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Paul Dobrescu*

Global Economic Crisis — the Geopolitical Crossroads
of Our Time

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.

* 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 US'. 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™. 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,
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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 economy® 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%.
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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 15", 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
‘areturn 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’ (/dem). 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. 7he Economist (November 15"-21", 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-Afica,
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 20", 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 I’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 I’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, forat 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 fo 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: o 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 |
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 [ 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 rea/ 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.“! 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.*? 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.”® 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.** 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).° 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.

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 [saac 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 7ea/ly 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
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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.’

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. 1 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.*

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 T 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. | 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.”” According to this reasoning, if I ask for a gift and [ 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 person'™ (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."

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.*"* 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 [ 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!*“"

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:
.1 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 forat
sotah —admits: ,, There are no recorded cases of the administration of the torat sotah.”"* 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.*"” 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.“'® 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 gena’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 gena’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."”

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 naive 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)."*

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.“'” 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, | 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
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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 terrorvist 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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The Australian National Customs Brokers Course:
a Potential e-Learning Model

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 [V 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:
JOLE_LINKI[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

I Customs Brokers Licence |

A

I National Exam |

Government Coleagues
Agencies Students Mentors

(Learners)

Employers

Facilitators

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

Figure 10. Question 9 — summary of responses
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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.

References

1. Bonk, C.J., Kirkley, J., Hara, N. and Dennen, V. P., Finding the instructor in post-secondary online learn-
ing: pedagogical, social, managerial and technological locations, In J. Stephenson (Ed.), Teaching and
learning online: pedagogies for new technologies, Kogan Page, London, UK, 2001, pp. 76-97.

2. Collis B. and Moneen J., Flexible learning in a digital world: experiences and expectations, Kogan Page
London, UK, 2001.

3. Lave, J. and Wenger, E., Situated learning: legitimate peripheral participation, Cambridge University
Press, New York, USA, 1991.

4. Lesser, E. L. & Prusak, L., Communities of practice, social capital and organizational knowledge, In
E. L. Lesser, M. A. Fontaine & J.A. Slusher (Eds.), Knowledge and communities. Butterworth Heine-
mann, Boston, MA, USA, 2000, pp. 123-132.

5. Mallinen, S., Teacher effectiveness and online learning, In J. Stephenson (Ed.), Teaching and learning
online: pedagogies for new technologies, Kogan Page, London, UK, 2001, pp. 140-149.

6. Mayes, T., Learning technology and learning relationships. In J. Stephenson (Ed.), Teaching and learn-
ing online: pedagogies for new technologies, Kogan Page, London, UK, 2001, pp. 16-26.

7. Mittendorf, K., Geijsel, F., Hoeve, A., de Laat, M. & Nieuwenhuis, L., Communities of practice as sti-
mulating forces for collective learning, Journal of Workplace Learning, 2006, Vol. 18, No. 5, pp. 298-312.

8. Shaw, K., Designing online learning opportunities, orchestrating experiences and managing learning.
In J. Stephenson (Ed.), Teaching and learning online: pedagogies for new technologies, Kogan Page,
London, UK, 2001, pp. 175-181.

o



Revista_comunicare_15.gxd 23.04.2009 11:11 Pa¢7l

The Australian National Customs Brokers Course: a Potential e-Learning Model 71

9. Stephenson, J., Introduction. In J. Stephenson (Ed.), Teaching and learning online: pedagogies for new

10.

11.

technologies, Kogan Page, London, UK, 2001, pp. ix-xi

The Industry Engagement Project for the Flexible Learning Advisory Group, Strategic conversation with
industry: future of e-learning, Summary Report, Australian Flexible Learning Framework, Melbourne,
2006, http://industry.flexiblelearning.net.au/.industry/2006/summary_report_industry 280906.pdf,
Wenger, E., McDermott, R. and Snyder, W., Cultivating communities of practice: a guide to managing
knowledge, Harvard Business School Press, Boston, MA, USA, 2002.



Revista_comunicare_15.gxd 23.04.2009 11:11 Pa%72



icare_15.gxd 23.04.2009 11:11 Pa¢73

Comunicare
si relatii publice



Revista_comunicare_15.gxd 23.04.2009 11:11 Pa%ﬂl



Revista_comunicare_15.gxd 23.04.2009 11:11 Pa¢75

lon Chiciudean*
Bogdan-Alexandru Halic**
Corina Buzoianu***

Imaginea Academiei Roméne difuzata
de presa epocii (1866-1918)****

Rezumat

Articolul reprezinta o sinteza a concluziilor cercetarii realizate in perioada 2007-2008 — Rolul si locul
Academiei Romane in dezvoltarea stiintelor si artelor. Imaginea Academiei Romane in presa roméaneasca
(1866-1918) — care s-a derulat in cadrul unui grant al Academiei Romane, care este si principalul beneficiar
al proiectului.

in articol sunt interpretate elementele structurale ale imaginii difuzate de presa, prin comparatie cu ima-
ginea dezirabila. De asemenea, sunt evidentiate — succint — vulnerabilitatile si riscurile imagologice continute
de structura imaginii difuzate.

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

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.

in perioada 1866-1918, cristalizarea imaginilor despre Academia Roména este influentata,
in mod direct, si de mijloacele care au alimentat cu informatii spatiul de comunicare roma-
nesc si european, aceste mijloace impunandu-se atat ca vehicul, cat si ca sursa credibila de
informatii. Cercetarea bibliografica a presei perioadei 1866-1918 a relevat primul set de dificul-
tati generat de caracteristicile publicatiilor epocii. O prima dificultate identificata a fost legata
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de faptul ca majoritatea publicatiilor identificate sunt titluri efemere — apar doar cativa ani
sau cateva luni —, includerea lor intr-o asemenea analiza pe termen de o jumatate de secol
viciind grav rezultatele. Un alt aspect de natura sa ingreuneze cercetarea a fost cel legat de
periodicitatea surselor. Dat fiind caracterul haotic al aparitiei periodicelor, cu greu s-au putut
face delimitarile necesare intre cotidiene si saptamanale, acelasi titlu aparand, uneori chiar
pe timpul aceluiasi an calendaristic atat zilnic, cat si la intervale mai mari. Iregularitatea apa-
ritiei unei parti semnificative a presei scrise romanesti din perioada 1866-1918 face imposi-
bila atat identificarea cu precizie a publicurilor tinta, cat si calcularea indicilor de dinamica
a imaginii, conferind un caracter mai putin riguros analizei.

Un al doilea set de dificultati a fost constientizat in momentul in care a inceput cercetarea
colectiilor de periodice aflate la Biblioteca Academiei Romane, actiune la care un aport
deosebit I-a avut un grup de studenti si masteranzi, membri ai Seminarului special de metodolo-
gia gestiondrii imaginii'. Unele dintre aceste colectii se afld Intr-un stadiu grav de deterio-
rare si nu mai pot fi consultate decat cu riscul distrugerii lor?, in timp ce altele, deosebit de
importante pentru demersul nostru sunt in proces de reconditionare, ceea ce le face inutiliz-
abile 1n acest moment’.

Din aceste considerente am optat pentru monitorizarea unor publicatii centrale din cate-
goria presei culturale si stiintifice — Convorbiri literare* si Contemporanul’ —, precum si unor
periodice cu caracter informativ si politic — Adevarul®, Conservatorul’, Minerva®, Perseverenta’,
Romdnia libera®, Timpul" si Trompeta carpatilor”. Am decis sa nu monitorizam periodicele
locale — desi unele dintre ele pot prezenta un interes specific — datorita caracterului lor eclec-
tic si lipsei de uniformitate a distributiei geografice.

Din interpretarea profilurilor de imaginel3 construite pe baza monitorizarii surselor disponi-
bile rezulta ca imaginea globala a Academiei Romane este structurata preponderent pe palierele
Eficacitatea Academiei (32,65% din totalul referirilor), Calitatea Membrilor (23,91%) si Acti-
vitatea stiintificd internd (20,75%). O pondere corespunzatoare in structura imaginii o au
referirile la Implicarea Academiei in societate (9,06%). Mult mai putin vizibile sunt palierele
Competenta structurilor de conducere (6,69%), Activitatea stiintificd internationald (3,90%),
respectiv Activitatea pentru realizarea unitdtii nationale (3,05%; vezi Figura 1).

Figura 1. Indicatori de imagine. Profil cumulativ

Indicatoriide iwngine - Profil cunvlaty

1 [ I I [ I
Hiackates Socetiti Academice || 32.4T% J
1
Conp etents stractarder de ¢ envdacere [ 656%
A |
Calitat ea prembridor | 24.52% )

Actzrtates stimtificd terni

[
1A
Adtivitte stintfici ternationali 5 B,92%
Bip Heare a I cocietate

Actierkate perdr realyare s MitAtH nationale b 2,
-~

e
)
-3

0po 00 10,00 1500 2000 2500 3000 3500

Din compararea valorilor calculate pentru profilurile de imagine cu cele stabilite pentru
imaginea dezirabila rezulta ca se pot deosebi trei situatii distincte. Prima dintre acestea este
cea a unei corespondente relative intre valorile reale si valorile dezirabile. In acesta situatie
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se gasesc subindicatorii Activitatea stiintificd internd si Implicarea in societate, la care dife-
rentele sunt mai mici de un punct procentual (vezi Figura 2).

Figura 2. Subindicatori de imagine
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O a doua situatie este cea a unei diferente relativ mici intre cele doua seturi de valori (mai
mica de 5 puncte procentuale). O asemenea situatie se regaseste la indicatorii Competenta
structurilor de conducere si Calitatea membrilor. Aici lucrurile trebuie nuantate in doua di-
rectii. In primul rand trebuie evidentiat faptul ca cei doi indicatori sunt complementari atat
sub aspectul continutului — ambii vizeaza calitatea umana a membrilor Academiei Roméane
— cat si sub aspect valoric — Insumati, au o pondere de 30% din imaginea dezirabila, respec-
tiv de 31,08% din cea reala. Din aceastd perspectica, se poate considera ca situatia acestor
doi indicatori este relativ echilibrata.

Se impune Insa si o abordare calitativa mai aprofundata. Astfel, la nivelul fiecaruia din-
tre cei doi indicatori de imagine diferentele de ponderi — excedentare, respectiv deficitare —
sunt diferite. Valorile calculate indica un deficit de vizibilitate de 34,40% in cazul indicatoru-
lui Competenta structurilor de conducere, respectiv un excedent de vizibilitate de 22,60%
pentru indicatorul Calitatea membrilor. In aceasta situatie se poate considera ca ponderea
redusa a indicatorului Competenta structurilor de conducere (6,56%) si deficitul de vizibi-
litate al acestui indicator (34,40%) constituie o vulnerabilitate imagologica.

O a treia situatie este cea a diferentelor semnificative (mai mari de 5 puncte procentuale).
Este cazul valorilor calculate pentru indicatorii de imagine Eficacitatea Societdtii Academice
(Academiei Romane) — o diferenta de 12,47 puncte procentuale -, Activitate stiintificd inter-
nationald — o diferenta de 6,08 puncte procentuale — si Activitate pentru realizarea unitdtii
nationale — o diferenta de 7,01 puncte procentuale. Nuantarea valorilor calculate conduce spre
interpretari similare celor anterioare. Se poate considera ca cei trei indicatori de imagine sunt
complementari, atat activitatea stiintifica internationala, cat si actiunile pentru refacerea uni-
tatii nationale constituind domenii de manifestare specifice, conexe eficacitatii institutionale.
Astfel, suma valorilor calculate reprezinta o pondere de 39,38%, fata de 40,00% cat repre-
zinta suma valorilor dezirabile pentru acesti indicatori. Abordarea calitativa releva nsa un
excedent al vizibilitatii de 62,35% in cazul indicatorului Eficacitatea Societdtii Academice
(Academiei Romdne) siun deficit de imagine de 60,80% in cazul indicatorului Activitate stiinti-
ficd internationald, respectiv 70,10% pentru indicatorul Activitate pentru realizarea unitdtii
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nationale. Diferentele semnificative intre ponderile celor trei indicatori de imagine in struc-
tura imaginii dezirabile si valorile calculate pentru acestia in urma monitorizarii surselor indica
national al perioadei analizate, situatia indicatorului Activitate pentru realizarea unitatii
nationale indica si un risc imagologic ridicat.

Ponderea referirilor pozitive la Societatea Academica (Academia Romana) in sursele mo-
nitorizate este cu 3,55 puncte procentuale mai mare decat valoarea dezirabila (85,00%), ceea
ce reprezinta un excedent de 4,17% fata de plafonul stabilit pentru imaginea dezirabila. in
consecinta, se poate considera ca imaginea Academiei Roméane are un caracter puternic pozi-
tiv (88,55% din totalul referirilor).

La nivelul indicatorului Eficacitatea Societdtii Academice/Academiei Romdne cea mai mare
vizibilitate o au subindicatorii Transparentd corespunzdtoare a lucrarilor (6,76% din totalul
de referiri, indice structural cumulativ'* 20,83), Acordd premii lucrdrilor importante (5,52%
din totalul de referiri, indice structural cumulativ 17,01), Indrumarea dezvoltdrii culturii (4,75%
din totalul de referiri, indice structural cumulativ 14,63) si Activitate corspunzdtoare a Biblio-
tecii (4,28% din totalul de referiri, indice structural cumulativ 13,20). O vizibilitate mai redusa
au subindicatorii Participare corespunzdtoare a membrilor la lucrari (3,25% din totalul de
referiri, indice structural cumulativ 10,02), Baza materiald corespunzatoare (2,58% din totalul
de referiri, indice structural cumulativ 7,95) si Venituri suficiente (2,43% din totalul de referiri,
indice structural cumulativ 7,47). Cele mai reduse ponderi s-au inregistrat la nivelul subin-
dicatorilor Apdrd interesele nationale (0,57% din totalul de referiri, indice structural cumu-
lativ 1,75), Editeazd publicatii de prestigiu (1,03% din totalul de referiri, indice structural
cumulativ 3,18) si Independentd fatda de orice imixtiuni politice sau de altd naturd (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 relatie de convergenta pozitiva la nivelul subindicatorilor Transparentd
corespunzdtoare a lucrdrilor, Indrumarea dezvoltdrii culturii, Acordd premii lucrdrilor impor-
tante si Activitate corespunzdtoare a Bibliotecii. O relatie de convergenta negativa se inre-
gistreaza la nivelul subindicatorilor Bazd materiald corespunzdtoare i Venituri suficiente.

Desi caracterul indicatorului este puternic pozitiv, nu pot fi eludate o serie de vulnerabi-
litati care se evidentiaza la nivelul unor subindicatori de imagine. Astfel, o prima vulnerabi-
litate care — 1n conditiile epocii — are si un Insemnat potential de risc, se manifesta la nivelul
subindicatorului /ndependentd fatd de orice imixtiuni politice sau de altd naturd. Vizibili-
tatea acestui indicator este redusa (1,29% din totalul de referiri, indice structural cumulativ
3,97), fapt de natura a eroda credibilitatea institutiei. La acest aspect se adauga caracterul usor
negativ al subindicatorului (56,00% pondere negativa, indice de distributie negativ® 6,19,
indice structural de distributie negativ'® 12,96) aspect care difuzeaza imaginea unei institutii
supusa presiunilor externe, deci departe de a-si putea indeplini rolul pe care si l-a asumat la
infiintare. In acest context trebuie subliniat faptul ca referirile negative la acest subindicator
au o pondere importanta atat din totalul referirilor negative (indice de distributie negativ 6,19),
cat si din referirile negative la indicatorul Eficacitatea Societdtii Academice/Academiei Romdne
(indice structural de distributie negativ 12,96).

In ceea ce priveste indicatorul Competenta structurilor de conducere, acesta este, dupa cum
aratam si mai sus, mult mai putin vizibil. Cel mai vizibil subindicator este cel care vizeaza pres-
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tigiul Presedintelui Academiei (3,98% din totalul referirilor, indice structural cumulativ 60,63).
Ceilalti subindicatori — care vizeaza activitatea vicepresedintilor (0,93% din totalul referirilor,
indice structural cumulativ 14,17), a secretarului general (0,77% din totalul referirilor, indice
structural cumulativ11,81) si a delegatiunii (0,88% din totalul referirilor, indice structural cumu-
lativl3,39) — 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 relatii de convergenta imagologica pozitiva intre
subindicatorii Presedinte prestigios (3,72% din totalul referirilor), Vicepresedinti prestigiosi
(0,88% din totalul referirirlor), Secretar general competent (0,62% din totalul referirilor) si
Delegatiune eficientd (0,72% din totalul referirilor).

Intrucat toti subindicatorii de imagine au un caracter puternic pozitiv, nu se pune problema
unor vulnarabilitati generate de ponderea negativa mare. in schimb poate fi observata o vul-
nerabilitate relativ omogena la nivelul subindicatorilor Vicepresedinti prestigiosi, Secretar ge-
neral competent si Delegatiune eficientd, generata de vizibilitatea foarte mica. In aceste
conditii, se poate considera ca in ceea ce priveste indicatorul Competenta structurilor de con-
ducere, relevant pentru imaginea publica a Academiei Romane este doar subindicatorul Pre-
sedinte prestigios. Celelalte structuri de conducere au o vizibilitatea cu ponderi subunitare,
fapt de natura sa afecteze grav imaginea institutiei. Faptul presedintele are o vizibilitate exage-
rata 1n raport cu celelalte structuri decizionale se poate corela cu vulneabilitatile evidentiate
la subindicatorul Independentd fatd de orice imixtiuni politice sau de altd naturd, ceea ce
este de natura a amplifica riscurile imagologice deja evidentiate la indicatorul Eficacitatea
Academiei Romane.

Indicatorul de imagine Calitatea membrilor este ilustrat intr-o proportie covarsitoare de
referirile la subindicatorul Membri titulari de prestigiu (20,75% din totalul referirilor, indice
structural cumulativ 84,63). Ponderea redusa a referirilor la ceilalti subindicatori de imagine
— Membri corespondenti de prestigiu (1,86% din totalul referirilor, indice structural cumula-
tiv 7,58), respectiv Membri de onoare prestigiosi (1,91% din totalul referirilor, indice struc-
tural cumulativ 7,79) — neconstituind Tn mod explicit o vulnerabilitate. Ponderea referirilor
pozitive la acest indicator este 88,21%, iar a celor negative 11,79%. Caracterul indicatorului
este puternic pozitiv.

In ceea ce priveste indicatorul Activitate stiintificd internd, cea mai mare vizibilitate o au
subindicatorii Activitate corespunzdtoare a Sectiei de stiinte istorice si arheologice (4,39%
din totalul referirilor, indice structural cumulativ 21,52), respectiv Activitate corespunzdtoare
a Sectiei de stiinte filologice (3,92% din totalul referirilor, indice structural cumulativ 19,24),
in conditiile in care Activitatea corespunzdtoare a Sectiei stiintifice are o pondere mai mica
(2,84% din totalul referirilor, indice structural cumulativ 13,92). In general, se poate consi-
dera ca distributia referirilor la nivelul subindicatorile este relativ uniforma, singurul dintre
acestia cu o vizibilitate redusa fiind Realizarea de colectii (1,14% din totalul referirilor, indice
structural cumulativ 5,57). Situatia poate fi explicata prin dificultatile intampinate de insti-
tutie in epoca, atat sub aspectul obiectelor de colectie, cat si al spatiilor corespunzatoare 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 convergenta pozitiva, cele mai
evidente fiind stabilite Intre palierele Realizarea unor lucrari stiintifice fundamentale, Publi-
carea unor lucrdri de autor de prestigiu si Valorificarea prin publicare a unor lucrari impor-
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tante. Un aspect interesant este cel al ponderii relativ mari a referirilor negative la subindica-
torul Activitate corespunzdtoare a Sectiei de stiinte filologice (26,32% din referirile la acest
palier, indice structural de distributie negativ 45,45). Situatia poate fi explicata prin framan-
tarile generate de confruntarile de idei din sanul Academiei referitoare la ortografia limbii
romane, respectiv la gramatica acesteia. Cu toate aceste, nu poate fi vorba de o vulnerabili-
tate imagologica explicita.

Indicatorul Activitate stiintificd internationald este ilustrat — cum era si de asteptat — pre-
ponderent de referirile la subindicatorul Contacte stiintifice internationale (2,74% din totalul
referirilor, indice structural cumulativ 69,74). Ceilalti subindicatori de imagine au ponderi
reduse, avand in vedere vizibilitatea precara a unei asemenea institutii in primii ani ai fiintarii
sale, dar si, probabil, interesul redus al presei pentru aceasta problematica. Ponderea referi-
rilor pozitive la acest indicator este 100%, caracterul indicatorului fiind puternic pozitiv.

In ceea ce priveste indicatorul de imagine Implicarea in societate, cea mai mare vizibi-
litate o au subindicatorii Activitate pentru raspandirea cunostintelor (6,04% din totalul refe-
ririlor, indice structural cumulativ 66,67) si Interes pentru problematica sociala (2,17% din
totalul referirilor, indice structural cumulativ 23,73). Se poate constata cu usurinta ca acesti
doi subindicatori reprezinta 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.

Convergenta pozitiva poate fi identificata la nivelul tuturor subindicatorilor, valorile nega-
logice generate de ponderea mica a referirilor la subindicatorii Participarea la evenimente
cu caracter patriotic (0,10% din totalul referirilor, indice structural cumulativ 1,13), Partici-
parea la aniversdri istorice (0,26% din totalul referirilor, indice structural cumulativ 2,82)
si Infiintarea de scoli (0,52% din totalul referirilor, indice structural cumulativ 5,65). La aceasta
trebuie adaugat faptul ca la subindicatorul Participarea la aniversdri istorice apare si 0 pon-
dere semnificativa de referiri negative (20,00% din referirile la acest palier, indice structural
de distributie negativ 33,33). Tinand cont de contextul evenimential al epocii, consideram ca
vulnerabilitatile identificate la nivelul subindicatorilor Participarea la evenimente cu carac-
ter patriotic si Participarea la aniversari istorice pot genera riscuri imagologice.

O atentie speciala trebuie acordata indicatorului de imagine Activitatea pentru realizarea
unitatii nationale. Cea mai mare pondere la nivelul indicatorului o au referirile la subindica-
torul Sustine problema nationald (2,17% din totalul referirilor, indice structural cumulativ
72,41), celorlalti subindicatori — Acordd burse unor tineri romani din afara hotarelor statu-
lui, Sprijin acordat romdnilor din afara hotarelor si Solidarizare cu romanii din afara gra-
nitelor — revenindu-le ponderi subunitare. Ponderea referirilor pozitive la acest indicator este
94,83%, iar a celor negative 5,17%. Caracterul indicatorului este puternic pozitiv.

Desi la nivelul tuturor subindicatorilor de imagine se manifesta o relatie de convergenta
pozitiva, lipsa de vizibilitate in presa epocii a acestor aspecte constituie o reala vulnerabili-
tate imagologica. Daca valorile calculate pentru palierele de imagine mentionate se coreleaza
cu cele evidentiate 1n cazul subindicatorilor Participarea la evenimente cu caracter patriotic
si Participarea la aniversari istorice la care ne-am referit la indicatorul implicare 1n socie-
tate, premisele transformarii acestora in riscuri imagologice sunt evidente.

Concluzionand, se poate afirma ca imaginea Academiei Romane in prima jumatate de secol
de existenta a fost una puternic pozitiva, presa epocii evidentiind indeosebi rolul major al
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acestei institutii in promovarea culturii nationale si activitatea stiintifica — indeosebi in dome-
niile literar si istoric — desfasurata. Sub acest aspect, se poate considera ca imaginea difuzata
de sursele mass-media monitorizate slujeste, fara urma de indoiald — interesele institutiei.

Cu toate acestea, structura imaginii contine si o serie de vulnerabilitati imagologice cu
potential de risc. Acestea se manifestd atat la nivelul echidistantei politice a institutiei, cat si
cu privile la activitatea structurilor de conducere. Probabil ca aceasta situatie isi poate gasi
o explicatie in faptul ca presa nu asociaza activitatea personalitatilor culturale si stiintifice
din epoca cu cea de membri ai structurilor de conducere ale Academiei Romane. Aici trebuie
avut in vedere si faptul ca presa disponibila a fost, in cea mai mare parte a ei de factura politica
si de informare, deci mai putin interesata de evolutiile interne ale institutiei academice.

Un alt aspect care trebuie mentionat la capitolul vulnerabilitati il constituie referirile la
resursele materiale ale Academiei Romane si, conex, vizibilitatea redusa a activitatilor care
presupun alocarea de fonduri — acordarea de burse de studii, realizarea colectiilor, constructia
de scoli, sau cresterea vizibilitatii componentei internationale a institutiei.

