uri Web care aparþin agenþiilor de turism din Ungaria
au fost utilizate facilitãþile de cãutare avansatã de la http://www.google.hu ºi cuvintele cheie
„utazási irodák“ (agenþii de turism). Din lista cu rezultatele cãutãrii a fost aleasã hiperlegã-
tura la site-ul cu adresa http://www.nu.hu care conþine o listã relevantã în raport cu obiec-
tivele acestui studiu comparativ.

2. Paginile sau conþinutul paginilor Web 
ale agenþiilor de turism luate în considerare

– Bun Venit – aceastã paginã este menitã sã introducã vizitatorii/clienþii în „atmosfera“
site-ului organizaþiei. Ea oferã hiperlegãturile care ajutã la o navigare precum ºi posibilitatea
gãsirii rapide a informaþiei necesare. Pagina ar trebui sã conþinã elemente originale de graficã
(staticã/animatã) care sã ilustreze mesajul principal. S-a observat dacã aceastã paginã existã
ºi apoi s-a analizat dacã ea se potriveºte cu obiectivele agenþiei de turism.

– Despre Noi – este pagina care conþine o vedere de ansamblu asupra agenþiei: profilul,
scopul, punctele forte ale afacerii ºi strategia. Tot aici se dau informaþii despre istoricul agenþiei
de turism, ºi, foarte frecvent, un mesaj din partea proprietarului sau a managerului general.

– Informaþii de Contact – conþine adresa agenþiei, adresele sucursalelor, o listã cu princi-
palele departamente ºi o descriere succintã a acestora. Ea include adresele clasice ºi de poºtã
electronicã, numerele de telefonie fixã/mobilã, numerele de fax, numele ºi fotografiile per-
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soanelor de contact de la fiecare departament. Unul sau mai multe formulare electronice poate
ajuta agenþia de turism sã obþinã rapid informaþiile primite de la clienþii/vizitatorii site-ului.

– Versiuni în Limbi Strãine – înlesneºte atragerea clienþilor/vizitatorilor din diversele pieþe-
þintã. Pentru þãrile a cãror limbã naþionalã este vorbitã doar în zone restrânse, cum este cazul
României ºi Ungariei, se recomandã dezvoltarea versiunilor în limbi strãine de mare circu-
laþie precum engleza, franceza ºi germana. În cazurile mai deosebite, site-ul se poate dez-
volta ºi ca versiuni în limbile spaniolã, italianã sau rusã.

– Harta Site-ului – este pagina care oferã posibilitatea vizualizãrii, „dintr-o privire“, a
întregii structuri a site-ului. De obicei, aceasta se prezintã sub formã graficã ºi are zone active
care constituie hiperlegãturile cãtre paginile nominalizate.

– Altele – nu este obligatoriu o paginã sau un set de pagini. Tipul butoanelor (soft), for-
mularele, imaginile animate ºi mulþi alþi factori „furã“ atenþia ºi îl determinã pe vizitator sã
„zãboveascã“ mai mult decât ºi-a planificat iniþial. Probabil cã aceste elemente sunt cel mai
greu de luat în considerare atunci când vorbim de analiza unui site. La acest punct au fost
cuantificate viteza de încãrcare, întrebãri frecvente, noutãþi ºi facilitãþile de cãutare.

– Atractivitate – lucrãrile de graficã sunt de o importanþã foarte mare ºi paleta de culori
(a elementelor paginii sau a fundalului) sunt factori care determinã continuarea vizitãrii site-
ului. Însã, câteodatã, prea multã graficã „stricã“ ºi de cele mai multe ori influenþeazã nega-
tiv viteza de încãrcare. ªi aceste aspecte sunt dificil de apreciat la analiza site-urilor.

– Uºurinþa Navigãrii – implicã aprecierea simplitãþii din punct de vedere organizatoric al
întregului site ºi cât de uºor este de a „sãri“ de la o secþiune la alta sau de la un subiect intere-
sant la un altul. Parþial, s-a luat în calcul ºi viteza de încãrcare.

– Oferte Turistice – este pagina care conþine oferta de produse/servicii turistice cu toate
detaliile aferente. În cazul cã datele sunt numeroase, una dintre soluþii este un „mãnunchi“
de hiperlegãturi la pagini corespondente. În prezent, pentru a rezolva elegant aceastã problemã,
tot mai multe agenþii de turism utilizeazã filtre specifice pe baze de date relaþionale.

– Servicii Speciale – aceastã secþiune conþine servicii mai deosebite precum cele pentru
cãlãtorii individuale (vize de intrare, vize de tranzit, rezervãri diverse etc.), servicii în scop
de afaceri, operaþiuni de schimb valutar, materiale turistice (hãrþi, cataloage, fluturaºi etc.) ºi
tot felul de alte servicii mai „mãrunte“. Este locul ideal pentru promovarea acelor servicii
care diferenþiazã pe piaþã agenþia de turism în cauzã.

– Preþuri ºi Tarife – include preþurile/tarifele practicate de cãtre organizaþie pentru pro-
dusele/serviciile turistice, grupate conform unor criterii impuse. Aceastã paginã ar trebui sã
conþinã ºi preþurile pentru toate celelalte servicii oferite. O secþiune specialã trebuie sã men-
þioneze politica reducerilor de preþ.

– Rezervãri Online – orice agenþie de turism ar trebui sã ofere clienþilor/vizitatorilor sãi
posibilitatea de a face anumite rezervãri online; pe acest considerent, aceastã secþiune ar fi una
dintre cele mai importante ale site-ului. Uzual, aceasta conþine unul sau mai multe formulare
complexe cu multe câmpuri ºi butoane de validare, toate destinate pentru completarea rapidã
ºi evitarea trimiterii de date incomplete. Cei care apeleazã la aceste instrumente pot apoi sã
aleagã modul de confirmare a rezervãrii (prin poºtã electronicã, telefon fix/mobil, fax etc.). 

– Alte informaþii – este pagina care conþine orice alte informaþii care nu sunt conþinute în
paginile menþionate anterior, precum cursul valutar, starea vremii (buletinul meteorologic),
glume etc. Aceastã paginã poate fi dezvoltatã conform principiilor din bazele de date ºi se
completeazã cu hiperlegãturi, fotografii ºi secvenþe digitale video.
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– Locuri de muncã – este pagina care „furnizeazã“ informaþii privind politica angajãrii
de personal, detalii privind modul de redactarea a autobiografiei (Curriculum Vitae), posturi
vacante, datele limitã de trimitere a cererilor ºi persoanele de contact. Dacã este de mari di-
mensiuni, aceastã paginã/secþiune poate fi împãrþitã pe subsecþiuni sau organizatã pe baza
principiilor bazelor de date. Este de dorit sã conþinã ºi un formular electronic pentru înlesni-
rea comunicãrii.

Paginile/elementele listate mai sus ar trebui sã conþinã suficiente informaþii pentru toate
categoriile de vizitatori/clienþi, însã mai ales pentru aceia care doresc sã iniþieze cu rapiditate
demersuri în vederea cãlãtoriilor interne sau internaþionale, vacanþe/concedii, rezervãri etc.
Pe scurt, dupã vizitarea fiecãrui site, toate datele si calificativele (foarte slab, slab, bun, foarte
bun ºi excelent) au fost plasate în tabele Excel. În final, fiecãrui calificativ i-a fost acordat
un numãr de puncte: 1 pentru foarte slab, 2 pentru slab, 3 pentru bun, 4 pentru foarte bun ºi
5 pentru excelent. Dacã site-ul nu conþine pagina/elementul cãutat (N/A), celula foii de cal-
cul conþine 0 (zero) – Figura 1 ºi Figura 2. Rezultatele sunt reproduse centralizat în tabelele
TR1, TR2 ºi TR3 pentru site-urile agenþiilor de turism din Transilvania-România ºi în tabelele
H1, H2 ºi H3 pentru Ungaria.

Figura 1. Datele obþinute dupã vizitarea site-urilor Web ale agenþiilor de turism
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Figura 2. Calificativele paginilor/elementelor studiate în cadrul site-urilor agenþiilor de turism

Tabelul TR1. Rezultate pentru site-urile din Transilvania-România (1)
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Calificativ
Numãr de pagini
cotate cu

Numele paginii sau conþinutul ei

Bun Venit Despre Noi Informaþii de
contact

Versiuni în
limbi strãine

Hartã
Site

N/A 0 5 9 0 25 10

Foarte Slab 1 14 7 3 8 21

Slab 2 7 9 12 5 7

Bun 3 10 10 24 7 7

Foarte Bun 4 8 6 7 2 2

Excelent 5 5 8 3 2 2
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Tabelul TR2. Rezultate pentru site-urile din Transilvania-România (2)

Tabelul TR3. Rezultate pentru site-urile din Transilvania-România (3)

Tabelul H1. Rezultate pentru site-urile din Ungaria (1)
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Calificativ Numãr de pagini
cotate cu

Numele paginii sau conþinutul ei

Bun Venit Despre Noi Informaþii de
contact

Versiuni în
limbi strãine

Hartã
Site

N/A 0 1 12 2 35 2

Foarte Slab 1 14 2 10 0 16

Slab 2 8 3 13 5 17

Bun 3 10 10 7 2 12

Foarte Bun 4 6 6 5 0 0

Excelent 5 9 15 11 6 1

Calificativ
Numãr de pagini
cotate cu

Numele paginii sau conþinutul ei

Preþuri ºi Tarife Rezervãri
Online

Alte informaþii Locuri de
muncã

N/A 0 15 34 12 48

Foarte Slab 1 11 4 6 1

Slab 2 6 3 11 0

Bun 3 9 2 10 0

Foarte Bun 4 6 2 6 0

Excelent 5 2 4 4 0

Calificativ
Numãr de pagini
cotate cu

Numele paginii sau conþinutul ei

Altele Atractivitate Uºurinþa
Navigãrii

Oferte
Turistice

Servicii
Speciale

N/A 0 18 0 1 4 17

Foarte Slab 1 9 3 4 9 8

Slab 2 8 7 16 12 7

Bun 3 9 20 20 11 10

Foarte Bun 4 2 12 7 5 2

Excelent 5 3 7 1 8 5
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Tabelul H2. Rezultate pentru site-urile din Ungaria (2)

Tabelul H3. Rezultate pentru site-urile din Ungaria (3)

3.1. Concluzii pentru site-urile agenþiilor turistice 
situate în Transilvania-România

– Paginile Bun Venit sunt fie bine reprezentate (excelent – 10%, foarte bine – 16% ºi bine
– 20%), fie foarte slab – 30%.

– Paginile Despre Noi sunt distribuite aproape în mod egal între calificativele inexistent
ºi excelent.

– Paginile Informaþii de Contact existã în toate site-urile ºi sunt reprezentate astfel: exce-
lent – 6%, foarte bine – 14% ºi bine – 50%.

– Mai mult de jumãtate (52%) dintre site-urile analizate nu au Versiuni în Limbi Strãine
ºi 16% au calificativul foarte slab.

– Majoritatea paginilor care adãpostesc Harta Site-ului sunt fie foarte slabe fie ca ºi cum
nu ar exista.

– Atractivitatea este situatã între slab ºi excelent, majoritatea fiind bunã (42%).
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Calificativ Numãr de pagini
cotate cu

Numele paginii sau conþinutul ei

Preþuri ºi Tarife Rezervãri
Online

Alte informaþii Locuri de
muncã

N/A 0 3 31 10 39

Foarte Slab 1 5 1 5 0

Slab 2 17 4 6 0

Bun 3 13 4 15 3

Foarte Bun 4 5 3 5 0

Excelent 5 5 5 7 6

Calificativ Numãr de pagini
cotate cu

Numele paginii sau conþinutul ei

Altele Atractivitate Uºurinþa
Navigãrii

Oferte
Turistice

Servicii
Speciale

N/A 0 12 1 0 0 1

Foarte Slab 1 5 2 0 3 6

Slab 2 9 10 10 7 11

Bun 3 7 17 17 15 5

Foarte Bun 4 2 7 12 11 10

Excelent 5 13 11 9 12 15
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– Paginile cu Oferte Turistice ºi Uºurinþa navigãrii au obþinut calificative care în majori-
tate sunt cuprinse între bun ºi slab, ambele cu puþin sub 50%.

– Paginile care fac referire la Servicii Speciale ºi Preþuri ºi Tarife sunt inexistente în apro-
ximativ 66% din cazuri, celelalte fiind foarte slabe sau slabe.

– Paginile cu Rezervãri Online lipsesc în 70% dintre cazurile analizate.
– Paginile cu Locuri de Muncã nu existã (98%).
– Multe site-uri nu sunt actualizate.
– Hiperlegãturile nu funcþioneazã în 7% din cazuri.

3.2. Concluzii pentru site-urile agenþiilor turistice situate în Ungaria

– Paginile Bun Venit sunt distribuite între foarte slab – 28% ºi excelent – 19%.
– Paginile Despre Noi sunt excelente sau foarte bune în aproximativ (împreunã) 44% din

cazuri însã un sfert dintre ele nu au aceastã secþiune.
– Paginile Informaþii de Contact sunt distribuite aproape egal între foarte slab – 21% ºi

excelent – 23%.
– Aproape trei sferturi (73%) dintre site-urile analizate nu au Versiuni în Limbi Strãine,

10% sunt slabe, dar 13% au calificativul excelent.
– Majoritatea paginilor care adãpostesc Harta Site-ului sunt fie foarte slabe ºi slabe însã

un sfert sunt bune.
– Atractivitatea este situatã între slab ºi excelent, majoritatea site-urilor vizitate fiind apre-

ciate la acest capitol cu calificativul bun (35%).
– Paginile cu Oferte Turistice ºi Uºurinþa navigãrii sunt concentrate în zona bun ºi foarte

bun.
– Paginile care fac referire la Servicii Speciale ºi Preþuri ºi Tarife sunt distribuite între

slab ºi excelent.
– Paginile cu Rezervãri Online lipsesc în 66% dintre cazurile analizate.
– Paginile cu Locuri de Muncã sunt puþine – 81% nu existã dar 13% sunt excelente.
– Multe site-uri nu sunt actualizate.
– Hiperlegãturile nu funcþioneazã în 3% din cazuri.

4. Similitudinile ºi diferenþele dintre site-uri în ansamblu

Pentru a stabili similitudinile ºi diferenþele dintre site-urile agenþiilor turistice situate în
Transilvania-România ºi cele din Ungaria s-au adunat toate punctele obþinute de fiecare pa-
ginã/element analizat. Rezultatele sunt redate în tabelul SD1, diagrama corespunzãtoare fiind
redatã în figura 3.

Fiºierele Excel care conþin calificativele, datele ºi diagramele asociate sunt organizate
într-un catalog cu mai multe foi, atât în limba românã cât ºi în limba englezã. Ele pot fi descãr-
cate (download) gratuit din site-ul personal al lui Liciniu-Alexandru Kovács (secþiunea cer-
cetare) de la adresa www.geocities.com/liciniu/index.html – Figura 4.
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Tabelul SD1. Numãrul total de puncte obþinute de fiecare paginã/element analizat

Figura 3. Similitudinile ºi diferenþele în ansamblu dintre site-urile Web ale agenþiilor tur-
istice din Transilvania-România ºi Ungaria
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Pagini/elemente analizate
PUNCTE

Transilvania-România Ungaria

Bun Venit 115 129

Despre Noi 119 137

Informaþii de Contact 142 132

Versiuni în Limbi Strãine 57 46

Hartã Site 74 91

Altele (Întrebãri Frecvente, Noutãþi etc.) 75 117

Atractivitate 160 156

Uºurinþa Navigãrii 129 164

Oferte Turistice 126 166

Servicii Speciale 85 158

Preþuri ºi Tarife 84 123

Rezervãri Online 44 58

Alte Informaþii 102 117

Locuri de Muncã 1 39

TOTAL (puncte) 1313 1633
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Figura 4. Pagina principalã a site-ului personal de la adresa
www.geocities.com/liciniu/index.html

Dacã luãm în considerare datele din fiºierele Excel, cele din tabelul SD1 ºi diagrama din
fig.1 putem trage urmãtoarele concluzii de ansamblu asupra site-urilor Web ale agenþiilor de
turism din Transilvania-România ºi Ungaria:

– Se poate observa cã multe dintre site-urile agenþiilor care oferã produse/servicii turis-
tice în Transilvania-România au hiperlegãturi la sucursale din Bucureºti (capitala României);
în aceeaºi ordine de idei, majoritatea agenþiilor turistice din Ungaria au sediul în Budapesta
(capitala Ungariei).

– Site-urile agenþiilor turistice din Ungaria se aflã într-un stadiu de dezvoltare superior
faþã de cele din Transilvania-România. Trebuie avut însã în vedere cã aproximativ 80% din-
tre aceste agenþii au sediul în Budapesta.

– Din punct de vedere profesional ºi cel al tehnologiei informaþiei, site-urile analizate se
aflã aproximativ la acelaºi nivel. Totuºi, paginile/elementele de la secþiunile Altele ºi Uºurinþa
Navigãrii care aparþin site-urilor din Ungaria se aflã la un nivel superior.

– Marea majoritate a site-urilor analizate au doar versiuni în limba românã (pentru Tran-
silvania-România) ºi maghiarã (pentru Ungaria) ceea ce reprezintã un punct slab pentru o
economie globalã în general ºi pentru sectorul turistic în special.

– Clienþii/vizitatorii site-urilor din Ungaria beneficiazã de Oferte Turistice, Servicii Spe-
ciale ºi Preþuri/Tarife mai bune.
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– Un aspect negativ poate fi observat în ambele zone studiate – secþiunea Rezervãri Online
lipseºte (70% în Transilvania-România ºi 66% în Ungaria). Din acest punct de vedere site-
urile Web nu sunt utilizate eficient.

Aceste concluzii sunt confirmate ºi de calculele statistice. Având rezultatele la cele douã
eºantioane am fãcut comparaþii la nivelul celor douã populaþii (înþelegând prin aceasta numãrul
total de site-uri ale agenþiilor de turism din cele douã zone). S-a utilizat instrumentul statis-
tic denumit testarea ipotezei. Procedura constã în compararea mediei numãrului de puncte
pentru fiecare variabilã implicatã în acest studiu comparativ. Nivelul de încredere a fost ales
ca fiind 95%. Ipotezele au fost urmãtoarele:

Ipoteza nulã: media 1 = media 2

Ipoteza alternativã: media 1 < media 2

unde media 1 reprezintã media aritmeticã a punctelor obþinute de site-urile agenþiilor de tu-
rism din Transilvania-România ºi media 2 reprezintã media aritmeticã a punctelor obþinute
de site-urile agenþiilor de turism din Ungaria. Rezultatele sunt cuprinse în tabelul S1.

Tabelul S1. Rezultatele procedurii statistice

Concluzii

Pentru paginile/elementele Bun Venit, Despre Noi, Informaþii de Contact, Versiuni în Limbi
Strãine, Harta Site-ului, Atractivitate, Rezervãri Online ºi Alte Informaþii rezultatul este cã
„Nu respinge ipoteza nulã“. În consecinþã, site-urile agenþiilor de turism din Transilvania-
România ºi cele din Ungaria nu diferã semnificativ la aceste pagini/elemente ºi sunt obser-
vate de cãtre clienþi/vizitatori la aproximativ acelaºi nivel.
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Pagini/elemente analizate Rezultate

Bun Venit Nu resinge ipoteza nulã

Despre Noi Nu resinge ipoteza nulã

Informaþii de Contact Nu resinge ipoteza nulã

Versiuni în Limbi Strãine Nu resinge ipoteza nulã

Hartã Site Nu resinge ipoteza nulã

Altele (Întrebãri Frecvente etc.) Respinge ipoteza nulã ºi acceptã ipoteza alternativã

Atractivitate Nu resinge ipoteza nulã

Uºurinþa Navigãrii Respinge ipoteza nulã ºi acceptã ipoteza alternativã

Oferte Turistice Respinge ipoteza nulã ºi acceptã ipoteza alternativã

Servicii Speciale Respinge ipoteza nulã ºi acceptã ipoteza alternativã

Preþuri ºi Tarife Respinge ipoteza nulã ºi acceptã ipoteza alternativã

Rezervãri Online Nu resinge ipoteza nulã

Alte Informaþii Nu resinge ipoteza nulã

Locuri de Muncã Respinge ipoteza nulã ºi acceptã ipoteza alternativã
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Pentru paginile/elementele Altele, Uºurinþa Navigãrii, Oferte Turistice, Servicii Speciale,
Preþuri ºi Tarife, ºi Locuri de muncã rezultatul este cã „Respinge ipoteza nulã ºi acceptã ipoteza
alternativã“. Aceasta înseamnã cã site-urile agenþiilor de turism din Transilvania-România ºi
cele din Ungaria sunt semnificativ diferite la aceste pagini/elemente, nivelul mai înalt fiind
pentru cele din Ungaria.

Având comparaþia ºi rezultatele de mai sus, se pune o întrebare. Diferã semnificativ, în
ansamblu, site-urile agenþiilor de turism din Transilvania-România faþã de cele ale agenþiilor
de turism din Ungaria? Luând în considerare media punctelor (per total), site-urile agenþiilor
de turism din Transilvania-România au obþinut 26,79 iar cele din Ungaria 34,02. Instrumentele
statistice ne aratã cã existã o diferenþã statisticã semnificativã între cele douã medii la un nivel
de încredere de 95%.

Rezultatele acestui studiu comparativ sunt menite sã ofere informaþii cu valoare de ghid
atât pentru „constructorii“ de site-uri ale agenþiilor turistice în calitate de ofertanþi de pro-
duse ºi servicii turistice cât ºi clienþilor acestor organizaþii, în calitate de beneficiari. ªi unii
ºi alþii sunt invitaþi sã observe ce se cere, cum se cere respectiv ce se oferã ºi cum se oferã.
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Rezumat 

Dacã marketingul intern nu este încã un subiect cu adevãrat teoretizat, tema marketingului intern într-un
mediu intercultural reprezintã o experienþã cu totul nouã, atât în teorie, cât ºi în practicã. Una din efectele
globalizãrii economice este, fãrã îndoialã, dezvoltarea ºi extinderea corporaþiilor în cât mai multe state. Exten-
sia impune de foarte multe ori un mix cultural la nivelul personalului organizaþiilor ºi, de aici, o nouã abor-
dare faþã de clienþii interni ºi externi. În contextul unui mediu organizaþional multicultural, a oferi valoare
atât clienþilor, cât ºi angajaþilor, nu mai este o sarcinã la îndemânã.

Aceastã lucrare îºi propune sã ofere un model de marketing intern specific organizaþiilor multiculturale.
Pentru a duce la bun sfârºit aceastã sarcinã, vom analiza premisele care genereazã multiculturalitatea în organi-
zaþii, contextul comunicaþional general, principiile marketingului intern. Articolul nostru se bazeazã pe o cer-
cetare realizatã pe un eºantion de zece line-manageri din filialele îin România ale unor societãþi multinaþionale.

Cuvinte-cheie: marketing intern, globalizare, comunicare interculturalã, organizaþii multiculturale.

Abstract

If internal marketing is still not a theorized subject, the theme of internal marketing in an intercultural
environment represents a completely new experience, both in theory and in practice. One of the effects of
economic globalization is undoubtedly the development and expansion of corporations more and more visi-
ble in various countries. More often than not, this expansion requires a cultural amalgamation of the human
resources in each organization and, hence, a new approach towards the internal and external customers. In
the context of a multicultural organizational environment, offering quality to both the costumer and the
employee is no longer an easy task.

This study aims at offering a model of efficient internal marketing specific to multicultural organiza-
tions. In order to complete this task, we will analyze the premises that generate multicultural environments
in corporations, the general context of intercultural communication in this kind of organizations and the prin-
ciples of internal marketing. Our article is based on a research-study conducted on a target audience of ten
line managers of different multicultural corporations –Romanian subsidiaries.