O surpriza pentru noi a fost vulnerabilitatea generata de ponderea redusa a referirilor la
actiunile pentru realizarea unitatii nationale, precum si lipsa vizibilitatii participarii membrilor
Academiei la actiunile comemorative sau cu caracter patriotic. Asa cum spuneam i in ana-
liza, in contextul evenimential specific celei de-a doua jumatati a secolului al XIX-lea, vizi-
bilitatea exagerat de mica a acestor paliere imagologice constituie un adevarat risc imagologic.
In mod cert, situatia poate fi pusa pe seama aceluiasi dezinteres al surselor de a preciza cali-
tatea de membru al Academiei Romane in cazusl personalitatilor culturale si stiintifice par-
ticipante la manifestari.

In ciuda acestor probleme — unele dintre ele tributare exclusiv caracteristicilor gazetariei
epocii —Academia Roméana s-a impus 1n constiinta publicului ca fiind cel mai inalt for stiintific
al tarii.

Note

1. Corina Madalina Munteanu, Cosmin Huluta, Aurora lorgoveanu, Miruna Meirosu, Iulia Muntean,
Andra-Florentina Ostafi, Dragos Smeu, Alina-Loredan Stan. Acestia au participat efectiv la monitorizarea
surselor, sacrificdindu-si in acest scop o buna parte din vacanta de vara. Eforturile lor se vor materializa in
analiza punctuale, pe sursele monitorizate de fiecare in parte, care vor deveni partea practica a lucrarilor
de absolvire.

2. Este cazul ziarului ,,Epoca®, cotidian politic care apare la Bucuresti incepand cu 1885 si la lasi din
1918. Ziarul va fi publicat la Bucuresti intre 16 noiembrie 1885 si 14 iunie 1889 apoi, dupa o intrerupere de
cateva luni, intre 2 noiembrie 1895 si 22 noiembrie 1916 cand va fi din nou oprit de la tipar pana in 1918.
Directorul politic a fost Gr. G. Peucescu (1885-1889), iar printre primii redactori s-au numarat Barbu
Delavrancea (1885), Gr. Ventura (1886-1889) si Anton Bacalbasa (1895-1896). Cele 80 de volume in care
sunt reunite exemplarele publicatiei sunt deteriorate, complet indisponibile fiind cele din 1885, iulie-decem-
brie 1886, 1888-1889, 1908, respectiv iulie-decembrie 1912.

3. Cea mai grava situatie de acest gen din perspectiva cercetarii noastrea este cea a colectiei ,,Univer-
sul“ care nu poate fi consultata.

4. Revista ,,Covorbiri literare* apare la Iasi, in anul 1867, ca organ de presa a societatii literare Junimea.
Este considerata cea mai importanta publicatie a vremii pentru activitatea depusa in slujba culturii nationale,
in sensul consolidarii unei literaturi autentice romanesti. Prima etapa din viata revistei ,,Convorbiri literare*
este caracterizata de perioada martie 1867 — martie 1885, cand revista apare la Iasi, bilunar, iar in cea de-a
doua etapa, revista se muta la Bucuresti, unde va fi editata lunar, intre aprilie 1885 — iulie, august 1916, cu
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intrerupere pana in ianuarie 1919, sub conducerea initiala a lui lacob Negruzzi (1885-1888), iar apoi a unui
comitet format din fosti elevi ai lui Titu Maiorescu: Mihail Dragomirescu, Simion Mehedinti, P.P. Negulescu,
Radulescu Motru. O comparatie intre activitatea de la Iasi si cea din Bucuresti inclina semnificativ balanta
in favoarea primei, intrucat aceasta este etapa colaborarilor prolifice cu faimosii Titu Maiorescu, Mihai Emi-
nescu, lon Luca Caragiale, Ion Creanga, Vasile Alecsandri, George Cosbuc, Octavian Goga, Panait Cernea,
Dinu Zamfirescu, [.Alexandru Bratescu Voinesti. Revista era editata in 16 pagini si avea un tiraj de 500 de
exemplare, distribuite national. Ea nu beneficia de o structura clara, unitara, de rubrici fixe sau de o directie
ideologica si, 1n acest sens, poate fi caracterizata ca avand o evolutie neliniara. Totusi, articolele care au aparut
de-a lungul timpului in revista pot fi incadrate in urmatoarele categorii: literatura, folclor, lingvistica, arta,
stiinta, statistica, demografie, stat si drept, politica, stiinte ale naturii, cultura, educatie.

5. Periodicul ,,Contemporanul“ apare la Iasi ca revista stiintifica si literara la 1 iulie 1881 sub condu-
cerea lui lon Nadejde si V. G. Mortun (1881-1884). Revista este editata bilunar cu intreruperi, pentru ca din
1885 aparitiile sa fie lunare. Publicatia 1si propune sa aduca la cunostinta publicului cum priveste stiinta con-
temporana lumea, punand in dezbatere marile teorii stiintifice aparute in Vest. Redactorii abordau teme din
viata economica, politica, sociala, culturala si stiintifica. Prin programul sau ,,Contemporanul“ promoveaza
ideea organizarii unui invatamant stiintific, laicizarea economica a taranilor si muncitorilor privati de drep-
tul la educatie, pronuntandu-se pentru masuri economice care sa inlature analfabetismul si sa creasca nivelul
cultural al claselor de jos. Astfel, sunt sustinute idei democratice precum: dreptul la vot egal si secret, drep-
tul egal la invatatura si egalitatea in drepturi a femeii cu a barbatului. Printre poetii si prozatorii care au pu-
blicat se numara C. Mille, A. Bacalbasa, Th. D. Sperantia, St. Bassarabeanu, O. Carp, N. lorga.

6. ,,Adevarul“ este fondat de Alexandru Beldiman in decembrie 1871 la lasi ca ziar saptamanal. Pe 5
aprilie 1872, dupa doar trei luni de la aparitie, saptamanalul este inchis, iar editorul arestat, judecat si achi-
tat. Reapare dupa 16 ani, in 1888, la Bucuresti ca publicatie democratica zilnica avand foileton literar si supli-
mente literare, tot sub conducerea fondatorului Alexandru Beldiman, ajutat de Gr. Ventura si Constantin
Ventura. Pe langa ziar sunt editate suplimentele ,,Adevarul literar”, ,,Adevarul ilustrat®, ,,Adevarul de joi®,
,,Belgia Orientului®, ,,Pentru copii®, ,,Litere si arte” si ,,Almanahul ilustrat al ziarului Adevarul®. Din colec-
tivul de redactie al ,,Adevarului® au facut parte C. Mille, directorul ziarului intre 1898-1920, prim-redac-
torul Gr. Ventura (1888-1891), I. N. Roman (1891-1893), A. Bacalbasa (1893-1894), Emil D. Fagure
(1919-1921), I. Hussar, C. B. Stamantin Nazone, Traian Demetrescu, C. C. Bacalbasa, C. Graur, Gr. Graur,
T. Teodorescu-Braniste, 1. Vihea si B. Branisteanu.

7. Publicatie cotidiana, ,,Conservatorul® apare la Bucuresti, intre 15 decembrie 1900-15 noiembrie 1914,
avandu-1 in functia de redactor sef pe C.C. Bacalbasa. Publicatia este editata in patru pagini, care contin urma-
toarele rubrici: ,,Buletin extern®, ,,Depesi®, ,,Ecouri, ,,Foita Ziarului Conservatorul®, ,,Stiri Oficiale®, ,,Infor-
matiuni®, ,,Ultimele Informatiuni®, ,,Ultimele Telegrame*, ,,Stiri Diferite®.

8. Apare dimineata cu ultimele stiri de tara si din strainatate, la Bucuresti, zilnic, intre 13 decembrie 1908
si 19 octombrie 1916. Alaturi de stirile din tara si din strainatate, ofera si o pagina literara cu caracter de
popularizare. Din articolul program, publicat in primul numar reiese caracterul enciclopedic al publicatiei:
,organ al intereselor generale, unde se gasesc informatiuni date cu buna credinta asupra faptelor petrecute
(,,Minerva“, 1908, I, nr. 1, 13 decembrie, p. 1). Ziarul apare in patru sau sase pagini. Doar primul numar,
aparut la 13 decembrie 1908, a avut 12 pagini, un tiraj de 500.000 de exemplare si a fost distribuit gratuit
in tard. ,,Minerva‘“ are cateva rubrici cu caracter permanent, cum ar fi: , Informatiuni®, ,,Ultimele informati-
uni®, ,,Foiletonul ziarului Minerva®, ,, Telegrame®, ,,Ultimele stiri telegrafice®, ,,Cronica financiara®, dar si
rubrici ocazionale: ,,Moda“, ,,Chestiuni economice®, ,,Parlamentul®, ,,Viata de provincie etc. La ziar cola-
boreaza scriitori precum loan Slavici, loan Scurtu, Victor Anestin, Nicolae Timiras, Octavian Goga, Simion
Mehedinti, Constantin Radulescu Motru.

9. ,,Perseverenta®, ziar politic si literar, apare la Bucuresti, bisaptamanal, in perioada 5 martie 1867 — 23
martie 1869. Publicatia este editata in patru pagini si este distribuita in tara, in districte si in strainatate. Rubri-
cile nu sunt fixe, ziarul publicand pur si simplu articole. Din cand in cand, apar totusi articole sub acelasi
titlu. Printre acestea, ,,Corespondenta particulara a Perseverentei, ,,Foita Perseverentei®, ,,Revista Comer-
ciala“, ,,Revista interioara“. Redactorul publicatiei este Alexandru Candiano Popescu. Ziarul, prin articolul
program, urmareste incurajarea agriculturii, industriei, comertului. Unele articole reproduc programul Soci-
etatii pentru Invatatura Poporului Roman. Publicatia informeaza cititorii asupra lucrarilor Societatii Acade-
mice Romane. Printre colaboratorii publicatiei i amintim pe Mihail Zamphirescu, Theodor Serbanescu, N.
Densusianu, Dimitrie Bolintineanu, Miron Pompiliu, Vasile Alecsandri, Bogdan Petriceicu Hasdeu.
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10. Cotidianul politic ,,Romania libera“, cu foileton literar, apare la Bucuresti, in perioada 15 mai 1877-14
funie 1889, sub conducerea lui D.Augustin Laurian (pana la 13 aprilie 1888). Independent pana in 1880,
publicatia devine apoi organ junimist, ca si ,, Timpul. In 1889 fuzioneaza cu seria I din ,,Epoca* (1885-1938),
in locul lor aparand ,,Constitutionalul® (1889-1900). ,,Romania libera* are patru pagini, iar rubricile sunt
asemanatoare cu a celorlalte ziare ale timpului: ,,Cronica Zilei®, ,,Din Afara®, ,,Stiri Telegrafice®, ,,Corpurile
Legiuitoare®, ,,Din Transilvania®“, ,,Arena Ziarelor®, ,,Varietati“ si ,,Foita Ziarului Romania Libera“. Cola-
boratori cei ai cunoscuti ai ziarului sunt: Ion Luca Caragiale, Alexandru Macedonski, Marie Nizet, Duiliu
Zamfirescu, Alexandru Vlahuta, Barbu Stefanescu Delavrancea.

11. Cotidian al Partidului Conservator, ziarul ,, Timpul* apare la Bucuresti, de 4 ori pe saptamana (15
martie —15 mai 1876), apoi zilnic (16 mai 187617 martiec 1884, 13 noiembrie 1889—14 decembrie 1900, 2
martie 1923 —23 iunie 1924). Ca urmare a fuziunii Partidului Conservator cu Partidul Liberal-Sincer, in 1884,
,» [impul“ si ziarul ,,Binele Public* fuzioneaza, noua publicatie avand titlul ,,Romania‘“ (1884—1892). Reaparut
la 13 noiembrie 1889, ,,Timpul* fuzioneaza la 14 decembrie 1900 cu ziarul ,,Constitutionalul®, in locul celor
doua aparand ,,Conservatorul“. Directorii ziarului conservator au fost: Gr. Pencescu (1882—-1883), M. Pale-
ologu (1883—-1884, 1889—-1890), N. Filipescu (1890-1900), J.Joldea Radulescu (1878—1879), iar in functia
de redactor sef s-au succedat: A Cantacuzino (1878-1879), Mihai Eminescu (februarie 1880—iunie 1883),
Toan Luca Cargiale (1877). Rubricile publicatiei erau ,,Stiri telegrafice din ziarele straine, ,,Stiri telegrafice
ale Timpului®, ,,Cronica interna®, ,,Din afara, revista Ziarelor", ,, Telegrame externe®, ,,Ultimele stiri“, ,,Foi-
leton®. Colaboratorii ziarului au fost, majoritari, vechi colaboratori ai revistei ,,Convorbiri literare*: Mihai
Eminescu, loan Slavici, lacob Negruzzi, lon Creanga, Titu Maiorescu, lon Luca Caragiale, Alexandru Vlahuta,
Nicolae lorga.

12. Publicatia apare la Bucuresti, in continuarea publicatiei ,,Buciumul (1862—1864), de trei ori pe sap-
tamana (in perioada 1 martie-2 iunie 1865, 28 august-23octombrie 1867, 6 aprilie 186816 iulie 1871), bisap-
tamanal (3 iunie 1865-17 august 1867, 24 octombrie 18677 aprilie 1868), bisaptamanal sau saptamanal
(18 iulie 1871-18 ianuarie 1877), sub conducerea lui Cezar Bolliac. Succesorul acestuia este N. Bassarabescu
(1866-1871). Rubricile ziarului sunt: ,,Revista interna®, ,,Reflexiuni, ,,Insertiuni si Reclame*, ,,Corespon-
denta particulara a Trompetei Carpatilor®, ,,Varietati*, ,,Foliola (foiletonul de pe cea de-a doua pagina)“. Pu-
blicatia sustine Impoprietarirea taranilor, votul universal, stingerea privilegiilor, independenta comunelor si
autonomia judetelor, instructia gratuita si obligatorie a poporului, armata nationala, secularizarea averilor
manastiresti. Dupa 11 februarie 1866 ziarul incepe o campanie violenta impotriva autorilor loviturii de stat
care l-au Indepartat pe Alexandru loan Cuza de la domnie si in special impotriva lui C.A. Rosetti, directorul
ziarului ,,Romanul®. in cele patru pagini, ziarul publica versuri, proza, teatru, satire sociale, articole de crtitica
si intoria literaturii. Printre colaboratori se afla: Dimitrie Bolintineanu, lon Heliade Radulescu, G. Boronzi.
Partea Politica este sustinuta de Dimitrie Bolintineanu si de Cezar Bolliac.

13. Sistemul indicatorilor de imagine a fost prezentat in Ion Chiciudean, Bogdan-Alexandru Halic, Ana-
liza imaginii Academiei Romdne in perioada 1866-1916. Preliminarii in debutul unei cercetari, in ,,Revista
romana de comunicare si relatii publice®, 2008, 12, p.9-17.

14. Indicele structural cumulativ indica ponderea unui subindicator in cadrul indicatorului.

15. Indicele de distributie negativ indica ponderea referirilor negative la subindicator din totalul referi-
rilor negative la actorul social.

16. Indicele structural de distributie negativ indica ponderea referirilor negative la subindicator din totalul
referirilor negative la indicatorul de imagine.
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Codrina Sandru*

Retelele angajamentului civic — instrument de facilitare
a comunicarii si a cooperarii in comunitatile locale

Rezumat

Aceasta lucrare trateaza tema retelelor angajamentului civic ca forme de capital social si ca instrument
fundamental de facilitare a comunicarii eficiente si a cooperarii intre agentii dezvoltarii, la nivelul comuni-
tatilor locale sau a zonelor/regiunilor de dezvoltare. in prima parte a lucrérii este prezentat conceptul de , retea
a angajamentului civic®, asa cum a fost el definit de catre sociologul american Robert D. Putnam in cadrul
studiului sau asupra functionarii institutiilor democratice din Italia, in ultimele decenii ale secolului trecut.
Capitalul social este inteles aici ca un bun intangibil pe care se cladesc elementele necesare unei bune comu-
nicari si cooperari in sfera rezolvarii problemelor publice ale comunitatilor umane. Capitalul social este for-
mat din Incredere, norme si relatii sociale, iar relatiile sociale iau, cel mai adesea, forma asociatiilor ce sustin
in comunitate actiunile coordonate, orientate spre dezvoltare socio-economica. In partea a doua a lucrarii
sunt prezentate si discutate, pornind de la conceptia lui Robert D. Putnam, beneficiile retelelor angajamen-
tului civic: consolidarea normelor recipocitatii, facilitarea comunicarii si imbunatatirea fluxului informatii-
lor legate de credibilitatea indivizilor, marginalizarea trisorilor si transmiterea modelelor de succes. Pornind
de la premisa rolului fundamental al elitelor in procesele de dezvoltare sociala si in functionarea instituti-
ilor politico-administrative, in partea a treia a lucrarii se face referinta la o serie de studii care trateaza pro-
blematica retelelor de comunicare si de cooperare ale elitelor locale si nationale. Pentru cazul elitelor locale
sunt prezentate rezultatele unei cercetari efectuate in Germania, iar pentru cazul elitelor nationale este invo-
catd conceptia neo-elitista sau ,,paradigma Field-Higley. In ultima parte a lucrarii sunt analizate principiile
programului european de dezvoltare rurala Leader, construite pe logica functionarii retelelor angajamentu-
lui civic.

Cuvinte-cheie: capital social, comunitate civica, retea sociala, elita, 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

* Conferentiar universitar doctor, catedra de Comunicare si Asistenta Sociala, Universitatea ,,Transilva-
nia“ din Brasov, Romania.
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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 problema comuna, oamenii inteligenti coopereaza. Cei neinteligenti
fie nu recunosc problema, fie declanseaza un conflict. Am auzit aceasta maximd la o emi-
siune de radio din Romania anului 2008 si nu mi-a rdmas indiferenta, pentru simplul motiv
ca ea reflecta o preocupare stiintifica actuala in domeniul sociologiei dezvoltarii. Era o noua
dovada ca simtul comun detine adevaruri fundamentale, care vin din experienta, din obser-
vatii nesistematice sau din ,,patanii* cu rol de lectii de viata, ele nefiind intotdeauna demon-
strate (sau demonstrabile) dupa criteriile admise la nivelul stiintelor sociale.

Voi incerca, de-a lungul acestui articol, sa aduc cateva dovezi din literatura de speciali-
tate a sociologiei ultimilor douazeci-treizeci de ani, dovezi care confirma opinia acelui vor-
bitor anonim despre rolul cooperarii in rezolvarea problemelor si in dezvoltarea sociala.

2. Punctul de pornire: capitalul social

Intr-o lucrare de referinta pentru domeniul sociologiei dezvoltarii si al sociologiei politice,
americanul Robert D. Putnam' descria doua realitati diverse, pe care fusese chemat sa le
studieze in Italia.

La inceputul anilor *70, 1n aceasta tara demarase o ampla reforma de descentralizare admi-
nistrativa prin care se creasera guverne regionale la nivelul fiecarei regiuni istorice. in nor-
dul tarii, aceste noi institutii functionau eficient. In sud, insa, desi structura institutionala era
aceeasi, iar fondurile alocate erau 1n avantajul acestor regiuni, guvernele regionale functio-
nau ineficient.

Pe parcursul unei cercetari care a durat aproape doudzeci de ani, Putnam si colaboratorii
sai au descoperit ca diferenta de performanta institutionala intre nordul si sudul Italiei nu era
determinata doar de gradul de dezvoltare socio-economica, ci si de ,,comunitatea civica®“, adica
de modelele de implicare civica si de solidaritate sociala ale cetatenilor din regiunile studiate.

Intelegand prin ,,comunitate civica® o comunitate in care cetatenii participa activ la tre-
burile publice, Putnam si-a propus sa cerceteze empiric ,,daca succesul guvernarii democra-
tice depinde de masura 1n care mediul sau se apropie de idealul comunitdtii civice*”. Pentru
aceasta, autorul a construit un indice al comunitdtii civice care s-a dovedit a avea o corelatie
foarte stransa cu performanta institutionala a guvernelor regionale.
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Cu alte cuvinte, cu cat o regiune se apropia mai mult de caracteristicile unei comunitati
civice, cu atat guvernul respectivei regiuni functiona mai eficient. Caracteristicile acestui #ip
ideal de comunitate civica au fost extrase din literatura teoreticienilor republicani si comu-
nitaristi® si este vorba despre: angajamentul civic, egalitatea politica, solidaritatea, increderea,
toleranta si asociatiile, ca structuri sociale ale cooperarii.

Asadar, alaturi de propensiunea pentru implicare in chestiunile publice, manifestata prin
participarea la vot sau prin lectura ziarelor, solidaritatea dintre cetateni, manifestata in forma
capitalului social, constituie un element fundamental al oricarei comunitati civice si explica
in mare masura succesul institutiilor descentralizate la nivel regional.

Capitalul social este un bun intangibil format din urmatoarele elemente: incredere, norme
si relatii sociale, acestea din urma luand, cel mai adesea, forma asociatiilor sau a retelelor
sociale. Toate aceste elemente faciliteaza — sustine autorul — actiunile coordonate, actiuni care
presupun crearea solului fertil pentru comunicare si cooperare in sfera rezolvarii problemelor
publice si a bunei functionari a institutiilor din comunitate.

Lucrul cel mai important pentru o comunitate civica este abilitatea sociala de a colabora
pentru satisfacerea intereselor comune. Reciprocitatea generalizata (care nu inseamna ,,fac asta
pentru tine, pentru ca tu esti mai puternic si nici macar ,,fac cutare lucru pentru tine, daca si
tu faci ceva pentru mine imediat®, ci ,,fac asta pentru tine acum, pentru ca stiu ca si tu vei face
candva ceva pentru mine‘) genereaza un mare capital social si incurajeaza colaborarea.*

3. Ce sunt retelele angajamentului civic?

In termenii lui Putnam, retelele angajamentului civic sunt ,,interactiuni orizontale intense**
de tipul asociatiilor intre vecini, societatilor corale, cooperativelor, cluburilor sportive, socie-
tatilor de intrajutorare, asociatiilor culturale, sindicatelor etc. Ele reprezinta o forma esentiala
de capital social si cu cat densitatea lor intr-o comunitate este mai mare, cu atat este mai pro-
babil ca membrii acelei comunitati sd coopereze pentru binele comun.

La polul opus s-ar afla comunitatile caracterizate de neincredere, de suspiciune, de cen-
trarea pe interesul personal sau strict familial, cu orientare pe termen scurt, dar 1n care retelele
sau formele asociative se construiesc pe relatii de putere si pe principii clientelare (de genul
mafiei italiene).

Putnam identifica patru efecte benefice ale retelelor angajamentului civic.

Cel mai important dintre aceste efecte mi se pare a fi consolidarea normelor recipocitadtii.
Reciprocitatea, asa cum apare prezentata in citatul anterior, este o tesatura de asteptari po-
zitive si de sentimente de incredere ale indivizilor dintr-o comunitate, ale fiecaruia fata de
ceilalti. In literatura de specialitate, aceasta caracteristica a comunitatilor sau grupurilor poate
fi gasita si sub alte denumiri, precum capital social bonding si bridging®. Capitalul social bond-
ing se refera la increderea in interiorul grupurilor de apartenenta primara, cum ar fi familia,
grupul de rudenie, vecinatatea sau satul. Este o forma de ,,reciprocitate® care asigura coeziu-
nea in grupurile mici, care ii tine pe oameni impreuna intr-o structura sociala de tip informal.
Capitalul social bridging se extinde la nivelul unitatilor sociale mai largi, de tipul societatilor.
El ,,consista in retele relativ dense de relatii intre grupuri, in incredere generalizata, in incre-
derea in instante exterioare grupului de aparteneta (institutii, alte grupuri sociale), n partici-

«7

parea la viata comunitatii (in asociatii formale sau chiar in grupuri informale)’.
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Cu alte cuvinte, oamenii care se implica in actiuni comune, care interactioneaza pe mul-
tiple planuri si dezvolta retele de interactiuni folositoare, vor i in viitor mai deschisi la coo-
perare si mai tentati sa aiba incredere unii in altii.

Putnam arata ca 1n Italia, in zonele in care existau traditii puternice de asociere formala
sau informala si in care oamenii aveau obiceiul de a iesi in piete publice pentru discutii pe
teme diverse, dar mai ales politice (cum era cazul orasului Bologna, de pilda), performanta
institutiilor locale sau regionale era ridicata, iar oamenii se declarau mult mai satisfacuti de
viata lor in raport cu zonele sarace n astfel de ,.traditii civice™.

Un alt efect benefic al retelelor angajamentului civic este acela ca ,,faciliteazd comuni-
carea si imbunatatesc fluxul informatiilor legate de credibilitatea indivizilor. Ele fac ca repu-
tatia sa fie transmisa si perfectionata®. Sa ne gandim la investitiile pe care firmele le fac in
resursa umana, prin organizarea de team-bildinguri la sfarsit de saptamana. Nu este oare aceasta
o forma de intarire a retelei interne a angajatilor? In mod sigur, este. Mai mult chiar decat
sugereaza numele, acela de ,,construire a echipei®, astfel de activitati ii pun pe colegii de munca
sa interactioneze pe planuri multiple, diferite de cele specifice muncii cotidiene. In astfel de
contexte, 1i cunoastem mai bine pe ceilalti, avem ocazia de a coopera sau chiar de a vedea
comportamentul celorlati in situatii de competitie indusa prin joc sau divertisment, ne putem
confirma sau infirma asteptari despre ceilalti, le verificam reputatia etc.

In astfel de situatii, ca si in cele in care membrii unei comunitati locale sunt chemati sa
participe la un proiect comun, este esential obiectivul sau scopul supraordonat actiunilor. Psi-
hologia sociald’ ne invata ca si situatiile de interactiune multipla pot genera efecte negative,
precum cresterea ostilitatii intre indivizi si grupuri sau intarirea prejudecatilor sociale, in cazul
in care indivizii intra In competitie pentru resurse rare, iar situatia este de tip joc cu sumd
nuld: unii castigd, altii pierd. Propozitia normativa este atunci urmatoarea: pentru a creste
coeziunea In grup sau comunitate, trebuie ca scopul supraordonat (obiectivul) sa fie unul de
interes comun, 1n care fiecare participant are de castigat.

Un al treilea efect benefic al retelelor angajamentului civic 1l reprezinta, in termenii nostri,
marginalizarea trisorului. In termenii lui Putnam, lucrurile stau in felul urmator: »Retelele
angajamentului civic cresc costurile potentiale ale celui care triseaza in orice tranzactie indi-
viduala“. Aceasta afirmatie pare a insemna ca retelele angajamentului reduc oportunismul.
Intr-o retea sociala, mai ales daca ea este activata pentru o miza de dezvoltare, oamenii se
asteapta ca ceilalti sa actionaze corect, pentru ca fiecare trebuie sa investeasca incredere in
fiecare. Or, atunci cand cineva incearca sa-i pacaleasca pe ceilalti, acest trisor are sanse mari
sa fie marginalizat, pedepsit sau chiar exclus din grup. Retelele angajamentului civic, asadar,
nu doar ca sustin comunicarea si cooperarea intre membri, dar pot sa si Invioreze normele
morale, bazate pe valorile general acceptate de grup.

Cel de-al patrulea efect benefic al retelelor angajamentului civic se refera la ,,transmiterea
modelului®. Ele ,,inglobeaza succesul cooperarii anterioare, care poate servi ca model definit
cultural pentru o colaborare ulterioara“'’. Aceste modele de actiune colectiva si de cooperare
eficienta pot servi ca exemplu comunitatilor chiar si pe termen lung, crescand astfel proba-
bilitatea repetarii experientelor pozitive la nivelul respectivei comunitati. Cu alte cuvinte, prac-
tica asocierii se Invata.

Dumitru Sandu vorbeste despre ,,circulatia modelelor de dezvoltare comunitara in Roma-
nia“" ca despre un mijloc important pentru a face dezvoltare comunitara in Romania con-
temporana. Transmiterea ,,bunelor practici* devine astfel o metoda esentiala de invatare sociala
si un element important al strategiilor de dezvoltare locala.
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4. Retele ale angajamentului la nivelul elitelor locale si nationale

Intr-o cercetare avand ca tema relatiile dintre elitele oraselului german Altneustadt, de circa
20.000 de locuitori, Edward Laumann si Franz Pappi' au folosit, In scopul identificarii elitelor
locale, o abordare pozitionala bazata pe schema AGIL a lui Parsons. Pe baza acestei scheme,
organizatiile sociale sunt clasificate conform functiei principale pe care o indeplinesc in siste-
mul social: functia de adaptare (adaptative), functia de atingere a scopurilor (goal-attainment),
functia de integrare (integrative) si functia de conservare a modelului (pattern-maintenance).

Acestor functii le corespund patru sectoare de activitate:

— functia de adaptare: societati de afaceri, banci si organizatii economice;

— functia de atingere a scopurilor: administratie publica, tribunale, organe legislative;

— functia de integrare: asociatii voluntare, partide politice, sindicate, cluburi sportive;

— functia de conservare a modelului: organizatii educationale, medicale, religioase si cul-
turale.

Obiectivul de cercetare al celor doi autori era acela de a descoperi structura si tipurile de
relatii existente intre membrii elitei decizionale a acestei comunitati. In acest scop au fost
alesi ca subiecti ai cercetarii cincizeci si unu de indivizi considerati a fi cei mai influenti din
oras, aceste persoane reprezentdnd tocmai varfurile institutiilor enumerate mai sus.

Laumann si Pappi au masurat, prin intermediul tehnicilor de analiza a retelelor sociale,
gradul de integrare al membrilor elitei locale, pornind de la postulatul ca o elita putin inte-
grata are dificultati mari in coordonarea afacerilor comunitare. Conceptul de afaceri comu-
nitare se refera la multitudinea de actiuni ce privesc direct rezolvarea problemelor din spatiul
public al unei comunitatii locale.

Elita locala din Altneustadt s-a dovedit a fi una puternic integrata. Relatiile dintre mem-
brii ei erau dense si multiple, adica se realizau pe mai multe planuri, nu doar formale, ci si
informale. Membrii elitei insesi recunosteau ca relatiile de comunicare eficienta si de cola-
borare reciproca erau un element important in explicarea eficientei rezolvarii diverselor pro-
bleme comunitare.

La un alt nivel, de aceasta data macrosociologic, reprezentantii neo-elitismului” au sta-
bilit o corelatie puternica intre configuratia elitelor si tipul de regim politic.

Masura 1n care elitele au sau nu au reciproc incredere una in alta sau 1n care reciproc coo-
pereaza ori nu coopereaza [...] are prioritate logica si factuald asupra tuturor mecanismelor
constitutionale si institutionale, asupra existentei stabilitatii sau instabilitatii politice si asupra
oricarei practici democratice, la orice nivel“".

Pozitie centrala a elitelor in societate face ca variatiile in structura lor si in functionarea insti-
tutiilor pe care ele le reprezinta sa constituie principalul factor de schimbare al societatilor mo-
derne. Intr-un studiu publicat in 1985, intitulat ,,National Elites and Political Stability*, Lowell
G. Field si John Higley au analizat un numar de optzeci si una de tari in functie de stabilitatea
institutionala, pe o perioada cuprinsa intre anii 1950 si 1982. Concluzia lor a fost ca se poate
identifica o relatie clara intre configuratia elitelor si stabilitatea regimului respectiv®.

Field si Higley considera ca exista doua dimensiuni fundamentale pentru analiza struc-
turii si functionarii elitelor oricarei natiuni: gradul de integrare structurald si gradul de con-
sens valoric.

Integrarea structurald inseamna cuprinderea sau includerea reciproca a retelelor de comuni-
care si influenta, formale si informale, dintre persoane, grupuri si factiuni in elita nationala's.
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Consensul valoric reprezinta acordul reciproc al persoanelor, grupurilor si factiunilor in
legatura cu regulile formale si informale, cu practicile activitatii politice si cu valorile insti-
tutiilor politice existente.

Pe baza acestor doua dimensiuni, autorii disting trei configuratii de baza ale elitelor na-
tionale:

— Elite neunificate: integrarea structurala si consensul valoric ,,sunt minime in sensul ca
retelele de comunicare si de influenta nu traverseaza liniile factiunilor in nici un fel*"”. Diversele
factiuni existente intr-o astfel de societate nu accepta regulile actiunii politice si valorile insti-
tutionale. Elitele au o neincredere profunda unele in altele si se angajeaza in lupte adesea vio-
lente pentru dominatie.

— Elite consensual unificate: suprapunerea si interconectarea retelelor de comunicare si
de influenta cuprind toate factiunile si nu exista o factiune care sa domine toate aceste retele.
Consensul valoric exista in sensul ca, desi factiunile isi exprima in mod public ideologii si
politici opuse unele altora, ele impartagesc un consens latent in ceea ce priveste regulile jocu-
lui politic si valorile institutiilor existente. Factiunile intra in competitie ,,in termenii unui par-
tizanat restrans“'® si coopereaza tacit.

— Elite ideologic unificate: retelele de comunicare si de influenta cuprind toate factiunile,
dar exista o factiune dominanta si un partid conducator. Consensul valoric exista doar in sen-
sul ca factiunile nu exprima public nici un fel de neintelegere ideologica. Asadar, elitele ma-
nifesta in mod public o ,,unitate ideologica monolitica®, iar politicile sunt create de liderii de
varf ai factiunii dominante.

Autorii precizeaza ca aceste trei categorii de elite reprezinta tipuri ideale in sens webe-
rian, iar natiunile sunt dispuse, in realitate, cu anumite variatiuni, in jurul acestor trei forme
fundamentale. De exemplu, elitele neunificate se pot aseza pe un continuum, de la un haos
extrem (elitele din Liban si Uganda) spre o forma mai organizata, dar tot cu o configuratie
neunificatd, precum dihotomia stanga-dreapta a multor elite europene in secolele X VII-XVIIIL.

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

Elitele ideologic unificate s-au regasit in regimurilor comuniste din sud-estul Europei, in
Uniunea Sovietica si in China, dar cele mai puternice unificari ideologice au existat in Uniu-
nea Sovieticd sub Stalin si in Germania hitlerista.

Reprezentantii neo-elitismului au stabilit, asadar, o corelatie puternica intre configuratia
elitelor si tipul de regim politic. Astfel, elitelor neunificate le corespunde un regim politic
marcat de o accentuata instabilitate, celor consensual unificate un regim reprezentativ stabil,
iar elitelor ideologic unificate, un regim nereprezentativ stabil.

5. Retelele angajamentului civic — normative in programele
de dezvoltare. Exemplul LEADER

Importanta existentei si dezvoltarii retelelor angajamentului civic este explicit pusa in evi-
denta in cadrul politicilor europene de dezvoltare. Exemplul la care ma voi referi in conti-
nuare priveste un instrument actual, fundamental in cadrul politicii de dezvoltare rurala a
Uniunii Europene.
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Programul LEADER" a fost lansat in anul 1991 cu scopul de a ridica potentialul de dez-
voltare a zonelor rurale prin exploatarea initiativelor si competentelor locale, prin promovarea
dobandirii de cunostinte privind dezvoltarea locala integrata si prin raspandirea acestor
cunostinte in alte comunitati. Din anul 2007, LEADER este integrat in toate programele
nationale/regionale de dezvoltare rurala.

Programul are sapte trdsdaturi esentiale care genereaza norme de aplicare specifice:

1. Strategii de dezvoltare axate pe zond. Referentialul geografic pentru care se poate scrie
un proiect LEADER este un teritoriu mic, relativ omogen, coeziv din punct de vedere social,
caracterizat prin traditii comune, identitate locala, simtul apartenentei sau nevoi si asteptari
comune. Principiul aplicat aici s-ar putea rezuma in sloganul actiunilor de dezvoltare dura-
bila: gandim global, actiondam local®, in sensul in care principiile de dezvoltare se aplica la
nivelul unor zone sau comunitati mai mici, tindndu-se cont de specificul local si activandu-se
resursele locale de dezvoltare.

2. Abordarea de ,,jos in sus ‘. Actorii locali (populatia in ansamblul ei, grupurile de inte-
rese economice $i sociale si institutiile reprezentative, publice si private) participa la luarea
de decizii privind strategia de dezvoltare si la selectarea prioritatilor ce trebuie urmarite in
zona respectiva.

3. Parteneriatul public-privat. Grupurile de actiune locala (GAL) sunt actorii fundamen-
tali care pot accesa si implementa programul LEADER. Aceste grupuri nu sunt altceva decat
retele de angajament civic. Ele reprezinta parteneriate public-privat in care se asociaza orga-
nizatii si uniuni profesionale, cetateni si organizatii civice, reprezentanti politici locali, aso-
ciatii de mediu, furnizorii de servicii culturale si comunitare, asociatiile de femei si de tineri
etc. Un GAL trebuie sa reprezinte grupurile locale de interese, iar partenerii privati si asocia-
tiile civice trebuie sa formeze cel putin 50% din parteneriatul local.

4. Facilitarea inovatiei. Programul LEADER poate juca un rol insemnat in stimularea unor
abordari inovatoare privind dezvoltarea zonelor rurale. Inovatia este incurajata de libertatea
si de flexibilitatea de care dispun grupurile de actiune locala in luarea deciziilor privind ac-
tiunile pe care vor sa le sustina. In zonele rurale, inovatia poate implica transferul si adaptarea
inovatiilor dezvoltate in alta parte, modernizarea cunostintelor traditionale sau gasirea unor
solutii noi la problemele spatiului rural.

5. Actiuni integrate si multisectoriale. LEADER nu este un program de dezvoltare sec-
toriala. De aceea, strategia de dezvoltare locala trebuie sa aiba o logica multisectoriala, care
sa integreze diferite sectoare de activitate. Actiunile si proiectele cuprinse in strategiile locale
trebuie sa fie corelate si coordonate ca un ansamblu coerent, cu beneficii multiple, atat in
plan economic, cat si in plan social sau de mediu.

6. Stabilirea de contacte in refea. Acest principiu se refera la schimbul de realizari, de
experiente si de cunostinte intre GAL-uri, Intre diferite zone rurale, intre administratii pu-
blice si organizatii implicate In dezvoltarea rurala, indiferent daca acestea sunt sau nu bene-
ficiari directi ai programului LEADER. Stabilirea de contacte in retea este un mijloc de transfer
al bunelor practici, de diseminare a inovatiilor si de elaborare de noi proiecte, pe baza lecti-
ilor invatate din dezvoltarea rurala locala. Este, de asemenea, un instrument de consolidare
a relatiilor dintre oameni, fiind posibila astfel iesirea din izolarea cu care se confrunta anu-
mite zone rurale.

7. Cooperarea. Ca principiu, cooperarea propusa in programul LEADER depaseste sfera
stabilirii de contacte. Ea implica un grup de actiune locala care desfasoara un proiect comun

o



Revista_comunicare_15.gxd 23.04.2009 11:11 Pa¢92

92 Revista romana de comunicare si relatii publice

cuun alt grup LEADER sau cu un grup care are o abordare similara, intr-o alta regiune, intr-un
alt stat membru al Uniunii Europene sau chiar intr-o tara terta. De exemplu, prin cooperare
se poate obtine masa critica necesara (o anumita cantitate de resurse materiale, financiare sau
umane) pentru ca un anumit proiect sa fie viabil. Prin cooperare se pot realiza actiuni com-
plementare, cum ar fi marketingul comun efectuat de grupuri LEADER din diferite regiuni,
specializate pe un anumit produs sau dezvoltarea de initiative turistice comune, bazate pe un
patrimoniu cultural comun.

Daca analizam cele sapte principii, observam ca fiecare dintre ele are o legatura cu lo-
gica retelelor angajamentului civic descrise mai sus. Ele presupun implicare, mobilizare a
populatiei pentru actiuni de interes comun, asociere, schimb de idei, de cunostinte si de refete
ale reusitelor si ale performantei, creare de retele sociale care sa sustind comunicarea eficienta
$i cooperarea.

Practic, retelele angajamentului civic nu mai sunt creatii sociale optionale, ci devin un
demers institutional absolut necesar in procesele de dezvoltare.

6. Concluzii

Retelele angajamentului civic sunt structuri sociale care sustin, pe de o parte, functionarea
institutiilor democratice, iar pe de alta parte, constituie resurse foarte importante in proce-
sele de dezvoltare socio-economica.

Rolul lor a fost demonstrat in mai multe cercetari empirice, dintre care am tratat in aceasta
lucrare studiul lui Robert Putnam asupra performantei guvernelor regionale ale Italiei si o
serie de studii asupra retelelor de comunicare/cooperare la nivelul elitelor, acestea din urma
reprezentand agenti fundamentali ai dezvoltarii societatilor.

Demersurile institutionale pentru dezvoltare, asa cum sunt ele definite si implementate n
programele Uniunii Europene, contin normative care pun in evidenta necesitatea dezvoltarii
retelelor angajamentului civic, ca instrument fundamental in facilitarea comunicarii i coo-
perarii dintre agentii dezvoltarii si dintre comunitatile sau regiunile vizate de programele de
dezvoltare. Un bun exemplu il constituie grupurile de actiune locala definite in programul de
dezvoltare rurala LEADER, grupuri in care partenerii publici si privati stabilesc strategii de
dezvoltare locala, iau decizii si coopereaza in vederea atingerii obiectivelor de dezvoltare.

Note

1. Putnam, R.D., Cum functioneazd democratia? Traditiile civice ale Italiei moderne, lasi, Polirom, 2001.

2. 1bid., p. 103.

3. Putnam 1i citeaza pe Machiavelli, John Winthrop, Tocqueville, Michael Walzer si altii.

4. Ibid., p. 205.

S. Ibid., p. 195.

6. Voicu, Malina; Voicu, Bogdan (coordonatori), Satul romanesc pe drumul cdtre Europa, lasi, Polirom, 2006.

7. Ibid., p. 48.

8. Putnam, op.cit., p. 195.

9. A se vedea studiile lui Sherif in cadrul teoriei conflictelor reale, apud Bourhis, Richard Y si Leyens,
Jacques-Fhilippe, Stereotipuri, discriminare si relatii intergrupuri, lasi, Polirom, 1997.
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celor doi sustinatori principali: Lowell G. Field si John Higley.

14. Field, Lowell G.; Higley, John, ,,Racconto di un itinerario personale al neo-elitismo®, in Elitismo e
democrazia nella cultura politica del Nord-America, Archivio Internazionale ,,Gaetano Mosca“ per lo stu-
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18. Idem.
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20. Principiul se regaseste in monografia dedicata vietii si activitatii lui Mihail M. Cernea, autor Maria
Cobianu-Bacanu, Mihail M. Cernea. Un inovator in sociologie si dezvoltare internationald, Editura Econo-
mica, Bucuresti, 2001.
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Emergency Communication and the Challenge
of Messages. Theoretical Insights

Rezumat

Scopul acestui studiu este sa propuna un instrument de realizare a mesajelor persuasive in cadrul comu-
nicarii riscului/comunicarii in situatii de urgenta, folosind in acest scop noi teorii din domeniile psihologiei
sociale si stiintelor comunicarii (Kashima si Lewis 2000, Mucchielli 2000, Pratkanis, 2000). Cadrul teoretic
de analiza este reprezentat de modelul integrat al comunicarii, Consolidated Communication-Human Infor-
mation Processing Model (C-HIP), pe care Wogalter il propune in 1999 ca punct de referinta in comuni-
carea riscului. Puterea predictiva a instrumentului teoretic va fi testata in campul comunicarii in situatii de
urgenta folosind datele factuale puse in evidenta de sociologia dezastrelor.

Cuvinte-cheie: comunicarea riscului, comunicarea in situatii de urgenta, constructia 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 alfer 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 (Stanciugelu, 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; ¢) 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 manipulate' 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 cthical 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®.

References

—

Barton, A. H. (1970), Communities in Disaster, Garden City NY.

2. Deloy, D. (1999), ‘Attitudes and Beliefs’, Wogalter, S. M. DelJoy, M. D. Laughery, K. R (eds.) (1999)
Warnings and Risk Communication, London, Taylor and Francis Ltd, 189-220.

3. Fischer, W. H. (1998), Respons to Disaster. Fact versus fiction & its perpetuation, Oxford, University
Press of America.

4. Fischhoff, B. (1995), Risk Perception and Communication Unplugged. Twenty years of process. Risk
Anal. 15, 137-45.

5. Helsloot, I. Ruitenberg, A. (2004), ‘Citizen Response to Disaster: a Survey of Literature and Some Prac-
tical Implications’, Journal of Contingencies and Crises Management, Volume 12, Number 3, 98-111.

6. Hogg, A. M. Abrams, D. (1988), Social Identification. A social psychology of intergroup relations and
group processes, London, Routledge.

7. Kashima, Y. Lewis, V. (2000), ‘Where Does the Behavior Come from in Attitude-Behavior Relation?
Toward a connectionist model of behavior generation’, Terry, J. D. Hogg, A. M. (2000) (eds.), Attitudes,
Behavior, and Social context, London, Lawrence Erlbaum Associates Publishers, 115-133.

8. Krimsky, S. Plough, A. (1988) Environmental Hazards: Communicating Risks as a Social Process, Dover,
Mass. Auburn House.

9. Mackie, D. M. Queller, S. (2000), ‘The Impact of Group Membership on Persuasion: Revisiting ,,Who

Says What to Whom with What Effect?, Terry, J. D. Hogg, A. M. (2000) (eds.), Attitudes, Behavior,

and Social context, London, Lawrence Erlbaum Associates Publishers, 135-157.

o



Revista_comunicare_15.gxd 23.04.2009 11:11 Pa%lll

Emergency Communication and the Challenge of Messages. Theoretical Insights 111

10.
11.

12.
13.

14.

15.

16.

17.

18.

19.

20.
21.

22.

23.

Mc Quail, D. (1984), Communication, London, Longman.

Mucchielli, A. (2000), L art d’influencer, Paris, Armand Colin/HER. For the pages’ references, see
Romanian edition (2001), Arta de a influenta, lasi, Polirom, 5-40.

Norman, D. A. (1981), ‘Categorization of actions slips’, Psychological Review, 88, 1-15.

Pratkanis, R. A. (2000), ‘Altercasting as an Influence Tactic’, in Terry, J. D. Hogg, A. M. (2000) (eds.),
Attitudes, Behavior, and Social context, London, Lawrence Erlbaum Associates Publishers, 201-226.
Quarantelli, E. L. Dynes, R. R. (1977) Response to Social Crisis and Disaster, in Annual Reviews Soci-
ology, (1977), 3: 23-49, www.annualreviews.org/aronline

Rogers, P. Lea, M. (2005), Psychological and Behavioural Responses to CBRN Disasters: Implications
for emergency response, community, and business continuity, a review of the published research for the
Association of Greater Manchester Authorities, papper.

Skinner, B. F. (1957), Verbal behavior, New York: Appleton-Century-Crofts.

Stanciugelu, 1. (2008), Notes of sociological findings referring to disaster mythology; risk communi-
cation implications, International Conference ELSEDIMA 2008, Environment & Progress, Cluj Napoca,
Romania.

Terry, D. J. Hogg, M. A. (1996), ‘Group norms and the attitude-behavior relationship: A role for group
identification’, Personality and Social Psychology Bulletin, 22, 776-793.

Tajfel, H. (1979) ‘Individuals and groups in social psychology’, British Journal of Social and Clinical
Psychology, 18, 183-90.

Turner, C. J. (1991) Social Influence, Buckingham, Open University Press.

Turner, C. J. (1999) ‘Some Current Issues in Research on Social Identity and Self-categorization Theo-
ries’, in Ellemers N., Spears R., Doosje B. (1999), Social Identity, Oxford, Blackwell Publishers Ltd., 6-35.
Wigboldus, D. Spears, R. Semin, G. (1999), ‘Categorization, Content and the Context of Communica-
tive Behaviour’, Ellemers, N. Spears, R. Doosje, B. (1999), Social Identity, Oxford, Blackwell Publish-
ers Ltd, 147-164.

Wogalter, S. M. DeJoy, M. D. Laughery, K. R. (1999) ‘Organizing Theoretical Framework: A Consoli-
dated Communication-Human Information Processing (C-HIP) Model’, Wogalter, S. M. DelJoy, M. D.
Laughery, K. R, (eds.) (1999), Warnings and Risk Communication, London, Taylor and Francis Ltd, 15-23.



Revista_comunicare_15.gxd 23.04.2009 11:11 Pa¢112



icare_15.gxd 23.04.2009 11:11 PaéllB

Comunicare politica



Revista_comunicare_15.gxd 23.04.2009 11:11 Pa%llél



Revista_comunicare_15.gxd 23.04.2009 11:11 Pa%llB

Bogdan Teodorescu*
Dan Sultanescu™*

O campanie electorala diferita, dar care nu schimba nimic

Rezumat

Campania parlamentara din 2008 s-a desfasurat sub imperiul schimbarii. S-au schimbat regulile jocu-
lui, s-a modificat profund contextul, s-au modificat mizele si chiar actorii. Dar, cu toate acestea, rezultatul
a fost unul paradoxal. In pofida schimbarilor suferite de decorul competitional, fapt ce nu a ramas fara efecte
la nivelul campaniilor electorale de pe parcursul anului, rezultatul politic nu a clarificat situatia existenta pe
scena politica.

Cuvinte-cheie: campanie electorala, vot uninominal, schimbare politica, Traian Basescu, 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.

Neclaritatile politicii romanesti au ramas la fel de mari si dupa alegerile din 2008. Situa-
tia politica inedita generata de alegerile din 2004, cand votul a sugerat nevoia unei coabitari
(PSD a castigat parlamentarele, iar Traian Basescu a castigat presedintia) s-a perpetuat, iar
echilibrul politic tripartit consacrat de ultimii ani ai guvernarii Tariceanu s-a mentinut. Alegerile
din 2008, desi au fost foarte diferite de toate celelalte alegeri organizate in postcomunism,
nu au (mai) reusit sa genereze acel flux al schimbarii politice. Reconfigurarea scenei politice
a fost mai degraba produsul evenimentelor post-electorale, care au avut o legatura foarte mica
cu votul popular sau cu sensul acestui vot. Analiza de fata isi propune sa treaca in revista
unele din schimbarile pe care aceste alegeri le-au adus in spatiul public romanesc si care vor
marca evolutiile politice din 2009.