Key words: internal marketing, globalization, intercultural communication, multicultural organizations.
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Globalization and business environment

Globalization doesn’t just represent the politics of open doors, but a process that is also
able to open doors to serious problems of the present society, like the social effects of deve-
lopment, the importance of the State as an instance that can control the processes of the world’s
structures, the relation between global and local, between the developed countries and the
less developed ones (Dobrescu, 2003, p. 393). As a complex phenomenon, globalization has
great effects on the business environment and on society in general. Globalization is percep-
tible, most of the time as a phenomenon, as „a fact of modernity“ (Sava, 2002, p. 218), in
additional to the regionalization in all its economical signification1. There are multiple defi-
nitions of the globalization, which take into account the fact that we are not in front of a com-
pletely new phenonmenonii. The newness of the phenomenon is given by the issue of some
features, amongst which we could remind the communications, the expansion with unprece-
dented of the multinational companies, the internationalization of the information, but even
the volume of the financial and capital flows, thanks to the possibility of the electronical ma-
nagement of the money on a global level.

As a process of integration of distinct national economies due to the amplification of
transnational exchanges, economical globalization moves the accent from the national bor-
ders to the progress of economical activities (Dumitrescu, 2002, p. 403).

In this chapter we will analyze the aspects of economical globalization that generate the
existence of multicultural environments so that we can understand the connection between
the two subjects. The main activities that generate global economy are: the international
exchanges; the amplification of the phenomenon of breaking geographical boundaries; the
cash flows and the process of developing productivity; the international diffusion of techni-
cal and scientific knowledge; the free movement of goods and the rate of foreign investments,
all supported by special international organizations such as WTO and GATT; the circulation
of labor force.

All this factors accelerate the development of multinational firms which play an impor-
tant part in world trade and investment. For example, half of U.S imports can be regarded as
transactions between branches of multinational firms (Krugman, Obstfeld, 2008, p. 166). The
Romanian market has been also marked by the internationalization phenomenon, first of all
in the FMCG area, in the 90’s, and later, in the majority of the industries. 

Much more, analyzing the Romanian economy, we can easily recognize more than twenty
big corporations that entered the market in the last five years. Almost all activity sectors are
being dominated by multinational organizations which refer to powerful fusions in the world’s
economy: GDF Suez and EON in the industry of energy, Air France-KLM in aeronautic indus-
try, Renault-Nissan in the auto industry. Naturally, there are even fields where the powerful
international companies have a weaker presence or only through the franchising, as in the
furniture and decorations, and in the textile industry retail. 

Multinational companies are making a whole circuit of production parameters and gen-
erate the international removal of the production capacity towards third parts in several emerg-
ing countries with inexpensive labor force. So called the Nike model, this process proved to
be one of the most affordable production structures, based on sub-contractors (Klein, 2006,
p. 183). This way, big multinational corporations are keeping their expenses on a lower scale
and making sure that their benefits are still growing. The implications of the phenomenon
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are huge. On the one hand way, it can generate unemployment and tension in the human
resources’ market of the original country. On the other hand, by paying low salaries to the
people of underdeveloped countries, multinational organizations do not help them improve
but contribute to the dilation of indigence. 

In the end, the expansion of multinational companies requires people from different coun-
tries to work together, share organizational values and have an organizational culture. Recent
researches proved a direct influence of the cultural origin of the multination in the path to
globalization. Thus, European firms have tended to take a different structural path than their
U.S. counterparts, moving directly from a functional ‘mother – daughter’ structure to a global
structure with worldwide product or area divisions, or to a matrix organization without the
transitional historic stage of an international division (Dowling, Welch, Festing, Engle, 2008,
pp. 39-40).

More than that, people that work in such organizations have to provide quality to the cus-
tomer in order to make profit, even if this means internal competition (Zyman, 2001, p. 21).
But how can one group offer value to another one if the two groups don’t share the same va-
lues? In order to answer this question, we will make a short intrusion in the principles of inter-
nal marketing and afterwards we will evaluate the cultural variables that have to be taken
into consideration in the discussion about international marketing.

Emphasis on Internal Marketing

If all the departments of an organization work together to serve the interest of the client,
the result should be the so called ‘integrated marketing’ (Kotler, 2005, p. 26). There are two
levels that we have to analyze when it comes to integrated marketing. Firstly, there is the con-
jugated effort of the marketing activities – research, product management, sales, advertising,
customer relations etc. The second level is represented by the contribution of all the depart-
ments of a company to offering quality to the customer. In this view, marketing is no longer
a department of a company but its own internal orientation. Too often, the ‘internal market-
ing’ of an initiative is misinterpreted as applying glossy sales promotion techniques to inter-
nal communication (Quirke, 2008, p. 216), the discussion on the subject being still opened. 

Kotler defines internal marketing as „the effort of hiring, training, motivating qualified
human resources in order to offer good services to the clients“(Kotler, idem, p. 30). Curtis
expands the definition given by Kotler, by taking into consideration the objectives of an orga-
nization; in his view, the internal marketing could be understood as „a continuous process,
through which the organization aligns, motivates and empowers the employees in all the func-
tions and at all the levels to provide consistent and positive experience to the consumer, help-
ing to fulfill the business objectives“ (Curtis, 2006, p. 135). 

Thus, the internal marketing base consists in the relation existing between the organiza-
tion and its employees, and one of the fundamental conditions of the success of marketing
plans consists in treating employees as if they were external consumers. If the marketing cre-
ates brands for the customers, it should support the same brands inside the company. It is
what we call „brand engagement“, making employees really believe in the brands of their
organizations. Due to the connection between marketing and human resources imposed by
the internal marketing orientation, it has been often confused with internal communication. 
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Nevertheless, there are many other ways to understand this concept. The need of internal
marketing appeared after the observation of the fact that the marketing strategy was, in many
times, a shortcut, inside the organization, and with an effect on the external clients, but not
on their own employees, who were also consumers as well (who sometimes do not want to
be customers of their own company). Thus, many organizations fall in the trap of believing
that their employees will buy and use the products and services they offer, without asking
any questions, being loyal to them through the fact that they participate in creating those pro-
ducts. However, the reality is different. As a matter of fact, there are multiple possible defi-
nitions of the internal marketing. For example, internal marketing can be defined as „the
philosophy to treat employees as consumers, upon product – job strategies satisfying the human
needs“ (Cahill, 1996, p. 3). In this conception, internal marketing sells the function product,
and the employees are the buyers. 

There are authors who relate the internal marketing idea to the management of knowledge
and learning and of the emergence of knowledge-oriented employees (Ahmed, 2002, p. 15).

In such a vision, internal marketing becomes a key instrument for the effective achieve-
ment of the transformation of the organizational needs into individual challenges for the
employees. By treating employees as clients, learning and any other objectives of the orga-
nization are presented in term of costs-benefits.

The employees may increase the personal effectiveness if they transform their own know-
ledge into natural elements of the success of the organization, and internal marketing is a useful
instrument in this sense. Thus, if the internal marketing helps to bring brilliant ideas, at the ade-
quate moment, to the adequate people, it supports the management of knowledge and learning.

Internal marketing can no longer be seen as corollary of or even opposed to the external
marketing. If we proceed from the marketing definition, as „not a battle of the products per
se, but a battle between the perceptions of the consumers on the products“ (Ries, 2004, p.
30), internal marketing cannot be but integrated with the external one, in what we briefly call,
„marketing“. At present, „the customer“ represents a generic concept: the first consumer of
the products is the employee of the producing company. That’s why we can say that the first
product of the company is its own message. Before being sold, the product communicates to
those around it. The first people to hear the message of the product are the company’s emplo-
yees. They should be responsible for transmitting the promise of the brand, and to guarantee
of this promise before the consumers. Therefore, their behavior, dressing style, tone of voice
and other details related to them must comply with the values expressed by the brand.

To synthesize, we can define three main manners of understanding the concept of inter-
nal marketing: the policy of the internal service quality: treating the employees as consumers;
the development of the internal quality of products or brands; the creation of internal rela-
tions of the type client – provider. 

In the following chapters we will try to understand the orientation of internal marketing by
taking into consideration the interference of cultural variables in multicultural organizations. 
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Intercultural variable 
and multicultural organizations. Case study: Romania 

If generally speaking solidarity appears in small groups, on emotional basis or interests
dominated by immutable principles, organizational solidarity appears due to the imperative
of common objectives and responsibilities. While European societies have been developing,
the economic general interest has become more important than the interest of small commu-
nities (Duþu, 1999, p. 73). But what happens to cultural variables when it comes to organi-
zational objectives? Culture represents implicit and explicit behavior models, cumulated and
transmitted towards symbols. The center of culture resides in traditional ideas, historical selec-
tion in products of action, on the one hand, and elements that determine further action, on
the other (Georgiu, 2004, p. 37).

Hofstede’s theory about mental maps shows that each person has certain ways of think-
ing, acting and feeling that are directly influenced by his life experience and the social envi-
ronment. The term that the author uses for this mental software is secondary culture. This
secondary culture is always a collectivity phenomenon and it is different from culture in ge-
neral, because it can be accepted, at least partially, by people who are not born with it. Briefly,
we can define secondary culture as a mental collective program that differentiates members
of a certain group from another group (Hofstede, 1996, p. 19).

If we try to perceive organizational culture as a secondary culture, then we can under-
stand the way it works. If we talk about a multicultural organization, then it is mandatory to
understand the process of intercultural communication and afterwards to find a model that
allows an internal marketing orientation that takes into consideration cultural variables. 

Jean-Claude Usunier and Julie Anne Lee recognize that the most important cultural vari-
ables that make people act differently in organizations are: the different language they speak,
the different institutions they respect, material productions and symbolic productions (Usunier,
2005, p. 6).

When people with different ways of understanding this variables meet in an organizational
environment, there are four situations that can appear: parallel adaptation – each group keeps
part of its own identity and values in the process of approaching the other group; total or par-
tial elimination of the cultural elements of one group in the favor of the other; domination
of one group upon the other one; integration of the values in a third culture (Rego, Anxo,
1994, p. 29).

The last situation is, in fact, the one that allows the appearance of an intercultural orga-
nization and the only one that allows an internal marketing approach in the multicultural orga-
nizations. 

To exemplify this situation, the authors of this article realized between 15th of January
and 05th of February 2009, an exploratory qualitative research, by making some deep inter-
views with ten line managers from Romanian subsidiaries of ten multinational companies,
all different through: their size (the presence of these multinationals starts from minimum 5
countries to an global expansion); their geographical origin, as Germany (two companies),
Austria (one company), France (two companies), USA (four companies), Italy (one company);
the industries in which they activate: energy, industrial gas, banking, financial, heating equip-
ments, telecommunications, digital content, FMCG. 
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The subsidiaries taken into consideration are either directly formed by direct investments
on the local market, either companies parts of international groups and, three of them, for-
mer state companies, now privatized. As in the case of other countries, these last firms used
to be noncompetitive and the privatization had a dramatic effect on the work life and ma-
nagement (Thomas, 2008, p. 7).

The questions from these interviews came after aspects as: the degree in which, the mis-
sion, the vision and the values of the parent organization, are known on a subsidiary level
and took over locally, by involving the cultures which are recognized bosom the company;
the degree of the awareness of the products and the company services, at an international and
local level between the staff; the degree in which the company employees are also clients of
the company; the existence of activities specifically to internal marketing, which could envelop
the cultural aspects specific to subsidiaries.

The answers, paradoxically, in spite of the different membership, from the point of view
of the parent company, have raised some more resemblances:the local companies with a fo-
reigner management and an imported know-how, which are not subsidiaries, but they do have
only an international share, are recognized as having their own organizational culture, a pow-
erful and cosmopolitan one, with a clear and functional internal marketing; in the case of the
subsidiaries, in spite of the existence of the newsletters or sometimes the international intranet,
the mission, vision and the company values « are thought » at the hiring moment and are
known only up to a middle management level, without any deepening at the entire staff level;
in all the situations, the opinion of the questioned persons was that the employees, do know
the company products and do take them, but « not always by conviction – sometimes they
do not have the choice, this is the only one or the best one » ; all the questioned persons noticed
that there are always the same teams who are the best informed about the specific organiza-
tional culture, and about the company’s products : marketing, sales, training, product deve-
lopment and customer care – so, the commercial departments, which are in a continuous
connection with the market; all the participators esteem that neither at the group or subsidiary
level, all these involved cultures, in the mission, sight and values which are clearly explained
and communicated to the employees, are not recovering themselves.

A characteristic of one of the multinational is represented by the various cultures with which
the multinational agree, by the migration of the middle management from a subsidiary to
another one, or in some other situations, by the recruitment of staff from countries which the
company do no activate directly. In such specifically situations, the non enclosure of the mul-
ticultural arguments in the organizational culture is felt de facto, although it takes place in a
declarative way.

Another situation which is raising clearly the problem of the various cultures at work is
the case of the merger at the group level, which impacts the perception of the organizational
culture at the subsidiaries level. From our research, the two questioned persons who passed
through such kind of experiences, situations, stated the changes were felt once the modifica-
tions of the managerial policy after the fusion, with a direct impact on the daily activity of
the subsidiaries in which they were working. 

In all these situations, the mobility inside the group from which the company from Roma-
nia is belonging and its presence in the subsidiary, or Romanian company with an important
number of expatriates, is considered directly as accelerator for an evolution towards the inter-
nal marketing which take into account the intercultural arguments.

244 Revista românã de comunicare ºi relaþii publice

Revista_comunicare_15.qxd  23.04.2009  11:12  Page 244



As far as this research has no statistical importance, but suppose to be only the ambition
to discover a guideline which could eventually be developed by this recent profile theory, it
is correct to admit that the ten interviews made deeply, do represent instead, an hypothesis
which could be take into account in the construction of certain potential strategies of inter-
nal marketing at a multinational organizations level, with a downfall to a local level. 

Thus, (starting from Dodd.H) Carley’s intercultural communication model and taking into
consideration our research, we propose the following model of internal marketing for mul-
ticultural organizations.

Figure 1. Model of Internal Intercultural Marketing, interpretation of the authors

In the model that we presented, A and B are the cultures that meet in an organizational
environment and C is the culture that results from this encounter if the two cultures get to
the point they both accept, agree, understand and if they use differences in order to offer qua-
lity to the customer. For acceding to the perfect situation where internal marketing can exist
in a multicultural company, several management measures have to be taken in order to respect
the following guidelines:

1. Managers and employees belonging to both cultures have to understand the presence
of the differences between them and the other cultural group;

2. Managers and employees belonging to both cultures have to accept the change that has
taken place in their organizational environment;

3. All the employees have to make important efforts to ease the relationship between them
and to create a common mission and vision of the organization;

4. None of the two cultures should force the other one to accept certain values which the
other group doesn’t accept;

5. Employees that have to work in the service of a costumer that belongs to a different
culture have to make serious efforts to understand the costumer;

6. Efforts must be made in order to eliminate the language differences; 
7. Managers have to make efforts to reduce the incertitude of the staff by facilitating encoun-

ters between different persons of different cultures;
8. All the employees have to know at least a few of the commercial objectives of the orga-

nization.
9. Multicultural team-based project management is to be into consideration, by using the

new technologies such as Internet, Intranet, e-conferences etc.
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The model described above has the limit of taking into consideration only two major cul-
tures meeting in the space of one company, but it could be improved in the case of major
international firms, for specific subsidiaries. If developed, it could become a useful tool for
the so called ‘gravitational marketing’: attracting customers naturally, even on very compe-
titive markets, by the convergent effort of the human resource in order to provide better prod-
ucts and better services (Vee, Miller, Bauer, 2008). This could be an interesting method to
increase the efficiency of the classic competitive strategies (Porter, 2001) in mature indus-
tries, but it could be also a new approach for emergent business activities. 

Conclusions

The basic conclusion of this article is that the reality of the multicultural perspective pen-
etrates the inner being of the organizational culture of institutions. On the other hand, we think
that multicultural companies should support the idea of the internal marketing as an element
of performance-oriented strategic management, even more than classical ones. Not unexpec-
tedly, one of the most important multinational companies, such as Coca-Cola, IBM or Renault
– Nissan, they did develop their own organizational culture, with common values and generic
values specifically to subsidiaries, expressed by an apart vocabulary and rituals of the own
societies. In order to build, maintain, and develop their corporate identity and to provide real
added value to customers, multinational organizations need to strive for consistency in their
ways of managing people on a worldwide basis. Yet, and in order to be effective locally, they
also need to adapt those ways to the specific cultural requirements of different societies. While
the global nature of the business may call for increased consistency, the variety of cultural
environments may be calling for differentiation, with specific approaches for different sub-
sidiaries. The Romanian case, as showed above, is not a singular one.

As mentioned in the previous pages, the market-oriented approach is no longer a choice,
but a need for surveying. Competition conditions are tougher than ever, companies are not
always ready to face them and consumption pressure as well as employee pressure adds to
this picture a lot of difficulties that must be managed harmoniously.

The very well known principle from the marketing, „think global, act local“ needs changes
even inside the organizations. The multinational societies need to adapt their values, their spe-
cific codes and their language at the subsidiaries level, for increasing the feeling of belong-
ing and of construction for efficient teams. Thus, this is the first step for getting a real and
efficient internal marketing. This aspect is as important as the understanding and the supply-
ing of values for consumers became the essence of the nowadays marketing or of the expo-
nential marketing (Garrison, 2006, p. 12), put at the disposal of the growth. Everything a
company is doing and especially is not doing, have an impact on the consumers perception
on the value of the product. The exponential value for the consumer is a concept which moti-
vates the organizations for insuring that all the employees from the company are orientated
towards the transmission of values. The value for the consumer is in the middle of the mar-
keting and each employee has to know that the transmission of values towards the consumers
do not bring any benefits only to the client, but even to the organization, and do even help
to bounces in the individual carrier and in getting certain financial personal objectives. The
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understanding of the factors which conduct to the creation of value for clients and to the role
of everyone from the organization for the delivery of this value, represent the key of the com-
panies which ate operating in the nowadays competitive context. 

Our approach, centered on the interaction between business people, buyers and sellers who
have different national/cultural backgrounds, aimed at identifying and establishing which are
the principles that can generate an integrated marketing-oriented approach of the companies.
Our efforts do not try to describe intercultural marketing exhaustively, but from an insider
point of view. What we have attempted for the reader is a method for dealing with intercul-
tural situations in international marketing. The underlying postulate of this article is that inter-
national marketing relationships have to be built on a field of cultural tolerance and costumer
understanding. 

Notes

1. From an economical point of view, the regionalization is perceived, most of the time, at a interstate
level and above inhabitant of the border zone (above area – as for example, Central Europe); as an anthro-
pological point of view, the regionalization is discussed more often than the cultural differentiation inside
some borders (above area – as for example, the region of Banat in Romania).

2. Globalization incipient forms, or better, internationalization forms, have been existed even in the XIX-th
century, by the commercial roads (maritime ones), but even by the financial expansion. These ones had got
anyway, the current dimension, only in the second part of the XX-th century.
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Rezumat

Fast streamers sunt persoane tinere cu studii superioare care sunt înscrise sau au finalizat un program
intensiv de pregãtire pentru a ocupa ulterior poziþii înalte în cadrul administraþiei publice. Acet tip de funcþionari
publici, cuprinºi în programul de promovare rapidã, sunt expuºi la o serie întreagã de experienþe în cadrul
administraþiei publice centrale ºi locale, pentru a fi pregãtiþi sã ocupe în viitor poziþii de conducere în ca-
drul administraþiei. 

Subiecþii au fost: 108 manageri publici din toate regiunile þãrii dintre care 35 de gen masculin ºi 73 de
gen feminin. Cercetarea este bazatã pe o abordare descriptivã ºi are ca obiectiv principal identificarea acelor
aspecte precum valorile profesionale ºi proliful de personalitate, aspecte care deosebeºte acest tip special de
funcþionari de restul funcþionarilor publici. Într-o etapã ulterioarã, rezultatele obþinute au fost utilizate pen-
tru a identifica relaþiile existente între aceste variabile. Pentru obþinerea datelor relevante privind problema-
tica studiatã au fost utilizate urmãtoarele instrumente: inventarul de personalitate bazat pe modelul celor cinci
factori (NEO-PI-R) dezvoltat folosind International Personality Item Pool ºi chestionarul valorilor profesion-
ale (adaptare dupã D. Super).

Cercetarea este cu atât mai importantã cu cât studiile din aceastã arie sunt inexistente ºi abordeazã o ca-
tegorie de funcþionari publici care în esenþã sunt atât consilieri, manageri de proiect, experþi ºi multe alte
poziþii într-una singurã. Activitãþile tipice desfãºurate de managerii publici presupun: acumularea rapidã de
cunoºtinþe referitoare la un anumit subiect sau aspect; reprezentarea intereselor departamentului ºi roluri de
negociere cu partenrii; participarea constructivã în anumite probleme în care interese multiple sunt impli-
cate; formularea ºi implementarea de politici ºi strategii; comunicare clarã a ideilor atât oral cât ºi în scris;
adaptarea la diferite sarcini, chiar ºi în departamente diferite; efort susþinut ºi lucru sub presiune, de cele mai
multe ori cu reguli ºi proceduri complexe. Astfel, este foarte important sã cunoaºtem ºi sã înþelegem acest
grup de funcþionari deoarece ei reprezintã un grup capabil sã facã faþã schimbãrilor impuse de un mediu eco-
nomic ºi politic în rapidã evoluþie. 

Cuvinte-cheie: fast stream, manageri publici, administraþia publicã, personalitate, analizã.

Abstract

Fast streamers are graduated young people enrolled or who passed trough an accelerated development
program preparing them for careers at the highest levels of the Civil Service. Civil Service fast streamers
are exposed to a range of placements in government departments and agencies and they are placed in regu-
larly changing roles of intensive responsibility to prepare them for future senior managerial positions. 

Dan Florin Stãnescu*

Fast streamers în administraþia publicã din România
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Participants: 108 public managers from all over the country; 35 males and 73 females. This study is
based on a cross-sectional approach and aims to identify the personality profile and the set of professional
values of fast streamers. In a second step, the above results were used to identify the relations between the
selected variables. The following instruments were used: NEO-PI-R and Professional values questionnaire
(D. Super adaptation).

The research is the more important as the studies on the subject are inexistent and it approaches a group
of people being in essence, policy advisers, project leaders, experts, liaison and many other job titles all in
one. Typical work activities include: rapidly developing an in-depth knowledge of a particular subject or
issue; representing department’s interests and negotiating with others to reach a position of mutual satisfac-
tion; contributing constructively to issues where many interests are involved; formulating and implemen-
ting policy; communicating complex ideas clearly, both orally and in writing; adapting to different jobs,
possibly in different departments on a regular basis; working quickly and under pressure, often within com-
plex rules and procedures. Therefore, it is highly important to know and understand fast streamers as they
represent a group of people able to meet the fresh challanges that come from the rapidly changing business
and political environment. 

Key words: fast streamer, public manager, civil service, personality, analysis.

Introducere

Pentru a putea rãspunde la întrebarea iniþialã pe care am formulat-o, mai întâi trebuie sã
înþelegem ce reprezintã fast stream sau schema de promovare rapidã în administraþia publicã.
Ea reprezintã o iniþiativã importantã în procesul de reformã a funcþiei publice, iniþiativã deru-
latã în cadrul Proiectul Tinerilor Profesioniºti (Young Professional Scheme), proiect elaborat
ºi implementat cu finanþare Phare în contextul reformei administraþiei publice din România.
Proiectul urmãreºte sã atragã ºi dezvolte tineri absolvenþi care sã îºi construiascã o carierã
ca funcþionari publici în România, dar ºi sã îmbunãtãþeascã carierele tinerilor funcþionari pu-
blici prin formarea ºi dezvoltarea conform criteriilor ºi practicilor europene. 

Schema Tinerilor Profesioniºti doreºte consolidarea ºi modernizarea funcþiei publice din
România, pregatind un nucleu de manageri publici formaþi din cei mai buni absolvenþi de
studii superioare ºi profesioniºti din România. Pe scurt, scopul YPS este sã gãseascã, pregã-
teascã ºi pãstreze pe cei mai buni candidaþi ce prezintã interes faþã de administraþia publicã.
Prin urmare Schema are ca obiectiv principal: atragerea celor mai buni absolvenþi de studii
superioare din România, noua generaþie de funcþionari publici (bursierii) ºi dezvoltarea celor
mai buni tineri funcþionari publici din cadrul administraþiei publice (stagiarii).