Desi nicio campanie electorald nu seamana cu alta, cea din toamna anului 2008 s-a des-
fasurat conform unui scenariu diferit fata de cele precedente din foarte multe puncte de vedere.
O acumulare de factori a transformat acest moment intr-o premiera. Nu a existat simultanei-
tatea cu o campanie prezidentiala, care sa dinamizeze desfasurarea evenimentelor, sa ampli-
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fice mizele si sa personalizeze puternic mesajele de partid. Adoptarea ,,votului uninominal*
a infuzat o doza puternica de imprevizibil, modificarile operate la nivelul sistemului elec-
toral urmand sa testeze ipoteza devenita cligseu referitoare la ,,reformarea® si ,,innoirea“ cla-
sei politice. Am asistat la prima campanie la finalul careia nu am obtinut un rezultat concret
al episodului electoral, deoarece expresia votului popular a trebuit completata de doua epi-
loguri cel putin la fel de importante: redistribuirea voturilor conform proportionalitatii (ca
rezultat al unui sistem de vot hibrid) si negocierile de intrare la guvernare, un calcul imposi-
bil de anticipat In conditiile echilibrului politic multipartit. Dificultatea anticiparii s-a datorat
unui alt element definitoriu pentru acest scrutin — lipsa unei polarizari politice evidente, care
a determinat posibilitatea nelimitata a partidelor de a se asocia, atat din cauza absentei unor
nuclee doctrinare inviolabile, cat si din motive legate de dinamicile interne de partid, supuse
unor tensiuni si orientari distincte intre diferitele grupuri. In plus, din nou in premiera, nu a
existat o imagine clara a prezentei la putere sau in opozitie pentru cele patru partide care au
intrat In Parlament (PNL s-a aflat la guvernare, dar avea o pozitie minoritara si in Parlament,
dar si in administratia locala; PDL avea presedintele, precum si multe pozitii de putere in
tara, dar se revendica drept partid de opozitie; PSD oscila intre a critica guvernarea si a o
sustine; iar UDMR 1si pierduse aciditatea discursului ca urmare a prezentei alaturi de PNL
la guvernare).

Pentru a complica in plus situatia, Romania si-a votat pentru prima data reprezentantii in
parlament in calitate de membra cu drepturi depline al Uniunii Europene, adica un stat care
gestioneaza, la nivel guvernamental, sume importante, in special in primii ani post-aderare
cand — exemplele valurilor anterioare ne demonstreaza — au loc transformarile cele mai ample
si salturile cele mai accentuate in dezvoltare. In fine, un element mai putin explicit, dar cu o
contributie la fel de mare asupra radiografiei finale, tine de dinamica interna a principalelor
partide, fiecare dintre ele marcate de contestari la adresa conducerilor si de centre de putere
fie insuficient de consolidate, fie supuse eroziunii unui mandat complicat.

Un scrutin in premiera aduce un record negativ al participarii la vot

Alegerile din noiembrie 2008 au consacrat un paradox: in anul celei mai profunde schim-
bari a regulilor electorale, s-a inregistrat un minim al prezentei la vot (in conditiile in care
nu sunt luate in calcul alegerile pentru Parlamentul European din 2007). Dezinteresul elec-
toratului pentru alegerile generale poate fi privit din doua perspective. Pe de o parte, si in
alte tari din Uniunea Europeana prezenta la vot se situeaza in jurul marjei de 40%. Pe de alta
parte, scaderea numarului de votanti atat in termeni relativi, cat si in termeni absoluti in raport
cu precedentele alegeri este importanta. In acest context, se poate discuta despre scaderea
capacitatii partidelor politice de a reprezenta cetatenii, chiar daca aceastd imagine nu este
asumata explicit (un Legislativ care nu este votat decat de 40% dintre cetateni are potentiale
probleme de legitimitate). In lipsa unor date empirice care sa explice prezenta scazuta la vot,
explicatiile nu vor face referire decat la cauzele generale ale acestui tip de comportament elec-
toral — cauze pe care partidele politice trebuie sa le aiba in vedere. Astfel, lipsa unor dezba-
teri ideologice clare (relativizarea mesajului politic) este una dintre posibilele cauze, la fel
cum si o campanie electorala terna, lipsita de teme centrale si de mesaje unificatoare, frag-
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mentata la nivel de circumscriptii, poate favoriza acelasi tip de comportament. Nu in ultimul
rand, lipsa unui vot user-friendly (vot virtual, vot prin corespondenta, dar nu numai) este un
alt factor ce contribuie la efectul general al prezentei electorale reduse.

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

Desi Legea 35/2008 nu aduce modificari de structura in ceea ce priveste sistemul elec-
toral practicat pentru alegerea Camerei Deputatilor si a Senatului, actul normativ impune reor-
ganizarea circumscriptiilor electorale, prin impartirea lor in colegii uninominale. Acest artificiu
menit sa raspunda solicitarii sociale de eliminare a scrutinului de lista a creat o confuzie intre-
tinuta de actorii politici intre tipul de circumscriptie si regula de transformare a voturilor in
locuri. Astfel, ,,votul uninominal“ a fost identificat si asociat in mod eronat cu principiul
majoritarist winner takes all. Este adevarat ca regula majoritatii se aplica la nivel de colegiu
in situatia in care un candidat obtine majoritatea absoluta a voturilor valabil exprimate, iar
partidul din care acesta provine atinge pragul electoral national. Cu toate acestea, principiul
general 1n baza caruia se stabileste ponderea parlamentara a fiecarui competitor este cel al
proportionalitatii. Efectele majoritarismului sunt compensate de mecanismele proportionale
de transformare a voturilor in locuri. Finalitatea sistemului este una proportionala, la fel ca
la toate alegerile de dupa 1990. De aceea, chiar daca 25% dintre parlamentari si-au obtinut
mandatul prin victorii categorice la nivelul colegiilor electorale, dimensiunea majoritara a sis-
temului electoral nu a produs efecte asupra raporturilor de forte din Parlament si nici asupra
reprezentativitatii forului legislativ. Si totusi, ea a generat comportamente ce se inscriu in lo-
gica majoritarista.

Miza votului uninominal — retrasarea relatiilor de putere,
nu reforma politica

Trebuie remarcat ca miza decupajelor electorale a fost mai degraba una personala si nu
una politica, de tip organizational. Natura proportionala a sistemului electoral face ca par-
tidele sa nu fie afectate intr-o maniera decisiva de acest element tehnic al desenarii circum-
scriptiilor electorale. Chiar daca ponderea nationala a unei formatiuni este data de performanta
electorala a fiecaruia dintre candidatii sai, voturile sale, acolo unde este minoritar nu se pierd,
ci se contabilizeaza, fiind folosite in procesul de atribuire a mandatelor. Este adevarat ca meca-
nismului ,,votului util* poate functiona in fiefuri, accentuand sau diminuand zestrea electorala
a unui partid, dar votantii susceptibili de a face un astfel de calcul rational, de a cantari op-
tiunile si de a cunoaste efectele sistemului electoral constituie o minoritate. Prin urmare, harta
colegiilor electorale a contat n primul rand pentru candidatii individuali, care si-au dorit si
au urmarit obtinerea unor garantii cat mai puternice pentru accesul in Parlament. Mizele au
fost importante, in joc fiind nu doar mandatul de parlamentar, dar si pozitiile detinute n estab-
lishmentul politic. Astfel, pusi pentru prima data in mod direct in fata electoratului, politi-
cienii cu experientd au avut nevoie de legitimitatea votului pentru a-si consolida sau pentru
a revendica pozitii in cadrul partidelor sau a aparatului de stat. Noii pretendenti au avut posi-
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bilitatea sa conteste status-quo-ul si sa demonstreze ca pot aduce un suflu nou pe scena politica.
In aceasta privinta trebuie demontat unul dintre argumentele care au insotit discutiile pub-
lice referitoare la introducerea a ceea ce gresit continua sa fie numit ,,vot uninominal®. Este
vorba despre capacitatea sistemului electoral de a reforma clasa politica. Ca orice institutie,
sistemul de vot poate modela atitudinile si comportamentele publice, dar in niciun caz ac-
tiunea sa in aceasta privinta nu este exclusiva, categorica si /sau decisiva. In plus, nu acesta
este rolul si scopul unui sistem electoral. Reforma clasei politice pleaca pe de o parte de la
electorat, de la mediul social, iar pe de alta parte de la partidele politice, responsabile cu re-
crutarea si selectia personalului apt pentru a exercita guvernare.

Ceea ce a facut 1nsa aceasta reforma electorala, prin ,,votul uninominal®, a fost sa creeze
premisele modificarii raporturilor de forte din interiorul partidelor politice. In primul rand,
pentru ca a stimulat concurenta intre candidatii aceleiasi formatiuni. In al doilea rand pentru
ca a sporit rolul si forta politica a organizatiilor locale. Mai mult ca oricand, liderii locali ai
partidelor, in special cei care ocupa functii publice (primari, presedinti de CJ) au reprezen-
tat vectori electorali majori, fiind activi in campanie atat sub aspect logistic, cat si imago-
logic. Acest lucru a facut ca, pentru prima data, performanta electorala a unui partid (cea care
determina ponderea sa parlamentara) sa depinda mai putin de actiunile si de interventia li-
derilor nationali. Ceea ce a contat a fost prestatia fiecarui candidat in parte, corelata cu po-
zitia, implicarea si anvergura organizatiilor locale. Chiar daca ,,votul uninominal® nu a anulat
caracterul politic al votului, calitatile personale, mobilizarea si profilul imagologic al unui
candidat par sa fi cantarit mai mult decat umbrela politica sub care alti competitori s-au putut
ascunde. Intr-o astfel de logica ce presupune descentralizarea campaniei electorale, rolul li-
derilor centrali, implicati ei Insisi in confruntari locale, se diminueaza.

Campaniile din colegii nu au semanat cu campania nationala

Contextul specific in care s-au desfagurat aceste alegeri parlamentare a condus la exis-
tenta a doud tipuri de campanii electorale. Este vorba, pe de o parte, despre o companie locala,
a fiecarui candidat in parte, o campanie gandita si derulata contextualizat, in functie de condi-
tiile particulare ale fiecarui colegiu sau cel mult ale circumscriptiei aferente. Practic, strate-
giile, mesajele si actiunile electorale au fost construite dupa un tipar specific alegerilor locale.
Pe fondul unui deficit de cultura politica participativa (care presupune printre altele, cunoas-
terea sistemului politic si a mecanismelor lui de functionare), candidatii au actionat pragmatic
si au spus oamenilor ceea ce acestia voiau sa auda.

De asemenea, a existat si o campanie electorala nationala, desfagurata prin mass-media,
o campanie prin care fiecare partid a incercat sa transmita un mesaj general, sa isi intareasca
pozitia sau sa se repozitioneze fata de ceilalti actori. La acest nivel s-a actionat cu precadere
in zona imaginii publice. A fost insa o campanie mai putin coordonata, mai putin consistenta
si de aceea si mai putin importanta. Accentul a cazut pe colegii, acolo unde a fost concen-
tratd cea mai mare parte a resurselor.
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Mai multe campanii pragmatice, nici un pic de ideologie

Lipsa orientarii discursului de campanie 1n functie de un personaj si de un mesaj preziden-
tiabil, precum si caracterul atipic imprimat de selectia uninominala au determinat constructia
fragmentata a mesajelor. Pentru cei mai multi dintre candidati, oferta proprie a pornit de la
o suma de solutii pragmatice, adaptate specificului colegiului de candidatura si coagulate in
asa fel incat sa se plieze pe asteptarile imediate ale publicului care se dorea mobilizat la vot.
Fata de programele ,,edilitare” ale candidatilor, programele politice ,,nationale* ale partide-
lor au functionat ca accesorii mai degraba straine campaniei din teritoriu, un fel de artificiu
necesar in dezbaterile de la televiziunile centrale, dar lipsite de miza sau de ecou in ecuatia
electorala efectiva.

Un paradox al concentrarii pe oferta locala a fost aceea ca nu au existat alternative majore.
S-a ajuns la fenomenul solutiilor unice, care a tins sa egalizeze dezbaterile. S-a impus astfel
ideea ca la problemele concrete ale populatiei exista un set clar de rezolvari unice, pe care
nimeni nu le contesta. Singurul lucru care conteaza este caracterul candidatilor si capacitatea
lor de pune in aplicare aceste solutii. Ofertele au fost similare, singurele diferente fiind de
ordin personal (notorietate, credibilitate, potenta politica sau chiar strict financiara).

Absenta unei dezbateri pe diverse solutii practice, precum si absenta unor propuneri alter-
native a fost o constanta care a diluat mult campania, sub pretextul revenirii sale catre esenta
politicii. La limita, se poate sugera ca ofertele castigatoare au fost cele care au pus cel mai
bine in evidenta capacitatea candidatilor de a-si folosi influenta si experienta pentru a mobi-
liza fonduri si decizii in sprijinul problemelor punctuale ale propriului colegiu. Simplificand,
intr-o interpretare pur romaneasca, votul uninominal s-a redus la o formula a traficului de
influenta legalizat prin vot.

Pentru prima data, nu au existat dispute majore si nici polarizari

Campania din 2008 a fost una atipica din cauza absentei unei polarizari electorale cla-
sice. Pana de curand, campaniile electorale romanesti au avut aceasta constantd a unei dis-
pute polare intre cele mai importante forte politice. La alegerile din 2008 au existat nu doua,
ci trei variante. Dar, conform regulilor matematice, cand exista trei forte suficient de solide,
niciuna dintre ele nu are capacitatea de a obtine majoritatea. Drept urmare, am asistat la un
fel de blocaj care a permis ca in ultimii doi ani de zile sa nu se intdmple practic nimic pe
scena politicd. Fiecare dintre cei trei actori (PSD, PD-L si PNL) au mizat doar pe propria
prestatie si pe incapacitatea de dialog si de cooperare a celorlalti pentru a ramane in joc. De
altfel, chiar daca doua partide ar fi ales inainte de alegeri sa faca o alianta, exista pentru fiecare
combinatie un discurs capabil s o negativeze: PSD+PNL a fost definitd de Basescu drept
alianta celor ,,322* sau coalitia transpartinica a oligarhilor; PSD+PD-L ar fi reprezentat sansa
PNL de a se raporta negativ la refacerea nefastului FSN, iar combinatia PD-L+PNL ar fi per-
mis social-democratilor sa critice legitim tot ce a mers prost in ultimii patru ani. Pentru fiecare
partid in parte, luat separat, este greu de atribuit o responsabilitate anume. Dimpotriva, fiecare
areusit, cu actualele sale conduceri, rezultate care pot fi considerate pozitive. In ciuda gafelor
strategice, PSD, cu Geoana la conducere, era in carti pentru urmatorul guvern si, in pofida
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asaltului la care a fost supus, a reusit sa ramana unit. PNL-ul lui Tariceanu a fost un supra-
vietuitor al unei perioade foarte grele si, mai mult, a beneficiat puternic de pe urma prezentei
cvasi-singulare la guvernare. Iar PDL-ul lui Basescu a beneficiat si profitat de cea mai mare
crestere in termeni absoluti a unui partid politic Intr-un singur ciclu electoral, depasind chiar
si ascensiunea fulminanta a PRM din anii 2000.

Raportand aceasta triada la scara istorica, singurul perdant major al absentei polarizarii a
fost PSD, care a ratat cu nonsalanta sansa dupa sansa in a se reimpune ca principal partid de
opozitie si a fost fortat sa participe la acest joc ca actor de rang secund. In aceasta situatie de
echilibru dinamic, cele trei partide s-au aflat in postura de a fi influentate decisiv de person-
alitatea lui Traian Basescu. Dar alegerile locale din 2008 au dat un semnal special: acela ca
Traian Basescu nu mai este singurul element fundamental de pe scena politica. Partidul prezi-
dential pe care l-a construit nu a crescut atdt de mult pe cat se dorea. lar ascensiunea PD-L
nu a reusit sa sparga trinomul politic actual. Aceasta a facut ca orice combinatie sa fie posi-
bila, fapt anticipat corect de majoritatea candidatilor. Si, mai mult, a facut ca decizia privind
formula guvernamentala sa fie luata de facto, nu doar oficial, doar dupa ce rezultatele alegerilor
au fost cunoscute. in acest context, campania electorala nu se putea desfasura agresiv, fiindca
nimeni nu a vrut s 1si minimizeze sansele de a participa la ulterioarele negocieri pentru for-
marea guvernarii.

S-a creat impresia de ,,blat“, local si national

Imediat dupa ce ,,uninominalul* a parut a fi inevitabil, principala problema care a afec-
tat structurile superioare ale partidelor a fost data de riscul, de data aceasta foarte palpabil,
ca lideri importanti — nationali sau locali — sa nu treaca testul electoral. In fapt, aceasta ipoteza
a constituit si nucleul dur al viziunii societatii civile privind reformarea clasei politice prin
,uninominal“. Persoanele cu imagine publica proasta sau inexistenta nu aveau cum sa se mai
ascunda in mijlocul listelor si, deci, parlamentul ar fi fost populat numai de acei care prin
trecutul si prezentul lor meritau increderea comunitatilor in care candidau.

Principala confruntare politica s-a desfasurat, asa cum am mentionat mai sus, cu mult
inainte de campania electorala, in interiorul partidelor, atunci cand s-au trasat colegiile si s-au
impartit candidatilor cu sanse. Calculele teoretice au aratat, in virtutea rezultatelor de la ale-
gerile locale, care colegii sunt mai usor de abordat si care nu. Pe baza acestor simulari, par-
tidele si-au distribuit candidatii importanti in locatiile cele mai sigure, lasand restul candidatilor
pe pozitii nesigure sau chiar fara sanse.

Riscul fiind uniform distribuit asupra tuturor partidelor, conducerile acestora au actionat
in consecinta si au elaborat o metodologie de impartire a candidatilor pe colegii care sa pro-
tejeze cat mai mult cu putintd numele grele. A fost o alegere de tip conservator, care a eli-
minat orice incercare de extindere. Foarte putini candidati importanti au optat sa isi testeze
forta In zone nesigure, asa ca obtinerea in final a unui rezultat oarecum similar cu cel de la
alegerile locale era previzibila. Nu a existat neaparat un ,,blat* national, cat mai degraba un
calcul similar pe care l-au facut toate partidele importante. S-a ajuns astfel ca acolo unde a
candidat un nume greu dintr-un partid, celelalte formatiuni au numit candidati de ordin secund,
fara vizibilitate si fara foarte mare potenta financiara, astfel incat sa se evite risipirea resurselor
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(umane si financiare). Asa s-a creat impresia ca partidele si-au facut favoruri si au permis ca
traseul numelor grele sa fie cat mai lejer. Au existat cateva exceptii, suficient de putine pen-
tru a nu conta, astfel incat la finalul scrutinului s-a constatat ca practic toate numele impor-
tante din parlamentul trecut se regasesc si in noul parlament, iar cei care totusi n-au intrat,
au pierdut mai degraba din cauza sistemului de redistribuire decat din cauza sanctiunii popu-
lare. Din pricina acestei distribuiri total dezechilibrate a candidatilor, in foarte multe colegii,
dezbaterea electorala nu a existat si nici interesul fata de aflarea castigatorului nu a fost prea
mare, acesta parand a fi cunoscut Inca din start. Trebuie insd precizat ca aceasta stare a fost
mai degraba una a alegatorului, decat una a candidatului, care — oricat de celebru ar fi fost —
s-a temut de un esec si s-a implicat intens in ritmul de campanie.

In contextul neincrederii funciare existente in relatia dintre cetatean si partide, insucce-
sul ,,votului uninominal“ conduce spre un esec al unei initiative lansate cu mult zgomot si
insotite, cel putin aparent, de multe sperante. Acesta este inca un motiv de indepartare intre
doua entitati fundamentale ale democratiei. Tot mai mult, alegatorului 1i este certificata impre-
sia ca votul sau, participarea sa, implicarea sa sunt neimportante si ca totul se rezuma la aran-
jamente 1n spatele usilor inchise. E adevarat, o data la patru ani, un festival public poate genera
prin aleatoriul sau — foarte bine controlat in fapt — unele mici surprize.

Efectul pervers al legii electorale — competitia cu colegii de partid

Marile confruntari nu au existat pe parcursul anului 2008. Nici la alegerile locale, unde
altadatd erau dispute ample pentru anumite localitati importante, nici la alegerile generale.
Fie pentru ca protagonistii (candidatii importanti) nu au avut concurenta reala, fie pentru ca
acolo unde ar putea exista concurenta, partidele nu au mobilizat personalitati suficient de
hotarat implicate.

Un factor major care a contribuit la lipsa de combativitate a fost, din nou, legea electo-
rala, care a indus mai degraba o competitie intre colegii de partid si nu Intre contracandidati.
Astfel, In zonele fief ale unui partid, fiecare dintre candidatii sai a fost interesat de doua obiec-
tive: sa obtina peste 50% din voturi sau sa aiba mai multe voturi decat propriii colegi de cam-
panie. Doar astfel, la atribuirea mandatelor, ar fi avut sanse sa castige. Abia pe locul al treilea
s-a plasat obiectivul de a obtine mai multe voturi decat contracandidatii de la celelalte par-
tide, obiectiv facil pentru colegiile-fief. De aceea, pentru partidele care nu au aspirat la cas-
tigarea efectiva a colegiilor, disputa a fost strict legata de competitia interna. Spre exemplu,
un partid plasat pe locul trei intr-un judet a avut ca scop obtinerea unui procent de voturi sufi-
cient de mare pentru a avea dreptul la mandate in circumscriptia respectiva. Modul in care
acele mandate s-au atribuit candidatilor partidului in cauza s-a bazat pe calcule complicate,
care nu au avut drept tinta castigarea colegiului.

Aceasta aritmetica electorala nu este noud pentru Romania, ci mai degraba pentru candi-
dati luati individual. Cei doi pasi prin care partidele intra in posesia mandatelor (aplicarea
coeficientului simplu la nivel de circumscriptie si folosirea metodei d’Hondt, la nivel national,
in cazul resturilor electorale) au existat si pana acum, dar folosirea unui scrutin de lista a facut
ca Intreaga procedura sa fie putin cunoscuta. Competitia in colegii uninominale a trezit intere-
sul pentru procesul de transformare a voturilor in locuri, fiecare candidat fiind nevoit sa se
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familiarizeze cu aspectele tehnice ale sistemului electoral. Chiar daca nu are un caracter struc-
tural, schimbarea legii electorale a facut ca partidele sa opteze pentru solutii sigure si necon-
flictuale. Un conflict politic amplu putea sa genereze emotii si dinamici electorale complicate.
Or, cata vreme fiecare candidat a depins in primul rand de propria prestatie, dar si de ima-
ginea generala a partidului din care facea parte, s-a stimulat ,,inghetarea” oricaror evolutii
politice pana dupa alegeri.

Nu au existat teme majore de campanie

Lipsa de conflictualitate s-a vazut si din modul in care s-a conturat agenda publica in cam-
panie. Principala sa caracteristica a constat In absenta marilor dezbateri nationale pe teme
politice. Prima constatare legata de tematica de campanie este aceea ca indiferent de efor-
turile facute de PD-L si de Traian Basescu, alaturi de segmente ale societatii civile, coruptia
nu a mai fost acceptata ca subiect central. Motivatia pentru aceasta modificare radicala fata
de anul 2004 poate fi cautata atat in ineficienta si ridicolul care au Inconjurat campania anti-
coruptie din perioada 2004-2008, cat si in presiunea majora pe care relatarile despre dezvoltarea
crizei economice la nivel mondial le-au avut asupra populatiei. In acelasi timp, media ca prin-
cipal vector de comunicare politica, a fost ea insdsi mult mai interesata de efectele crizei eco-
nomice si de ofertele partidelor in aceasta directie, decat de reincalzirea temei luptei impotriva
coruptiei. Poate fi remarcat din monitorizari ca majoritatea ziarelor si posturilor de televi-
ziune a gazduit editoriale, comentarii si analize prin care reprezentanti ai societatii civile au
solicitat partidelor ca in campanie sa-si prezinte planurile economico-sociale anticriza in timp
ce de strategia anti-coruptie nu a mai vorbit aproape nimeni.