Proiectul YPS pregãteºte un nucleu de lideri ai unei noi generaþii în cadrul funcþiei pu-
blice, un corp de manageri profesioniºti în administraþia publicã, care sã fie neutri din punct
de vedere politic ºi formaþi profesional în spiritul valorilor ºi principiilor moderne ale mana-
gementului sectorului public în Uniunea Europeanã. 

Absolvenþii acestui proiect au obþinut statutul de manager public ºi contribuie la proce-
sul de reformã al administraþiei publice din România în contextul recentei aderãri a României
la Uniunea Europeanã. Astfel, putem afirma cã principala realizare a proiectului YPS este
crearea unui corp de manageri publici, capabili sã sprijine modernizarea administraþiei pu-
blice, printr-o nouã viziune stimulatã ºi dezvoltatã în cadrul formãrii, activitãþilor, studiului
ºi experienþei practice corespunzãtoare atât în România, cât ºi în Statele Membre al Uniunii
Europene. Intenþia este de asemenea ca, prin intermediul unui mecanism de promovare rapidã
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în carierã, bazatã pe merit ºi realizãri, aceºtia sã avanseze mai repede spre nivelele superioare
ale administraþiei publice, putând astfel influenþa procesul de elaborare ºi luare a deciziilor.

Abordarea adoptatã în cadrul acestui program constã în a furniza tinerilor profesioniºti o
combinaþie de: instruire în domeniul dezvoltãrii managementului profesionist, bazatã pe metode
moderne de instruire întâlnite curent în administraþiile statelor membre ale Uniunii Europene;
experienþã de activitate sistematicã în administraþia publicã din România, creatã pe baza rotaþiei
în majoritatea instituþiilor publice ºi legatã de cursurile de pregãtire teoreticã; experienþã per-
sonalã directã în cele 15 vechi state membre ale Uniunii Europene, fie prin perioade de stagiu
în administraþia publicã, fie în calitate de studenþi ai cursurilor post-universitare în ºcoli ºi
universitãþi de prestigiu.

Apare astfel întrebarea fireascã – Ce este Managerul Public? Managerul public este noul
model de funcþionar public, un adevãrat agent al schimbãrii, menit sã introducã o nouã men-
talitate în administraþia publicã româneascã. Managerul public reprezintã o categorie aparte
de funcþionar public care contribuie la asigurarea eficienþei ºi continuitãþii reformei în admi-
nistraþia publicã – de la nivelurile strategice la cele operaþionale, în cadrul autoritãþii sau insti-
tuþiei publice în care îºi desfãºoarã activitatea. 

Managerii publici conduc, coordoneazã sau asistã coordonarea unor activitãþi care, prin
natura lor, necesitã o perspectivã mai cuprinzãtoare a problemelor, a relaþiilor dintre acestea
ºi un nivel ridicat de expertizã, distinct faþã decompetenþele celorlalte categorii de funcþionari
publici. Rolul managerului public este acela de a sprijini politicile de reformã menite sã acce-
lereze modernizarea administraþiei si serviciilor publice, în vederea armonizãrii acestora cu
standardele Uniunii Europene. Managerul public conduce, coordoneazã sau asistã coordonarea
unor activitãþi care, prin natura lor, necesitã o perspectivã generalã ºi un nivel de expertizã,
specifice faþã de cele avute de celelalte categorii de funcþionari publici. Pentru îndeplinirea
atribuþiilor, managerului public i se asigurã o mobilitate sporitã în cadrul instituþiei în care
lucreazã, activitatea acestuia fiind coordonatã de cãtre un înalt funcþionar public sau, în cazul
în care acesta nu existã, funcþionarul public de conducere situat pe cel mai înalt nivel din
cadrul autoritãþii sau instituþiei publice respective.

Prin programul de formare managerii publici sunt pregãtiþi sã lucreze în diferite contexte
administrative, la nivel central, teritorial ºi local. Ei sunt pregãtiþi sã devinã specialiºti în ma-
nagement, orientaþi spre rezultate ceea ce implicã o largã înþelegere a misiunii, sarcinilor ºi
responsabilitãþilor administraþiei publice. Ei înþeleg nevoia de îmbunãtãþire prin învãþarea rea-
lizatã prin feedback ºi o monitorizare atentã a rezultatelor ºi printr-o coordonare verticalã ºi
orizontalã intra- ºi inter-organizaþional. Abilitãþile lor de lucru în echipã orientat spre atin-
gerea obiectivelor, de comunicare la nivel intern ºi extern ºi de coordonare, le permite sã aducã
o contribuþie semnificativã în toate activitãþile derulate de administraþia publicã. Cunoºtinþele
lor de limbi strãine reprezintã un atu major în crearea ºi dezvoltarea unei largi reþele europene
ºi a parteneriatelor.

Se observã astfel cã acest tip de funcþionar public este necesar sã posede o serie de carac-
teristici ºi competenþe specifice pentru a putea face faþã schimbãrilor impuse de un mediu
economic ºi politic în rapidã evoluþie. Calitãþile ideale ale unui manager public au fost sta-
bilite încã din 2004 prin elaborarea unui cadru de competenþe (figura nr. 1) care descrie prin-
cipalele calitãþi, competenþe ºi abilitãþi pe care un manager public modern ar trebui sã le deþinã
ºi sã le punã în aplicare în comportamentul ºi în activitatea ºi practica profesionalã.
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Figura 1. Cadrul de competenþe pentru managerii publici. Metodologie

Analizând fiecare dintre competenþele specifice prezentate în cadrul de competenþe pen-
tru managerii publici putem conchide cã un manager public ideal este acela care: planificã
activitãþile profesionale, analizeazã ºi prioritizeazã în funcþie de necesitãþi, pentru a respecta
termenele ºi a rãspunde aºteptãrilor clienþilor; îºi asumã rãspunderea personalã pentru atin-
gerea scopurilor ºi obiectivelor ºi iniþiazã acþiuni corective atunci când progresele sunt limitate
sau inexistente. Acceptã rãspunderea pentru eºecuri (ºi învaþã din acestea) ºi pentru succese;
este proactiv ºi îºi foloseºte iniþiativa atunci când apar probleme sau nu se înregistreazã pro-
grese. Este implicat ºi îi încurajeazã pe ceilalþi când este necesar; aratã determinare, rãbdare
ºi tãrie moralã în condiþii de presiune ºi nu permite ca eºecurile sã îi afecteze performanþele
sau relaþiile cu ceilalþi; demonstreazã rãspundere pentru acþiuni ºi rezultate; recunoaºte nevoia
de dezvoltare proprie ºi cautã noi abilitãþi, cunoºtinþe ºi oportunitãþi de învãþare. Reflecteazã
asupra propriilor experienþe ºi învaþã din acestea, dar ºi din experienþele altora; se adapteazã
rapid ºi cu succes la situaþii, solicitãri sau oameni noi, opereazã eficient într-o varietate de
roluri ºi contexte, inclusiv în momente sau situaþii de incertitudine; analizeazã informaþiile
rapid, complet ºi eficace pentru a avea o bazã obiectivã solidã pentru luarea deciziilor, ela-
borarea propunerilor ºi recomandãrilor; acceptã responsabilitatea pentru luarea deciziilor pe
baza celor mai bune informaþii obiective disponibile. Ia ºi implementeazã deciziile cu promp-
titudine; are încredere în sine ºi acceptã riscuri calculate; este creativ ºi are imaginaþie, dar
în acelaºi timp se concentreazã asupra scopului, înþelege imaginea de ansamblu ºi observã
legãturile dintre diferite elemente; dovedeºte deschidere ºi agilitate, are curiozitatea intelec-
tualã de a gãsi idei inovatoare ºi de a dezvolta soluþii practice pornind de la acestea; foloseºte
abilitãþile de comunicare pentru a construi relaþii cu ceilalþi; aratã integritate în relaþiile pro-
fesionale; creeazã alianþe atunci când este cazul, pentru a facilita atingerea obiectivelor; înþelege
motivele, preocupãrile ºi situaþiile în care se gãsesc ceilalþi ºi îi încurajeazã ºi îi sprijinã în
atingerea obiectivelor. Acceptã diversitatea ºi încearcã sã îi convingã pe ceilalþi de benefici-
ile acesteia; comunicã clar ºi convingãtor, atât verbal cât ºi în scris, îºi exprimã propria opinie
coerent ºi succint, ºi o susþine cu argumente adecvate; este participant activ la discuþii; influ-
enþeazã prin prezentarea unor argumente convingãtoare ºi negociazã rezolvarea conflictelor
între douã pãrþi pentru atingerea obiectivelor, fãrã a-i îndepãrta pe ceilalþi; este capabil sã trans-
fere propriile cunoºtinþe în funcþie de nevoile reale ale celorlalþi; poate lucra eficient ºi obiec-
tiv într-o echipã, în afara structurii ierarhice obiºnuite, fie în calitate de membru, fie în calitate
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de lider al echipei; contribuie la realizarea obiectivelor echipei cu propriile abilitãþi perso-
nale ºi profesionale; îi încurajeazã pe ceilalþi membri ai echipei sã-þi maximizeze contribuþia;
are o privire analiticã asupra proceselor de muncã ºi politicilor publice, pune la îndoialã cu
consecvenþã starea de fapt ºi recomandã sau implementeazã schimbãrile necesare pentru creº-
terea eficacitãþii organizaþionale.

În cadrul cercetãrii prezentate, utilizând o abordare descriptivã, am încercat identificarea
acelor aspecte precum valorile profesionale ºi proliful de personalitate, aspecte care deosebeºte
acest tip special de funcþionari de restul funcþionarilor publici. 

Pentru obþinerea datelor relevante privind problematica studiatã am utilizat urmãtoarele
instrumente:

a) Inventarul de personalitate bazat pe modelul celor cinci factori (NEO-PI-R) a fost dez-
voltat folosind International Personality Item Pool, o metodã ºtiinþificã pentru dezvoltarea
mãsurãtorilor de personalitate ºi a altor diferenþe individuale, cuprinde 240 de itemi ºi eva-
lueazã 5 factori ai personalitãþii dupã modelul „Big Five“: Extraversie, Agreabilitate, Conºtiin-
ciozitate, Neuroticism ºi Deschidere la experienþã. Corelaþiile raportate între NEO-PI-R ºi
scalele IPIP corespunzãtoare ce mãsoara trãsãturi similare sunt prezentate mai jos: Neuroti-
cism .86; Extraversie .79; Deschidere la experienþã .83; Agreabilitate .78; Conºtiintiozitate
.80; Media .81. Se observã astfel cã utilizarea acestui instrument reprezintã o metodã validã
ºi precisã de evaluare a personalitãþii.

O listã a dimensiunilor personalitãþii mãsurate de inventarul de personalitate este prezen-
tatã mai jos: Neuroticism – Anxietate, Furie – Ostilitate, Depresie, Timiditate socialã, Impul-
sivitate,Vulnerabilitate la stres; Extraversie – Cãldurã, Spiritul gregar, Asertivitate/afirmare,
Activism, Cãutare de senzaþii, Stãri emoþionale pozitive; Deschidere la experienþã – Deschidere
cãtre reverie, Deschidere în plan estetic, Deschidere spre sentimente, Deschidere în planul
acþiunilor, Deschidere în planul ideilor, Deschidere în planul valorilor; Agreabilitate – Încre-
derea, Verticalitatea, Altruismul, Complianþa, Modestia, Sensibilitatea; Conºtiinciozitatea –
Competenþa, Ordinea, Simþul datoriei, Dorinþa de realizare, Autodisciplina, Deliberarea.

b) Chestionarul valorilor profesionale (WVQ) – bazat pe teoria lui D. Super, potrivit cãreia
posibilitatea de a performa într-un post specific depinde de compatibilitatea dintre muncã/sar-
cini ºi valorile profesionale personale. Chestionarul structurat pe 60 de itemi este realizat por-
nind de la 12 valori profesionale fundamentale – stabilitate, independenþã, câºtig financiar,
influenþã, prestigiu, creativitate, confort, spirit anterprenorial, dezvoltare personalã, onesti-
tate, flexibilitate ºi relaþionare. 

Subiecþi. Lotul de subiecþi supuºi investigaþiei a fost format din 108 manageri publici, cu
vârsta cuprinsã între 23 ºi 32 ani, având un nivel educaþional ridicat (studii universitare ºi
post-universitare), 35 subiecþi de gen masculin ºi 73 subiecþi de gen feminin.

Rezultate. În urma aplicãrii celor douã instrumente menþionate s–au obþinut urmãtoarele
rezultate: Dupã cum putem observa în figura nr. 2 în ierarhia valorilor profesionale pe primele
locuri se situeazã dezvoltarea personalã, urmatã de influenþã, relaþionare ºi onestitate, iar pe
ultimele douã locuri se situeazã confortul ºi stabilitatea.

Pentru o mai bunã înþelegere a acestor valori profesionale prezentãm succint câteva aspecte
definitorii pentru fiecare dintre acestea: dezvoltare personalã – curiozitate; cunoaºtere; per-
fecþionare; statut intelectual; cercetare; informaþii de ultimã orã; tehnologie de vârf; influenþã
– autoritate; organizarea, motivarea ºi controlul activitãþii altora; decizie; competenþã profe-
sionalã; înþelegerea fenomenelor psihosociale; relaþionare – lucru în echipã; interacþiune so-
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cialã; prietenie ºi colaborare; nevoia de afiliere; scopuri comune; onestitate – încredere; eticã;
fair-play; generozitate; sensibilitate; principii morale; confort – ambianþã placutã; ergonomie;
personalizarea locului de muncã; adversitate faþã de noxe, zgomot etc.; stabilitate – conser-
vatorism; statornicie; rezistenþã la schimbare; siguranþa locului de muncã; adversitate faþã de
risc ºi aventurã; precauþie.

Figura 2. Ierarhia valorilor profesionale

Cu alte cuvinte, aceste persoane valorizeazã un mediu profesional în care îºi pot utiliza
abilitãþile dobândite ºi sã îºi pot ridica continuu nivelul de instruire. Sunt persoane care gã-
sesc satisfacþie în a învãþa lucruri noi, în a fi permanent la curent cu ultimele cercetãri în dome-
niul în care îºi desfãºoarã activitatea. Sunt atrase de o muncã în care pot planifica ºi organiza
activitatea unui colectiv, sã direcþioneze comportamentul celorlalþi spre un scop dorit ºi sã
deþinã controlul asupra situaþiei. Li se potriveºte o poziþie de lider, aflat la un virtual pupitru
de comandã, de unde sã ia decizii, sã dispunã ºi sã hotãrascã asupra altora. Valorizeazã lucrul
în echipã, cooperarea cu ceilalþi în vederea atingerii unor obiective comune. Se simt bine într-un
mediu social dens, cu numeroase interacþiuni în care colaborarea joacã un rol dominant. Nu
pun mare preþ pe siguranþa locului de muncã ºi nu evitã schimbãrile, fie ele unele majore.
Nu valorizeazã o activitate previzibilã sau rutinierã.

În ceea ce priveºte profilul de personalitate, în urma prelucrãrii datelor obþinute de la cei
108 subiecþi chestionaþi am putut elabora un profil (figura nr.3) care prezintã în principal urmã-
toarele caracteristici: scoruri scãzute la factorul N – Neuroticism, scoruri ridicate la factorul
E – Extraversie, scoruri medii la factorul O – Deschidere la experienþã, scoruri medii la fac-
torul A – Agreabilitate, respectiv scoruri ridicate la factorul C – Conºtiinciozitate.

Pe scurt, profilul scorurilor creioneazã urmãtorul portret:
– Factorul N – CEREBRAL/RATIONAL: rezistenþi la factori stresanþi ºi perturbatori; sta-

bili emoþional, se relaþioneazã cu ceilalþi sau cu situaþiile care apar, într-un mod calm, relaxat,
sigur, constant ºi raþional. Sunt persoane calme ºi detensionate, adaptabile ºi rareori furioase.
Nu se caracterizeazã în mod necesar printr-o atitudine impunãtoare sau prin dezinvolturã în
societate. Ele sunt doar mai puþin perturbate de situaþiile sociale stânjenitoare ºi sunt mai to-
lerante la frustrare ºi capabile de a se controla în situaþiile dificile. 

– Factorul E – EXTRAVERT: sociabili, preferã compania oamenilor ºi o stimulare sen-
zorialã ridicatã manifestând: comunicare, entuziasm, afecþiune, optimism ºi bunã dispoziþie.
Aceste persoane apreciaza compania celorlalþi, au tendinþa de a se arãta uneori dominante,
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energice ºi ambiþioase din punct de vedere social. Ele vorbesc fãrã ezitare ºi iau adesea iniþia-
tiva în grup. Sunt persoane viguroase, energice ºi resimt necesitatea de a fi în mod constant
ocupate. Au un ritm rapid, sunt vesele ºi optimiste.

– Factorul O – MODERAT: tind sã aleagã calea de mijloc; dacã li se ofera argumente via-
bile sunt tentaþi sã exploreze noi metode ºi sã se deschidã la noi experienþe. Sunt persoane
care afiºeazã voinþa de a se implica în diferite activitãþi, preferã noutatea ºi varietatea în
defavoarea familiarului ºi a rutinei.

– Factorul A – NEGOCIATOR: posedã abilitatea de a trece de la situaþii competitive la
cele de cooperare; au un simþ al identitãþii de sine bine definit, nefiind excesiv de dependenþi
sau de independenþi; lucreazã bine atât în echipã, cât ºi singuri. Se considerã oameni realiºti
care iau decizii raþionale, au o imagine bunã despre sine ºi uneori pot fi chiar percepute ca
arogante sau pretenþioase.

– Factorul C – MOTIVAT/PERSISTENT: se focalizeazã pe scopuri într-o maniera disci-
plinatã ºi organizatã; sunt acele persoane în care se poate avea încredere; doresc sã se reali-
zeze prin muncã intensã; uneori pot fi percepuþi ca fiind dependenþi de muncã, meticuloºi ºi
încãpãþânaþi. Sunt persoane care se simt bine pregãtite pentru înfruntarea vieþii, sunt bine orga-
nizate, ordonate ºi îngrijite, þin cont de propriile principii etice, au aspiraþii înalte ºi muncesc
mult pentru a-ºi atinge scopul. Ele sunt foarte pragmatice ºi reflexive ºi ºtiu încotro se îndreaptã,
dispun de capacitatea de a se automotiva pentru a conduce bine ceea ce au de fãcut.

Figura 3. Profilul de personalitate

Concluzii

Deºi frecvent criticatã, consideratã un implant forþat în cadrul sistemului administraþiei
publice, categoria managerilor publici începe sã-ºi dovedeascã utilitatea prin rezultatele obþi-
nute, prin flexibilitatea ºi abordarea integratã a problematicii sectorului public de cãtre repre-
zentanþii acesteia.

Orice sistem, ºi în special cel administrativ, construit pe principii birocratice, este reti-
cent la schimbare, dar managerii publici au început treptat sã se integreze în societatea
româneascã, nu atât prin impunerea prin intermediul unui cadru normativ, cât mai ales ca
rezultat al modulului în care au lucrat împreunã, ca un grup solidar, pentru a demonstra va-
loarea pe care o reprezintã.
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Aceastã categorie specialã de funcþionari publici, managerii publici, beneficiarã a unor
oportunitãþi de salarizare ºi de promovare speciale, a început sã demonstreze cã meritã în-
crederea cu care a fost învestitã de administraþia din România. A dovedit cã se poate adapta,
poate gândi ºi crea la nivelul standardelor ºi valorilor unei societãþi eficiente, moderne, debi-
rocratizate.

Lucrarea de faþã, fiind doar un studiu introductiv în problematica managerilor publici are
o serie de limite care nu influenþeazã rezultatele obþinute dar ne obligã la continuarea ana-
lizei pe un palier mai profund. Limitele cercetãrii sunt legate în principal de abordarea descrip-
tivã ºi de lipsa informaþiilor referitoare la performanþele profesionale. De aceea am considerat
ca fiind necesarã prezentarea încã de pe acum a urmãtorilor paºi care ce vor axa pe utilizarea
unei abordãri explorative ºi de testare a ipotezelor, includerea în analizã a personalitãþii inter-
personale (categoriile ºi tipurile Bales) precum ºi a anumitor variabile situaþionale.
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Rezumat

Prezentul articol îºi propune sã analizeze procesul de recrutare ºi selecþie a resurselor umane din cadrul
Instituþiilor Europene în perioada cuprinsã între anii 2001-2005, perioadã în care s-a pus accentul pe reforma
administrativã ºi în mod special, pe extinderea ºi gãsirea staff-ului necesar din rândul noilor state membre.

Abordarea articolului începe cu prezentarea cadrului general instituþional european, continuã cu descrierea
în linii mari a fiecãrei Instituþii, cu propriul proces de recrutare ºi selecþie realizat pe parcursul perioadei
menþionate, de cãtre aceasta ºi în final, concluziile printr-o privire de ansamblu asupra EPSO, Oficiul inter-
instituþional direct responsabil în cea mai mare parte de procesul de recrutare ºi selecþie a specialiºtilor func-
þionari publici europeni.

Astfel, prezentul articol are în principal scopul de a evalua în ce mãsurã concursurile ºi procedurile de
selecþie organizate de EPSO au permis a face faþã nevoilor crescute de recrutare ale Instituþiilor. Sursele care
au stat la baza articolului provin de la Oficiul European de Selecþie a Personalului; sunt materiale pe care
am avut posibilitatea a le consulta pe net. Datele statistice obþinute ºi informaþiile asupra procesului de orga-
nizare a concursurilor, a proceselor de recrutare ºi asupra politicilor adoptate de cãtre Instituþiile Comunitãþii
Europene, se bazeazã pe Raportul EPSO asupra activitãþilor de recrutare ºi cerinþelor în Instituþii, din anul
2005. Informaþiile cu caracter general despre aceste înalte foruri europene, prezentate în paginile articolu-
lui, le-am cules din Ghidul meseriilor funcþiei publice europene ºi internaþionale, lucrarea lui Anne-Sophie
Hardy, apãrutã la Paris, în limba francezã, în anul 2005 ºi din lucrarea Cariere, apãrutã la Bruxelles sub egida
Oficiului European de Selecþie a Personalului.

Cuvinte-cheie: recrutare, selecþie, instituþii europene.

Abstract

This paper aims at analyzing the human resources recruitment and selection process in the European
Institutions between 2001 and 2005, period when the main focus was on administrative reform, and after-
wards, especially on expansion and finding the staff necessary among the member states.

This paper’s approach starts with the presentation of the general European institutional framework, it
continues with the general description of the European Institutions with their own recruitment and selection
process carried out by these institutions throughout the period mentioned and finally, conclusions with a ge-
neral view on EPSO, the institutional Office directly and mostly responsible for the recruitment and selec-
tion process of the specialized European Public Officials.

Thus, this paper mainly aims at assessing to what extent the competitions and the selection procedures
organized by EPSO have allowed coping with the heightened recruitment needs of the European Institutions.
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The resources lying at the basis of this paper emanate from the European Personnel Selection Office; these
resources are materials I have been able to access on the Internet. The statistical data and information on the
competitions organization process and on the policies adopted by the European Community Institutions are
based on the EPSO Report on recruitment activities and requirements in the EU Institutions of 2005. I have
gathered the general information on these European high forums outlined in the paper from The European
and International Public Office Jobs Guide, Mrs. Anne-Sophie Hardy’s work published in Paris, in French,
in 2005 and from Careers, book published in Brussels under the sponsorship of the European Personnel Selec-
tion Office.

Key words: recruitment, selection, European Institutions.

Introduction

The European Union is based on an institutional system which is unique in the world.
The member states delegate sovereignty parts to the Institutions representing the interests of
the European Union as a whole, their interests and the interests of their citizens. Traditio-
nally, the Commission defends the general interests of the European Union whereas national
governments are represented within the European Council and the European Parliament is
elected directly by the citizens of the Union. Therefore, democracy and law are the grounds
of the European Union.