Tema marii coruptii a fost, in 2004, un subiect introdus pe agenda de opozitia politica aju-
tata de societatea civila si media. Evident, marea coruptie este o realitate intermediata, un
fapt sau o serie de fapte care ajung la cetatean doar prin intermediul altcuiva, el personal nefi-
ind 1n nici o situatie in contact cu fenomenul in speta. Cele doua tabere care s-au confruntat
in 2004, PSD si Alianta D.A., intre multele diferente care le-au caracterizat prestatia elec-
torala, au optat pentru raportarea la doua tipuri diferite de realitati. In timp ce PSD a mizat
pe realitatea nemijlocita (salarii, pensii, compensari, alocari de fonduri etc.), referindu-se atat
la trecut (lista realizarilor), cat si la viitor (lista propunerilor), ADA s-a axat exclusiv (exceptie
fiind doar cota unica) pe realitatea intermediata (ziare care au titrat ca anumite persoane sunt
corupte, lideri ai societatii civile care au afirmat ca In anumite locuri s-au fraudat alegerile,
politicieni care au clamat ca au cunostinta de conturi secrete ale altor politicieni etc.). Datorita
amplorii capatate in timpul dezbaterilor electorale, lupta Impotriva coruptiei a devenit pen-
tru un interval redus de timp, tema centrala a scenei politice autohtone. Cei patru ani care au
urmat au aplanat mult din aceasta imagologie escatologica si au redus lupta anticoruptie la
stadiul de artefact al bataliei politice.

Introducerea ,,votului uninominal®, impartirea campaniei electorale 1n cateva sute de cam-
puri de comunicare si transformarea primarilor de localitati in purtatori centrali de mesaj au
indus, inevitabil, modificarea ofertei candidatilor, dar si a asteptarilor publicului. Practic, asa
cum precizam si anterior, totul a devenit foarte local, foarte ancorat in realitatea celor cateva
comune sau a catorva strazi mari care constituie un colegiu uninominal. Cum solicitarile ve-
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nite de la acel nivel sunt preponderent de natura administrativ-economico-sociala, dezbaterea
propriu-zisa s-a axat in jurul temelor campaniei locale din vara lui 2008 cu putine accente
de alta natura. Pe langa deja binecunoscutele pachete, pungi sau sacose pline cu felurite pro-
duse, candidatii s-au Intrecut in a promite salubrizari, pietruiri, aductiuni de apa, terasari, infi-
intari de dispensare, de crese, de drumuri de acces, de brutarii sau accesari de fonduri europene
profitabile comunitatii in cauza. Cei si mai activi au spalat pe jos, au golit haznale, au gatit,
au crosetat, au instalat computere in cate o sala de clasa, au sapat in gradina, au maturat frunze
si au batut cuie in garduri deselate. Dupa ce momentul electoral a trecut niciuna dintre aceste
activitati nu a mai fost atat de atractiva pentru politicieni. Acest lucru conduce la amplifica-
rea imaginii de tradare si de duplicitate din partea actorilor politici, imagine pe care electoratul
continua sa o acumuleze. A nu se intelege ca pledam pentru transformarea parlamentarului
in vidanjorul sau gunoierul colegiului, dar credem ca nici transformarea sa in asa ceva nu
poate fi o solutie viabila pe termen mediu. Oricum, datorita acestei posibilitati de a seduce
electoratul prin actiuni si atitudini total nespecifice, multi politicieni au parasit discursul pro-
gramatic (atat cat era) si s-au multumit sa joace pentru cateva saptamani un rol pur pragmatic.
Nu doar actiunile de imagine exagerate vor dezamagi prin lipsa lor de finalitate, dar si promi-
siunile de rezolvarea a variilor probleme locale vor ramane, in multe cazuri, doar cuvinte, fie
pentru cd parlamentarul respectiv nu mai trece prin colegiu, fie pentru ca nu are cum sa le
rezolve, fie pentru ca, de fapt, nu acesta este mandatul sau.

Singura tema care a produs pozitionare politica nationala din partea tuturor a fost cea privind
salariile profesorilor. Ea a insemnat o incercare de creare a unui bipolarism intre un PSD 1n
opozitie (pro-marirea salariilor) si un PNL la guvernare (cu discurs liberal clasic, orientat pe
responsabilitate macroecnomica), blocatd insa de interventia lui Traian Béasescu. Presedin-
tele a preluat tema, intuind corect ca neimplicarea PD-L in subiect va duce la scaderea pon-
derii sale electorale. Discursul privind marirea salariilor a evoluat dramatic, riscand sa ajunga
intr-o spirala populista majora. Elementul care a blocat aceasta evolutie a fost criza finan-
ciara internationala si semnalele aparute pe masura ce bursele internationale incepeau sa cada.
Pe acest fond, discursul despre cheltuielile bugetare a fost abandonat in favoarea unui dis-
curs mai vag, general acceptat de toate partidele, despre nevoia de responsabilitate si de pro-
fesionalism n contextul crizei.

Absenta unei alegeri personalizate (pentru pozitia de presedinte) si climatul multipolar au
facut ca, in aceasta campanie, sa nu se discute despre mai nimic la nivel national. Programele
de guvernare nu au fost analizate In profunzime pentru cd acestea nici nu au fost promovate.
Spre deosebire de alte campanii cand marile promisiuni se faceau publice cu luni sau ani Tnainte
de alegeri (Contractul cu Romania, de pilda, a fost lansat cu un an de zile inainte de alegeri,
in 1995), acum programele de guvernare nu doar ca nu au fost promovate, dar nici macar nu
au fost finalizate decat cu cateva saptamani inainte de inceperea campaniei.

Prin comparatie cu anul 2004, impresia generala a fost aceea a unei campanii lipsita de
confruntari. Apatia populatiei (care anunta in sondaje inca de la inceputul anului 2008 ca e
dispusa intr-o proportie de 70% sa voteze cu cei aflati in functii) s-a transmis actorilor politici
(partide, staff-uri, candidati) care nu au mai fost capabili sa produca mobilizarea din 2004.
Lipsa unui partid de opozitie sau a unei atitudini ferme de opozitie s-au vazut. Dezinteresul
a fost molipsitor si in mass-media, confruntarile electorale fiind putine, iar cele care au exi-
stat au fost terne, lipsite de momente memorabile care sa produca, intr-o forma sau alta, reactii
vizibile la nivelul electoratului.
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Anul 2009 va fi influentat de ,,noile tendinte” politice si electorale

Am asistat asadar la o campanie electorala inedita prin raportare la experientele postde-
cembriste similare. A fost o campanie contextualizata, chiar daca, la nivel structural, aceasta
s-a desfasurat in acelasi registru, indiferent de colegiu (acelasi tip de abordare, de mesaje si
de actiuni). Modificarea legislatiei electorale, care ar fi trebuit sa genereze un mai mare interes
din partea populatiei pentru zona politica si pentru procesul electoral, a fost un demers do-
minat de factori subiectivi. Acestia si-au pus amprenta nu doar asupra formulei electorale (me-
canismul de transformare a voturilor in mandate) pentru care s-a optat, ci si asupra modului
in care s-a realizat efectiv decuparea colegiilor uninominale sau a celui in care aspirantii la
un fotoliu de parlamentar si-au ales colegiul de candidatura. Efectele se pot vedea in gradul
de participare electorala: doar 39,2% din cetatenii cu drept de vot au considerat ca este im-
portant, necesar, benefic si util sa isi exercite dreptul de vot. Indiferent de motivatiile indivi-
duale ale absenteismului de la urne, consecintele scaderii constante a numarului de cetdteni
care doresc sa legitimeze prin vot guvernarea nu pot fi decat negative pentru stabilitatea si
eficienta sistemului democratic.

In 2009 vor urma doua campanii electorale — pentru Parlamentul European si pentru Pre-
sedintia Romaniei. Modificarile din 2008 (la nivelul regulilor si tehnicilor) vor face ca par-
ticiparea sa ramana mica. In plus, fara o schimbare de fond in raportarea politicului la societate,
problemele de reprezentativitate si de legitimitate se vor accentua. lar efectele se vor vedea
tot mai mult dupa alegerile prezidentiale. Scaderea numarului de votanti atat in termeni rela-
tivi cat si in termeni absoluti in raport cu precedentele alegeri este importanta. In acest con-
text, trebuie sa discutdm despre diminuarea capacitatii partidelor si a liderilor politici de a
reprezenta cetatenii, chiar daca aceasta imagine nu este asumata explicit (un Legislativ care
nu este votat decat de 40% dintre cetateni are potentiale probleme de legitimitate; la fel, un
Presedinte care nu mobilizeaza peste 50% din electorat la un referendum privind suspendarea
sa). In conditiile in care si 2009 este un an electoral, dezinteresul populatiei pentru viata politica
si scaderea apetitului pentru participare electorala sunt fenomene care vor continua. Pana la
urmatorul moment electoral timpul este scurt pentru ca in relatia guvernanti-guvernati sa se
petreaca lucruri spectaculoase capabile sa mobilizeze electoratul. De aceea, si in 2009 vom
asista la prezente scazute la vot.

Si, fiindca vorbim de paradoxurile acestei campanii electorale, sa incheiem cu inca unul.
Astfel, desi aceste alegeri nu au schimbat mare lucru in ceea ce priveste raporturile dintre
principalele partide (scorul de la alegerile parlamentare nu a diferit major fata de cel de la
alegerile locale), ele au scos in evidenta anumiti germeni ai schimbarii. Doar ca acesti ger-
meni nu au fost creati de procesul electoral, ci de actiunile politice pre-electorale. Paradoxul
face ca niste alegeri care ar fi trebuit sa schimbe mult in societatea romaneasca (cel putin n
perspectiva initiatorilor noii legi electorale) sa fie cele care disimuleaza schimbarile politice
care chiar au loc 1n societatea romaneasca. Si asta fara ca populatia sa-si dea seama de asta.
Introducerea votului direct (sistem electoral majoritar cu scrutin uninominal) pentru alegerea
presedintilor de CJ si a ,,votului uninominal® in cazul parlamentarelor nu a condus la o schim-
bare majora a clasei politice, dar a crescut foarte mult independenta politica a persoanelor
alese astfel. Raporturile de putere din Romania s-au modificat in ultimii ani foarte mult. Teo-
retic, ar fi un lucru bun, daca aceasta ar permite accesul la functii unor oameni bine pregatiti
si respectati in comunitatile lor sau daca cetatenii ar fi constienti de acest proces. Opinia noas-
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tra Insa este ca vom asista la o pulverizare a puterii partidelor in beneficiul unor retele politico-
economice mai mult sau mai putin locale, si puternic personalizate. Votul majoritar in colegiu
uninominal nu va duce la o crestere a reprezentativitatii, ci la o scadere a acesteia. lar lipsa
unor instrumente eficiente de control din viata politica va genera o scadere a responsabilitatii
noilor alesi fata de electorat. Si asta in numele reformei politice si a curateniei morale. Modul
in care evolueaza viata politica iIn Romania este Ingrijorator, tocmai pentru ca aparitia unui
nou capitalism, a unei noi economii de piata, in crestere in ultimii ani, nu este insotita si de
o crestere a democratizarii politice. Dimpotriva, vom asista la o indepartare si mai mare a
publicului larg de actul politic.
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Dialogul interideologic in blogosfera politica romaneasca

Rezumat

Lucrarea de fata isi propune o abordare stiintifica a blogosferei politice roménesti. in opinia unora din-
tre exegeti, principalul risc adus de blogosfera se refera la pericolul de accentuare a polarizarii societatii pe
considerente ideologice, facilitat de noile tehnologii de personalizare a spatiului online. In urma studiului
efectuat pe un lot de 16 bloguri politice romanesti — opt de dreapta si opt de stinga — am descoperit ca aceasta
teorie se confirma, mai ales in cazul retelei de bloguri social-democrate. Aici, ponderea legaturilor din cadrul
ideologiei de stanga este net superioara legaturilor externe. Interesant este ca aceasta tendinta se amplifica
odata cu trecerea timpului. Polarizarea spatiului online analizat nu se limiteaza la autorii blogurilor, ci se
rasfrange si asupra utilizatorilor obisnuiti. Analiza profilului comunitatii din jurul blogurilor de stdnga de-
monstreaza o omogenitate ridicata a adeziunii fata de valorile social-democrate si o respingere a indivizilor
ce Impartasesc un alt set de valori. Drept urmare, utilizatorii blogurilor PSD nu se constituie in grupuri etero-
gene, ci mai degraba in comunitati virtuale coagulate in jurul unei ideologi si a unor valori comune.

Cuvinte-cheie: Internet, bloguri politice, ideologie, polarizare, comunitati virtuale.

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.

Key words: Internet, political blogs, ideology, polarization, virtual communities.
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Introducere

Aparitia Internetului — si redescoperirea sa prin abordarea web 2.0 — a dat curs sperantelor
si opiniilor conform carora noul mediu de comunicare reprezinta atit un panaceu al proble-
melor generate de inechitatea sferei publice clasice, cat si o solutie de crestere a participarii
politice in randul cetatenilor. Cu toate acestea, blogosfera politica romaneasca este de multe
ori vazuta ca un mediu de comunicare nesemnificativ. Principalul argument adus de sceptici
este ca mesajele politice diseminate prin intermediul blogurilor ating doar o mica parte a elec-
toratului, in comparatie cu media traditionale. Consideram ca spatiul online nu poate fi ana-
lizat folosind criteriul cantitatii, specific mijloacelor de comunicare conventionale, ci pe cel
al calitatii. Cu alte cuvinte, nu conteaza cdfi citesc si interactioneaza pe blogurile politice, ci
mai degraba cine. Aceasta este premisa de la care pleaca incercarea noastra de a intelege mai
bine mecanismul de functionare al blogurilor autohtone, ca instrumente de comunicare politica.

Cele mai multe analize au incercat sa surprinda blogurile politice ca entitati distincte,
separate de contextul retelei in cadrul careia activeaza. De asemenea, numeroase studii de
profil s-au concentrat pe blogurile de campanie, cu durata de viata relativ limitata. Chiar daca
acestea constituie o pondere mare in blogosfera, ele nu sunt si cele mai reprezentative pen-
tru spatiul politic online. Trebuie 1nsa intelese criteriile de fundamentare a retelelor de bloguri
politice (altele decat cele care activeaza strict pe durata unei campanii electorale), care este
natura interactiunilor dintre ele si ce profil au comunitatile virtuale care le populeaza. Avand
o idee clara asupra acestor elemente, vom putea deslusi modul prin care retelele de bloguri
politice contribuie la intensificarea dialogului interideologic, conditie fundamentala a proce-
sului democratic.

Spatiului public si comunitatile virtuale

,Majoritatea oamenilor vor — si au nevoie — sa li se spuna ca au dreptate si sa fie siguri
ca alti oameni sunt de acord cu ei. (...) In ceea ce priveste numarul de alegatori, o campanie
are rezultate nu atat in castigarea unor noi aderenti, cat in prevenirea unor pierderi din randu-
rile alegatorilor deja decisi.! Un element important in studiul comunicarii de masa introdus
de Lazarsfeld este efectul de Intarire. Sociologul american a descoperit ca oamenii considera
,credibile® si ,,adevarate™ acele informatii care confirma propriile lor convingeri, astfel se
releva o predispozitie a indivizilor de a selecta acele mesaje cu care sunt in acord. Sarcina
oricarui partid politic intr-o campanie electorala este sa furnizeze argumente specifice pozi-
tiei propriului electorat. Din punct de vedere social, acest mecanism are un efect terapeutic,
intrucat sunt inlaturate dubiile partizanilor unui partid, oferindu-li-se un set de argumente care
sd le serveasca in confruntarile de opinii cu simpatizantii altei formatiuni politice. De aseme-
nea, acest efect duce la coagularea grupurilor sociale in jurul unor nuclee de idei, aflate intr-o
permanenta relatie de antagonism. Este cunoscut faptul ca unul dintre agentii cei mai eficienti
in consolidarea grupurilor sociale este inamicul comun, iar acest principiu se aplica si in cazul
de fata. Totusi, aceasta polarizare a societatii este privita ca un obstacol in calea dezbaterii
deschise si a schimbului liber de idei din spatiul public. Unii cercetatori se intreaba daca aparitia
Internetului poate constitui o sfera publica alternativa care sa inlature riscul fragmentarii so-
cietatii pe considerente ideologice’ si care sa incurajeze participarea politica’.
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Existenta unei cantitati imense de informatii pe internet si accesibilitatea acestora, plaseaza
mass media traditionale intr-un plan secund. Oamenii au acum posibilitatea sa ajunga direct
la 0 multitudine de surse de informare, ocolind canalele conventionale. Inlesnirea accesului
la puncte de vedere diferite si adesea opuse, ar trebui sa Incurajeze comunicarea dintre ideo-
logii.* Totusi, abundenta informatiei genereaza un paradox: capacitatea societatii de a pro-
duce informatii depaseste capacitatea oamenilor de a le consuma.’ S-ar parea ca si in spatiul
online, indivizii selecteaza cam acelasi set de informatii pe care erau obisnuiti sa le aleaga:
»Asa cum anumite categorii electorale citesc numai anumite ziare sau urmaresc doar anu-
mite posturi de televiziune, la fel si electoratul online preferd sa caute informatie politca numai
pe anumite siteuri‘. Mai mult de atat, exista voci care sustin ca posibilitatea oferita de noile
platforme media de a personaliza mediul online va duce la izolarea indivizilor fatd de punctele
de vedere opuse. Astfel, se pune intrebarea daca nu cumva spatiul public virtual faciliteaza
polarizarea societatii pe considerente ideologice.’

O analiza® efectuata pe o serie de bloguri din SUA, impartite pe criterii ideologice (cu ori-
entari liberale si conservatoare), a confirmat intr-o anumita masurad temerile specialistilor.
Rezultatele studiului au aratat ca bloggerii cu vederi liberale erau predispusi sa dialogheze
(s1 deci, sa stabileasca linkuri) cu cei de aceeasi orientare ideologica. O tendinta identica s-a
constatat si In cazul conservatorilor. Aceste aspecte, corelate cu partizanatul declarat al mul-
tora dintre comentatorii politici din blogosfera, 1i fac pe unii cercetatori sa afirme ca proce-
sul de comunicare din interiorul comunitatilor de bloguri sufera de efectul echo-chambers.’
Astfel, din cauza circulatiei ideilor si informatiilor Intr-un spatiu relativ izolat, indiferent daca
continutul lor este distorsionat sau nu, capatd o importantd mai mare si neutralizeaza spiri-
tul critic al audientei. Exista totusi un sistem de aparare impotriva acestor efecte, fiind con-
stituit de tendintele ce caracterizeaza de multe ori blogosfera, anume referirile aduse anumitor
subiecte ale opozitiei, pentru a le putea critica."

Quentin Jones considera ca pentru a putea intelege cel mai bine ce sunt si cum functioneaza
comunitatile virtuale, mai intai trebuie sa avem in vedere asezarile virtuale in care au loc inter-
actiunile dintre membrii comunitatii." Privite din punct de vedere arheologic, caracteristicile
agezarilor virtuale pot fi descoperite prin indiciile furnizate de diferite artefacte (daca vor-
bim de bloguri, ne putem referi la continutul articolelor publicate, limbajul folosit, tipurile
de user pe care ii putem intalni, blogroll, hyperlinkuri, taguri etc.). In opinia aceluiasi autor,
ceea ce diferentiaza comunitatea virtuala de un grup virtual obisnuit, este existenta unor sen-
timente si relatiile sociale din cadrul asezarii respective. Alti autori'? completeaza definitia,
adaugand ca trasatura principala a comunitatilor virtuale, sentimentul de apartenenta si o serie
de alte caracteristici inrudite. Pastrand analogia arheologica, vom incerca sa vedem in conti-
nuare daca putem gasi comunitati virtuale si in lumea blogurilor.

Mai intai de toate, putem vorbi despre o moneda de schimb" valoroasa in blogosfera:
linkurile si vizualizarile. Linkurile si numarul de vizualizari pot garanta notorietatea si suc-
cesul unui blog. Acest aspect evidentiaza o cutuma extrem de frecvent intalnita in blogosfera.
De exemplu, atunci cand un blogger gaseste o informatie relevanta sau o idee inspirata pe
un blog vecin si decide s-o expuna pe blogul personal, se asteapta de la acesta sa faca trimi-
tere, printr-un hyperlink, catre sursa respectivei informatii. Principiul functioneaza in ambele
sensuri si devine cu atat mai important cu cat unul din bloguri este mai popular decat altul."
Putem spune ca avem de-a face cu o ierarhie, sub forma unei structuri piramidale, in varf
aflandu-se bloggerii cei mai vechi si mai populari, iar spre baza, bloggerii noi sau mai putin
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cunoscuti, care urmaresc sa trimita cat mai multe linkuri catre cei din fruntea structurii, cu
scopul de a-si spori notorietatea. Marea majoritate a jurnalistilor sau a liderilor de opinie din
offline citesc un numar redus de bloguri, ele fiind 1n general cele mai importante. Prin urmare,
se creeaza o presiune asupra bloggerilor din varful structurii piramidale, de a furniza neince-
tat informatii proaspete, relevante si de prima mana.

Avand 1n vedere sistemul prin care bloggerii de la baza structurii socio-virtuale ravnesc
popularitatea, deseori furnizeaza stiri de senzatie celor din varf (care oricum nu ar fi luat am-
ploare pe un blog cu numar redus de vizitatori), pentru a primi in schimb linkuri catre blogurile
personale, atunci cand se citeaza sursa.'” In acest fel, bloggerii cu statut inferior contribuie la
ameliorarea presiunii exercitate asupra celor cu statut superior, prin schimbul: informatie con-
tra hyperlink, actionand in acelasi timp asemeni unei ,,alarme de incendiu®." Odata ce blog-
gerii populari primesc informatia importanta, aceasta ajunge la presa traditionala, care se vede
obligata sa o publice. Un exemplu din Romania se releva in cazul accidentului in care a fost
implicat Ludovic Orban in decembrie 2007. Atunci, un blog cu mica notorietate (Gramo's
World", unde au aparut imaginile de la locul accidentului) a fost citat de blogul™ lui Cristi
Dorombach, unul dintre cei mai importanti bloggeri romani, desi este destul de greu de sta-
bilit daca autorii Gramo’s World I-au contactat pe Dorombach in vederea furnizarii stirii respec-
tive'. In orice caz, sistemul a functionat asemeni principiului ,,alarmei de incendiu “, descris
mai sus.

Ipoteze de lucru, metodologie si rezultate

Blogurile politice nu pot exista ca entitati distincte, ci ele se integreaza intr-o retea mai
mare, formand o adevaratd comunitate de bloguri. Totusi, simpla coagulare a unor astfel de
platforme online in cadrul unei retele nu asigura si forta de influenta, atata vreme cét nu exista
o unitate, iar mesajele transmise de Intreaga comunitate nu sunt coerente, unidirectionate si
consecvente. Avand in vedere efectul de intdrire introdus de Lazarsfeld in prima jumatate a
secolului XX, coroborat cu teoriile recente legate de inabilitatea Internetului, ca spatiu pu-
blic alternativ, de a inlatura pericolul polarizarii societatii pe considerente ideologice®, va fi
interesant de vazut daca vizitatorii unui set de bloguri politice romanesti au o structura etero-
gena, sau mai degraba omogena din punct de vedere ideologic?

Avand in vedere noutatea unui asemenea demers in studiul comunicarii online din Ro-
mania, pentru demonstrarea ipotezelor de lucru nu s-a putut utiliza un aparat de analiza stan-
dard, verificat in alte cercetari. S-a impus nevoia adaptarii unei metodologii de lucru din spatiul
american, caracterizata la randul ei prin actualitate”, iar pe de alta parte, s-a impus crearea
unor instrumente de lucru noi, In concordanta cu cerintele specifice obiectului cercetarii.

Tinand cont de prima ipoteza de lucru, am cautat sa alegem acele bloguri care pot fi In-
cadrate in doua ideologii opuse. Pe cat de simpla pare aceasta distinctie in teorie, pe atat de
dificila a fost selectia in practica. Este cunoscut faptul ca partidele de pe scena politica roma-
neasca cu greu mai pot fi caracterizate in functie de ideologie. Totusi, cel putin pentru esan-
tionul nostru, putem considera PNL ca principal exponent al ideologiei de dreapta si PSD,
ca principal exponent al celei de stanga. Pentru a avea o imagine cat mai clara asupra stiuatiei,
am tinut sa Incadram in esantionul nostru si alte bloguri care nu apartin vreunui om politic,
dar care sunt atasate valorilor celor doua ideologii. In anumite cazuri am putut gasi bloguri
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atasate fata de un anume partid de stanga sau de dreapta, alteori atasate cadrului mai general
al ideologiei. Cele care faceau trimitere strict spre un anume partid, au fost incadrate in sfera
ideologica a formatiunii politice respective. Pentru a determina filiatia unui blog fata de o
sfera ideologica anume, in primul rand am avut in vedere declaratiile exprimate clar de catre
autori. Acolo unde, pe baza declaratiilor, nu se putea determina foarte clar apartenenta, se lua
in calcul blogrollul. Mai exact, daca un anumit autor parea ca se incadreaza in sfera de stanga,
spre exemplu, dar nu o declara in mod explicit, filiatia era stabilita pe baza raportului dintre
linkurile spre bloguri de dreapta si spre cele de stanga.