„The institutional triangle“ composed of the Parliament, the Council and the Commission
is completed by other two institutions with a very important part: the Court of Justice and
the Court of Auditors and other five European bodies like the Economic and Social Euro-
pean Committee, the Committee of the Regions, the European Mediator, the European Data
Protection Supervisor and the European Central Bank. Besides the above mentioned Institu-
tions, sixteen specialized agencies have been created within the European Union for the per-
formance of certain duties, especially for technical, scientific and administration duties.

The European Institutions recruit Officials in various fields every year: European Public
Administration, Law, Human Resources, Contract and Project Administration, Secretarial and
Contracting Agents. Referring to the European Institutions, we refer to the European Parlia-
ment, the Council of the European Union, the European Commission, the Court of Justice,
the European Court of Auditors, the Economic and Social Committee, the Committee of the
Regions and the European Mediator. Among these, the General Secretariat of the European
Parliament and Commission offers many opportunities recruiting approximately 550 Offi-
cials per year. The employment opportunities within the Council, the Economic and Social
Committee, the Court of Auditors and the Court of Justice are less frequent. Most open posi-
tions, approximately 80% of them are in Brussels, the others being in Luxembourg; other
career opportunities are in the EU Agencies and Representations as well as in third countries.

There are 25,000 people employed within the EU Institutions, at different levels and in a
very wide variety of fields. Each member state is represented by a number of Officials in an
equitable and balanced manner. Their ratio is given by the number of population of each mem-
ber state, by the economic situation of that state and also by the problems and the institutions
that state has.

Recruitments are particularly made by means of competitions; this is the selection method
used by all the institutions; the competitions appeal both to the candidates’ knowledge and
to their comprehension, analytical, synthetically and elaboration abilities. Generally, per-
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sonnel recruitment based on record assessment and interview is rare and it is especially pro-
vided for very high positions.

Generalities

EPSO – European Personnel Selection Office. Until the creation of this European Office,
each Institution was responsible for its competitions and the recruitment of its staff. A can-
didate who was successful in a competition could be recruited only by the Institution where
the competition was valid or, in a limited number of cases, only by transfer.

Beginning with 2002, the European Commission established a clear strategy for the deve-
lopment of the human resources system taking into account the development and the expan-
sion in the common European area and the part that the citizens of the candidate countries
shall have as European Public Officials. With the purpose of harmonizing and rationalizing
the selection procedure, introducing greater professionalism in the performance of these pro-
cedures and of achieving the transparency objective, it has been decided the establishment
of a new institution called EPSO (European Personnel Selection Office of the European Com-
munities), an institution which is empowered to organize the selection competitions on behalf
of all the EU Institutions.

EPSO, the establishment of which was set for the 26th of July 2002, became operational
on the 1st of January 2003, has taken over the responsibility of selecting the Institutions offi-
cials. The recruitment mandate still remains among the prerogatives of each Institution, EPSO
organizing the competitions on behalf of each European Institution. Thus, a candidate who
is successful in an EPSO competition may be recruited by any of the European Institutions
if no impediment has been stipulated in the competition notice when it has been published
(EPSO, 2005, pp. 5-8).

Created in the immediate context of the expansion of the European Union (1.05.2004)
from 15 to 25 members, EPSO counts 130 members divided in 6 different units and it is ope-
rationally managed by a Director. The highest department within EPSO is the Managing
Council; as an inter-institutional office, it is formed of a representative of each Institution,
the General Secretary and three staff representatives with supervisory duties (Decision
2002/621/EC).

Moreover, in addition to the support provided to the Institutions, the EPSO Establishment
Decision provides for the fact that the Office may provide assistance, if so required, the Euro-
pean Agencies as well as other Offices of the European Community in selection procedures.
The assistance less resource consuming entails the publication of the open positions on the EPSO
website and providing links from EPSO website to the websites of the European Agencies.

In addition to the organization of competitions for the European Institutions and the assis-
tance provided to the Agencies of the European Communities, one of the EPSO objectives
is to develop the selection methods and techniques based on the best practice (Decision
2002/621/EC, article 1c). Beginning with the autumn of 2003, EPSO initiated series of bila-
teral meetings between its own staff and representatives of the central national administration
bodies of the 10 EU member states at that time with the purpose of learning more about their
recruitment and selection systems and of scanning their interest in the creation of a potential

Human Resources Recruitment and Selection Process in the European Institutions, 2001-2005 261

Revista_comunicare_15.qxd  23.04.2009  11:12  Page 261



selection experts network. Finding a positive feed-back to this initiative, EPSO organized in
June, 2004 the first selection experts meeting in Brussels and then, a year later, the second
meeting attended by 37 experts of 24 member states. Two topics were on the agenda of these
two meetings: the use of electronic selection systems and the policy of equal opportunities.

Another objective of creating the selection experts network has been that of establishing
contacts within the Union for stimulating the exchange of experience in the field, contacts
where EPSO can also address special questions. Thus, the Belgian Federal Office for Per-
sonnel Selection was willing to share its experience in the field and the Office of the British
Cabinet who has actively been working with the CBT selection instrument, allowed for the
exchange of best practices and experience in the field (EPSO, „Report on Recruitment Acti-
vities and Requirements in the EU Institutions 2001-2005“, 2005, pp. 15-16).

EPSO Competitions. The first wave of competitions for expansion was focused on the type
of staff the Institutions considered most urgent. This type of staff included Linguists, Assis-
tants, Administrators and Secretaries. The competitions were opened in the spring of 2003
and closed in the summer of 2004. A second wave of competitions for expansion took place
in 2004 when the competition for Chief of Unit was opened and then in 2005, for Assistants
and Linguists. The announcement of the EPSO competition is published in the Official Jour-
nal of the European Union based in Paris within the European Community Publication Office;
the announcement contains the information about the eligibility criteria and about the selec-
tion procedure (conditions and special requirements for that particular competition, number
of positions available and all the specializations regarding the terms of access to the posi-
tions proposed).

Generally, there is at least one examination center in each member state interested in these
selection competitions. Those interested in submitting their application for the positions on
competition by the European Institutions start with filling in the Application Form in the Offi-
cial Journal which is indispensable and necessary in order that the application should be taken
into consideration.

Perfect command of a language of the European Union is a must as well as the good com-
mand of one or several languages of the community. With the purpose of preserving its de-
mocratic legitimacy, the European Union gives the opportunity for each to express in his own
language. That is why translators and interpreters are the most important and numerous staff
category in the European Institutions. It is being talked about the greatest translation office
in the world within DGT (the General Directorate for Translation within the European Com-
mission), which has 1650 Linguists and over 550 Secretaries employed. The Common Office
for Conference Interpretation (SCIC) providing interpretation services for the Commission,
Council, the Economic and Social Committee, the Investment European Bank and for other
bodies of the European Union (the parliament and the Court of Justice have their own trans-
lation office) employing around 2700 interpreters (Anne-Sophie Hardy, 2005, pp. 30-33).

The preselection tests are held in the foreign language spoken by the candidates; they
include multiple choice questions (the famous „QCM“ – questionnaire á choix multiple)
expressed both verbally and numerically; such questions entail the knowledge of the EU sub-
ject matter and of all the aspects related to that particular position (Emanuel Hetru, 2005, p.
27). Among the preselection tests it is counted a test called verbal and numerical reasoning
drawing on the GMAT (Graduate Management Admission Test) created at Princeton Univer-
sity and well known by American and British students as preliminary admission test for an

262 Revista românã de comunicare ºi relaþii publice

Revista_comunicare_15.qxd  23.04.2009  11:12  Page 262



MA in Management. This test eliminates approximately 80% of the candidates (Anne-Sophie
Hardy, 2005, pp. 26-27).

The candidates successful in this first stage of the competition are invited to submit the
complete application record. At this stage, EPSO reviews: the nationality, education, profile,
professional experience (note that some competitions do not require professional experience).

The second stage of the competition is the written test; almost all competitions mention
that the written test is an elaboration test; the candidates who are successful in this test are
invited to take part in the oral examination. This stage obligatorily takes place in Brussels
for the interview and meeting with the jury. It is not only about an interview for employment
but it is also a new examination of the candidate’s knowledge; the candidate will be tested
both in point of his knowledge in the field he has applied for and in the field of the EU Insti-
tutions as well as in point of his ability to develop in the very special context of the Euro-
pean Institutions. According to category (Administrators or Assistants), the interview lasts
45 or 30 minutes; the results are available only when the Reserve List has been published in
the Official Journal. The quotation on the reserves List gives the candidate the opportunity
of being recruited by one of the European Institutions; this means that it is not the case of an
automatic distribution of positions to candidates but only after other interviews with those
institutions they may be employed in the European Public Official vacant position.

For each competition it is appointed a jury of four members two of which are of the same
gender (Journal Official, L197, 2002, p.53).

The establishment of EPSO has increased the need of international cooperation and, par-
ticularly in the appointment of the Selection Commissions. The main difficulties in the estab-
lishment of such commissions have been faced in connection with the priority of ensuring
the solid cooperation and the balance between all the institutions and the preservation of bal-
ance between the women and the men-appointed members. Often it has proved difficult to
find the women necessary quotas in fields like: auditing, IT, economy and statistics (parti-
cularly at the level of middle management) as it is a male prevalence in these areas. A fair
men and women representation in the Selection Commission promotes a non-genderist per-
spective and also a non-genderist evaluation. The adoption of this policy of equal opportu-
nities is also reflected in the equal treatment of candidates in the selection procedures.
Candidates must be treated equally in all aspects regardless of nationality, gender, age, poli-
tics, philosophical or religious convictions and regardless of disabilities, social status, and
family situation. At the 10th of April 2002, the President of the Commission, Mr. Romano
Prodi wrote to the European Ombudsman informing him with respect to the decision of abo-
lishing the age limits in all the competition announcements published by the Commission
starting with that date. The Parliament adopted a similar decision in May, the same year. This
approach has also been confirmed by the EPSO Managing Council, thus no age limit has ever
been applied in the competitions of this Office (EPSO, Report on recruitment activities and
requirements in the EU Institutions 2001-2005, 2005, pp. 16-17).

Electronic recruitment instruments. One of the first projects of the European Personnel
Selection Office has been the development of system allowing for candidates to apply for
competitions electronically. The system previously designed and implemented in May, 2003
not only that it allowed direct registration of candidates on EPSO website but it has also enabled
the communication between EPSO and candidates also electronically by means of creating
an individual electronic profile for each candidate; the candidates are also invited to submit
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electronic CV’s when invited to oral tests. The implementation of these new methods has
enabled and made the administration work of the competition procedures more effective and
have caused the system to become more accessible to candidates.

EPSO’s objective is to achieve a recruitment process based on „self-service“, a system
easy usable by the candidate and satisfactory for the needs of the Institutions which in their
turn may access the information regarding the successful candidates on the reserve lists.

The implementation of CBT (Computer Based Testing) represented a new improvement
of the system, an important step towards a modern and faster selection process in the rele-
vant evaluation of the tested people’s abilities. CBT allows candidates to contact a test cen-
ter for selecting the day of the preselection tests. Instead of a classical examination room,
candidates go to a test center equipped with modern IT equipment; they seat in front of a
computer and fill in their tests and the results are electronically sent to EPSO.

Evaluation centers. A new selection procedure was implemented once the competitions
for the selection of the Heads of Units for the 10 new member states have been published;
according to this procedure all candidates went to an evaluation center the day prior to the
interview with the Selection Commission. The tests in the evaluation centers include a writ-
ten application in which the candidates are required to process documents, an application eva-
luating managerial abilities and a competence based interview with the human resources expert.
The competence profile covers fields like: data management (integration), target management
(organization management), people’s management, interpersonal and personal management
(challenge handling). In order to observe the legal framework of open competitions organi-
zation, the reports of evaluation centers are sent by the Selection Commissions as technical
support in the decision making process, but such reports do not make the object of any eva-
luation in the context of oral examination. Generally, such reports are considered useful by
the Selection Commissions, in many cases providing basis for subsequent questions in the
oral test.

Staff regulations of European Officials. The competition is tough, long and difficult, but
satisfactions are great indeed for the successful candidates. Staff Regulations of Officials of
the European Communities of 1.05.2004 is an essential document defining the existence of
the European public office as being unique, which means that the officials coming from any
country of the Union and working in Institutions, all have the same status and rights. These
Staff Regulations of the European Official entered into force on the 1st of May 2004 are the
Staff regulations thoroughly revised of hose of the 5th of March 1968. Their revision was due
to the need of the Institutions administration structures’ modernization owing to the need of
adjusting the operation of the Institutions to the successive expansion processes of the Euro-
pean Union and given the technological evolution on the labor market.

If before the 1st of May 2004, there were 4 staff categories: A, B, C and D, after that date
there are only 2, namely: AD – Administrator and AST – Assistant, each having 12, namely
11 degrees at the core. This revision allowed linearly career development and the focus was
mostly on promotion based on results than on work experience. Therefore, officials are reg-
ularly evaluated. The Regulations introduce rights deriving from the European Charter of Fun-
damental Rights like the rights of non-discrimination and the right to freedom of expression,
equal opportunities to men and women, the interdiction of moral and sexual harassment. The
Regulations offer independence to the officials to the extent that they are not employed in
the public office of a particular country; they act only for the interest of the European Insti-
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tutions. The Community public office stands out among other international public offices to
the extent that those appeal to transferred national officials who remain dependent on their
national administrations.

The positions within the Community institutions are open to all the citizens of the mem-
ber states who meet the admission requirements. The European Institutions apply a policy of
equal chances and accept applications without discrimination of gender, race, color, ethnic-
ity or cultural background, religion, political or some other sort of affiliation, the selection
principle relying on skill (EPSO, 2005, pp. 5-6).

The European Commission

The most famous institution of the European Union (the most disputed one for certain),
the European Commission was established in 1957 with the main purpose of defending the
general interests of the Union.

Every five years, six months after the European elections, a new Commission is appointed.
The appointment procedure is as follows: the governments of the member states mutu-

ally agree on the appointment of the new President of the Commission; the appointed Pre-
sident appoints the other members of the Commission in cooperation with the governments
of the member states and if the Parliament expresses its agreement on such members, the
new Commission officially enters into operation in January, the following year.

Defined as the engine of the Community institutional system, the Commission proposes
the Council and the Parliament all its texts; it is the guardian of Treatises and is responsible
for the implementation of the common policies and the budget of the Union.

Competitions. Until the creation of EPSO (the 26th of July 2002), the competitions initi-
ated by the Commission were organized by the former unit ADMIN. A2. The entire unit was
transferred to EPSO together with its archives and statistical reports. After that date, the Com-
mission launched and undertook a limited number of selection procedures in view of employ-
ment in temporary posts. The Commission also organized and finished a set of internal
competitions in 2004 known as „category promotion competition“.

Recruitment and selection. In the report reference period, the Commission used a group
of 3129 A grade people, 983 B grade people, 1476 C graded people, and 515 LA grade peo-
ple (15 of the EU) representing admitted candidates as per Table 1.

Some interesting conclusions may be drawn from the particular experience of the Com-
mission such as:

General remarks on all categories. Between 2001 and 2005, the Commission employed
experts on a gradual basis, in order to keep up with the development of its activity. The lists
of successful candidates have thus been immediately taken into account and used after their
publication. During the time analyzed, many departments of the Commission faced difficul-
ties in filling their vacancies; they failed to identify the candidates through internal or inter-
institutional mobility and they also faced incompletion or absences in the Reserve Lists.
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Table 1. Three year Report on Recruitment between 2001 and 2005, with the Commis-
sions consolidated data (excluding middle management competitions).

As a consequence, the Commissions had to use temporary recruiting agents in order to
fill permanent posts, while the publication of a new Reserve List was being expected (160
temporary agents in 2001, 717 in 2002, 331 in 2003, 597 in 2004, 130 in 2005, including for
Cabinets staff).

For the last ten years the Commission has had a series of increased needs on a wide range
of professional profiles. The so-called „generalists“ (traditional profiles) Public Administra-
tion Officials, Economists, Lawyers, Program/Project Mangers, Administrative Assistants,
Archivists, Secretaries etc., certainly remain part of a constant demand.

Future competitions for Administrators in these fields should offer favorable recruitment
perspectives for the next years. However, other profiles that cannot be easily filled by „ge-
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A B C LA (EUR 15)

Number of Reserve Lists from EUR 15 external competitions
to be used in the recruitment process between 1.01.2001 and
1.05.2004

19 8 9 20

Number of Reserve Lists from EUR 15 external competitions
to be used in the recruitment process between 1.01.2001 and
30.06.2005

10 0 10 -

Total number of Reserve Lists for external competitions to be
used in the recruitment process between 1.01.2001 and
30.06.2005

29 8 19 20

Total number of EUR 15 external competitions passed
candidates available for recruitment between 1.01.2001-
30.06.2005

2447 983 876 515

Number of EUR 10 external competitions passed candidates
available for recruitment between 1.01.2001-30.06.2005

682 N/A 600 -

Number of EUR 15 and EUR 10 competitions passed
candidates available for recruitment by the Commission
between 1.01.2001-30.06.2005

3129 983 1476 515

EUR 15 citizens recruited by the Commission (including
appointments and transfers to other Institutions) between
1.01.2001-30.06.2005

1614 820 698 293

EUR 10 citizens recruited by the Commission between
1.05.2004-30.06.2005 

389 N/A 286 -

EUR 15 and EUR 10 passed candidates and recruited by the
Commission between 1.01.2001-30.06.2005

2003 820 984 293

EUR 15 passed candidates available for recruitment by the
Commission from 1.07.2005

833 163 178 222

EUR 10 successful candidates available for recruitment by the
Commission from 1.07.2005

293 N/A 314 N/A

Total number of passed candidates available for recruitment
by the Commission from 1.07.2005

1126 163 492 222
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neralists“, like IT Experts, Auditors, Financial and Accounting Experts, Public Health Experts,
Veterinarians, Human Resources Experts become more and more needed in all the fields of
activity of the Institutions.

The competitions organized in such fields have led to high recruitment levels as soon as
the Reserve Lists have been published.

To be noted that an important number of successful candidates in all A and B grade com-
petitions were already working in the European Institutions, within the Commission in the
first place. It is acknowledged that external competitions are also being used for career and
self-promotion purposes, by the inferior officials or by temporary agents who are aiming at
a promotion or at a permanent post. Consequently, an important part of the Reserve Lists con-
sists in people who have already been employed by the Institutions and, in this way; they do
not take part in the net growth of human resources. Actually such transfers generate a va-
cuum in their category, thus increasing the human resources problems.

The experts shortage has ended the moment when EPSO published the list of passed per-
sonnel from the new member states (EUR – 10), as regarding A and C categories. At the mid-
dle of 2005, the Commission employed almost 50% of the ratio prescribed for EUR-10, through
the competitions organized by EPSO and, hence, it was in a very good position for achie-
ving its recruitment goals.

Eventually, it should be noted that none of the Reserve Lists with passed candidates has
been completely used. That explains why, although the „exhaustion“ rate of Reserve Lists
has been relatively high, many of those lists have been successively extended beyond their
validity period. Generally, the „generalists“ lists were exhausted up to 50% (sometimes up
to 75%) six months after publication. In twelve months time, in average, such lists were
exhausted up to 85%. Through the annual decision of validity extending, the Appointing
Authority aims at maximizing the Reserve Lists by offering the Departments of the Com-
mission full opportunities of recruiting as many candidates possible, including those who,
for personal or family matters tended to defer or even refuse recruitment by the Commis-
sion. In spite of these efforts, there still remains a structural shortage of +/-10% successful
candidates who are not recruited from the Reserve Lists.

A category (i.e. AD – Administrators). The mixed effect of posts reserved for expansion
and the Commission’s commitment to achieve its related objectives have led to a EUR – 15
Reserve Lists use slowing down for A grades until the 1st of May 2004. For instance, approx-
imately 850 EUR – 15 passed candidates remain available for recruitment. They were on some
of the Special Reserve Lists, such as COM/A/1/02 and COM/A/2/02 (agriculture, fishing,
environment, and public health), COM/A/6/01 (research) which had to respond to the needs
in the scientific areas on a medium and long term. A renewed interest in those lists was fore-
seen for 2006 (when the EUR – 10 use rate grew significantly above 5%).

B/C category (Assistants). After the merger of B and C categories, the new concept co-
vers a wider range of jobs and roles, fact which shall be fully taken into account in defining
the schedules of future competitions. The situation of both B and C categories throughout
2001-2005 may be described as a period of permanent acceptance of successful candidates.
The speed of using the Reserve Lists shows that the competition winners were consistently
employed during the weeks following the lists publication. Throughout this period, the Com-
mission managed to supply for part of the shortage by employing temporary agents in per-
manent posts.
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All B competitions organized were systematically focused on special profiles (IT, HR, Pro-
ject Management, Auditing, Finance, and Document Administration). Thus, during the refe-
rence period, 78(2001), 154 (2002), 125 (2003), 129 (2004) and 69 (2005) B temporary agents
were employed in view of supplying for the passed candidates shortage. Alternative solutions
like the transfer of B officials from other Institutions or the use of OPOCE Reserve Lists did
not solve the Commission’s problems.

C category. All C grade competitions were focused on secretarial positions. And in this
case, temporary agents were recruited as Secretaries or officials in the financial or account-
ing field.

Special comments for EUR – 10 recruitment. The Commission has proved in its own
Reports that the publication of Reserve Lists for competitions in the new member states sig-
nificantly improved the situation of human resources in the Institutions. It also highlighted
certain special apprehensions (shared by other Institutions as well) and required EPSO should
pay special attention in this respect. For instance, poor results regarding the passed candi-
dates’ availability in the field of Auditing (Administrators): once the list has been published,
it was exhausted in an instant. The Commission anticipated severe shortage in this field which
for few major reasons such as professional ethics, it cannot be easily filled by non-perma-
nent officials.

As compared with the needs and the objectives of the Commission, the reduced limit of
the Reserve List for Polish Administrators has been an important source of apprehension.
Therefore, the Commission required EPSO should organize a competition in this respect.

Since the EPSO program was focused firstly on identifying Administrators and Secretaries,
the lack of B grade officials became a permanent source of problems within the various Ge-
neral Directorates. In this case, the Commission decided the recruitment of temporary agents
for permanent posts, still not offering them the title of permanent officials, but only appoint-
ing them for at most seven years.

An important number of C grade passed candidates who started working after 1.05.2004,
allowing the Commission achieve its objectives, appear as qualified for B grade posts and some-
times for A grade posts. Such candidates may have submitted applications for B and A grade
competitions, thus it turned up the risk that the net number of candidates passed at these com-
petitions should be reduced in the process, and the inferior grade positions should be depop-
ulated. A similar situation occurred at the end of A 7 competitions launched by EPSO in 2005,
when part of the A 5 officials who had recently been recruited, wanted to be promoted.

Policy development. The aspect of equal opportunities regarding the number and the per-
centage of successful candidates on Reserve Lists provided by EPSO was assessed in 2004
Report, based on the fourth Action Plan for equal opportunities to men and women within
the European Commission. According to category centralized data, it followed that women
were representing 43% of successful candidates corresponding to A level, 68% to LA level,
50% to B level and 84% to C level.

In the overall A 8 expansion competitions closed in September 2004, the women’s per-
centage on Reserve Lists was 48%, women representing 58.1% of the people attending the
preselection tests. These data describe a positive evolution of the European Commission against
the background of equal opportunities.
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Conclusions

This paper has pointed out the fact that the competition system has allowed Institutions,
throughout their term of operation, to select highly qualified, highly professional human
resources. Moreover, it has also result the security of people willing to become officials through
the opportunity of equal access to the Community public office and through a procedure gua-
ranteeing that applications are equally treated.

The selection of officials is for the first time organized by the same body based on com-
mon principles. This offers candidates a central contact point providing access to informa-
tion in a transparent and easier manner.

Some of the conclusions may also be focused on aspects like age or the selection of the
second language.

Thus, the age is different for candidates passed at various expansion competitions which
required little professional experience or none; the age was between 28 and 32, Linguists being
older than General Administrators and Secretaries. In most competitions men passed candi-
dates were older than their women counterparts. The same tendency is obvious among appli-
cants, whereas there are no indications regarding different results between the genders in point
of age. Also there are no indications that it has not been a clear tendency pointing out the
fact that old age and hence more developed professional experience has had an impact on
candidates’ results. As it has been expected, the average age for successful candidates in com-
petitions for middle management, requiring at least 10 years experience was significantly
greater than that for inferior levels, the average age being 42. This tendency was obvious among
passed candidates. In these competitions, as well as in most other competitions, the average
age has grown throughout the competition, pointing out that older candidates with longer pro-
fessional experience have had better results as compared with younger competitors.

Among the foreign languages, English has been way the language preferred by candidates.
Between 51 and 79% of the applicants have selected English as their second language,

this representing the most popular selection in all competitions.
The percentage of candidates having selected German varied between 10 and 29%, mak-

ing it the second most popular option. For the selection of French, the percentage varied
between 9 and 20%, the highest for Translators and the lowest for Administrators. Conse-
quently, it may be noted that Linguists have shown a wide range of linguistic abilities as com-
pared with other experts’ categories. Interesting to be noted that, in the lawyer-Linguists
competitions where the second language included Italian and Spanish as a second language,
98% of the candidates and 99% of the passed candidates have selected English, German or
French as their second language. Very few candidates made some other selection. It has been
remarked a tendency showing that those candidates establishing their tests in English have
had the best results.

With respect to recruitment, EPSO is informed by the Institutions regarding the state of
things in a definite time limit. Almost 90% of the candidates passed were employed within
the Institutions less than a year and a half after the competition. The system created by EPSO
for the management and use of Reserve Lists has operated to the satisfaction of the Institu-
tions. However it may be noted that for certain profiles like lawyers or certain nationalities
like little states, the lists are almost exhausted or as in the case of Auditors where there were
no candidates available.
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Ever since its establishment, EPSO has created an ambitious agenda and it undertakes to
preserve a high quality profile. Since the very beginning of its operation, it has been faced
with the twin challenges of institutional reform which caused major changes in the adminis-
tration procedures of the Institutions and simultaneously, the Union has encountered the most
important growth in its history, with the admission of 10 new member states which have added
quantity and quality.

As a new inter-institutional office, with major priorities clearly set out, it passed on to
equipping and developing its expertise in order to cope with these challenges. Under the lea-
dership of the Management Council, EPSO has worked closely with the Institutions to agree
its objectives in terms of number of passed/successful candidates. It improved its profile once
transferred to its own headquarters at the beginning of 2003. The general results registered
in these first three years of activity, period analyzed in this paper, may be considered posi-
tive; then the objectives in terms of number of candidates passed established in advance with
the Institutions have generally been achieved. Particularly, the expansion competitions have
offered candidates passed who in most cases have been exceptionally qualified and have been
sufficient, to the Institutions. The results have been achieved despite the logistic inherent dif-
ficulties encountered and of relatively short time available for competitions.

In line with the best practices, EPSO has supervised and assessed its own activities. Each
competition is reviewed and analyzed for the assessment of the processes’ effectiveness. The
work time for the approach of the first wave of competitions has been extremely busy and it
developed simultaneously with the standard work time for the approach of the performance
needs of the Institutions. Comparing the achievements of the two Action Plans, it has obvi-
ously result a series of tendencies. Some of the tendencies are related to language, age, gen-
der, whereas others are related to participation. Hence, the wide range of linguistic abilities
in the expansion competitions and the prevalence of English in particular, preferred as a se-
cond language (51 up to 79% throughout competitions); the relatively younger profile of can-
didates in the expansion competitions; women’s high attendance throughout all expansion
competitions; the reduced dimension for the target population in certain countries (the Baltic
Countries) and for certain professions such as Auditors and Translators, and not in the least,
the relatively diminished attraction to work within the Institutions for citizens of various coun-
tries (like Slovenia) and for special domains (Lawyers).

In addition, the supervision and assessment of the non-expansion competitions has revealed
a diminished rate of applicants from Great Britain and Ireland for English speakers positions,
indicating a wave of powerful applications from France, Belgium and Luxembourg.

As I have shown in chapter III of this paper, an important initiative has been introducing
evaluation centers in selection processes. They have had very high validity and an accurate
predictability rate. As a selection instrument, evaluation centers are perfectly in line with the
best selection procedure. The integration of evaluation centers as an integral part of the ge-
neral selection process has been a very important priority. However, these starting years have
shown some points, elements to be learned ad EPSO acknowledged it. From the point of view
of certain Institutions, some results in competitions were considered disappointing. A vari-
ety of factors lied at the basis of this phenomenon, like the difficulty in offering realistic esti-
mations of recruitment needs on a medium term, in some cases leading to the underestimation
of the objectives of passed candidates, and consequently, lists which instead of being a source
of potential experts for future needs, have been very quickly exhausted. Then, the fact that
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an important number of candidates passed at special competitions were already employed by
the Institutions as auxiliary temporary agents or contracted agents; the Reserve Lists resulted
have consequently and actually been much shorter than the needs expressed and finally, I have
to mention the very high quality standards required by the Selection Commissions for being
successful in competitions.

These perceived shortcomings of the recruitment system are at present under continuous
examination by EPSO, in consultation with the Institutions with the purpose of identifying
the most effective ways of remedying them. The challenges EPSO faces in accomplishing a
fair selection based on merit for the EU citizens who submit applications for positions within
the Institutions of the European Union and in providing the Institutions with a swift offer of
candidates admitted in an expanded European Union shall become more difficult with the
recent accession of Romania and Bulgaria and with the on-going accession negotiations with
Turkey. The Management Council shall have a crucial role in focusing and managing the
human resources experts within EPSO by means of regular reviewing and up-dating of future
planning. With the new expansion which involved Romania and Bulgaria, the already orga-
nized competitions as well as the future ones for these two countries have been and remain
a high priority, particularly, providing the Institutions with Linguists with Romanian and Bul-
garian as their first language.

Another priority is the continuation of non-expansion competition organization in order
to satisfy the needs of the Institutions. Priority shall be given to Linguists and Lawyer-Lin-
guists, in particular. EPSO is preparing plans for organizing special competitions for identi-
fying Irish speaking Linguists, Irish having recently been granted the status of an official
language of the European Union.

In conclusion, it should be also noted that EPSO is not immune to global events (as well
as the Institutions) and that the focus should be on the global major events which shall have
an impact on the planned work programs. AT present, the global impact of the shortages in
the energy offer worldwide has potential impact on the budget of the European Union and
hence on the recruitment needs. A possible diminution of the needs of employment in the
Institutions is not unconceivable. EPSO must remain in the avant-garde of recruitment tech-
nology and preserve the planned course in spite of these uncertainties and continue contribu-
ting to a permanently stable European Union on the long run.
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Rezumat

Evoluþia societãþii contemporane este un proces dinamic, dezvoltat ºi susþinut de tehnologiile ºi mijloacele
informatice/informaþionale, care a revoluþionat formele ºi mediile de interacþiune ºi comunicare, a generat
noi valenþe în dimensiunile de spaþiu ºi timp ale vieþii ºi activitãþi umane.

Epoca ºi societatea modernã au beneficiat de explozia dezvoltãrii comunicãrii sub toate aspectele ei.
Ultimele douã decenii au reprezentat începutul erei Internet în comunicare ºi afaceri online. Doar începutul…!
Astãzi, tehnologiile informaþiei ºi comunicaþiilor genereazã continuu o avalanºã de provocãri ºi oportunitãþi
bazate pe Internet, pentru toate tipurile de organizaþii ºi categorii socio-profesionale. Milioane de persoane
viziteazã pagini Web, zeci de milioane de e-mail-uri sunt transmise zilnic, miliarde de pagini Web oferã diver-
sitate de informaþii, milioane de tranzacþii se înregistreazã zilnic. 

Asemenea fenomene nu au ocolit societatea economicã, lumea afacerilor. Regula fundamentalã ºi consa-
cratã deja cã „Internetul schimbã totul“, a revoluþionat mediile economico-sociale din întreaga lume. Au apãrut
oportunitãþi ºi realitãþi noi: e-economie, e-business, e-commerce, modele de afaceri online.

E-economia sau economia digitalã este rezultatul transformãrii afacerilor clasice în afaceri online, bazate
pe tehnologia Internet-ului. Superioritatea noii economii rezultã din natura ºi dimensiunile comunicãrii, al
afacerilor online dezvoltate, din performanþele înregistrate.

E-businessul ºi modelele de afaceri online au schimbat radical strategiile ºi politicile macro ºi micro,
managementul ºi indicatorii de performanþã ai majoritãþii organizaþiilor, generând competitivitate, transparenþã
ºi calitate în mediile de afaceri.

E-commerce sau comerþul electronic este motorul noii economii, al afacerilor online, al dinamicii pro-
ducerii ºi schimbului universal de produse, servicii ºi valori.

La început de secol XXI, a supravieþui în lumea afacerilor înseamnã, a te adapta astãzi la neprevãzutul
de mâine, a fi capabil de a învãþa ºi utiliza provocãrile permanente ale tânãrului Internet. Cunoscutul ºi necunos-
cutul Internet tinde sã devinã un generator universal, autonom ºi vital, de provocãri ºi oportunitãþi pentru
societatea contemporanã ºi viitoare.

Cuvinte-cheie: Internet, informaþie, afaceri online, comunicare în afaceri, modele de afaceri.

Abstract 

Evolution of contemporary society is a dynamic process, sustained by the informatic/informational tech-
nologies, which revolutionised the interaction and communication environments, generated new valences in
time and space of human life and activities. 

The modern age and society benefited by the explosion of communication development. The last two
decades represented the start of Internet era for online communication and businesses. And it was only the
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beginning…! Today, the information and communication technologies generate continuously an avalanche
of challanges and opportunities based on the Internet, for organisations, social and professional categories.
Millions of persons visit web pages, millions of emails are sent daily, billions of webs offer various infor-
mation and millions of transactions are recorded every day. 

Such phenomena interfered with the economic and business society. The well known rule that „the Inter-
net changes everything“ revolutionised economic and social environments all over the world. New oppor-
tunities appeared: E-economy, E-business, E-commerce, online business models. 

E-economy or digital economy results from changing clasical businesses into online businesses, based
on Internet technology. The superiority of new economy results also from the nature and dimensions of commu-
nication, online developed businesses and performances obtained.

E-business and online business models changed radically the macro and micro strategies and policies,
the management and performance indicators for many companies, generating competitiveness, transparency
and quality in business environments.

E-commerce or electronic commerce is the engine for the new economy, online businesses, dynamics of
global production and exchange of products, services and values.

To survive in the business world, at the beginning of XXI century, means to adapt today to what is unknown
tomorrow, to be able to learn and use the permanent challanges of the young Internet. The known and unknown
Internet aspires to become a global, autonomous and vital generator of challanges and opportunities for the
modern and future society.

Key words: Internet, information, online businesses, business communication, business models.

Internetul: e-provocare & e-oportunitate pentru comunicare ºi afaceri

Fãrã îndoialã, Internetul ºi World Wide Web joacã un rol important în viaþa noastrã de zi
cu zi. Este o modalitate nouã de muncã, de a face cumpãrãturi ºi, de ce nu, este un nou mod
de a comunica. Prin combinarea textului scris cu mijloacele multi-media – sunete, graficã,
video, animaþie – web-ul a devenit cel mai puternic instrument în cyberspace.

O urare tradiþionalã din China spune „Fie sã trãieºti vremuri interesante!“ Acestea sunt
cele mai interesante vremuri pentru oamenii de afaceri. Ei trebuie sã þinã cont de mutaþia spre
Internet a publicului þintã ºi sã nu neglijeze celelalte mijloace de comunicare sau informare.
Istoric vorbind, nici un mijloc de comunicare în masã nu le-a înlocuit pe precedentele. Cãrþile,
ziarele, radioul existã în continuare ºi îºi au locul lor bine determinat. Poate numai cotele de
piaþã, nevoile ºi viteza de informare sunt acum diferite. 

Dezvoltare explozivã a utilizarii Internetului a dus la apariþia a ceea ce specialiºtii numesc
„new media“ (G. Dorina, 2007, pp. 65-69). Internetul este tehnologia revoluþionarã a noului
mileniu, conferindu-le consumatorilor ºi firmelor deopotrivã posibilitatea de a exploata binecu-
vântãrile conectivitãþii. Internetul le dã consumatorilor ºi companiilor posibilitatea sã acce-
seze ºi sã partajeze volume imense de informaþii, cu doar câteva clicuri.

Utilizatorii Internet trebuie sã rãspundã la o serie de provocãri actuale legate de revoluþia
adusã de tehnologia Internet. Care sunt limitele etice aplicabile acestui mijloc de comuni-
care? Care sunt ingredientele ºi proporþiile fiecãruia dintre media folosite în marketing mix-ul
unei campanii de succes? Cum trebuie sã se pregãteascã pentru a þine pasul cu evoluþia comu-
nicãrii pe Net, þinând cont cã procesul de comunicare devine „real time“? Care este publicul
cu acces la Internet ºi care este motivul, acel ceva aproape magic, care determinã cele mai
variate audienþe sã stea în faþa PC-ului ºi sã navigheze ore pe Internet?

Aspectul interactiv în douã sensuri este ceea ce face Internetul atât de atractiv ca nou canal
de comunicare. O organizaþie, pentru a aduce publicurile la site-urile sale, poate folosi newsle-
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tter-ul pe care îl expediazã prin e-mail. Mai mult, natura interactivã a Internetului permite o
monitorizare ºi o evaluare pe care te poþi baza mai mult. 

Succesul în afacerile pe Internet nu diferã foarte mult de cel specific celor tradiþionale.
Paºii sunt aceiaºi: o idee strãlucitã, un plan de afaceri bine pus la punct ºi o poziþionare strãlu-
citã în raport cu competitorii. Pe pieþele economice online mãrimea firmei nu mai conteazã
precum hypermarketurile din spaþiul tradiþional. Multe dintre companiile medii sau mici au
reuºit sã implementeze activitãþi online destul de profitabile.

Internetul permite destul de uºor unui cumpãrãtor sã gãseascã informaþii suplimentare
despre un anume produs: care sunt pãrerile celorlalþi clienþi care l-au cumpãrat, ale organi-
zaþiilor de protecþie a consumatorilor, sau ale altor persoane independente. De asemenea,
cumpãrãtorul poate ºi sã compare preþurile cu o uºurinþã mult mai mare. El poate spune pro-
ducãtorului cam ce anume ar dori de la un anume produs ºi ce alte produse îl intereseazã, iar
acesta se poate astfel concentra asupra unor eventuale îmbunãtãþiri calitative ºi asupra unui
anumit segment de piaþã, încercând în acelaºi timp sã vândã produse din altã ramurã eco-
nomicã, în funcþie de cerinþele consumatorilor la un moment dat.

Internetul este un mijloc excelent de a ajuta clientul sã gãseascã cea mai bunã afacere
posibilã. Este destul de uºor pentru consumatori sã meargã de la un site Web la altul, sã gãseascã
cele mai bune preþuri pentru un anume produs. Existã cel puþin douã site-uri care oferã com-
paraþii de preþuri în timp real pentru consumatori. Unele site-uri de turism au dezvoltat motoare
de cãutare automate, care gãsesc cele mai ieftine preþuri pentru o anume cursã aerianã.

Comunicarea directã vânzãtor-cumpãrãtor reprezintã o premizã a creºterii profitabilitãþii
activitãþilor economice pe Internet. „Avantajele cumpãrãtorului sunt primele dintre carac-
teristicile structurale ale mediului, incluzând accesul la informaþie, mecanisme de cãutare ºi
produse online care conduc, de fapt, la siguranþa deciziei de cumpãrare. Utilizând Internetul
ca mediu al comunicãrii în marketing caracterizat printr-o imensã interactivitate, numeroºi
vânzãtori reuºesc sã atragã un numãr mult mai ridicat de clienþi potenþiali comparativ cu ope-
rarea în mediul clasic.“ (I.Gh. Roºca, 2004, p. 22). 

Internetul scade costurile pentru tranzacþii ºi distribuþie: el schimbã radical relaþia dintre
companii ºi consumatori. Internetul dã naºtere mai multor concurenþi ºi un acces mult mai
rapid cãtre fiecare dintre aceºtia, din punctul de vedere al consumatorului.

Clienþii sunt principalii beneficiari ai eficienþei crescute a tehnologiei informaþiei, iar aceste
beneficii vor creºte si mai mult, pe mãsurã ce economia devine digitalã. Ceilalþi beneficiari
sunt afacerile ai cãror lideri profitã de metodele digitale ºi creeazã soluþii avansate, mai repede
decât competiþia.

Liderii de afaceri care au reuºit au profitat de un nou mod de a face afaceri, un mod bazat
pe viteza tot mai mare a informaþiei. Aceastã metodã nu se reduce la aplicarea tehnologiei
de dragul de a o aplica, ci ea înseamnã folosirea acestei tehnologii pentru a regândi modul
de acþiune al companiilor. Ca sã poatã beneficia din plin de tehnologie, liderii de afaceri vor
moderniza ºi îmbunãtãþi procesele ºi organizaþiile în care lucreazã. 

Posibilitatea de a reorienta modelele tradiþionale de afaceri, precum ºi globalizarea clien-
telei, au condus spre o egalizare a importanþei pieþelor dezvoltate ºi a celor în curs de dezvol-
tare, unde avantajul competitiv devine capacitatea de a colecta ºi folosi informaþiile noi.

A apãrut o nouã regulã în afaceri, una esenþialã: aceea cã Internetul schimbã totul. Tehno-
logiile sale specifice au schimbat deja felul în care fiecare companie, chiar ºi cele mici, îºi
trateazã angajaþii, partenerii ºi furnizorii. În momentul de faþã majoritatea companiilor nu tre-

Internet ºi e-Business 277

Revista_comunicare_15.qxd  23.04.2009  11:12  Page 277



buie sã foloseascã Internetul pentru a interacþiona cu consumatorii, dar într-o bunã zi, un site
Web bine organizat, de unde clienþii sã poatã face afaceri cu o companie, va deveni la fel de
obiºnuit ca ºi telefonul sau adresa poºtalã.

Pentru a conferi procesului de comunicare în afaceri mai multe ºanse de succes, pentru a
valorifica eficient informaþiile, trebuie sã se rãspundã unor întrebãri-cheie:

– De ce? (trebuie sã stabilim clar care este scopul demersului ce urmeazã a fi iniþiat: de
informare, influenþare, convingere).

– Cine? (stabilim cu precizie care este interlocutorul: persoanã, educaþie, vârstã, statut
social, interese, ce anume cunoaºte sau care îi sunt aºteptãrile cu privire la mesajul pe care
urmeazã sã i-l transmit).

– Unde ºi când? (stabilim locul ºi contextul comunicãrii; momentul transmiterii mesaju-
lui are o importanþã determinantã pentru succesul acþiunii; natura mesajului ºi posibilele motive
de controversã, atmosfera încãrcatã sau cordialã vor fi luate în considerare cu grijã).

– Ce? (stabilim ce anume dorim sã spunem cu exactitate, încercãm sã cunoaºtem cât mai
precis care sunt aºteptãrile partenerului, care sunt informaþiile care trebuie transmise ºi ce
anume putem omite din conþinutul comunicãrii, care este capacitatea noastrã în condiþiile date
de a transmite informaþii clare, concise, corecte, concrete, amabile, complete).

– Cum? (decidem care va fi tonul mesajului ºi ce mijloace vom utiliza: cuvinte, imagini;
ce fel de cuvinte ºi imagini vom utiliza, cum organizãm informaþiile pe care le vom transmite;
ce mod de comunicare va fi mai potrivit situaþiei respective – mesaj scris, discuþie, interviu).

În mediul de afaceri pot apãrea diferite probleme, iar comunicarea eficientã în afaceri este
un instrument ce poate fi utilizat pentru soluþionarea acestora. Pentru omul de afaceri comu-
nicarea ocupã un loc important, acesteia fiindu-i rezervat un procent important din timpul de
lucru. De calitatea comunicãrii depinde succesul activitãþii companiei, colaborarea cu alte com-
panii, relaþia contractualã cu beneficiarii, modul în care se utilizeazã resursele umane ºi finan-
ciare. În mediul de afaceri, managerii îndeplinesc diferite roluri, fiecare dintre acestea având
caracteristici legate de procesul decizional, în soluþionarea diferitelor probleme, în stabilirea
de noi parteneriate. Astfel, munca unui manager se concretizeazã prin intermediul unor roluri
interpersonale, informaþionale ºi decizionale, strâns legate de procesul comunicãrii.

Informaþiile, pentru a se dovedi utile, pentru a putea fi exploatate la întregul lor potenþial,
trebuie prezentate þinând cont de urmãtoarele elemente: calitatea informaþiei, credibilitatea
sursei, actualitatea informaþiei ºi cantitatea de informaþii.

Informaþia de calitate este precisã, clarã, posibil de verificat ºi nu vine în conflict sau con-
tradicþie cu alte informaþii de acelaºi tip din cadrul organizaþiei sau din cadrul domeniului de
activitate respectiv.

Sursa care furnizeazã informaþia trebuie sã fie una credibilã. Din acest motiv, în afaceri
se apeleazã la o terþã parte pentru efectuarea de audituri, evaluãri, certificãri. 

Internetul: e-business ºi modele de afaceri 

Mediul de afaceri modern este caracterizat prin creºterea fãrã precedent a ofertei furnizo-
rilor, a competiþiei globale ºi a exigenþei clienþilor. Firmele din toate sectoarele economice
au început sã adopte noua paradigmã economicã – orientarea cãtre e-business sau noile mo-
dele de afaceri.
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E-business-ul poate fi definit ca transformarea proceselor (operaþiilor, componentelor) con-
stitutive ale unei afaceri cu ajutorul tehnologiilor Internet ºi WWW, ceea ce permite ca afa-
cerile sã fie active 24 de ore pe zi. Alegerea modelului de afacere este prima decizie care
trebuie luatã în momentul în care se porneºte o afacere online.

Scopul modelelor de e-business este de a reprezenta într-un mod cât mai accesibil tipul
de afacere ºi arhitectura sistemului (topologia aplicaþiei ºi de rulare) pentru diferite clase de
aplicaþii. Aceste modele descriu interacþiunea dintre participanþii la o soluþie de e-business.

Noul model de afaceri se aflã în expansiune, constituind unul dintre factorii de bazã pen-
tru asigurarea competitivitãþii pe piaþa globalã. El implicã reingineria proceselor organizaþio-
nale, întrucât au loc schimbãri importante în rolurile furnizorilor ºi clienþilor.

Potrivit „Raportului European 2005 în domeniul e-business“, realizat de Observatorul
e-business din cadrul Directoratului General pentru Întreprinderi ºi Industrie al Comisiei Euro-
pene (http://www.capital.ro/articole/capital/22957, 14.10.2008), companiile mari folosesc în
proportie de 100% mijloace electronice în afaceri. „Prãpastia“ rãmâne între acestea ºi cele-
lalte companii. Procentajul este de 70% la firmele de dimensiune medie ºi de numai 36%, la
microîntreprinderi.

Experþii europeni au constatat cã sectorul de activitate ºi dimensiunea firmei influenþeazã,
mai mult decat locaþia acesteia, adoptarea instrumentelor IT&C în afaceri. Astfel, în timp ce
industria auto se bazeazã pe o utilizare de 98% a tehnologiei electronice, sectorul construcþi-
ilor rãmâne cel mai „rudimentar“, folosind astfel de mijloace numai în 30% din activitãþi.

În categoria domeniilor care se dezvoltã intens pe e-business mai sunt incluse industria
farmaceuticã, aeronauticã, de maºini ºi echipamente, tipograficã. În ceea ce priveºte turis-
mul, rezervãrile de bilete ºi achiziþia acestora online au devenit o obiºnuinþã pentru cumpãrã-
tori, consumatorii finali dezvoltându-se semnificativ de la an la an. 

O afacere pe Internet trebuie sã demareze cu alegerea unui model. Existã deja multe mo-
dele pentru derularea afacerilor pe Internet. Acestea pot fi clasificate în funcþie de numãrul
de furnizori ºi prestatori de servicii cãtre clienþi, astfel: 

– unu-cãtre-unu (e-shop);
– mai mulþi-cãtre-unu (e-mall); 
– mai mulþi-cãtre-mai mulþi (e-licitaþie). 
Se constituie astfel, un lanþ de servicii în cadrul cãruia fiecare element poate fi dominant.