I1. Blogurile politice stabilesc conexiuni mai degraba cu bloguri care impartasesc aceeasi
ideologie decat cu altele.

12. Reteaua de bloguri politice coaguleaza in jurul ei mai degraba o comunitate virtuala
decat un grup de vizitatori caracterizati de eterogenitatea opiniilor.

In prima faza, studiul s-a bazat pe un esantion de 16 bloguri politice, dar in timpul anali-
zei s-au relevat alte 27 care, desi nu au putut fi studiate in amanuntime, au contribuit la elabo-
rarea rezultatelor finale. Acestea nu sunt distribuite in mod simetric, avand in vedere stadiul
de dezvoltare neuniform al blogosferei romanesti.

Un alt element esential al analizei I-a constituit alegerea segmentului temporal. Avand in
vedere faptul ca studiul nostru vizeaza bloguri apartindnd celor doua ideologii opuse, s-a impus
nevoia selectarii perioadei in functie de evenimente politice majore, care sa angreneze mare
parte din scena politicd romaneasca si sa genereze insemnari pe toate blogurile esantionate.
Pe de alta parte, a trebuit aleasa cel putin o unitate de timp calma, cu functie de control, in
asa fel incat rezultatele finale ale cercetarii sa nu fie denaturate. Tot pentru a evita irelevanta
studiului, intreaga perioada de timp selectata trebuia sa fie cat mai lunga, dar indeajuns de
scurta pentru a cuprinde toate cele 16 bloguri 1n plina activitate. Conform criteriilor enuntate
mai sus, au fost alese trei segmente temporale de cate 30 de zile fiecare. Prima unitate de
timp (1 noiembrie-30 noiembrie 2007) a cuprins evenimente majore precum: campania elec-
torala si alegerile pentru Parlamentul European, dar si scandalul ,,Mailat*. Cea de-a doua uni-
tate temporala (1 februarie-1 martie 2008), a reprezentat perioada de control, desi trebuie sa
mentionam ca spre sfarsitul lunii februarie, pentru grupul blogurilor de stanga, a avut loc un
eveniment major — alegerea lui Adrian Nastase in fruntea Consiliului National al PSD. Ultima
perioada de timp analizata (14 aprilie-14 mai 2008) cuprinde debutul campaniei electorale
pentru alegerile locale din iunie ac., dar si evenimentele generate de inscrierea lui Sorin
Oprescu, ca independent, in cursa electorald pentru Primaria generala a Capitalei.

Tinand cont de scopul primei parti a studiului — demonstrarea Ipotezei 1 — au fost stu-
diate atat insemnarile bloggerilor din esantionul principal, pe cele trei segmente temporale
analizate, cat si blogrollurile acestora. Atat analiza postarilor, cat si cea a blogrollurilor, a avut
in vedere cuantificarea linkurilor dintre si din cadrul celor doua ideologii. Am considerat
esentiala distinctia calitativa dintre linkurile din blogroll si cele din interiorul insemnarilor,
intrucat prima categorie surprinde componenta pasiva, iar cea de-a doua, componenta activa
a structurii retelei sociale. La randul lor, linkurile au fost impartite in doua categorii: linkuri
interne (adica cele trimise in cadrul unei singure sfere ideologice) si linkuri externe (cele tri-
mise intre sferele ideologice opuse). Am exclus de la numarare linkurile inactive, cele care
fac trimitere spre o alta sectiune a aceluasi blog, cele care fac trimitere spre bloguri care ori
nu sunt politice ori nu au putut fi incadrate intr-o anume ideologie, cele care trimit spre bloguri
colective de partid> si cele care trimit spre siteuri.
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Analiza linkurilor nu s-a rezumat doar la numarare, ci s-a incercat si Incadrarea lor intr-o
serie de categorii. Distingem indicatorii: acord/dezacord; neutru; atac/replica atac; trimitere
,leapsa“/raspuns ,,leapsa®“. Primul set de indicatori se refera la acele linkuri in care autorul
unui blog isi exprima fie acordul, fie dezacordul fata de o Insemnare a unui alt blogger. Ca-
racterul neutru are In vedere linkurile prin care autorul nu face nici o judecata de valoare cu
privire la destinatar, nici nu ataca si nici nu raspunde la un atac, ci pur si simplu mentioneza
o sursa, uneori legata direct de subiectul dezbatut, alteori indirect. Chiar daca simpla men-
tiune a unui nume pentru transmiterea informatiei nu are legatura directa cu tema discutata,
ea este tot rezultatul unei alegeri facute pe baza unor criterii deloc aleatorii. Cel de-al treilea
set de indicatori caracterizeaza acele linkuri prin care autorul unui blog, fie ataca prin insem-
narea sa si face trimitere catre adversar, fie raspunde atacului lansat de alt blogger politic si
afiseaza linkul spre postul incriminator. Ultimul set de indicatori a fost realizat pentru cuanti-
ficarea unui tip aparte de linkuri, destul de popular in blogosfera politica romaneasca: ,,leapsa‘.
Termenul este strans legat de celebrul joc al copilariei, doar ca in mediul online actiunea se
desfasoara putin diferit: un blogger 1i provoaca pe altii prin lansarea unei teme de dezabtere.
Odata ce acestia raspund provocarii, o transmit altora, care la randul lor o vor transmite mai
departe. In acest fel, un singur blogger poate determina un grup intreg de oameni sa dezbata
tema lansata. Nu de putine ori, subiectul provocarii este incomod pentru destinatari, totusi,
asta nu-i Impiedica sa ia parte la actiune. Tipul acesta de linkuri poate fi considerat un ade-
varat liant al retelei sociale de bloguri, dar mentionam ca frecventa lui nu este atat de ridi-
cata, in comparatie cu celelalte tipuri.

De-a lungul celor trei segmente de timp investigate, au fost analizate 995 de insemnari,
dintre care 286 ale blogurilor de dreapta si 709 ale celor de stanga. Studiul de caz s-a desfasurat
in luna mai 2008, iar toate linkurile au fost analizate folosind arhivele online ale celor 16
bloguri. Numarul total de linkuri care s-au incadrat in criteriile analizei este de 168, din care
151 apartinand social-democratilor si doar 17 liberalilor. In ceea ce priveste linkurile (interne
si externe) stabilite strict intre cele 16 bloguri din esantionul principal, raportul se mentine
in favoarea stangii: 58 de linkuri, in timp ce dreapta a cumulat doar 9, rezultdnd un total de
67 de linkuri intre cele 16 platforme online, pe cele trei unitati temporale supuse analizei.

Metoda de calcul pentru stabilirea nivelului de comunicare interideologica s-a bazat pe
raportul dintre numarul total de linkuri externe trimise de un blog si cel de linkuri interne.
Modelul a fost aplicat pentru toate cele 16 bloguri din esantionul principal, pe cele trei seg-
mente de timp studiate, atat pentru linkurile postate, cat si pentru cele din blogroll. Pentru a
putea calcula gradul de insularitate dintre blogurile de stanga si cele de dreapta, dar si pen-
tru a stabili coeziunea din cadrul celor doua retele, a fost folosita formula®:

Le—Li
Le + Li

LeLi=

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

S-a stabilit o scara valorica de la +1 la -1, unde cifra -1 reprezinta nivelul maxim de insu-
laritate, O reprezinta nivelul mediu, iar +1 pragul minim. Orice valoare ce depaseste -0,5 s-a
luat in considerare ca fiind un nivel ridicat spre maxim de insularitate, iar orice valoare care
depaseste +0,5, s-a luat in considerare ca fiind de nivel scazut spre minim. La fel s-a proce-
dat si in cazul indicelui de coeziune: +1 reprezinta valoarea minima si -1, coeziune maxima.
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Precizam ca, pentru a testa una din teoriile lui Sunstein cu privire la tendinta blogurilor (care
impartasesc aceeasi ideologie) de a se izola odata cu trecerea timpului*, am calculat si evolutia
indicelui de insularitate de-a lungul celor trei secvente temporale. Totodata, pe baza linkurilor
din postori si a celor din blogroll (cuantificate in cadrul analizei), s-a putut realiza cartogra-
fierea celor doua retele de bloguri, pentru o imagine cit mai clara asupra relatiilor ce se sta-
bilesc intre ele.

Pentru demonstrarea Ipotezei 2, s-a impus efectuarea unei analize care sa identifice ele-
mentele ce unesc sau dezbina vizitatorii unui grup de bloguri, intr-o perioada de timp anume.
In cursul primei parti a studiului de caz s-a putut observa ca blogurile de stanga au avut o
activitate mult mai mare decat cele de dreapta — din punct de vedere al numarului de insem-
nari. Astfel, judecand si dupa vechimea in blogosfera romaneasca, am considerat ca locul unde
am putea gasi cel mai probabil o comunitate virtuala este grupul celor opt bloguri ale stangii.
Pornind de la alegoria arheologica introdusa de Quentin Jones in studiul comunitatilor vir-
tuale”, odata identificat ,,asezamantul virtual®, am cautat sa identificam adeziunea/lipsa de
adeziune a vizitatorilor celor opt bloguri fata de valori ale stdngii romanesti.

Perioada stabilita pentru analiza trebuia sa surprinda acele evenimente care, pe de-o parte,
sa fie dezbatute de un numar cat mai mare de bloguri din cadrul esantionului si, pe de alta
parte, sa aiba in centrul atentiei valori ale stangii roméanesti. Intrucat PSD este aproape sin-
gurul si cel mai Insemnat partid de stanga din Romania, iar comentatorii celor opt bloguri
identifica aceasta ideologie cu PSD, am ales ca subiecte de studiu doua actiuni In care au fost
implicati Ion Iliescu si Adrian Nastase. Perioada de timp a fost impartita in doua secvente tem-
porale, strans legate de actiunile protagonistilor: 14 noiembrie-1 decembrie 2007 (perioada I)
si 23-25 februarie 2008 (perioada II). Prima unitate de timp a surprins intrarea lui Iliescu In
blogosfera romaneasca, iar cea de-a doua reprezintda momentul de dupa alegerea lui Adrian
Nastase 1n fruntea Consiliului National al PSD. Pentru a proba adeziunea/lipsa de adeziune
fata de valorile ideologiei, am cautat sa vedem atasamentul/lipsa atagsamentului utilizatorilor
fata de Iliescu si Nastase. Mentionam ca, desi cei doi lideri nu sunt identici cu valorile ideo-
logice, ei sunt perceputi ca fiind exponentii ideilor de stinga. Premisa de la care s-a pornit a
fost ca, daca un utilizator isi exprima acordul/dezacordul fata de actiunile unuia dintre lideri
— care reprezinta personificarea valorilor — atunci, in mod indirect, acel utilizator isi exprima
atasamentul/lipsa de atasament fata de ideologia social-democrata. Aceasta premisa nu este
valabila intotdeauna, de aceea, pentru a elimina irelevanta rezultatelor, am catalogat ca neu-
tre comentariile vizitatorilor care, desi isi arata acordul fatd de unul dintre lideri, isi exprima
lipsa de atasament fata de ideologie; comentariile care se incadreaza in reciproca acestei situ-
atii, au fost catalogate tot ca fiind neutre.”

Analiza a vizat comentariile de pe marginea primei insemnari a fiecarui blog din esantion,
vis-a-vis de subiectele celor doua perioade analizate. In timp ce pe primul segment temporal,
sase bloguri din opt au dezbatut subiectul Iliescu, in cel de-al doilea, pe toate cele opt blo-
guri de stanga s-a putut gasi o insemnare referitoare la subiectul Nastase. Metodologia folosita
este cea a analizei de continut.” Unitatea de context utilizata a fost: intrarea lui Iliescu in blo-
gosfera (pentru perioada I) si castigarea sefiei CN al PSD de catre Adrian Nastase (pentru
perioada II). Ca unitate de inregistrare am folosit commentul unic®®. Schema de categorii a
fost impartita pe indicatorii: acord/dezacord/opinie neutra fata de initiativa lui Iliescu, in prima
faza si acord/dezacord/opinie neutra fata de initiativa Iui Nastase din cel de-al doilea segment
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temporal. Indicatorul ,,opinie neutra® are n vedere comentariile ambigue sau cele care, ori nu
au nici o legatura cu subiectul dezbatut, ori nu au putut fi incadrate in primele doua categorii.

Determinarea nivelului de adeziune/lipsa de adeziune fata de valorile stangii — intrupate
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 cat exista mai multi oameni care isi
exprima acordul fata de actiunile liderilor, cu atdt este mai mare omogenitatea vis-a-vis de
valorile stangii. Daca ponderea indicatorului ,,acord este mai mare decat procentele celor-
lalti indicatori, atunci omogenitatea este ridicatd in directia ideilor social-democrate. Daca
ponderea fiecarui indicator este asemanatoare, atunci avem de-a face cu un grup caracterizat
de eterogenitate, fapt ce avantajeaza dezbaterile interideologice necesare oricarei democratii.
in cele din urma, daca procentul dezacordului este mai mare dect oricare dintre ponderile
celorlalti indicatori, atunci grupul este omogen in alta directie decat ideologia de stanga. Nu-
marul total de comentarii studiate este de 349, din care 151 in perioada I si 198 in cea de-a
doua perioada analizata. Daca numarul de comentarii aferente unei singure Insemnari era ex-
trem de mare, atunci cuantificarea se oprea la cifra 80. Am considerat necesara aceasta masura
pentru a nu spori in mod artificial asimetria deja existenta intre numarul de comentarii ge-
nerate de cele opt bloguri esantionate. Pe baza aceluiasi set de comentarii si secvente tem-
porale, au fost selectate si cele mai frecvente 5 cuvinte specifice mediului online respectiv.

Interpretarea rezultatelor

In cele ce urmeaza vom discuta despre interactiunile online bazate pe blogrollul celor doua
grupuri ideologice. Desi esantionul principal al studiului cuprindea initial 16 bloguri, s-au
mai putut identifica inca 27 ce puteau fi incadrate in sferele celor doua ideologii. Marea parte
a rezultatelor se bazeaza pe esantionul extins, adica un total de 43 de platforme politice online,
dintre care 13 de dreapta si 30 de stanga.” Diferenta mare dintre cele doud doctrine ne semna-
leaza, pe de-o parte, stadii de dezvoltare diferite ale comunicarii politice online in Romania,
iar pe de alta parte, poate reprezenta si un indiciu cu privire la interesul ridicat al social-demo-
cratilor fata de acest mediu.

Numarul total al linkurilor contorizate este de 156, dintre care 59 ale liberalilor si 97 ale
social-democratilor. In ceea ce priveste raportul dintre linkurile interne si cele externe gene-
rate de dreapta, conform rezultatelor cercetarii noastre, aproximativ 63% sunt legaturi interne,
in timp ce aproape 37% fac trimitere catre blogurile ideologiei opuse. Din cele 37 de puncte
procentuale, circa 25% au fost trimise de catre Dan Andronic si Diana Tusa, urmati de Andrei
Chiliman si Mihai Malaimare (aproximativ 17%), in timp ce lulia Huiu si Renate Weber nu
au in blogrollul lor nici un link extern. In cazul linkurilor interne, din cele 63%, circa 30%
apartin blogului lui Andrei Chiliman. Se poate observa limpede ca blogurile de dreapta au
stabilit mai multe legaturi intre ele, decat cu doctrina opusa. Interesul liberalilor se indreapta,
in primul rand, spre persoane care nu ocupa functii politice. Acest lucru demonstreaza ca, cel
putin la nivel de partid, comunicarea interideologica este foarte scazuta, in timp ce la nivel
general, putem distinge o oarecare interactiune. Daca aruncam o privire asupra gradului de
insularitate, calculat pe baza formulei enuntate mai sus, descoperim ca nivelul este de -0,25.
Mai exact, un grad moderat spre ridicat de insularitate.

o



Revista_comunicare_15.gxd 23.04.2009 11:11 Pa¢l35

Dialogul interideologic in blogosfera politica roméaneasca 135

Explorand sfera ideologica a stangii, observam cateva similaritati, doar ca unele sunt mai
accentuate. De exemplu, ponderea linkurilor interne este mult mai mare decat cea a legaturilor
externe: 80,42% fata de 19,58%. Din cele aproximativ 20 de procente, majoritatea trimite-
rilor catre bloguri liberale au fost inregistrate la Anca Alexandrescu, Ion Iliescu si Victor
Ciutacu, toti cu cate 21%. Din cele 80% de linkuri interne prezente in blogrollurile stangii,
cele mai multe au fost inregistrate la Corina Cretu (circa 24%), urmata la o distantd consi-
derabila de Anca Alexandrescu (16,67%), lon Iliescu (16,67%) si Dan Mihalache (15,39%).
Observam si aici ca cei mai vizati bloggeri ai ideologiei opuse nu sunt oameni politici, ci mai
degraba lideri de opinie sau jurnalisti. Procentul ridicat de legaturi spre blogul lui Mihai
Malaimare poate fi pus pe seama faptului ca politicianul PNL este perceput mult mai apropiat
de valorile stangii, tinand cont si ca pana in 2002 a fost membru PSD. Analizand distributia
linkurilor pentru fiecare blogroll in parte, descoperim un caz interesant la Victor Ciutacu. Pon-
derea linkurilor interne este echivalenta cu cea a linkurilor externe, avand astfel cel mai echili-
brat blogroll. La toti ceilalti bloggeri de stdnga, procentul legaturilor stabilite In interiorul
sferei ideologice este cu mult peste cele externe.

Figura 1. Conexiuni Intre blogurile politice si alte bloguri

Daca gradul de insularitate inregistrat la blogurile liberale era de -0,25, datele calculate pen-
tru social-democrati indica -0,60. Pe scara valorica stabilita pentru analiza, aceastd cifra
inseamna o insularitate ridicata spre maxim. Cel putin la nivel de blogroll, weblogurile politice
tind sa stabileasca mai multe legaturi cu cele care apartin aceluiasi cadru ideologic. Exista to-
tusi o diferenta intre cele doua sfere: nivelul de coeziune al celor de stanga este cu mult mai
mare decat al celor de dreapta. Liberalii tind sa stabileasca mai multe linkuri catre social-
democrati decat viceversa: 37,37% fata de 19,58% linkuri externe. Continuand comparatia din-
tre tendintele celor doud grupuri de bloguri, observam ca majoritatea linkurilor externe ale
dreptei il vizeaza, printre altii, pe Victor Ciutacu (circa 18%). Acelasi personaj este si cel care
detine ponderea cea mai mare a trimiterilor catre liberali (21,06%). De cealalta parte, cele mai
multe linkuri externe ale stangii il vizeaza pe Dan Andronic (21,06%) care, la randul sau, are
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cea mai mare pondere a linkurilor catre social-democrati (25,20%). Conform acestor date, putem
spune ca blogurile celor doi functioneaza ca o placa turnanta intre grupurile ideologice. Pen-
tru a avea o imagine mai clard asupra celor afirmate mai sus si pentru a putea intelege mai
bine corelatiile care se pot stabili intre cele doua grupuri, am considerat necesara cartografierea
celor 16 bloguri pe baza linkurilor consemnate in blogrollurile fiecaruia (Figura 1).

Coeziunea din cadrul blogurilor social-democrate este cu mult mai mare decat cea a libe-
ralilor. Totodata, densitatea linkurilor este categoric mai mare in cele doua arcuri de cerc decat
in zona centrala. Coroborand datele cu gradul ridicat de insularitate al grupurilor de platforme
online, putem afirma cd avem de-a face mai degraba cu doua retele distincte de bloguri decat
cu o singura retea eterogena, asa cum este de multe ori perceput acest spatiu online. Datele
prezentate pana acum releva existenta mai multor sfere publice si nu a uneia singure. Imagi-
nea de mai sus, ne arata ca ponderea linkurilor social-democrate este mai mare chiar decat
suma linkurilor interne si externe ale liberalilor.

In continuare ne vom indrepta atentia spre rezultatele analizei de linkuri postate in cele
trei perioade studiate (1-30 noiembrie 2007; 1 februarie-1 martie 2008; 14 aprilie-14 mai 2008).
Existé o schimbare radicala in ceea ce priveste raportul dintre linkurile interne si cele externe:
47% interne si 53% externe. Nu numai cd a crescut numarul trimiterilor interideologice, dar
a ajuns chiar sa depaseasca procentul celor interne.

O schimbare de proportii are loc si in cazul liberalilor cu cele mai multe linkuri interne
—din totalul de 47%. Practic, spatiul este monopolizat de Diana Tusa (75%), care se dovedeste
a fi cea mai atasata membra a grupului de apartenenta. Este urmata la foarte mare distanta
de Adrian Popa si Dan Andronic, ambii cu cate 12,5%. Daca Adina Valean a Inregistrat cea
mai insemnata pondere de linkuri externe, in ceea ce priveste propriul grup ideologic, nu a
stabilit absolut nici o legatura. La fel au procedat si Iulia Huiu, Mihai Malaimare sau Renate
Weber. Daca aruncam o privire asupra distributiei linkurilor postate de fiecare blogger in parte,
vedem ca 100% din trimiterile Adinei Valean sunt externe, urmata de Adrian Popa cu 75 de
procente. In ceea ce-I priveste pe Dan Andronic, la fel ca si Ciutacu la sectiunea blogroll, are
o distributie perfect echilibrata. Dupa cum spuneam, liberalul cel mai atasat de propriul grup
este Diana Tusa, cu 75% linkuri interne si 25% externe. Tot ea poate fi considerata si cea mai
activa din propria sfera ideologica, trimitdnd cel mai mare numar de linkuri in cadrul
secventelor temporale analizate (47,05% — din totalul linkurilor trimise de blogurile de dreapta).
Nici unul din ceilalti bloggeri de dreapta nu au postat vreun link in perioada analizata. Desi
ne-am fi asteptat ca numele lui Dan Andronic sa apara in fruntea acestui top, el a stabilit,
dupd cum spuneam mai sus, doar doua linkuri.

Analiza a incercat sa identifice si caracterul linkurilor trimise. Majoritatea celor indrep-
tate spre sfera stangii intrd in categoria ,.trimitere leapsa“ (17,64%), urmate de ,,raspuns leapsa‘“
si neutru, ambele cu cate 11,76%. Cele indreptate spre blogurile din grupul de apartenenta
au avut un caracter preponderent neutru (23,52%); 17,64% au fost incadrate in categoria
acord si 5,88% in categoria ,.trimitere leapsa®. Judecand dupa procentul mare al linkurilor
de tip ,trimitere leapsa“ si ,,raspuns leapsa“ care au vizat sfera social-democrata, putem spune
ca tendinta liberalilor este de a interactiona mai mult cu grupul stangii decat cu cel propriu
—avand 1n vedere si procentul mare de linkuri neutre din cadrul propriei retele. Totusi, pon-
derea mai mare a acordului fatd de opiniile exprimate in interiorul grupului (17,64% acord
intern — 5,88% acord extern), sugereaza existenta unui set comun de valori.
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Daca privim gradul de insularitate inregistrat de blogurile liberale pe segmentul de timp
analizat, putem observa din nou o schimbare majora: +0,05 fata de -0,25. In cazul linkurilor
postate ni se releva un nivel mediu de insularitate, ceea ce denota o deschidere considerabila
fata de blogurile de stanga. Tot aceasta cifra ne semnaleaza poate cea mai importanta dife-
rentd dintre linkurile din blogroll si cele postate, anume, primul tip de legaturi tind sa reflecte
pozitia oficiala, formala, pe cand cel de-al doilea tip indica legaturile reale, informale si care
au cea mai mare frecventa.

Indreptandu-ne atentia spre grupul de bloguri social-democrate, este lesne de observat ca,
spre deosebire de situatia liberalilor, nu s-au schimbat foarte mult lucrurile. Raportul dintre
linkurile interne si cele externe este aproape identic cu cel al blogrollului: 80,13% interne si
19,87% externe. Asemanarile nu se opresc aici. Din cele aproape 20 de procente, bloggerul
cu cele mai multe linkuri trimise 1n spatiul dreptei este tot Victor Ciutacu (60,08%), urmat
la mare distanta de Anca Alexandrescu (31,03%) si Mihnea Georgescu (6,89%). Nici unul
din ceilalti social-democrati nu a trimis vreun link extern. In ceea ce priveste legaturile interne,
il gasim tot pe Victor Ciutacu in fruntea clasamentului, cu 24,79% (din totalul de 80,13%).
Urmeaza lon Iliescu, cu 19,83%, Anca Alexandrescu (17,35%) si Mihnea Georgescu (16,52%).
Pe ultimul loc se claseaza Adrian Nastase cu 3,31%. Prezenta Iui Victor Ciutacu in topul ambe-
lor statistici este o confirmare a rolului sau de liant al grupurilor ideologice studiate, ceea ce
nu se poate spune si in cazul lui Dan Andronic.