Un prim element este furnizorul de produse sau servicii, al doilea este furnizorul de servicii
Internet, care poate pune la dispoziþie de la spaþiu pe pagina web pânã la posibilitatea inte-
grãrii într-un e-mall. Al treilea element al lanþului este clientul, având o anumitã formare
profesionalã, interese proprii ºi preferinþe. Acest client poate fi un consumator (Business-to-
Consumer), o alta organizaþie (Business-to-Business), administraþia publicã (Business-to-
Administration) sau un angajat (Business-to-Employee), în contextul tranzacþiilor interne din
cadrul unei organizaþii. 

Ca exemple relevante de afaceri pe Internet pot fi evidenþiate: magazinul electronic (e-shop);
magazinul universal electronic (e-mall); achiziþia publicã electronicã (e-procurement); licitaþia
electronicã (e-auction); comunitatea virtualã (virtual community); blogul în afaceri; prestãri
servicii electronice (e-service providing); brokeraj de informaþii; modele de publicitate.

Magazinul electronic (e-shop). Ideea de bazã a comerþului electronic este aceea de a
transpune afacerea fizicã, materialã, în pagina de Internet. Astfel, firma îºi prezintã catalogul
de produse precum ºi serviciile prin Internet. Produsele sunt oferite, în general, la diferite
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categorii de preþuri, þinând seama de tendinþa clienþilor de a testa calitatea, viteza ºi eficienþa
livrãrii înainte de a decide sã cumpere produse mai scumpe. Produsele adecvate comerciali-
zãrii prin Internet sunt, de obicei, cele care pot fi descrise cu uºurinþã ºi nu necesitã folosirea
simþului tactil: bilete de avion sau de concert, CD-uri, cãrþi, software, unelte, piese de schimb,
anumite alimente sau chiar autoturisme. 

Preþurile produselor vândute prin Internet ar trebui sã fie mai mici decât cele practicate
pentru comenzile clasice. Cãrþile, spre exemplu, sunt oferite pe Internet cu o reducere de
10-50% sau, cel puþin, fãrã a se percepe taxe adiþionale de livrare. Serviciile, ºi în special
serviciile de informare, ar trebui sã fie în mare parte gratuite. Serviciile de informare prin
publicaþii periodice sunt oferite gratuit la început, prin acces liber sau abonamente gratuite;
ulterior, ofertanþii vor iniþia servicii suplimentare de tipul accesului la arhive ºi vor extinde
posibilitãþile de cãutare, solicitând utilizatorului sã se aboneze ºi sã plãteascã pentru a be-
neficia de acestea. S-a constatat cã impactul abonamentului online asupra utilizatorilor este
foarte mic: majoritatea utilizatorilor rãmâne fidelã abonamentelor clasice ºi, în general, numai
clienþii noi apeleazã la acest nou sistem de abonament. Cu toate acestea, abonamentele con-
tra cost online pentru accesul la ºtiri de ultimã orã sau la dezbateri cu participare restrictivã
de exemplu, suscitã interesul doar dacã serviciile oferite sunt de valoare exceptionalã. 

Existã diferite variante de gãzduire a unui e-shop, astfel (C. Rusu, 2003, p. 279): pe un
server distinct (un computer proprietatea organizaþiei deþinãtoare a unui e-shop) destinat unor
pagini ample ºi complexe de web; acesta va fi localizat în cadrul firmei dacã frecvenþa mo-
dificãrilor ce trebuie fãcute este mare (de exemplu: ºtiri, preþuri etc.) sau dacã este necesar
un trafic intens între organizaþie ºi serverul aferent e-shop; pe un server virtual (un spaþiu de-
þinut de organizaþia proprietarã a unui e-shop, pe un hard disk al unui computer furnizor de
web) în corelaþie cu un spaþiu mai mare de tipul www.yourshop.com, soluþie preferatã de ma-
joritatea organizaþiilor mici ºi mijlocii; în cadrul unui magazin universal electronic (e-mall). 

Alegerea variantei optime pentru magazinul electronic depinde de costurile de telecomu-
nicaþie, know-how-ul tehnic la nivelul firmei, grupul þintã, mãrimea, structura ºi obiectivele pe
termen mediu ale viitorului e-shop. În mãsura în care este posibil, un e-shop ar trebui sã poatã
fi accesat pe mai multe cãi: un link/publicitate permanent pe un site portal, un cuvânt-cheie
publicitar în cadrul motoarelor de cãutare sau în cadrul prezentãrii pe Internet a informaþiilor
generale despre întreaga activitate a firmei sau despre întreaga gamã de produse ºi o fereas-
trã a acestui site în cadrul unui e-mall – toate acestea concomitent. În plus, o idee interesantã
ar fi sã se stabileascã denumiri de genul „www.produs1.com“ pentru grupele de produse, cu
link exact la pagina corespunzãtoare din cadrul magazinului electronic. 

Magazinul universal electronic (e-mall). Un magazin universal electronic (e-mall) oferã
un front comun pentru mai multe e-shop-uri ºi poate fi realizat utilizând diverse modele de
tranzacþii, în funcþie de tipul de servicii pe care proprietarul mall-ului doreºte sã le ofere. Tot
proprietarul este cel care se ocupã ºi de marketing-ul aferent mall-ului, astfel încât alegerea
mall-ului potrivit este o decizie esenþialã pentru deþinãtorul unui magazin. Un magazin uni-
versal electronic potrivit trebuie sã aibã o reþea puternicã, cu o strategie de marketing bunã,
cu un front de prezentare potrivit ºi din care sã se poatã accesa direct ºi pe mai multe cãi
e-shop-urile; cu o structurã adecvatã de magazine ºi care sã ofere ºi servicii, cum ar fi furnizarea
de informaþii curente, regionale sau sectoriale.

Achiziþia publicã electronicã (e-procurement). Achiziþia publicã prin modelul Business-
to-Business este aplicabilã în cazul în care organisme guvernamentale sau mari organizaþii
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lanseazã apeluri pentru licitarea achiziþionãrii de bunuri sau servicii. Sfera de cuprindere a
licitaþiilor tipice include de la serviciile din construcþii ºi bunurile pentru investiþii pânã la
studii ºi alte lucrãri ample. Achiziþiile publice prin Internet pot include negocierea electro-
nicã, contractarea ºi licitarea în colaborare, spre exemplu. 

Pentru ca acest model sã poatã fi ºi la îndemâna organizaþiilor mici, s-au înfiinþat plat-
forme sau consorþii în cadrul cãrora vânzãtorii acþioneazã împreunã pentru a obþine oferte
mai avantajoase de la producãtori. Spre exemplu, industria modei este un important utiliza-
tor al acestor consorþii. 

Beneficiile urmãrite sunt: o mai mare gamã de ofertanþi cea ce se aºteaptã sã ducã la cos-
turi mai mici, calitate mai bunã ºi timpi mai mici de livrare. Contactul, negocierea electro-
nicã ºi posibilitatea muncii în echipã dintre ofertant ºi cumpãrãtor contribuie în continuare
la scãderea costurilor ºi la creºterea avantajelor acestei soluþii.

Achiziþiile online sunt de trei ori mai rãspândite în rândul întreprinzãtorilor. În medie, 44%
din companii au declarat cã au cumpãrat mãcar o datã produse ºi servicii online. Cei mai activi
în acest sens sunt suedezii ºi britanicii, cu un procentaj de 72% respectiv 64% companii de
cumpãrãtoare de cumpãrare pe Internet (http://epp.eurostat.ec.europa.eu, 15.11. 2007).

Licitaþia electronicã (e-auction). Licitaþiile electronice reprezintã implementare electro-
nicã a mecanismului tradiþional de licitare. O licitaþie este definitã ca vânzarea publicã de
bunuri ºi proprietãþi în care posibili cumpãrãtori oferteazã pânã când preþul cel mai mare este
atins. Astfel licitaþiile online sunt gãzduite de site-ul licitator, în timp real ºi se desfãºoarã pe
perioade variate de timp (ore, zile sau sãptãmâni). Când se ajunge la sfârºitul perioadei de
licitare, oferta cea mai avantajoasã primeºte obiectul licitat.

Acestea pot fi acompaniate de prezentãri multimedia a bunurilor licitate. În mod normal
aceste site-uri nu se rezumã numai la simpla funcþie de licitaþie, ele integrând procesul de
licitaþie cu servicii de platã a bunului respectiv precum ºi servicii de livrare a acestuia. Veni-
tul acestor site-uri se aflã în comisionul perceput din preþul de vânzare al obiectului licitat ºi
publicitatea gãzduitã pe site-ul de licitaþie.

Beneficiile pentru ofertanþi ºi cumpãrãtori sunt: eficienþa mãritã ºi economie de timp, pre-
zenþa globalã, eliminarea necesitãþii de deplasare în locul unde are loc licitaþia. 

Costul redus al cheltuielilor de licitaþie face posibile ºi licitarea de stocuri mici sau a
obiectelor cu valoare micã.

Printre cele mai importante caracteristici pe care trebuie sã le întruneascã un site de lici-
taþie sunt: suportul pentru marea diversitate de metode de licitare care existã, uºurinþa inte-
grãrii cu diferite afaceri existente, mecanisme de securitate care sã împiedice triºarea sau
sabotarea licitaþilor ºi un mecanism eficient de a informa licitatorii despre modul în care
decurge licitaþia.

În viitor licitaþiile electronice vor avea un efect profund asupra multor aspecte ale aface-
rilor pe Internet, de la stabilirea preþurilor pentru diferite produse pânã la lichidarea activelor. 

Licitaþiilor online de tipul afacere cãtre afacere ºi afacere cãtre consumator le este pre-
vãzutã o creºtere importantã în viitor. Licitarea produselor ºi obiectelor pe Internet s-a dovedit
a fi un model de mare succes. Poate fi utilizat atât pentru comerþul electronic Business-to-
Business cât ºi pentru cel Business-to-Consumer ºi, datoritã faptului cã este un domeniu de
mare interes, poate fi de asemenea integrat ºi în e-shop-urile obiºnuite.

Asemenea unui e-mall, o licitaþie electronicã include de obicei mai mulþi vânzãtori. Ope-
ratorul licitaþiei elaboreazã mecanismele pentru plasarea obiectului licitaþiei, pentru licitare
(de obicei prin e-mail) ºi poate oferi în plus servicii de plãþi ºi de livrare. 
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Comunitatea virtualã (virtual community). Pe Internet, ca ºi în realitate, oameni având
interese comune se întrunesc în comunitãþi pentru a discuta sau a asculta subiectele prefe-
rate. Aceste comunitãþi – cum sunt forumul de discuþii, grupul de discuþii interactiv (chat)
sau lista de corespondenþi (mailing list) – sunt utile atât pentru timpul liber cât ºi pentru comu-
nicãrile de afaceri, ºi sunt denumite comunitãþi virtuale. Instrumentele de lucru sunt adesea
oferite ca servicii gratuite, în scopul sporirii traficului pe pagina de Internet ºi pentru stimu-
larea ataºamentului emoþional faþã de aceasta. Dar, comunicãrile de afaceri se pot face ºi prin
intermediul unui serviciu contra cost. Canalul de comunicare directã sau video-conferinþele
sunt instrumente atractive care reduc costurile de cãlãtorie ºi sunt utilizate de firmele mari
atât pentru comunicãri ºtiinþifice ºi comerciale. 

Comunitãþile virtuale sunt fundamentate pe patru elemente importante: instrumentele de co-
municare prin Internet; regulile de desfãºurare a calitãþii de membru al comunitãþii; generarea
de produse ºi servicii prin colaborarea membrilor; utilizarea intensivã ºi extensivã a comunitãþii.

Suportul central al unei comunitãþi online îl reprezintã instrumentele specifice de comuni-
care prin Internet: inelele de comunicare ºi conþinutul propriu zis. Din prima categorie se pot
exemplifica liste de adrese e-mail ºi poºtã electronicã. A doua categorie – arborele de conþi-
nut – include discuþii de grup, mii de bloguri (buletine de bord) dedicate ºi diferite, subiecte
multiple de discuþii, chat-room-uri publice organizate pe topicuri ºi situri Web, cu conþinut
dedicat membrilor admiºi. Arborele de conþinut sprijinã membri, utilizând web-ul ca instru-
ment-cheie de comunicare prin poºtã electronicã, liste de discuþii, forumuri, chat-room-uri.

Comunitãþile online au fost ºi sunt promovate ca fiind „modelul“ adevãrat al afacerilor
online. Cu toate acestea, în ultimii ani, puþine comunitãþi s-au dovedit a fi succese adevãrate
din punct de vedere economic. Veniturile nu sunt suficiente fãrã un partener puternic în spate
care sã poatã suporta cheltuielile de marketing.

Deºi comunitãþile online ca model de sine stãtãtor nu sunt o minã de aur, transformarea
acestora în alte modele de afaceri poate conduce la succes, aºa cum este modelul relaþiei cu
clienþii ca parte a unui model de afacere care poate arãta cum se pot câºtiga, servi ºi pãstra
clienþii. Modelul relaþiei cu clienþii poate fi divizat în modele pentru marketing, distribuþie
ºi service.

În contextul dezvoltãrii modelelor de afaceri online se au în vedere obiective majore pre-
cum: integrarea comunitãþilor bazate pe agregarea nevoilor ºi intereselor acestora de cãtre
companii, includerea în lumea realã ºi în spaþiul online al comunitãþii, dezvoltarea produselor
ºi serviciilor în spaþiul online al cerinþelor consumatorilor ºi comunitãþilor.

Blogul. Puterea blogului în afaceri. Vizibilitatea pe piaþã ºi comunicarea directã cu clienþii
sunt printre cele mai mari provocãri cu care se confruntã o companie la ora actualã. Pentru
a ajunge la rezultate concrete trebuie sã profitãm de toate instrumentele pe care ni le pune la
dispoziþie Internetul. Vrem nu vrem, este timpul sã abandonãm comunicarea unidirecþionalã,
cu uºile închise, ºi sã urãm bun venit comunicãrii bidirecþionale, deschise la ambele capete. 

Fãcând o scurtã incursiune în istoria blogului, vom descoperi cã acest fenomen „a cres-
cut ca din apã ºi a creat ceea ce azi se numeºte blogosfera“ (J. Wright, 2006, p. 3).

Blogul, având un caracter eminamente social, permite oricui sã-ºi exprime ideile, per-
miþând caracterul de masã ºi în sensul transmiterii informaþiei, reuºind sã transforme Inter-
netul dintr-o reþea a calculatoarelor în una a oamenilor ºi a relaþiilor interumane, contopind
astfel cele douã mari direcþii în jurul cãrora se clãdeºte existenþa noastrã viitoare – Interne-
tul ºi Comunicarea.
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Mai mult, blogurile marcheazã o revoluþie în diseminarea informaþiei. Pentru prima datã
în istorie, oamenii obiºnuiþi au ºansa sã se adreseze unei audienþe globale, transformând media
într-un sistem descentralizat. 

Scopul blogurilor variazã foarte mult, de la jurnale personale la arme ale campaniilor
politice, ale programelor media sau ale diferitelor companii.

Particularizând, blogul corporatist este privit ca o viitoare afacere. În zona corporatistã,
blogurile sunt folosite ca o forma mai „prietenoasã“ de comunicare publicã sau, în interior,
pentru creºterea ºi eficientizarea comunicãrii interne, pot preveni crizele, pot creºte vânzãrile
ºi notorietatea brand-ului.

Prestãri servicii electronice (e-service providing). Serviciile care susþin activitatea de co-
merþ electronic nu sunt oferite exclusiv de cãtre furnizorii de Internet, care se rezumã în gene-
ral la gãzduirea paginilor de web sau la asigurarea accesului pe Internet. De exemplu, existã
magazine universale electronice (e-mall) conduse de producãtori, vânzãtori, furnizori de Inter-
net, designeri de web sau asociaþii. Existã ºi servicii electronice externe cum ar fi cele de ma-
nagement, de informaþii, de prelucrare a datelor, de consultanþã, de integrare a serviciilor de
livrare, care pot fi prestate în diferitele variante de comerþ electronic.

În mod evident, oricare dintre verigile acestui lanþ valoric poate oferi servicii electronice.
Activitãþile se pot concentra spre atragerea a cât mai mulþi participanþi în cadrul unei verigi
a lanþului, astfel încât sã se creeze o structurã puternicã de tipul B-2-C (Business-to-Consumer),
sau o platformã B-2-B (Business-to-Business). 

Furnizorii de servicii sunt specializaþi pe anumite funcþii, cum ar fi: asigurarea logisticii;
plata electronicã; expertiza în diferite domenii pe care le presupune comerþul electronic.

Apelarea la astfel de servicii presupune plata unor tarife sau a unor cote procentuale din
valoarea tranzacþiilor pentru care s-au solicitat serviciile. 

Brokeraj de informaþii. Informaþiile competente sunt necesare pe tot parcursul lanþului valo-
ric de furnizori de servicii. Aceastã necesitate nu mai poate fi în prezent satisfãcutã de cunos-
cutele motoare de cãutare sau de cataloage, astfel încât deþinãtorii de baze de date consacrate
au migrat cãtre web oferind arhive indexate pentru publicaþii periodice, brevete ºi informaþii
de piaþã, dar ºi literatura ºtiinþificã de specialitate. Unele dintre aceste servicii comerciale sunt
prestate contra cost, fie în baza unui sistem de abonament, fie prin intermediul banilor elec-
tronici de tipul e-cash sau cybercash. 

Comerþul electronic: o nouã dimensiune a afacerilor moderne

În concepþia Organisation for Economic Co-operation and Development (OECD), comerþul
electronic reprezintã „desfãºurarea unei afaceri prin intermediul reþelei Internet, vânzarea de
bunuri ºi servicii având loc offline sau on-line“. „În mod tipic, o strategie de comerþ electro-
nic conþine o varietate de elemente de marketing mix care au ca scop trimiterea utilizatorilor
la o paginã web pentru a cumpãra un produs sau serviciu“. Comerþul electronic este „orice
formã de tranzacþii în afaceri în cadrul cãreia pãrþile interacþioneazã electronic în loc de rea-
lizarea de schimburi fizice sau contact fizic direct“ (V. Baltac, 2004, p.5).

Odatã cu creºterea performanþelor ºi facilitãþilor Internet, comerþul electronic a captat intere-
sul consumatorilor individuali ºi al companiilor de orice mãrime si preocupãri. Mai mult decât
atât, cu tehnologiile avansate disponibile acum, se vorbeºte tot mai des de Economia Digi-
talã (DE – Digital Economy).

Internet ºi e-Business 283

Revista_comunicare_15.qxd  23.04.2009  11:12  Page 283



Ideea de bazã este cã prin comerþul electronic putem realiza schimburi de idei, de bunuri,
de cunoºtinþe pe lângã simpla vânzare/cumpãrare de produse ºi servicii. Tehnologiile comer-
þului electronic pot fi utilizate pentru a conduce o afacere utilizând pentru comunicare Inter-
net, Intranet-uri sau alte reþele de calculatoare.

Comerþul electronic depinde puternic de o serie de infrastructuri de bazã ale economiei
globale, inclusiv de infrastructura reþelelor de comunicaþii. Cele mai noi realizãri tehnolo-
gice legate de Internet (rata de transmisie, mijloacele de asigurare a protecþiei datelor, creºterea
disponibilitãþii si a accesibilitãþii, interfaþa multimedia evoluatã etc.) fac Internetul tot mai
atractiv pentru comerþ electronic.

Reþeaua Internet utilizatã în scopuri comerciale e ceva mai mult decât un sistem de comu-
nicare ºi schimb de informaþii. Ea a devenit o adevãratã piaþã pe care e posibil sã se opereze
în condiþii certe ºi dupã modele precise. Apare un nou spaþiu de joc economic: mediul de afa-
ceri virtual. Acest nou tip de mediu poate fi definit ca mediul de afaceri care se desfãºoarã
în spaþiul economic, fãrã prezenþa directã a pãrþilor ºi fãrã acte directe de comerþ. Pentru acest
mediu de afaceri, mai curând o parte a mediului de afaceri, cele mai importante activitãþi
de comunicare sunt: negocierile, licitaþiile ºi intermedierea, inclusiv cele de tip bursier.

Industria comerþului electronic face, în general, distincþie între tranzacþiile Business-to-
Business (B2B sau BTB) ºi tranzacþiile Business-to-Consumer (B2C sau BTC). Business-to-
Business cuprinde toate tranzacþiile ce se efectueazã între doi sau mai mulþi parteneri de afaceri.
Aceste tranzacþii se bazeazã, de obicei, pe sisteme Extranet, ceea ce înseamnã cã partenerii
de afaceri acþioneazã pe Internet prin utilizarea de nume ºi parole pentru paginile de web pro-
prii. Business-to-Client se referã la relaþiile dintre comerciant ºi consumatorul final, fiind con-
siderat comerþ electronic cu amãnuntul. 

„Potenþialul comerþului electronic de tip business-to-consumer este mult mai mare decât
cel de tip business-to-business. La polul opus, mulþi analiºti de specialitate susþin cã majori-
tatea valorii capitalurilor obþinute pe Internet va fi în sectorul business-to-business“ (B. Gates,
2002, p. 72).

O nouã opþiune în comerþul electronic este tranzacþia Business-to-Employee (B-2-E), care
se referã la tranzacþiile din interiorul unei organizaþii, destinate personalului ºi efectuate prin
sistemul Intranet propriu. 

Un rol aparte în dezvoltarea comerþului electronic îl au relaþiile Business to Government
(B2G) ºi Government to Business (G2B), care prin realizarea unui mediu de informare inter-
activ, rapid ºi eficient, pot contribui la conºtientizarea agenþilor economici asupra avantajelor
noului domeniu comercial, respectiv comerþul electronic.

Alte relaþii stabilite prin intermediul reþelei Internet, adiacente comerþului electronic, sunt:
Government to Government (G2G), Government to Business (G2B), Government to Consumer
(G2C), Consumer to Government (C2G), Consumer to Business (C2B) ºi Consumer to Con-
sumer (C2C) (D., Banciu. et. al., 2005, pp. 55-60).

Comerþul electronic faciliteazã ºi cooperarea între organizaþii. Reduce costurile de mar-
keting ºi de livrare, susþine strategia de marketing a organizaþiei ºi oferã acces pe noi pieþe.
În viitorul apropiat, comerþul electronic va avea un impact puternic asupra competitivitãþii
organizaþiilor.

Din motive de compatibilitate cu acest mediu al comerþului electronic, multe activitãþi ale
organizaþiei trebuie revizuite din momentul în care se doreºte sã se intre în reþea (marketing,
costuri, distribuþie, plãþi). Schimbarea va aduce oportunitãþi ºi beneficii imediate. Oportunitãþi
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pentru organizaþii: prezenþã globalã, competitivitate mãritã, comenzi majorate, eliminarea inter-
mediarilor, reducerea costurilor (personal, comunicaþii, publicitate, depozitare etc.), noi opor-
tunitãþi ºi colaborãri. Beneficii ale clienþilor: alegere globalã, calitatea serviciilor, produse ºi
servicii personalizate, rãspuns ºi soluþionare rapide, preþuri reduse, noi produse ºi servicii.
Piaþa de pe Internet e o piaþã globalã, de la bun început. Existã ºi alte pieþe numite globale
ce au rezultat din procesul de internaþionalizare a economiei ºi finanþelor din ultimele decenii.

Pentru întreprinzãtorii de azi, operarea pe Internet este o adevãratã provocare. Aceasta re-
prezintã o piaþã fãrã bariere geografice, o piaþã cu valori globale. Totuºi, o organizaþie care
doreºte sã opereze pe Internet, poate oricum sã decidã cã se va adresa numai pieþei naþionale
sau locale. Penetrarea pieþei digitale nu cere mare investiþii în infrastructurã ºi materiale. Sunt
multe afaceri ce se pot realiza pe Internet cu investiþii mult mai reduse în comparaþie cu cele
tradiþionale. De aici ºi consecinþe: creºterea numãrului de oportunitãþi pentru diverºi între-
prinzãtori, oferte numeroase ºi apariþia unei concurenþe pânã acum necunoscutã. Piaþa este
mult mai competitivã iar oferta este mai agresivã. Deci, aceastã poartã deschisã înseamnã
oportunitãþi ºi provocãri. Informaþiile, documentele digitale se produc, se modificã, se leagã,
circulã, se copiazã ºi se distribuie într-un timp foarte scurt ºi la un preþ mic. Pe Internet gãsirea
ºi strângerea informaþiilor de cãtre utilizatori a devenit simplã ºi de scurtã duratã. Disponi-
bilitatea unei cantitãþi atât de mari de informaþie îi permite clientului sã ia în considerare un
numãr mai mare de produse ºi sã le confrunte mai uºor. Canalul de distribuþie este ºi canal
de informare. 

În comparaþie cu metodele tradiþionale utilizate în realizarea de vânzare-cumpãrare, ma-
gazinele virtuale prezintã o serie de avantaje: se poate face comerþ 24 ore din 24, ºi 7 zile pe
sãptãmânã fãrã a avea cheltuieli suplimentare cu chiria, întreþinerea sau salariile angajaþilor
unui magazin clasic; atât furnizorii cât ºi clienþii nu sunt restricþionaþi geografic, deci se pot
vinde servicii sau produse oriunde în lume; investiþii cu cost redus pentru publicitatea maga-
zinului datoritã preþurilor mici ale reclamelor pe Internet; întreþinere uºoarã a web site-ului;
nu este necesarã decât actualizarea regulatã a ofertei printr-un modul de administrare uºor
utilizabil; vânzarea se face direct cãtre clienþi ºi astfel se pot elimina din costul final al unui
produs toate comisioanele suplimentare ale diferiþilor agenþi intermediari. 

Acest întreg sistem electronic de vânzare-cumpãrare este construit pe îmbinarea a patru
elemente care joacã fiecare un rol bine definit: client – un echipament clasic, un PC, conec-
tat direct (via un furnizor de acces) sau indirect (o reþea a unei corporaþii) la Internet, cumpãrã-
torul foloseºte acest echipament pentru a naviga ºi a face cumpãrãturi; comerciant – sistem
informatic (hard & soft), situat de regulã la sediul comerciantului, care gãzduieºte ºi actua-
lizeazã catalogul electronic de produse disponibile a fi comandate on-line pe Internet; sis-
temul tranzacþional – sistemul informatic (hard & soft) responsabil cu procesarea comenzilor,
iniþierea plãþilor, evidenþa înregistrãrilor ºi a altor aspecte de business implicate în procesul
de tranzacþionare; dispecer plãþi (payment Gateway) - sistem informatic responsabil cu trans-
ferul instrucþiunilor de platã în interiorul reþelelor financiar-bancare, cu verificarea cãrþilor
de credit ºi autorizarea plãþilor. Acest sistem joacã rolul unei porþi care face legãtura dintre
reþeaua globalã Internet ºi subreþeaua financiar-bancarã (supusã unor cerinþe de securitate
sporite), poarta prin care accesul este controlat de un „portar“ (gatekeeper). Pe baza infor-
maþiilor specifice cãrþii de credit (tip_card, nr_card) din instrucþiunile de platã, „portarul“ redi-
recþioneazã informaþia cãtre un centru de carduri (CC – un server certificat în acest scop ºi
agreat de banca emitentã). În acest loc este identificatã banca care a emis cardul, iar instruc-
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þiunile de platã sunt trimise mai departe cãtre serverul acestei bãnci conectat în reþeaua in-
terbancarã. Odatã informaþiile ajunse în reþeaua bãncii cu care lucreazã cumpãrãtorul, sunt
efectuate automat o serie de verificãri privind autenticitatea ºi soldul disponibil în contul car-
dului implicat în tranzacþie. În funcþie de rezultatul acestor verificãri, banca decide fie efectua-
rea plãþii, fie refuzã sã facã aceastã platã. În ambele cazuri, rezultatul deciziei (confimare platã
sau refuz) este trimis în timp real, parcurgând acest lanþ de servere în sens invers, cãtre client.
Cu alte cuvinte, în câteva secunde cumpãrãtorul aflã dacã banca sa a operat plata sau nu.

Principalele bariere în dezvoltarea comerþului electronic rãmân problemele legate de secu-
ritate ºi încredere. Clienþii manifestã temeri în ceea ce priveºte furtul cardurilor de credit, a
confidenþialitãþii datelor personale etc. Pe mãsura creºterii utilizatorilor casnici de Internet,
procedurile legate de autentificarea ºi criptarea datelor personale primesc o importanþã din
ce în ce mai mare ºi de succesul implementãrii lor depinde succesul comercianþilor de pe web.
Multe organizaþii nu au adoptat modelul electronic potrivit pentru derularea comerþului lor
electronic, sau întâmpinã dificultãþi în integrarea comenzilor ºi a informaþiilor culese on-line
în activitatea curentã a firmei. Cu toate acestea, este o certitudine faptul cã numãrul clienþilor
magazinelor electronice ºi a organizaþiilor care adoptã soluþiile comerþului electronic este în
creºtere. Mulþi furnizori de servicii Internet popularizeazã sistemul de cumpãrare online toc-
mai pentru a induce un plus de încredere ºi consideraþie.

Modalitãþi de comercializare electronicã. Deºi existã un numãr mare de opþiuni posibile
de comercializare electronicã ºi numãrul acestor opþiuni se aºteaptã sã creascã ca urmare a
noilor tehnologii ce vor apãrea, comercianþii cu amãnuntul îºi concentreazã atenþia în mod
curent asupra suporþilor electromagnetici, a televiziunii prin cablu interactivã ºi mai recent
a magistralei informative realizate de reþeaua Internet, care a ºi preluat pe departe supremaþia
pe aceastã piaþã.

Suporþi electromagnetici. Aceºtia sunt reprezentaþi de casetele video. În esenþã, aceste casete
reprezintã urmãtorul val de cumpãrãturi pe bazã de catalog. 

Videodisc-ul. Este un sistem electronic interactiv care utilizeazã discuri optice (Compact
Discuri sau CD-uri) capabile sã stocheze o mare cantitate de informaþii în forme sau imagini
în miºcare, imagini statice, pagini tipãrite ºi sunet pentru prezentare pe un ecran de televizor
sau pentru vizionarea cu ajutorul unui calculator (PC).

Videotext-ul. Este un sistem electronic interactiv în care datele ºi graficele sunt transmise
de la o reþea de computere prin telefon sau cabluri prezentatã pe un televizor al abonatului
sau pe ecran terminal de computer. Cumpãrarea prin sistem videotext constã în selectarea
dintr-o serie de posibilitãþi, numite meniuri, care sunt prezentate pe ecran. În plus, faþã de
cumpãrarea la domiciliu, sistemul videotext poate furniza abonaþilor o largã alegere de ser-
vicii informative.

Metode de platã. Comerþul electronic a stimulat ºi cererea pentru noi metode adecvate de
platã. Dezvoltarea unor activitãþi comerciale între participanþii situaþi la mari distanþe geografice
unii de alþii nu poate fi conceputã fãrã folosirea unor sisteme electronice de plãþi. Aceste noi
mijloace de platã permit transferarea comodã, sigurã ºi foarte rapidã a banilor între partenerii
de afaceri. Înlocuirea monedelor ºi bancnotelor (forme tradiþionale de numerar) prin ceea ce
denumim bani electronici conduce, pe lângã reducerea costurilor de emitere ºi menþinere în
circulaþie a numerarului, ºi la o sporire a flexibilitãþii ºi securitãþii sistemelor de plãþi.

În domeniul mijloacelor electronice de platã, cercetãrile sunt în plinã desfãºurare. Existã
numeroase sisteme în curs de experimentare, altele abia au fost cercetate ºi supuse analizei.
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Este normal ca prudenþa ºi securitatea sã fie cuvintele-cheie ale acestor demersuri. Sistemele
de plãþi electronice cele mai cunoscute sunt grupate în patru categorii: sisteme cu carduri ban-
care; sisteme online; microplãþi; cecuri electronice.

Vorbind despre comerþul electronic ca despre o nouã economie, ne referim la o lume în
care oamenii lucreazã cu creierul în defavoarea mâinilor, o lume în care: tehnologia comu-
nicaþiilor creeazã competiþia globalã, nu numai pentru vânzãrile de mãrfuri sau împrumuturi
bancare, cât mai ales pentru cazul serviciilor ce nu pot fi ambalate ºi încãrcate la bordul unei
nave; inovaþia este mai importantã decât producþia de masã, în care investiþia în noi concepte
sau crearea lor este mai importantã decât producþia de maºini noi.

Dacã ar fi sã comparãm forma de comercializare electronicã cu celelalte forme de comerþ
existente în prezent, am putea afirma cã avem de a face cu un tip de comerþ tânãr, chiar foarte
tânãr ºi în acelaºi timp fragil. Fragil, deoarece mai este de lucru, în special pentru þãrile sãrace
ºi pentru cele în curs de dezvoltare, pentru a putea deveni 100% sigur, în special dacã uti-
lizãm ca ºi suport de comunicare Internetul. Provocarea care ne este adresatã de cãtre seco-
lul XXI este sã facem acest mediu de comercializare atrãgãtor ºi sã-l dezvoltãm, deoarece
s-a dovedit o formã eficace, în mod special din punct de vedere al costurilor, dar ºi extrem
de dinamicã dacã stãm sã ne gândim cã în ultimii ani avem de a face cu creºteri de 100% în
majoritatea regiunilor lumii a tranzacþiilor valorice prin intermediul comerþului electronic.
Iar în ce constau responsabilitãþile care au apãrut concomitent cu aceastã formã de comer-
cializare sunt legate de siguranþa tranzacþiilor, plãþilor ºi a confidenþialitãþii informaþilor. 

„Analizele la nivel european, privind calitatea vânzãrilor prin Internet, pe baza directivelor
referitoare la comerþul electronic ºi la contractele negociate la distanþã, evidenþiazã faptul cã
principalele obstacole în dezvoltarea comerþului electronic rãmân, în continuare, problemele
legate de calitatea serviciilor de comerþ electronic, securitatea tranzacþiilor electronice ºi încre-
derea consumatorilor în furnizorul de produse / servicii“ (E. Turbam et.al., 2007, p.135).

A supravieþui în lumea afacerilor înseamnã a ºti, a fi bine informat, a fi uºor adaptabil
la neprevãzut ºi de a fi mereu capabil de a învãþa ceva nou. Internetul devine pe zi ce trece
o prezenþã tot mai activã în viaþa omului. Ca o progresie naturalã a tuturor mediilor de comu-
nicare de pânã la el, Internetul tinde sã devinã un organism autonom tot mai structurat ºi plin
de viaþã.

Unde ne va duce Internetul? ºi Ce se va întâmpla de acum înainte? rãmân însã deocam-
datã întrebãri fãrã un rãspuns clar, cãci nimeni nu-ºi mai poate permite sã preconizeze un pas
superior Internetului în viaþa individului.
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Într-o carte cu un titlu ce poate pãrea ºocant: Securitatea culturalã. Dilema identitãþii în
lumea globalã**, Mãlina Ciocea introduce o perspectivã originalã asupra ideii de securitate
naþionalã în contextul ameninþãrilor ºi riscurilor din lumea contemporanã. Ideea centralã a
lucrãrii este cã aceste ameninþãri se manifestã nu numai la nivel politic ºi statal, unde au o
mai mare vizibilitate, ci ºi în straturile de profunzime ale organismului naþional, la nivel socie-
tal, cultural ºi valoric.

În mod paradoxal, globalizarea a readus în prim plan problema identitãþilor culturale, iar
actuala crizã economicã este un mediu prielnic pentru multe state de-a redecoperi vituþile pro-
tecþionismului în competiþia acerba pentru resurse ºi pieþe. Oricum, este evident cã, în mod
direct sau disimulat, politicile de securitate ale statelor sunt orientate mai mult ca niciodatã
de interesele lor naþionale, iar în plan cultural asistãm la o repliere a comunitãþilor asupra
sinelui propriu ºi la o protecþie a patrimoniului lor de valori. Mai mult, culturile ºi agenþii lor
instituþionali au învãþat lecþia marketingului ºi desfãºoarã strategii ofensive de promovare a
valorilor ºi a creaþiilor care le definesc identitatea, pentru a-ºi construi o imagine favorabilã
ºi a obþine poziþii de forþã pe piaþa bunurilor simbolice. 

În aceste condiþii, este greu sã scrii despre o carte care pune în discuþie astfel de probleme
cu adevãrat fundamentale ºi dificile, care dominã agenda dezbaterilor contemporane. Eram
obiºnuiþi sã legãm securitatea unui stat de concepte precum frontiere, teritoriu, suveranitate,
putere militarã, politicã ºi economicã. Se pare cã a venit vremea sã vorbim ºi de securitatea
culturilor. De ce? Pentru cã globalizarea a pus în miºcare un mecanism uriaº care, urmându-ºi
logica sa economicã, tinde sã dizolve diferenþele de orice fel. Noile tehnologii de comunicare
ne îndeamnã sã credem cã „Pãmântul este plat“ (Thomas Friedman), cã diferenþele axiologice
verticale se topesc în plasma unei comunicãri orizontale generalizate. Dar valul „aplatizant“
al globalizãrii economice se izbeºte de o stâncã antropologicã: diversitatea culturilor. Glo-
balizarea a avansat pe multiple planuri ºi a ajuns sã afecteze ºi aceastã ultimã redutã: iden-
titãþile culturale. 

Mãlina Ciocea îºi plaseazã analizele pe acest nou plan de referinþã, anume la nivelurile
de adâncime ale societãþii, unde ideea de securitate dobândeºte semnificaþii nebãnuite ºi mai
puþin abordate în studiile clasice de geopoliticã. Într-o astfel de abordare, dezbaterea ajunge,
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în mod inevitabil, la conceptul de identitate culturalã, intens problematizat în lumea de astazi.
Identitãþile culturale parcurg un proces de adaptare ºi restructurare internã, sub presiunea unor
factori variaþi, ce acþioneazã în mod combinat ºi sinergic. Identitãþile culturale se aflã într-un
raport tensionat cu procesele multidimensionale ale globalizãrii ºi mai ales cu valul nivelator
ºi relativizant al industriilor culturale ºi al culturii media. Fluxurile ºi mesajele mediatice pro-
duc „imaginile din mintea noastrã“ ºi au puterea de a furniza „definiþii“ ale lumii în care trãim,
aºa cum ne-au avertizat demult sociologii ºi teoreticienii comunicãrii. În urmã cu circa 40 de
ani, Edgar Morin susþinea cã produsele ºi imaginile difuzate prin cultura de masã (care a devenit
între timp o culturã de consum, cu extensie globalã) trebuie vãzute ca o „colonizare a sufle-
tului“, având drept efect invizibil o disoluþie a credinþelor ºi a valorilor identitare, dupã ce
colonizarea teritoriilor fizice s-a incheiat. 

Mãlina Ciocea reproblematizeazã dosarul teoretic ºi istoric al identitãþilor culturale, pornind
de la acest punct nevralgic a globalizãrii ºi de la dezbaterilor privind emergenþa unei ipote-
tice „culturi globale“, care ar trebui sã funcþioneze ca un corelativ spiritual al globalizãrii eco-
nomice. Demersul autoarei e situat în vecinãtatea cunoscutei teorii a lui Samuel Huntington,
care, analizând efectele neprevãzute ºi perverse ale globalizãrii asupra identitãþii naþionale
americane, ajungea la concluzia cã problema identitãþii culturale (care este pivotul identitãþii
naþionale) se aflã în centrul dezbaterilor contemporane. Dacã savantul american, recent dis-
pãrut, era îngrijorat de identitatea culturalã a celui mai puternic stat din lumea actualã, atunci
cum putem aprecia situaþia culturilor mici ºi periferice? Ce ºanse au ele de a-ºi pãstra ºi afir-
ma identitatea într-o lume care le striveºte sub tãvãlugul culturii media ºi al divertismentu-
lui industrializat? 

Fãrã a dramatiza retoric ºi a se angaja pe linia unor poziþii ideologice, autoarea procedeazã
metodic ºi aduce numeroase ºi solide argumente, culese din bibliografia recentã a temei ºi
din reflecþia criticã personalã, pentru a ne convinge cã trebuie sã avem în vedere, în evaluã-
rile privind riscurile de securitate, impactul cumulativ produs de fenomenul globalizãrii asupra
tuturor societãþilor actuale. Într-o demonstraþie desfãºuratã pe mai multe paliere analitice,
autoarea susþine cã impactul globalizãrii are o magnitudine profundã ºi afecteazã nucleul istoric
ºi valoric al identitãþilor, dar efectele de acest ordin sunt adesea insesizabile ºi greu predictibile.
Referinþele la situaþia particularã a României sunt mereu prezente în subtextul analizei, iar
întrebarea la care se angajeazã autoarea sã rãspundã este una dificilã: Ce conþinut valoric con-
ferim astãzi identitãþii culturale româneºti ºi care ar fi ameninþãrile (reale sau potenþiale, pre-
zente sau viitoare) la adresa acesteia în contextul integãrii noastre în Uniunea Europeanã ºi
în structurile de securitate ale NATO? 

Greu de rãspuns la o astfel de întrebare. Doamna Ciocea face un adevãrat tur de forþã pen-
tru a descifra ºi sistematiza poziþiile teoretice variate care au fost formulate în privinþa iden-
titãþilor culturale în lumea globalizãrii. Din examinarea criticã a ipotezelor ºi a modelele propuse
de teoreticienii globalizãrii rezultã cã numitorul comun al acestora constã în tentativa de a insti-
tui ºi legitima un tip de culturã „globalã“ care vizeazã „desprinderea“ planului cultural de supor-
turile existenþiale ale comunitãþii. Autoarea dezvãluie precariatea argumentelor utilizate de cele
cinci „propuneri“ în favoarea unui model posibil al culturii globale (o culturã capitalistã glo-
balã, o culturã inspiratã de modelul celei occidentale, o culturã omogenã, hibridizatã sau una
„deteritorializatã“), modele pe care le descoperã înventariind analitic ºi critic literatura de spe-
cialitate. Toate sunt, ne convinge autoarea (pp. 41-52), variante teoretice ale unei paradigme
unilaterale de interpretare a proceselor contradictorii ale lumii actuale, variante care privile-
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giazã procesele de relativizare a identitãþilor culturale sau de hibridare ºi uniformizare a aces-
tora, ocultând miºcãrile ºi strategiile de rãspuns, cele angajate în apãrarea diversitãþii cultu-
rale ºi a identitãþilor, care au dobândit o relevanþã particularã în contextul actual.

În pofida ameninþãrilor la care sunt supuse, culturile naþionale îºi pãstreazã ºi îºi apãra
identitãþile, dezvoltând diverse strategii de rãspuns. Analizând identitatea culturalã ºi teori-
ile care au încercat sã o defineascã, autoarea considerã cã în nucleul identitãþii se aflã un „model
valoric“, aºadar o constelaþie de valori, cu „amprentã istoricã“, prin care o comunitate naþio-
nalã îºi afirmã, în ordine practicã ºi simbolicã, identitatea sa. Acest nucleu valoric, susþine
autoarea, este o sursã pentru toate înfãptuirile culturale ºi expresive ale unui popor. La acest
nivel profund trebuie sã cãutãm, aºadar, sursele ce alimenteazã identitatea naþiunilor ºi natura
ameninþãrilor ce trebuie luate în considerare de noile strategii de securitate. 

O altã idee ce meritã sã fie reþinutã este aceea cã valorile general umane, pe care întâl-
nim în toate comunitãþile umane, deºi au o formulare abstractã (libertate, egalitate, drepturile
omului, demnitate, etc.), trebuie înþelese în unitate cu manifestrãile lor concrete, care poartã
„amprenta istoriei“ specifice a comunitãþii de referinþã (pp. 71-72). Valorile general umane
sunt „traduse“ ºi interpretate în diferite moduri de viaþã. Modelul valoric endogen al iden-
titãþii trebuie privit ca o inimã ce pulseazã ºi întreþine întregul organism societal, cu anato-
mia sa economicã, administrativã ºi statalã. Aºadar, putem vorbi de un suport cultural al
securitãþii, unul foarte amplu ºi cu fundaþie istoricã. 

Citind lucrarea doamnei Ciocea, mi-a venit în minte o afirmaþie a lui Simion Bãrnuþiu,
din faimosul sãu discurs de la Blaj, din mai 1848: „Cultura e puterea cea mai tare de pe pãmânt
ºi e o cetate nouã a unitãþii naþionale“. Suntem astãzi în situaþia de a confirma ideea paºoptis-
tului ardelean. Cultura e, într-adevãr, „cetatea“ unitãþii ºi a identitãþii naþionale, iar puterea
culturalã, ca putere simbolicã (soft power) poate învinge, pe termen lung, puterea hard, mi-
litarã ºi economicã. Numai cã, în contextul actual, cand comunicarea interculturalã a devenit
un proces cotidian, ºi aceastã cetate trebuie sã-ºi deschidã porþile ºi intre intr-un dialog com-
petitiv cu alte culturii ºi modele de gândire ºi de expresie. 

În ultimul capitol Mãlina Ciocea îºi concentreazã analiza asupra teoriilor referitoare la
importanþa ºi semnificaþia limbii ca pivot al identitãþii culturale. Limba nu este un instrument
neutru de comunicare, ci unul în care asigurã coeziunea comunitãþilor prin faptul cã mijloceºte
formularea ºi exprimarea valorilor specifice ale comunitãþii. Autoarea examineazã critic ra-
porturile dintre limbã, gândire, culturã ºi societate, pune în discuþie teoriile lansate de diverºi
autori, precum Piaget ºi Chomsky, reinterpreteazã ipoteza relativismului lingvistic, situân-
du-se, în final, pe o poziþie relativistã moderatã. Competenþa autoarei în domeniul sociolingvis-
ticii este probatã de analizele aplicate asupra diverselor ipoteze ºi modele teorectice care au
fost avansate în legãturã cu importanþa limbii în viaþa socialã. 

Autoarea se pãstreazã în spaþiul protector al teoriei ºi se fereºte sã apleze la exemple care
îi sunt oferite de realitatea contemporanã pentru a ilustra importanþa pe care a dobândit-o limba
în competiþiile ce se poatã astãzi pe piaþa globalã a bunurilor simbolice. Este suficient sã
amintim de energia pe care o investesc minoritãþile etnice în chestiunea limbii pentru a-ºi
prezerva identitatea. În jurul României se desfãºoarã de mult timp un „rãzboi al limbilor“, în
care sunt implicate ºi comunitãþile româneºti din statele vecine. Sã ne amintim de situaþia
românilor din Ucraina, Ungaria, Serbia ºi din Republica Moldova (unde „rãzboiul limbilor“
are o semnificaþie geopoliticã evidentã).
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Este de remarcat faptul cã doamna Ciocea, abordând o temã de mare complexitate, ºi-a
conceput proiectul de cercetare pe o scara amplã, plasând conceptul de securitate naþionalã
într-un configuraþie macrosistemicã, ce conjugã probleme ºi aspecte diverse. Ceea ce impre-
sioneazã în aceastã lucrare este faptul cã este o construcþia sistematicã, urmãritã pas cu pas,
cu o consecvenþã redutabilã, nu un colaj de analize ºi comentarii în marginea unor lucrãri din
bibliografie. Textul ne poartã de la dezbaterile atât de incitante despre globalizare la formele
pe care le îmbracã azi puterea simbolicã, de la rolul statului la viitorul naþiunii în structurile
supranaþionale emergente, de la dezbaterile despre identitatea culturalã la cele despre impor-
tanþa comunicãrii ºi a limbii. Un cititor grãbit ar fi derutat de acest amalgam, dar toate temele
ºi conceptele invocate sunt legate într-un construcþie teoreticã riguroasã ºi într-un lanþ demon-
strativ consistent.