Din punct de vedere al caracterului legaturilor stabilite pe cele trei secvente temporale ana-
lizate, majoritatea trimiterilor externe intra in categoria ,,neutru* (9,58%), urmate de ,,acord*
(6,16%), ,.atac* (2,05%) si ,raspuns leapsa“ (1,36%). In cazul linkurilor interne, aproape la ega-
litate sunt ,,acord, cu 39,04% si ,,neutru”, cu 38,35%. De remarcat si un fapt extrem de inte-
resant. Procentul foarte mare al acordurilor interne, coroborat cu cel foarte mic al celor externe
releva atat un grad ridicat de coeziune cat si existenta unui set de valori comune bine Inrada-
cinate. O asemanare izbitoare cu rezultatele analizei din cadrul blogrollurilor de stanga o iden-
tificam si in cazul nivelului de insularitate: aceeasi cifra de -0,60 — nivel ridicat spre maxim.

Figura 2. Harta relatiilor
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Toate aceste date ne sugereaza un aspect extrem de important. In timp ce liberalii, la nivel
formal (de blogroll), prezinta un grad oarecum ridicat de insularitate, la nivelul linkurilor pos-
tate (partea activa a bloggingului) au tendinta sa comunice mai mult cu ideologia opusa decat
cu propriul grup. Pe de alta parte, social-democratii prezintd o constanta foarte mare in acest
sens, tendinta relevata in cazul linkurilor din blogroll corespunde aproape perfect cu cea evi-
dentiata de studiul legaturilor postate. Avand in vedere ca trimiterile din cadrul insemnarilor
reflectd mult mai acurat atasamentul real dintre bloggeri, social-democratii dau dovada de
un nivel ridicat de coeziune, in timp ce liberalii activi, nu numai ca nu stabilesc foarte multe
legaturi interne, dar au tendinta sa se afilieze grupului de stanga. Cu ocazia studiului de caz,
am dorit sd testam si teoria lui Sunstein cu privire la tendinta de fragmentare a spatiului online,
odata cu trecerea timpului. Astfel, am calculat indicele de insularitate pentru fiecare din cele
trei segmente temporale analizate, pentru a putea observa aceasta inclinare. Pentru o imagine
cat mai clara asupra interactiunii dintre cele doud grupuri de bloguri din esantionul principal,
am realizat o harta a relatiilor stabilite (Figura 2).

Este lesne de observat ca densitatea linkurilor din semicercul stangii este la fel de mare
ca si in cazul rezultatelor analizei efectuate pe blogrolluri (Figura 1), in timp ce partea libe-
rala este aproape izolata. Interesant este ca aceasta izolare nu se reduce doar la interactiunea
externa, ci si la cea internd. Daca privim si interactiunile stabilite in cadrul esantionului extins,
nu numai ca gradul de insularitate este ridicat in cazul stangii, dar si marimea grupului ideo-
logic este cu mult peste cel al liberalilor (Figura 3).

Figura 3. Interactiuni in cadrul esantionului extins

Constatam ca de-a lungul timpului, sfera stangii a avut o tendinta ascendenta spre insu-
laritate, in timp ce partea liberald a inregistrat o serie de fluctuatii. Daca privim indicele din
perioada 14 aprilie-14 mai 2008 si il comparam cu cel al social democratilor din perioada
1-30 noiembrie 2007, observam o similaritate extrem de interesanta. Este ca si cum blogurile
de dreapta au ajuns abia in aprilie-mai 2008 la nivelul de insularitate al celor de stanga din
noiembrie 2007. Aceste date sugereaza ca nivelul de maturitate in blogosfera este direct pro-
portional cu cel de polarizare. Insa ce trasaturi au utilizatorii care viziteaza blogurile social-
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democrate? Corespunde setul de valori cu ideologia retelei de bloguri? Exista dovezi care sa
certifice existenta unei comunitati virtuale?

Rezultatele analizei de continut (din cele doua perioade analizate strict pentru partea finala
a studiul de caz: 14 noiembrie—1 decembrie 2007 si 23-25 februarie 2008) releva o serie de
chestiuni extrem de interesante. Acordul fata de intrarea Iui lon Iliescu in blogosfera este de
circa 47%, in timp ce ponderea opiniilor neutre se situeaza in jurul valorii de 30%. Procen-
tul dezacordului este cel mai redus, anume: 23,17%. Vedem ca aproape jumatate din opini-
ile exprimate de vizitatorii celor opt bloguri social-democrate sunt in acord cu initiativa lui
Iliescu. Aceasta cifra indica un nivel de omogenitate ridicata in directia valorilor de stanga.
In ceea ce priveste castigarea sefiei CN al PSD de catre Adrian Nastase, descoperim ca peste
60% din opiniile exprimate sunt in acord cu noua pozitie ocupata de politician. Comentari-
ile neutre insumeaza circa 27%, in timp ce dezacordul este de numai 12,62%. Si in acest caz,
este limpede ca omogenitatea vizitatorilor in acord cu doctrina social-democrata este ridi-
cata. Interesant este gradul mai ridicat de adeziune fata de actiunile intreprinse de Nastase,
in comparatie cu intrarea fostului Presedinte al Romaniei in blogosfera politica. in mod nor-
mal ne-am fi asteptat ca raportul sa fie invers, intrucat Iliescu este perceput ca fiind cel mai
valoros om al stangii romanesti. O posibila explicatie ar putea fi cea legata de moderarea
comentariilor in cazul blogului gazduit de fostul premier. Cativa utilizatori s-au plans ca nu
le-a fost publicat comentariul initial si ca numarul celor postate este mult prea ridicat (66 pozi-
tive, 9 neutre si doar 5 negative). Deoarece nu avem cum sa verificam exact acest lucru, am
preferat sa nu emitem o judecata in acest sens. Oricum, daca privim ponderea totald a opini-
ilor exprimate fata de cele doud evenimente, omogenitatea se mentine ridicata: 54,73% acord,
28,09% neutru si numai 17,19% dezacord. Conchidem ca, cel putin din punct de vedere al
adeziunii fata de un set comun de valori, populatia virtuala a celor opt bloguri social-demo-
crate are un grad ridicat de omogenitate.

Analizand cele mai frecvent utilizate 5 cuvinte specifice mediului studiat (in toate sec-
ventele temporale enuntate pand acum), am descoperit: Jucdtorul (pentru Presedintele Traian
Basescu), Arogantul (pentru Adrian Nastase, dar uneori face referire si catre Victor Ciutacu),
Oficiosul (pentru cotidianul Evenimentul Zilei, considerat de larga majoritate a utilizatorilor
din mediul analizat ca fiind favorabil lui Basescu), Oficina sau Oficina de Net (la fel ca in
cazul cotidianului amintit Tnainte, face referie la site-ul de stiri HotNews, perceput ca fiind
favorabil lui Basescu si partidului din care a facut parte), Doctoru’ (pentru Sorin Oprescu).
Trebuie sa precizam ca majoritatea acestor cuvinte sau sintagme specifice au fost lansate de
principalii bloggeri analizati si abia apoi au fost preluate de comentatori. Unul dintre cei mai
activi astfel de bloggeri este Victor Ciutacu care poate fi considerat, in buna masura, arti-
zanul lor. Daca in prima faza, constructiile de limbaj au fost folosite cu precadere pe blogul
sau, odatd cu dezvoltarea blogurilor de stanga, ele s-au raspandit, unele putand fi gasite chiar
si in afara sferei ideologice.

Concluzii
Rezultatele studiului de caz indica limpede ca ideologia constituie criteriul esential ce sta

la baza constituirii unei retele de bloguri politice, cel putin in cazul social-democratilor. S-a
constatat ca blogurile de stanga tind sa stabileasca mult mai multe legaturi in interiorul sferei
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ideologice, Inregistrand un indice de insularitate ridicat spre maxim. Aceasta situatic s-a rele-
vat atat in cazul analizei blogrollurilor, cat si in cazul linkurilor postate. O deosebire am putut
observa la blogurile liberale care, desi conform blogrollurilor indicau un grad mediu spre ridi-
cat de izolare, in cazul legaturilor din insemnari s-a relevat o deschidere spre dialogul cu stanga.
Acest aspect a scos 1n evidenta diferenta calitativa dintre blogroll si linkurile postate. Mai
exact, primul tip de legaturi reflectd mai degraba orientarea oficiala a retelei, pe cand cel de-al
doilea tip o pune in lumina pe cea reald, informala. Cu toate acestea, indicele de insularitate
constatat in ultima perioada analizata, semnaleaza o crestere a izolarii.

In cea mai mare masura, Ipoteza 1 s-a dovedit adevarata, cel mai bun exemplu fiind coe-
ziunea din cadrul retelei social-democrate (atat la nivel oficial, cat si la nivel real). Aceeasi
analiza releva ca gradul de izolare sub umbrela aceleasi doctrine este direct proportional cu
vechimea in blogosferd. O asemenea realitate pare sa confirme teoria lui Sunstein cu privire
la fragmentarea spatiului online odata cu trecerea timpului. Totusi, este prea devreme sa tragem
o concluzie finala in aceasta directie. Un element interesant este ca s-au putut identifica o
serie de bloggeri foarte activi care stabilesc punti de legatura intre cele doua ideologii. Cel
mai bun exemplu in acest sens este Victor Ciutacu, unul dintre cei mai vechi jurnalisti din
blogosfera politica autohtona. Un alt aspect important, relevat de prima parte a analizei, este
cel legat de marimea retelei social-democrate. Se pare ca aceasta este si mult mai activa: 72%
din linkurile postate — analizate 1n aceasta lucrare — fiind ale stangii.

Rezultatele analizei noastre par sa confirme si Ipoteza 2. In ceea ce priveste procesul de
formare a opiniei, putem spune ca retelele de bloguri politice au mai degraba un efect de in-
tarire, decat unul de constituire. Aflam ca nu doar weblogurile politice se coaguleaza in jurul
unor ideologii, ci si utilizatorii lor. Majoritatea comentatorilor analizati au un grad ridicat de
omogenitate, In acord cu setul de valori promovat de reteaua blogurilor social-democrate. Acest
lucru certifica valabilitatea efectului de intdrire si in spatiul online. Existenta unui limbaj comun
conferd o oarecare identitate comunitatii.

Aspectele relevate mai sus arata ca, cel putin la data efectuarii cercetarii, blogosfera autoh-
tona nu poate fi considerata un spatiu public alternativ, in care sa primeze dialogul interideo-
logic. Polarizarea de pe scena politica offline se reflectd in mare masura si in blogosfera. Cu
toate acestea, strict din punct de vedere al marketingului politic, aceasta coagulare reprezinta
oportunitatea politicienilor de a intra n contact nemijlocit cu nucleul dur al electoratului si
de a-si forma o baza de militanti. Efectul de intarire este asumat atat de utilizatori cat si de
catre bloggerii politici, iar rolul major al blogosferei politice autohtone nu este cel de convin-
gere a indecisilor ci de mentinere a dialogului direct cu cei care pot forma opinia nehotaratilor.
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Ritual si comunicare politica

Rezumat

In acest studiu autorul demonstreaza mecanismele imagologice si simbolice prin care ordinea politica
este actualizata si legitimata in constiinta participantilor la ceremoniile politice. Aceste ceremonii incarcate
de valoarea afectiva si caracterizate printr-un comportament solemn si sacralizat constituie esenta rituali-
urilor politice. Ele se manifesta frecvent in Romania post-decembrista, ceea ce tradeaza nevoia unui nou
cadru de legitimitate politica si de consolidarea a acestuia, specific unei perioade de tranzitie.

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

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

In viata politica actuala, mai mult decat in oricare alta perioada istorica, un participant
neavizat la aniversarea unui eveniment politic va fi socat de solemnitatea unor gesturi si de
reprezentarea lor secventiala In cadrul unei ceremonii special pregétite pentru aceasta aniver-
sare. Nefiind 1n posesia unei chei de decodificare a acestor secvente, el va avea impresia ca
participa la un spectacol omagial. El nu isi da seama ca se afla in prezenta unor ,,reguli de
conduita sociala“ cu finalitati precise pentru ordinea sau regimul politic. Aceste ,,reguli de
conduita sociala® sunt riturile si manifestarea lor concreta — ritualurile. Prin rit se intelege
acel ,,ansamblu de acte repetitive si codificate, deseori solemne, de ordin verbal, gestual sau

* Conferentiar universitar doctor, Facultatea de Comunicare si Relatii Publice, Scoala Nationala de Studii
Politice si Administrative, Bucuresti, Romania.
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postural, cu puternica incarcatura simbolica, bazate pe credinta 1n actiunea eficienta a unor
fiinte supranaturale sau puteri divine cu care omul Incearca sa comunice in scopul de a aduce
marturie, de a omagia sau de a obtine favoruri.*

Orice familie, orice asociatie sau orice colectivitate simte nevoia sa isi reafirme periodic
increderea in valorile si sentimentele lor de baza care sa le reaminteasca semnul existentei
lor, sa le intareasca sentimentul de identitate si de coeziune interna. O asemenea reafirmare
a solidaritatii in jurul valorilor de baza ale comunitatii angajeaza fiecare participant si are loc
in cadrul unor ceremonii oganizate unde prin repetarea unor gesturi solemne, se urmareste
obtinerea efectului scontat. Din aceasta perspectiva, riturile politice au ca scop sa legitimeze
0 noud putere, un nou regim sau un nou lider sau sa inoculeze in randul participantilor cre-
dinta In societatea lor sau 1n valorile de grup. Riturile religioase se pot transforma in rituri
politice prin ,,inversiune® sau ,,conversiune*, iar relatia dintre sacru si putere prelungeste relatia
dintre divinitate si credinciosi prin intermediul unor practici pseudoreligioase. Riturile sunt
,reguli de conduita care 1l invata pe om cum sa se comporte in prezenta obiectelor sacre.
Pentru Durkheim, adoratia unei divinitati este modalitatea simbolica prin care oamenii cred
in propria lor societate si in dependenta mutuala a membrilor societatii: Prin ritual experienta
subiectiva a indivizilor nu numai ca interactioneaza dar este chiar determinata de fortele sociale.

In istoria umanitatii aceste ,,reguli de conduita“ au aparut tocmai ca o reactie la normele
culturale care au facut posibila supravietuirea de grup. Reprimarea instinctelor, pentru a face
posibila convietuirea in grup, agresivitatea acumulata ca urmare a acestei reprimari standar-
dizate cere o descarcare periodica. Este ceea ce etologii din scoala lui Konrad Lorenz numesc
,calmarea agresivitatii“ sau ,,supape de siguranta“ prin care sunt eliminate tensiunile acumu-
late de reprimarea instinctelor. Aceasta descatusare periodica a pulsiunilor instinctuale ale agre-
sivitatii se observa deopotriva la om si la animale. Sunt cunoscute in istorie cazuri de frenezie
deliranta cand maselor li se dadea libertatea de a incalca regulile sociale tocmai pentru a eli-
mina tensiunea acumulatd din cauza reprimarii acestor interdictii. La Roma, cu ocazia Sa-
turnaliilor sau Lupercaliilor, un cersetor era numit rege si dupa trei zile de ,,guvernare®, de
destrabalare si orgii ale multimii dezlantuite, era ucis. In aceasta privinta Ioan Petru Culianu
distingea intre rituri integratoare si rituri compensatorii. Primele ,,acopera in intregime exis-
tenta individului, cu scopul de a-1 face sa recunoasca normele, de a-l include 1n viata sociala,
de a-i aminti 1n orice clipa ca face parte dintr-o cultura cu motivatii transcendente.(...) Con-
trar riturilor integratoare, aceste rituri compensatoare stavilesc efectul daunator al refularilor
psihice produse de constrangerile sociale, permitand descarcarea tensiunilor acumulate 1n inte-
riorul unei societati.*”

Inca din Antichitate marele filosof chinez Confucius a intuit importanta ritualului (Zi) pen-
tru conservarea ordinii sociale prin intermediul unui ansamblu de norme care directioneaza
conduita sociala, preamareste traditia si tinde la infaptuirea ,,omeniei” (Ren): ,,Politetea fara
masura ritului ajunge sa se prefaca in teama. Curajul nestrunit de Rit atinge nesupunerea. Ca
si sinceritatea care daca e fara controlul Ritului, poate rani pe cineva.“ Cultul stramosilor
reprezinta in acest sens, expresia religioasa a sistemului social si etic pe care Confucius incearca
sa-1 salveze. Li a ajuns sd desemneze ritualurile religioase sau, pur si simplu, regulile impuse
de eticheta, ritual care se conserva si astazi ca norme de convenienta sau de politete. Aceste
modele comportamentale sunt necesare pentru integrarea armonioasa in societate. Functia reli-
gioasa este dublata de cea politica - cultul stramosilor, patroni ai familiei si depozitari ai fortei
si pestigiului social, reprezinta o consacrare a unei pozitii si o intarire a acesteia. Ritul, care
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implica travestirea simbolica a violentei, avea functia de a intoarce situatia In avantajul aceluia
care il practica cu mai multa arta.

Obligativitatea ritualului se baza pe un model care trebuia practicat de catre mase cu scopul
de a le impune o atitudine respectuoasa fata de legi: ,,Daca cel care ocupa in stat rangul de
sus obisnuieste sa practice ritualul, va fi mai usor ca poporul sa se lase guvernat.“* Scopul
este politic, acela de educare si disciplinare a poporului in vederea guvernarii. Idealul este
acela al copierii modelului, chiar daca cei din ierarhie il practica doar pe baze rationale si
vizeaza prin aceste practici afirmarea virtutilor si respectarea legilor, posedand intelepciune
si liniste sufleteasca.

Ritul structureaza imaginarul politic intr-un ansamblu coerent si ii releva temeiurile. In
opinia lui Xun Zi, unul din cei mai mari discipoli ai lui Confucius, Ritualurile au trei temeiuri:
Cerul si Pamdntul sunt temeiul zamislirii; stramosii — temeiul speciei; suveranii si stapanii —
temeiul ordinii. Fara Cer si Pamant, cum ar fi fost zamislit omul? Fara stramosi de unde s-ar
trage el? Fara suveran si stapan, cum se poate inchipui ordinea? Daca unul dintre aceste trei
elemente ar lipsi, pentru un om nu ar exista nici un punct fix. Or, prin rituri, el serveste sus
Cerul, jos Pamantul, isi onoreaza stramosii si-si preamareste suveranul si stapanul, acestea
sunt cele trei temeiuri ale riturilor.”” Aceeasi conceptie despre rit se va regasi si in scoala
daoistd: ,,Regii din vechime, din sila pentru dezordine, au instituit riturile si simtul moral in
vederea unei Tmpartiri care sa potoleasca dorintele oamenilor si sa raspunda la nevoile lor,
astfel incat dorintele sa nu fie niciodata in exces cu bunurile, iar bunurile sa fie totdeauna
adecvate in raport cu dorintele, dorintele si bunurile dezvoltandu-se prin sustinerea mutuala.
Aceasta este originea riturilor.*

Sensul ritualului consta tocmai in solidarizarea individului cu colectivitatea, cu viata orga-
nizata si, in cele din urma, cu un cosmos viu. ,,Identitatea omului, toate intentiile sale, viata
sa interioara, rangul sau social si starea economica devin translucide prin aceasta dezindivi-
dualizare, prin transformarea vietii in ritual si a intdmplarilor in categorii. Omul participd ,,prin
orice experienta, cat ar fi ea de neinsemnata®, la marea viata cosmica. Omul e in contact cu
ritmurile si nivelurile cosmice in orice clipa. Departe de a-l steriliza sufleteste, aceasta par-
ticipare 1i confera o viziune totalda a Cosmosului, ingaduindu-i in acelasi timp orgolioase Incer-
cari de unificare a Cosmosului despartit prin Creatie.”

Dorinta de a Invinge Timpul printr-o repliere asupra structurilor arhetipale si sensurilor
existentiale a gasit in plasticitatea ritualului o forma ideala de manifestare. Caderea omului
in pacat a indus o fractura ontologica intre timp si eternitate, Intre libertate si Putere. Puterea
simte ca nu poate stapani Timpul, dar il poate imblanzi prin reprezentarile simbolice despre
un viitor indepartat si umanizat. Proiectia ei mesianica a gasit in reprezentarile religioase ale
timpului circular un aliat pretios in lupta Impotriva eternitatii. Filosofia greaca, anistorica in
esenta sa, preocupata sa descopere ordinea rationala si armonia lumii, s-a ciocnit de eveni-
ment si a Incercat sa ii anuleze valoarea istorica. O data cu aparitia crestinismului, eternitatea
nu mai detine monopolul asupra istoriei pentru ca sensul istoriei insusi s-a incarnat intr-o isto-
rie ce va deveni reala de-acum inainte: istoria mantuirii oamenilor prin coborarea, rastignirea,
reinvierea si urcarea Fiului lui Dumnezeu. In Secolul Luminilor filosofia istoriei va incerca
sa reconcilieze contingentul istoric si ratiunea eterna. Ea nu va anula evenimentele intr-o eter-
nitate atemporala ci, descoperindu-le sensurile, le va reabsorbi in unitatea ipostaziata a unei
istorii totalizatoare pe care o va invoca pentru justificarea ordinii sau actiunilor politice. Or,
aceasta perceptie ciclica a timpului, prezenta in special in societatile arhaice, face sa irumpa
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in constiinte semnificatiile evenimentelor, iar prin ceremoniile ritualice sa fie actualizate in
cadrul unui tipar integrator al Puterii.

Reprezentarile timpului n societatile arhaice sunt componente ale constiintei sociale care
reflecta evolutia grupurilor si mentalitatea acestora. Avand o constiinta arhaica, in sensibili-
tatea lor timpul era saturat de valoare afectiva: el putea fi bun sau rau; favorabil anumitor
forme de activitate si nefast altora; cel al sarbatorii, al sacrificiului, al infranarilor.

Constiinta omului primitiv era subordonata succesiunii anotimpurilor. Ritmul vietii sociale
depindea de alternanta acestora si de ciclurile de productie adaptate schimbarilor de clima. Exis-
tenta nu era divizata prin spiritul analitic in categorii distincte, private de continutul lor con-
cret. Timpul si spatiul erau date nu in afara experientei sau inaintea acesteia, ci Tn mod unic
in Tnsasi experienta concreta, formand elemente care o constituiau intr-un tot inseparabil.

Pornind de la aceasta perceptie determinista a timpului, Mircea Eliade va explica intelegerea
mitica a lumii si a vietii in culturile primitive pe baza segmentarii timpului in reprezentarile
sociale. Astfel, in conceptul de timp mitologic, timpul este trait in acelasi fel ca spatiul, iar
prezentul nu este separat de blocul temopral format din prezent si din viitor. Trecutul nu ince-
teaza sa existe in prezent. Pe aceasta reprezentare se bazeaza cultul stramosilor in toate struc-
turile arhetipale care se actualizeaza in riturile de aniversare si in perioadele de sarbatoare.
Astfel viitorul participa si la prezent de unde prezicerile, divinarea, visurile profetice si, de
asemenea, credinta in destin. Destinul este irevocabil deoarece ceea ce tebuia deja sd se Intam-
ple era deja un fapt.

Ca urmare, interpretarea lumii naturale si a celei sociale dupa categoriile mitice presupunea
credinta in ,,eterna reintoarcere®. Tendinta de a opri timpul care se scurge, printr-o reintoarcere
la un prototip mitic, nu a fost decat o pulsiune a inconstientului colectiv de a depasi izolarea
existentei individuale. Actele umane repetau, in ritual, faptele savarsite odinioara de catre zei
si eroi.® Cu mitul regenerarii timpului, cultura arhaica oferea oamenilor posibilitatea de a in-
vinge sentimentul de efemeritate si de dezagregare a timpului. Neseparandu-se nici in idei, nici
in sentimente de comunitatea traditionala, omul avea senzatia ca invinge moartea biologica.

Forme de manifestare a riturilor politice

Pe langa riturile de integrare si riturile de compensare analizate mai sus de loan Petru
Culianu, o alta structura binara clasica este aceea care imparte riturile in rituri de trecere si
rituri de instituire. In cazul riturilor de trecere, analizate de Arnold van Gennep, ,,viata indi-
viduala consta intr-o serie de etape ale caror scopuri si inceputuri formeaza ansambluri de
acelasi ordin: nastere, pubertate sociala, casatorie, paternitate, studii, specializare profe-
sionala, moarte. Fiecaruia din aceste ansambluri i se adapteaza ceremonii al caror obiectiv
este identic: s ajute individul sa treaca de la o situatie determinata la o alta tot determinata.*
In cazul riturilor de instituire este vorba de a da un sens activitatilor de grup, pentru a reafirma
solidaritatea colectiva si identitatea de grup, pe baza reiterarii unor valori si simboluri comune.