Lucrarea doamnei Ciocea, scrisã cu pasiune ºi urmând un riguros traseu metodologic,
reprezintã o contribuþie ºtiinþificã valoroasã în peisajul abordãrilor geopolitice ºi al celor de-
dicate strategiilor de securitate. E o lucrare complexã, interdisciplinarã, stratificatã pe teme
ºi niveluri de abordare variate. Textul înnoadã multe fire ºi referinþe culturale, deschide noi
fronturi de cercetare, lanseazã ipoteze interpretative inedite ce ar merita sã fie discutate. Fãrã
îndoialã, ipotezele lansate în lucrare, precum sunt cele referitoare la „modelul valoric“ ºi la
cultivarea limbii, ca program cu valenþe securizante, ar trebui dezvoltate în studii ulterioare. 
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Indiscutabil, apariþia lucrãrii Fondurile europene – strategii de promovare ºi utilizare**
era absolut necesarã în peisajul actual al abordãrilor publice din ce în ce mai frecvente legate
de imperativele absorþiei de cãtre România a fondurilor europene ºi a sãrãciei de informaþii
competente vehiculate în aceste dezbateri. La originea acestui demers teoretic a stat o anume
experienþã amarã a autoarei, care mãrturiseºte cã s-a lovit de pâcla persistentã a unui abuz
de folosire a terminologiei „absorþiei de fonduri“, de lipsa de precizie ºi de populismul agre-
siv al luãrilor de poziþie pe acest subiect din ultima perioadã. În mod asumat, Alina Bargãoanu
porneºte de la aceastã premisã a detoxifierii discursului public în privinþa abordãrii fondurilor
europene, încercând sã ordoneze cu acribie analiticã, discernãmînt ºi competenþã, teme im-
portante legate de managementul proiectelor, Politica Regionalã ºi de Coeziune a Uniunii
Europene, Instrumentele Structurale sau rolul comunicãrii publice în contextul proiectelor ºi
programelor finanþate de Uniunea Eurpeanã. Pe fond, proiectul e oarecum silimar însufleþirii
unor concepte extrem de importante, ajunse însã în pragul colapsului semantic din pricina
folosirii abuzive ºi incompetente. 

Sunt douã premise teoretice majore care ordoneazã de fapt întreaga lucrare a Alinei
Bãrgãoanu ºi care aduc valoare demersului sãu. În primul rînd, este vorba de constatarea cã
planul prim al dezbaterii publice a inversat într-o manierã nejustificatã raportul firesc dintre
mijloace ºi scopuri, altfel spus între fonduri ºi obiective strategice de dezvoltare. Acest raport,
conchide pe drept autoarea, trebuie restabilit prin formularea explicitã a scopurilor comune
ºi de-abia apoi prin încercarea de a obþine finanþãrile corespunzãtoare. 

Cea de-a doua premisã e legatã de sublinierea importanþei strategiei de comunicare a UE
în problema coordonãrii folosirii fondurilor europene ºi a celor naþionale. Este vorba despre
un element extrem de important, pe care s-a pus un accent puternic, mai ales dupã ce în 2004
cetãþenii din Franþa ºi Olanda au respins proiectul de Constituþie Europeanã. 

De fapt, abordarea Alinei Bãrgãoanu are meritul rar al luciditãþii; în condiþiile maratonu-
lui aparent de neoprit al instituþiilor dupã fonduri europene ºi al vorbirii publice excesive pe
acestã temã, autoarea cere un time-out strategic, un moment de respiro intelectual în care invitã
la concentrarea pe scopul adânc al absorþiei fondurilor ºi nu pe tehnicile superficiale ale
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obþinerii lor. Doar prin înþelegerea acestei abordãri complexe, care încearcã sã acomodeze
termenele lungi cu cele scurte, politicile globale ale UE cu cele ale României, se poate opti-
miza procesul de absorþie a fondurilor pentru a micºora astfel decalajul între þãrile ºi regiu-
nile europene. 
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De curând (decembrie 2008), capitala României poate fi vizitatã ºi virtual. Aura Tatu
(Business Developer Chase Corp, România) a ales Second Life (SL) ca mediu de imple-
mentare pentru proiectul Virtual Bucharest înscriind astfel Bucureºtiul pe lista metropolelor
prezente online alãturi de Londra, Milano sau Amsterdam. Turiºtii din mediul digital au ocazia
sã vadã Ateneul Român, Palatul Regal, Biblioteca Centralã Universitarã „Carol I“, Hotelul
Hilton ºi clãdirile adiacente, în timp ce alte destinaþii precum Castelul Bran sau Delta Dunãrii
sunt în construcþie.

La o distanþã considerabilã în timp de la apariþia Second Life (SL) în versiunea beta (2003),
este publicat primul ghid de utilizare (Second life, the official guide, 2007), cãruia îi urmeazã
un an mai târziu ediþia a doua. Ambele sunt un exemplu de consumer generated content, având
în vedere faptul cã pe lângã autori renumiþi din domeniul online sunt menþionaþi rezidenþii
Second Life din întreaga lume. 

Cele douã volume (ghid de utilizare) Second Life se deosebesc atât la nivel de organizare
pe capitole, cât ºi sub aspectul conþinutului, ca urmare a diversificãrii ºi îmbogãþirii cu infor-
maþii de la o ediþie la alta.

Prima ediþie cuprinde trei pãrþi, etapizate din punct de vedere al conþinutului informaþional
de la prezentarea generalã a SL ºi posibilitãþile de utilizare la sfaturi despre cum se pot demara
afaceri de succes. Cea de-a doua ediþie pãstreazã o structurã similarã, cu excepþia augmen-
tãrii în detalii ca urmare a evoluþiei tehnice. Încã de la început, cititorul este familiarizat cu
termenii de bazã pe care rezidenþii trebuie sã-i cunoascã pentru a putea activa în SL: sims
(prescurtarea de la simulator) pentru a desemna regiuni din SL ºi prims (o subdiviziune de
la sims). Fiecare regiune poate gãzdui 15,000 de prims, care pot lua orice formã fiind reali-
zate din materiale virtuale. 

SL este creaþia lui Philip Rosedale ºi reprezintã, dupã cum mãrturiseºte fondatorul, împli-
nirea unui vis din copilãrie. Chiar dacã la prima vedere SL pare a fi doar un joc, la o analizã
atentã a activitãþii devine tot mai clar ca este vorba despre „o þarã“ în toatã regula. În ceea
ce priveºte organizarea socialã specificã SL, valorile democratice nu s-au dovedit (încã) func-
þionale, ca urmare a tinereþii acestui mediu. Astfel, rezidenþii au dezvoltat o formã de orga-
nizare apropiatã de cea monarhicã, în care fondatorul unui grup îºi desemneazã succesorii.
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Pânã în prezent, acest tip de structurã autoritarã pare a fi cel mai potrivit pentru dezvoltarea
microcomunitãþilor din SL. 

Încã de la primul contact cu SL, nou-veniþii se bucurã de o atenþie deosebitã. Zone pre-
cum Ahern Welcome Area, New Citizens Plaza sau The Shelter au fost special dezvoltate de
rezidenþii cu experienþã pentru a oferi celor fãrã experienþã sfaturile necesare în vederea unei
acomodãri rapide. Rezidenþii SL au astfel ocazia sã gãseascã într-un singur loc un muzeu de-
dicat holocaustului alãturi de cel al pasionaþilor de domeniul SF, o zonã de clãdiri ºi obiecte
futuriste ºi un vampire hotspot numit Transylvania. De asemenea, a fost dezvoltatã o serie
de activitãþi mai mult sau mai puþin similare celor din lumea realã: rezidenþii pot sã participe
la curse de maºini, concursuri de pescuit, sporturi nautice, sã facã shopping în Midnight City,
sã asiste la o luptã în sãbii, sã întâlneascã un ºarpe asiatic gigantic sau sã se îmbarce pe un
vas de croazierã. 

Dincolo de toate acestea, elementul pentru care SL ºi-a câºtigat faima este posibilitatea
rezidenþilor de a interacþiona prin intermediul unui avatar. Potrivit autorilor ºi utilizatorilor,
unul dintre cele mai importante momente în realizarea unui avatar este cel al alegerii numelui,
întrucât acesta trebuie sã permitã o cât mai mare flexibilitate. Dezvoltarea unui avatar este
un proces de duratã care solicitã o atenþie deosebitã pentru detalii (pãr, piele) având în vedere
cã înfãþiºarea iniþialã nu este atractivã. Lipsa oricãrei constrângeri în alegerea unei identitãþi
îi determinã pe utilizatori sã-ºi manifeste cu preponderenþã eul ideal sau sã aleagã un sex diferit
de cel din realitate. 

Pe lângã posibilitatea de a experimenta o altã identitate, SL are o multitudine de valenþe,
fiind printre altele o platformã virtualã de marketing în perfectã concordanþã cu problemele
actuale ale industriei de comunicare. O serie de activitãþi de responsabilitate socialã s-au dez-
voltat în cadrul SL, printre care global kids islands, un program educaþional menit sã atragã
atenþia asupra problemelor de mediu. De asemenea, ca urmare a costurilor reduse pe care le
implicã, SL este un mediu propice pentru testarea produselor înainte de a fi lansate, opinia
rezidenþilor fiind luatã în considerare în procesul de dezvoltare. În efortul lor de oferi anga-
jaþilor un mediu propice de lucru, unele companii au integrat SL ca platformã de corporate
networking. Totodatã, SL este considerat a fi un mediu favorizant inovaþiilor, aici fiind tes-
tate o serie de aparate de zbor futuriste. 

Pentru acei utilizatori pentru care spiritul antreprenorial nu este prioritar dar care sunt în
cãutarea unei surse suplimentare de venit, SL conþine o bazã de date cu locuri de muncã vir-
tuale. Dificultatea intervine în momentul în care se pune problema obþinerii unei remuneraþii
considerabile. Sub acest aspect este recomandabil ca aplicantul – prin avatarul sãu – sã deþinã
o serie de atribute diferenþiatoare, anumite bunuri specifice sau abilitãþi de realizare a unor
lucruri cu adevãrat deosebite. Spre exemplu, pentru a fi un model de profesionalism este nevoie
ca avatarul sã aibã o formã deosebitã cu piele ºi pãr, precum ºi posibilitãþi sofisticate de ani-
mare. Printre locurile de muncã cele mai cãutate în SL se numãrã posturile de securitate, de
vânzãtoare, agent de vânzãri, organizator de evenimente, DJ, dansator, stripteuzã/ stripper,
model/ fotomodel, escortã, creator de texturã prin utilizarea unor aplicaþii precum Adobe Photo-
shop sau Paint Shop Pro, speculant, dezvoltator imobiliar, designer vestimentar, programa-
tor SL. Pe de altã parte, în SL existã o serie de locuri de muncã mai puþin obiºnuite precum:
camping (angajatul trebuie sã stea într-un scaun astfel încât sã contribuie la creºterea popu-
laþiei din anumite regiuni), greeter (este nevoie de proactivitate întrucât angajatul trebuie sã
tasteze din când în când un mesaj de bun venit). Chiar dacã este vorba despre o lume vir-
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tualã, anunþurile de angajare care circulã în SL sunt cât se poate de asemãnãtoare cu cele
din lumea realã: „Sunt un editor la Hunter Glass, Publisher SL Business Magazine pentru SL
Business ºi sunt în prezent în cãutare de jurnaliºti, columniºti sau scriitori freelance“. Dupã
care urmeazã descrierea activitãþii ºi la final se menþioneazã o adresã de contact (highlyfo-
cused@gmail.com). Oricât de promiþãtor ar pãrea, diferenþa dintre valoarea dolarului în rea-
litate ºi cea din SL este foarte mare. Astfel, pentru un dolar american corespundentul în SL
este 250-320 dolari Linden, ceea ce înseamnã cã este nevoie de sute de dolari Linden pen-
tru a cumpãra gumã de mestecat în realitate. 

Chiar dacã SL reprezintã o comunitate virtualã, anumiþi rezidenþi ºi-au putut transfera câº-
tigul în lumea realã. Cea mai bogatã persoanã din SL este Anshe Chung ºi provine din dome-
niul imobiliarelor. Împreunã cu soþul ei a dezvoltat Dreamland, o insulã de dimensiunea unui
continent, reuºind sã obþinã o avere estimatã la peste 1 milion de dolari americani. Povestea
celor doi soþi a depãºit limitele mediului online, ajungând în paginile revistei BusinessWeek
(mai 2006). Companii precum IBM, Showtime, The Weather Channel, Nissan ºi Microsoft
sunt o prezenþã constantã în SL, dezvoltând o serie de activitãþi de promovare. De exemplu,
rezidenþii pot sã facã surf în spaþiul amenajat de Weather Channel, sã se relaxeze la „groapa
cu nisip“ IBM sau sã se întâlneascã cu trupele preferate precum Duran Duran. 

Previziunile cu privire la evoluþia companiilor în SL meritã sã fie luate în seamã cât se
poate de serios. Astfel, potrivit studiului Gartner (24 aprilie 2007) (Gândul 21.07.2008) de-
dicat Second Life, nu mai târziu de anul 2011 aproximativ 80 la sutã dintre internauþi vor
folosi un metaverse ºi tot 80 la sutã din marile corporaþii vor fi reprezentate într-un fel sau
altul în acest mediu.

Întrucât este o construcþie cât se poate de umanã, SL nu este feritã de aspecte negative,
chiar dacã în principiu oferã utilizatorilor posibilitatea de a se manifesta în forma lor idealã.
Printre aspectele mai puþin dorite în SL ºi care se încearcã a fi diminuate se numãrã comu-
nitatea refugiaþilor de pe alte forumuri, specializatã în realizarea de construcþii urâte, templul
pentru venerarea moliilor sau violarea altor rezidenþi.

Astfel, pe lângã posibilitatea de a experimenta o altã identitate, de a câºtiga bani sau de
a-l utiliza ca platformã de marketing, SL este un mediu propice pentru dezvoltarea de relaþii
sociale într-un timp scurt, fiind un prim pas spre un model de organizaþie modernã. Cu
1,444,530 de utilizatori care s-au logat în ultimele 60 de zile (17 ianuarie 2009), SL este, potrivit
lui Philip Rosedale, mediul virtual cel mai complex, cel mai avansat din punct de vedere teh-
nologic ºi cu cea mai rapidã creºtere. Pentru a-ºi menþine însã poziþia de lider, Mitch Kapor,
directorul bordului Linden Lab, admitea – cu ocazia Second Life Community Convention
(2006) – importanþa unei bune relaþii cu early adopters care sã îndeplineascã rolul de purtã-
tori de cuvânt SL în propriul grup. 

Prezenþa SL în România, atât la nivel de discurs academic (cursuri de comunicare, reviste
de specialitate, bloguri) cât ºi sub aspect practic este încã marginalã. Recensãmântul conturilor
SL din întreaga lume este de 16 milioane, din care doar 40 – 50.000 provin din România (Hot-
News.ro 18.11.2008) Astfel, þinând seama de discuþia actualã cu privire la viitorul presei scrise,
precum ºi de achiziþionarea de cãtre Rupert Murdoch în 2005 a unei alte comunitãþi virtuale,
MySpace, se poate concluziona cã reþelele sociale meritã sã fie luate în seamã din ce mai
mult pentru implicaþiile lor ca forme societale ºi comunitare alternative fãrã a eluda însã po-
tenþialul lor de alienare. 
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Revista românã de comunicare ºi relaþii publice organizeazã continuu selecþie de lucrãri
ºtiinþifice realizate de cercetãtori în domeniile: comunicare, relaþii publice, publicitate, jur-
nalism, marketing politic, resurse umane, management de proiect ºi alte domenii conexe. Pot
fi trimise spre publicare articole de specialitate, lucrãri de cercetare, studii de caz cu carac-
ter ºtiinþific, lucrãri susþinute la conferinþe ºi simpozioane naþionale sau internaþionale ºi teme
de cercetare originale etc.

Lucrãrile care îndeplinesc standardele ºtiinþifice vor fi publicate în numerele Revistei
române de comunicare ºi relaþii publice, care apare de trei ori pe an. Selecþia va fi realizatã
de o comisie de referenþi de specialitate formatã din cadre universitare ºi din cercetãtori cu
experienþã în domeniile menþionate. Nu se impune un numãr-limitã de materiale pentru fiecare
autor. Se acceptã lucrãri ºtiinþifice ale cercetãtorilor atât din þarã, cât ºi din strãinãtate.

Lucrãrile trebuie sã respecte criteriile ºtiinþifice ºi metodologice impuse de Revista românã
de comunicare ºi relaþii publice, în conformitate cu normele CNCSIS, ºi sã fie trimise în fiºier
Word pe adresa de e-mail a redacþiei revista@comunicare.ro sau pe adresa
mihaela.ionescu@comunicare.ro

Revista românã de comunicare ºi relaþii publice garanteazã confidenþialitatea tuturor mate-
rialelor trimise spre publicare ºi a numelor autorilor neacceptaþi.

Standarde ºtiinþifice

Standarde ºtiinþifice relevante, în funcþie de care se face selecþia studiilor ºi articolelor
propuse spre publicare Revistei române de comunicare ºi relaþii publice:

– tema ºi problema studiului/articolului sunt riguros decupate;
– unghiul de abordare a temei este actual;
– prioritate au studiile/articolele susþinute de cercetare concretã;
– bibliografia este recentã.

Condiþii de publicare

Normele de mai jos sunt obligatorii pentru toate materialele predate în vederea publicãrii
în Revista românã de comunicare ºi relaþii publice. Materialele care nu respectã aceste norme
vor fi respinse sau vor fi returnate autorilor pentru a fi revizuite.
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Prenumele ºi numele autorului, titlul, funcþia, centrul de cercetare/instituþia/compania (scris
complet, nu doar acronimul) ºi adresa de e-mail vor fi specificate la începutul articolului.

Lucrãrile vor avea între 20.000 ºi 50.000 de semne (cu spaþii) – text ºi referinþe bibliografice
de final.

Lucrãrile vor fi însoþite de un rezumat de 2.000 de semne ºi maximum 5 cuvinte-cheie.
Titlul articolului, rezumatul ºi cuvintele-cheie trebuie sã fie în limba românã ºi în limba englezã.

Materialele vor fi trimise în fiºier ataºat, în format Word, cu numele autorului, pe adresa
de email a revistei: revista@comunicare.ro.

Vor fi acceptate doar materialele trimise în perioada menþionatã. Materialele trimise dupã
data fixatã nu vor fi luate în considerare.

Norme tehnice

– paginã A4;
– textul de bazã – font Times New Roman, corp 12; notele ºi indicele – font Times New

Roman, corp 10;
– paragrafele se vor distinge prin indentarea primului rând, nu prin distanþare de para-

graful anterior;
– indentarea primului rând al paragrafului se va face automat, nu cu spaþii;
– semnele de punctuaþie (. , ; : ! ? …) nu vor fi precedate de spaþiu, dar vor fi urmate de

spaþiu;
– se respectã diferenþa între cratimã (-), linie de pauzã (–) ºi linie de dialog (—);
– ghilimelele principale vor avea forma „…“, iar cele interioare – «…»;
– listele numerotate nu vor avea numerotare automatã;
– listele bullets se vor crea cu linie de pauzã (–), nu cu alte simboluri ºi, de asemenea, nu

automat;
– în listã, intrãrile pot fi încheiate cu punct ºi virgulã sau punct; în primul caz, intrãrile

încep cu literã micã iar în al doilea, cu literã mare;
– numerotarea titlurilor nu se va face automat, ci manual;
– numere exprimate prin cifre ºi alcãtuite din mai mult de trei cifre se vor segmenta prin

punct; excepþie fac anii;
– dupã ghilimelele ºi parantezele de deschidere nu se introduce spaþiu; de asemenea, nu

se introduce spaþiu înaintea celor de închidere;
– pentru sublinieri în text se folosesc numai italicele (nu bold sau underline).
– toate modificãrile fãcute într-un citat (extragere de text, adãugiri, înlocuirea cuvintelor

sau a literelor etc.) vor fi semnalate prin croºete […];
– numele proprii se scriu cu litere de rând, nu cu majuscule;
toate tabelele ºi figurile din text trebuie numerotate.
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Norme de redactare

– toate materialele trebuie sã fie scrise cu diacritice; de asemenea, cuvintele sau numele
proprii în limbi strãine se vor scrie respectând normele ortografice ale limbilor respective;

– cuvintele ºi citatele în limbi strãine se scriu cu italice excepþie fac numele de instituþii;
– citatele în limba românã se scriu cu caractere drepte; citatele mai lungi de douã rânduri

vor fi evidenþiate prin paginare bloc. Pentru toate citatele se va indica trimiterea completã,
în bibliografie;

– referinþele bibliografice nu se citeazã în întregime în text. În text trebuie specificate în
paranteze doar numele autorului, data publicãrii cãrþii sau articolului la care se face referinþã
ºi numãrul paginii citate. Exemplu: Eco, 1974: 254;

– referinþele bibliografice vor fi grupate la sfârºitul articolului, în ordine alfabeticã, sub
titlul „Referinþe bibliografice“;

– în cazul în care se fac referiri la douã sau mai multe publicaþii ale aceluiaºi autor, se va
face distincþie cronologicã prin utilizarea minusculelor. Exemplu: 2001a, 2001b etc.;

– titlurile de opere (volume, filme, emisiuni de televiziune, documentare, concerte, albume
muzicale etc.) vor fi scrise cu italice, având numele autorului ºi data de difuzare între paran-
teze. Exemplu: Lost in Translation (Sofia Coppola, 2003);

– secþiunile unei opere (capitole, episoade, piese de pe un album muzical etc.) se scriu cu
caractere drepte ºi între ghilimele;

– referinþele bibliografice de la finalul articolului vor avea forma: Goffman, Erving. (1963).
Stigma. Notes of the Management of Spoiled Identity. New York: Touchstone.;

– pentru referinþele bibliografice care trimit la publicaþii periodice, intrãrile vor avea forma:
Greenwald, Anthony G. ºi Banaji, Mahzarin, R. (1995). „Implicit Social Cognition; Attitudes,
Self-Esteem, and Stereotypes“, Psychological Review, 102, 2-27.;

– în cazul în care se citeazã un articol dintr-un volum colectiv se foloseºte forma: Buzon,
Claudette ºi Mouras, Marie-Jo. (1997). „Se documenter, gérer et exploiter l’information“. În
A. Veil-Barais (coord.). Les Méthodes en psychologie (pp. 56-95). Paris: Bréal.;

– precizarea paginii se va face cu „p.“ când este vorba despre o singurã paginã ºi cu „pp.“
când este vorba despre mai multe;

– indicaþiile în limba latinã (idem, op. cit., ibid., sqq. etc.) se scriu cu italice.
– într-o listã bibliograficã fiecare intrare se încheie cu punct;
– în cazul unei reeditãri, se va menþiona între croºete data de apariþie a primei ediþii Hegel,

Georg W.F. [1833] (1964). Prelegeri de istorie a filozofiei. Bucureºti: Editura Academiei R.P.
România;

– articolele vor avea doar douã niveluri de subdiviziune: secþiune, subsecþiune (fãrã titlu
pentru introducere);

– se va evita succesiunea de mici paragrafe;
– notele de subsol vor fi exclusiv note explicative, numãrul ºi întinderea lor fiind limitate

la strictul necesar;
– în mãsura în care este posibil, se propune un titlu scurt; idem pentru un eventual subtitlu;
– imaginile nu vor fi introduse în document, ci vor figura în fiºier separat în format Tiff,

la rezoluþia de 300 dpi;
– în text, se va marca locul unde va fi inseratã imaginea („intrã Imaginea x“);
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– textele din interiorul schemelor vor fi predate ºi într-un document separat, menþionându-se
schema de care aparþin;

– în cazul adaptãrii unor tabele, grafice, hãrþi etc. din alte lucrãri, din anuare statistice ºi
aºa mai departe, se va preciza în mod obligatoriu sursa acestora, la fel ca pentru citate.

Pentru alte aspecte legate de redactarea materialelor se poate consulta lucrarea Chelcea,
Septimiu. (2005). Cum sã redactãm o lucrare de licenþã, o tezã de doctorat, un articol ºtiinþitic
în domeniul ºtiinþelor socioumane. Bucureºti: Comunicare.ro.
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