Una din cele mai uzitate clasificari ale riturilor politice contemporane este cea care le
imparte in rituri consensuale $i rituri de confruntare. Din prima categorie fac parte riturile
de inaugurare $i riturile aniversare (sau comemorative) . Din a doua categorie fac parte ritu-
rile de incoronare $i riturile electorale. Ambele categorii de rituri presupun anumite prin-
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cipii de succesiune a unor operatii care constau in decuparea sau asamblarea secventelor ritua-
lice si anume repetitia si fardmitarea (dezasamblarea). Toate categoriile de rituri presupun
urmatorii actanti: 1. organizatorii; 2. actorii; 3. publicul (spectatorii).

Inaugurarea unui edificiu public, de exemplu, este un excelent prilej pentru un presedinte
sau un prim-ministru sa-si imbunatateasca imaginea sau sa castige increderea populatiei. Ea
se compune din urmatoarele secvente: 1. marcarea simbolica a spatiului (pavoazarea cu drapele,
buchete de flori, etc.); 2. prezenta camerelor de luat vederi, ceea ce indica faptul ca un eveni-
ment important se va produce; 3. prezenta notabilitatilor centrale si locale (ministrul de resort;
prefectul judetului, primarul localitatii); 4. prezenta unui numeros public; 5. alocutiunea de
bun venit; 6. taierea panglicii inaugurale; 7. alocutiunea oaspetelui de onoare. Unele din aceste
secvente pot lipsi sau pot fi inversate; esentialul este ca evenimentul organizat, prin forta lui
emotionala, sa devina o ,,capcana a gandirii* pentru publicul spectator prin orientarea per-
ceptiei sociale.

In ce priveste ritualurile aniversare sau comemorative, ele contin potentialul emotional
cel mai ridicat. Aceste ritualuri articuleaza emotia pe constiinta identitatii colective, regasita
sau recuperata, pe legaturile sacre ale memoriei sociale. Sa ludm, de pilda, Ziua Nationala a
Romaniei: 1 Decembrie 1918, cand s-a realizat Marea Unire, vis secular al poporului roman
si unul din miturile lui fundamentale: continuitatea neintrerupta pe aceste meleaguri. Evo-
carea / repetarea evenimentelor din 1918 este grea de sensuri profunde si de incarcatura sim-
bolica: ea trimite la ideea de integritate teritoriala, amenintata de criza statului national in
conditiile integrarii europene. Emotia provocata de evocarea acestui eveniment deriva din pato-
sul interactiunilor afective si din legatuirle si imaginile profunde pe care natiunea le pastreaza
cu un trecut glorios: eternitatea patriei ca loc sacru In care s-a nascut un popor. Sentimentul
identitatii colective in jurul acestor valori se realizeaza prin secventele comemorarii: 1. prezenta
unui numeros public, a sefului statului si a notabilitatilor in locurile sacre ale istoriei nationale:
Alba Iulia, Tebea, Calugareni, Podu Inalt, Focsani, Iasi. 2. transmiterea integrala de catre mass-
media a acestor ceremonii. 3. sosirea sefului statului anuntata practic, inceperea ceremonii-
lor; 4. depunerea de coroane de flori de catre reprezentantii institutiilor centrale la mormantul
soldatului necunoscut, la monumentele eroilor si la Arcul de Triumf; 5. discursul oficial care
reactualizeaza pentru memoria colectiva semnificatia faptelor petrecute atunci; 6. defilarea
fortelor armate reprezinta centrul de greutate al acestui rit comemorativ prin impactul imago-
logic pe care parada militara il are asupra spectatorilor. in imaginarul colectiv armata este
Uniformele, drapelele nationale, drapelele de lupta ale marilor unitati, pasul cadentat sunt re-
prezentari simbolice condensate prin care se crecaza acea stare de gratie a regenerarii unei
natiuni si face din emotia participantilor o premisa a identitatii colective, a constiintei nationale.
Referentul simbolic al defilarii fortelor armate sau al discursurilor oficiale este un dusman
prezent inca la hotare, un rau care lucreaza impotriva natiunii, ceea ce trimite la ideea de con-
servare a noii ordini politice cucerite. In felul acesta ritul instituie prin faptul ca el sanctioneaza
si sanctifica o ordine stabilita. ,,Glorificarea castigarii independentei, eveniment quasireligios
in istoria unei natiuni, intrd ca element al unei sacralizari care da regimului o profunzime
istorica.” (...)"

Riturile prolifereaza in perioadele de criza politica sau de schimbare a ordinii politice si
se aseamana ca forma cu riturile de instituire sau de trecere. Ca structura, ele se aseamana
cu o credinta religioasa care reclama devotament, solidaritate si sacrificiu in jurul unei va-
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lori sau realitati sacre: patrie, democratie, monarhie, republica, unitate nationald. Un exem-
plu elocvent de desfasurare a unui asemenea rit este adunarea populara de la Alba Iulia din
1 Decembrie 1991 cu ocazia aniversarii Marii Uniri din 1 decembrie 1918 cand reprezen-
tantii partidelor istorice au proclamat unirea Transilvaniei cu Tara, In fata a peste 40.000
de participanti.

Sacralitatea locului si a momentului presupunea ca ideea de unitate nationala sa invinga
pasiunile si patimile politice declansate de schimbarea ordinii politice dupa decembrie 1989.
Cuvantarea liderilor principalelor formatiuni politice : FSN, PNL si PNT-CD, respectiv lon
Iliescu, Radu Campeanu si Corneliu Coposu trebuiau sa fie un garant peste timp al recon-
cilierii nationale. Dar in timp ce liderul liberal isi rostea discursul oficial, participantii la adunare
din judetul Tulcea au inceput sa-l huiduie, spre bucuria fostului premier Petre Roman care
de la tribuna 1i saluta cordial. A fost un moment nefast care a distrus orientarea emotiei spre
o idee, Incat Ion Iliescu, jenat, i-a facut semn pe furis sa se astampere.

in momentele de transformare profunda a ordinii sociale, de renastere civica pe baza unui
nou regim, asistam la o sacralizare a vietii politice, conceputa ca o stare de gratie in raport
cu un trecut impur apropiat in timp. Kilometrul zero al Pietei Universitatii din Bucuresti repre-
zinta tocmai o garantie a loialitatii fata de puritatea noii ordini, prin realizarea consensului
in jurul valorilor democratice: ,,Noi de-aicea nu plecam / Nu plecam acasa / Pana nu vom
castiga / Libertatea noastra.*

Si riturile de confruntare pot genera consens, mai ales in situatiile de criza, cand un regim
politic are o nevoie vitala de legitimitate. In realitatea politica postdecembrista din Romania,
doua mituri au fost extrem de prezente: mitul republican si mitul regalitatii. Cum este si firesc,
aceste mituri au angrenat o propaganda pe masura ca si manifestari ritualice de rigoare.

Adeptii regalitatii contestau legalitatea noului regim politic instalat la Bucuresti, consi-
derand ca ,,monarhia salveaza Romania.” Argumentele erau de natura elitista si vizau mai
ales coruptia si demagogia noului regim republican, originea criptocomunista si orientarea
lui spre Stanga. La randul ei, noua putere, pentru a compromite ideea monarhica in Romania,
a apelat la un simbol national al reintregirii neamului in timpul celui de-al doilea razboi mo-
ndial, a carui imagine este pe nedrept interzisa in zilele noastre, fiind considerat criminal de
razboi. Figura tragica a maresalului lon Antonescu, executat in iunie 1946 pentru crime de
razboi, a fost constant opusa regelui Mihai I, ultimul reprezentant al dinastiei de Hohenzollern
in Romania. Acestuia i se reprosa colaborarea cu comunistii in arestarea lui lon Antonescu,
complicitatea cu sovieticii in executarea lui si cu reprezentantii partidelor istorice in vinderea
tarii si recuperarea mosiilor si a caselor care apartineau domeniilor coroanei si nu domeniu-
lui privat. De asemenea, interdictia impusa familiei regale de a vizita Roméania in aprilie 1992
se baza pe un prezumtiv complot al ex-regelui Mihai de a se proclama rege al Romaniei la
Timigoara, in virtutea punctului 8 al Proclamatiei din acelasi oras. Acesta prevedea eliminarea
din viata politica a fostilor activisti de partid si il viza 1n primul rand pe Ion Iliescu care cas-
tigase primele alegeri prezidentiale postdecembriste cu un neverosimil scor de 87,5% la 20
mai 1990. Razboiul imagologic dintre principiul monarhic si cel republican s-a terminat cu
victoria celui din urma cand regele Mihai a acceptat aniversarea zilei sale de nastere de catre
amfitrionul republican Ion Iliescu la Palatul Cotroceni.
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Riturile funerare

Dupa cum vom vedea in cadrul comunicarii politice, mai mult decat celelalte rituri de tre-
cere, riturile funerare au un impact deosebit in legitimarea puterii politice. Intre putere si moarte
exista un raport mai profund decét il poate evidentia un rit de trecere. Dimensiunea metafi-
zica a mortii, ca blocare brutala a functiilor vitale ale unui organism, lezeaza caracterul inte-
grator si dominant al puterii. In fata vesniciei puterea se simte amenintata si incearca sa smulga
mortii acele structuri care sa-i asigure continuitatea in cadrul Vietii. Puterea se agata de un
viitor incert pe care Incearca sa-1 imblanzeasca, sa-1 domine si astfel sa diminueze efectele
mortii. De aceea, ritualul funerar orienteaza perceptiile sociale ale asistentei la o adunare de
doliu si devine un fel de ,,capcana a gandirii* deoarece Puterea trebuie sa arate ca poate sfida
marele ei dusman: Moartea. Operand cu imagini si simboluri ale finitului, ritualul funerar
declanseaza sentimentul identitatii colective in fata Timpului, ceea ce creeaza o emotie pro-
funda. Chiar daca, initial, Intre participantii la adunarea de doliu vor fi existat diferente pe
planul valorilor si credintelor, cu totii vor realiza numitorul comun al conditiei umane: vani-
tas vanitatum sum (desertaciune-s toate, suntem desertaciune). Insa Puterea se opune aces-
tui mesaj: ea se agata de principiul continuitatii vietii si propune o strategie de invingere a
Mortii prin realizarea solidaritatii in jurul unei idet, al unei valori.

Moartea unui lider politic constituie un prilej oportun de creare a consensului si a legi-
timitatii in jurul unei organizatii, mai ales daca aceasta se afla intr-un proces accelerat de ero-
ziune. Organizarea funeraliilor, discursurile de doliu, procesiunea funebra, decuparea lor in
secvente ritualice, permit transformarea emotiilor provocate de durerea celui disparut in do-
rinta de continuitate a liniei sale politice si de solidaritate n jurul organizatiei care sa com-
penseze greaua pierdere. Prin ritual se realizeaza un veritabil transfer de legitimitate de la cel
disparut la noul ales, o contagiune mitico-magica a vointei de unitate internad a organizatiei
si a ereditatii politice. In aceasta privinta, maniera in care au procedat Stalin la moartea lui
Lenin (ianuarie 1924) si Ceausescu la moartea lui Dej (martie 1965) raman adevarate mo-
dele ale genului. Discursul rostit de Stalin la moartea lui Lenin, in calitate de presedinte al
Comisiei de organizare a funeraliilor, are valoare de testament ideologic. Stalin se erijeaza
in unicul executor al mostenirii ideologice a marelui disparut: stilul colegial de conducere,
unitatea interna a partidului, intransigenta revolutionara.

Si riturile funerare implica o anumita doza de artificial din partea organizatorilor si a acto-
rilor principali, pe langa credinta sincera a participantilor. Ca si in cadrul riturilor comemo-
rative, organizatorii si actorii vor incerca sd exploateze la maximum structura emotionala a
ritualului. Ei vor avea un comportament mimetic, conventional pentru a obtine maximum de
profit (vizibilitatea imaginii, suport popular, voturi). In cazul societatilor contemporane, pro-
fund laicizate, clivajul dintre sacru si profan se intalneste cu clivajul dintre credinta si ratiune,
dintre mase si elite. Numai masele mai traiesc valorile politice prin patosul credintei; ele sfar-
sesc prin a crede ce li se promite pentru ca scepticismul lor initial a fost izgonit din constiinta
lor de frumusetea ritualului. La randul lor, elitele nu vor pierde nici un prilej pentru a aparea
in prim-planul transmiterii televizate a unei comemorari sau aniversari. Dar care va fi coefi-
cientul de credinta care insoteste aceste gesturi mecanice, aceste stereotipuri? Cati din politi-
cienii care depun coroane de flori sau fac cruci smerite in fata sfantului altar mai cred in puterea
modelatoare a unui ideal sau n moralitatea publica? Din aceste manifestari se contureaza o
contradictie Intre ceea ce se spune si ceea ce se face, care are consecinte asupra legitimitatii
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si asupra prestigiului unei functii. Comportamentul ritualic imitat se transforma in pantomima,
iar credinta In imagine, in act demonstrativ. Esenta comunicarii ritualice este de a crede in
mesajul ritului; altfel, puterea devine alienanta. ,,Voi credeati in visul nostru, noi nu credem
in nimic* anticipa profetic Eminescu in Epigonii distrugerea credintei intr-un ideal, intr-o ordine
mitica a lumii pe masura ce ratiunea instrumentala domina procesul de cunoastere si prac-
tica politica. Pentru a confirma valabilitatea celor spuse de Eminescu in 1870, sa examinam
comportamentul politicienilor in cazul unui rit de trecere intr-un regim democratic unde se
intalneste aceeasi contradictie Intre credinta sincera si mimarea acestei credinte. La moartea
liderului taranist Corneliu Coposu in noiembrie 1996 toti cei care l-au improscat cu noroi
pana atunci s-au grabit sa 1i aducd un ultim omagiu. Era vorba de transferul inconstient al
aureolei pe care asceza si suferintele indurate in inchisorile comuniste, ca si consecventa con-
vingerilor sale politice ii inconjurase ca un nimb personalitatea, conferindu-i o legitimitate
morala de netagaduit, un statut de lider spiritual intr-o lume politica plina de frivolitati.

Mit si ritual politic

Ca forma a constiintei colective, mitul inaugureaza, prin intermediul puterii politice, o
alta dimensiune a sacrului. El da un sens existentei si releva sacrul ascuns In ordinea politica.
Simbioza dintre unitatea politica si perspectiva unificatoare a unei lumi traite proiecteaza un
model de ordine social-politica din vechime. Naratiunea mitica atribuie acestui model un sens
fondator, transmiterea ereditara a virtutilor politice, nevoia de a garanta ordinea si pacea in
lume. Legitimitatea mitica confera ierarhiilor o autoritate sacra ce nu poate fi contestata, pen-
tru ca puterea politica este o conditie a prezentei sacrului.

Ca modalitate de legitimare a noilor forme sau relatii de putere, riturile gasesc in mituri
un rezervor inepuizabil de reprezentari colective si de imagini privind ordinea ideala a lumii
si a universului. Mitul dezvaluie prezenta sacrului in lume, enunta corespondenta dintre ordinea
reala si ordinea ascunsa si confirma credintele atasate ei. Sacrul presupune prezenta unei ordini
divine in lumea careia 1i asociaza permanenta, increderea in eroul fondator al sistemului politic
si In evenimentul originar — nasterea acestui sistem. ,,Mitul releva ceea ce este totalitatea vietii
sociale in plentitudinea dimensiunii sale sacre si printr-o practica colectiva: problema puterii
nu este niciodata absenta din el. Discursul mitic fondeaza toate ierarhiile si legitimeaza po-
zitiile cucerite. El aminteste necontenit membrilor unei colectivitati ca revolta introduce in
lume dezordinea si moartea.”"

Ca incercare de a explica necunoscutul, de ,,a releva misterele existentei* (L. Blaga) ,,mitul
povesteste o istorie sacrd; el relateaza un eveniment care a avut loc in timpul primordial, tim-
pul fabulos al «inceputurilor»... mitul povesteste cum, multumita ispravilor fiintelor supra-
naturale, o realitate s-a nascut, fie ca e vorba de realitatea totala, Cosmosul, sau numai de un
fragment... o comportare umana, o instituire. E, asadar, Intotdeauna povestea unei «faceri»*'
Mitul traditional are drept caracteristica a continutului sau prezenta sau interventia sacrului.
Mitul modern inlocuieste sacrul din structurile sale epistemice cu rationalizarea intereselor
de grup, plecand de la aspiratiile si nevoile unei comunitati. Ca imagine a lumii, mitul poate
fi definit ca forma originara a unei culturi prin care o comunitate se defineste si se intelege
pe sine. Continutul mitului reprezinta o sinteza intre real si imaginar care nu se supune cri-
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teriilor logice ale adevarului si falsului. Pentru cultura in care a fost creat, mitul presupune
intotdeauna un act de credinta care ignora ratiunea. ,,Una dintre caracteristicile cheie ale mi-
tului este tocmai aceea cd el se situeaza mai presus de orice Indoiald, fiind larg vehiculat si
crezul.“" Pentru un anume grup cultural, un mit poate insemna adevarul absolut, in timp ce,
pentru un alt grup, apartinand unei alte culturi, acelasi mit are doar o valoare estetica, la nivel
de imagine. Adevarul specific mitului este perpetuat de-a lungul timpului, fiind pastrat in
memoria colectiva a grupurilor umane ca ,,adevar in care omul a crezut si, in anumite con-
juncturi istorice, mai crede cu fermitate.”'* Continutul de adevar sau de manifestare a mo-
delului mitic poate creste, disparea sau reaparea in functie de conditiile istorice si culturale,
favorabile sau nu: ,,Miturile se reiau periodic ori sunt inlocuite cu altele noi, dupa loc si timp,
dupa conjuncturi si nevoi.“"

Mitul propune modele exemplare si orienteaza comportamentele. In acest sens, el raspunde
unei nevoi profunde a oamenilor, nevoia de ideal: ,,Miturile amintesc tot mereu ca evenimente
grandioase au avut loc pe pamant si ca acest «trecut glorios» este in parte recuperabil.“'* Prin
faptul ca trezeste si pastreaza constiinta lumii superioare a inceputurilor, mitul satisface o ne-
voie umana de raportare la un ,,trecut exemplar®, ca la un depozit sacru care 1i pastreaza idea-
lurile viitoare: ,,Mitul 1i garanteaza omului ca ceea ce se pregateste el sa faca a mai fost facut,
il ajuta sa alunge indoielile pe care le-ar putea avea in ce priveste rezultatul intreprinderii
sale.”"” Prin faptul ca ofera o iesire a omului din starea de efemer, o depasire a conditiei sale,
miturile prezinta un puternic caracter emotional si afectiv. Prin faptul ca mitul contine o struc-
turd duala care implica atdt memoria cat si actiunea, atit cunoasterea cat si trairea, el poate
fi rememorat si retrait. In acest sens, pentru reactualizarea lui, mitul presupune un interval
de timp sacru si o punere a sa in scena prin ritual.

Una din valentele gnoseologice ale mitului este de a explica lumea. Datorita mitului, suc-
cesiunea unor evenimente inexplicabile devine inteligibila. Lumea este astfel investita cu sens
si semnificatie pentru a putea fi inteleasa si acceptata. Cunoasterea originilor prin mit este
necesara pentru a putea controla prin ritual teama de necunoscut. Prin faptul ca ofera lumii
o ordine si o structura inteligibild, mitul indeplineste o functie terapeutica la nivelul inconstien-
tului colectiv.

Eficienta ritualului nu poate fi inteleasa fara analiza back-ground-ului mitico-magic de
care depinde eficienta actiunii. Ideea ca in spatiul lumii sensibile existd o fortd misterioasa
care orienteaza in bine sau in rau finalitatea actiunii de a vana, a continuat sa influenteze orga-
nizarea spectacolului ritualic de inaugurare sau comemorare prin accentual pus pe actele repe-
titive sau fragmentate. Asa cum vanatorii primitivi, Inainte de a pleca la vanatoare, desenau
figura animalului ce urma a fi prins si dansau in jurul ei, imitandu-i miscarile, tot astfel inau-
gurarea unei cladiri de importanta publica se face printr-o slujba religioasa, In prezenta auto-
ritatilor locale si centrale si a unui numeros public. In ambele cazuri se invoca bunavointa
divinitatilor protectoare pentru eficienta actiunii. In ce priveste cele doua rituri, de inaugu-
rare si de comemorare, ele se bazeaza pe o suitd de gesturi sau figuri simbolice, interschim-
babile, in functie de impactul emotional asupra spectatorilor. Intimpinarea oaspetilor cu paine
si sare ca in datina strdbuna, taierea panglicii inaugurale, tinerea de toasturi si discursuri n
riturile inaugurale, trecerea 1n revista a trupelor, depunerea de coroane de flori, participarea
la slujbe festive, rostirea de discursuri in riturile comemorative reprezinta tot atatea secvente
prin care evenimentul primordial si fondator se actualizeaza si garanteaza in ochii partici-
pantilor perenitatea ordinii actuale si necesitatea realizarii consensului in jurul unei ideologii,
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partid sau lideri. Actualizarea evenimentului datoreaza mult mentalitatii magice, mai ales celor
doua legi ale magiei, legea asemanarii si legea contiguitatii, dupa care asemanatorul reclama
asemanatorul si apropiatul reclama apropiatul. Descantecele de deochi, datul in bobi, ghici-
tul in carti, dezlegarea cununiilor, ghicitul in ghioc etc., au la baza acelasi mecanism de captare
a energiei pozitive sau negative din spatele lucrurilor (magia alba sau neagra) in vederea in-
fluentarii dorite.

Mai multi antropologi au subliniat complementaritatea ritului cu mitul in procesul de legi-
timare si de actualizare a ordinii politice. Ne vom multumi sa reproducem aici judecatile foarte
patrunzatoare ale lui Claude Riviére din Liturghiile politice. Acesta avertizeaza ca ritul nu se
reduce la o simpla reactualizare a mitului, dupa cum ritul nu se fondeaza in toate cazurile pe
un mit de origine: 1. nu existd decat foarte rar corespondenta, secventa cu secventa, dintre
mit si rit; mitul poate sa spuna mai mult sau mai putin; 2. popoarele sarace in mituri au ri-
turi foarte complexe; 3. acelasi mit se celeberaza prin rituri diferite si unor mituri analoage
le corespund rituri diferite, dupa populatii; 4. rituri aproape identice se refera la mituri total
diferite; 5. multe mituri nu au rituri care sa le corespunda (ex. Narcis); 6. sensul oferit de un
mit nu legitimeaza in mod necesar realizarea lui; 7. inventiile sau imprumuturile de rituri, in
anumite circumstante conjuncturale grave pentru societate, nu presupun un referent mitic, chiar
daca o naratiune justificativa sau o integrare intr-un corpus de mituri vechi le valideaza apos-
teriori; 8. unele rituri se mentin ca simple supravietuiri dupa uitarea semnificatiei lor initiale
sau ca niste comportamente desacralizate devenite habitudini, fara referinta la un background
mitic; 9. In numeroase cazuri, referentul ritului nu este de ordinul logosului arhetipal, al narati-
unii de acte initiale, ci al ideologiei sau al sperantei unei eficiente simbolice sau reale.*'*

Ritualul crestin al incoronarii regilor ofera o asemenea complementaritate ntre mit si rit
chiar dacd unele din secvente sunt camuflate sau estompate de simbolistica imaginilor: asezarea
coroanei pe cap (bolta cereasca), inmanarea sceptrului (simbolul autoritatii pastorului), ungerea
cu sfantul mir a fruntii viitorului rege (secventa esentiala a ritualului de inscaunare semnificand
mandatarea Bisericii de a reprezenta vointa divina), sarutarea sfintei cruci, rostirea juraman-
tului de credinta, etc.

Pe masura ce societatile se secularizeaza Biserica devine gestionarul privilegiat al mani-
festarilor sacrului. Ritualul crestin al incoronarii Regelui, de pilda, ca orice ritual, are ca scop
sa actualizeze evenimentul mitic fondator si sa 1l purifice de violenta lui initiala. Orice Inte-
meiere mitica a lumii presupunea o lupta intre doua forte ostile (zei, titani, personificari ale
fenomenelor naturale) in urma careia ordinea rezultata trebuia conservata si purificata de ca-
racterul impur al violentei initiale. Prin actul de Incoronare, persoana fizica a regelui sufera
un act de trans-substantiere: el devine o fiinta sacra, dupa modelul mitic sau istoric al alegerii
regilor si al intemeierii regatelor prezent in textele sacre. Legitimarea puterii prin autoritatea
divina a textelor (Biblie, Coran, Talmud) avea ca suport aceasta intemeiere mitica: regii, la
origine, au fost desemnati de Dumnezeu pentru a conduce primele regate care au luat nastere
din divizarea neamului omenesc, ca urmare a caderii lui in pacat. In calitate de locotenenti
ai lui Dumnezeu si de sefi ai familiilor, primii regi au fost desemnati in virtutea calitatilor
morale si crestine necesare pastoririi turmei pentru realizarea scopurilor divine pe pamant.
Unsi in Biserica, dupa un ceremonial strict, care punea accentul pe vointa lui Dumnezeu de
a acorda gratia noului ales, regele trebuia sa rosteasca juramantul de supunere, dupa rugaciu-
nea de Incoronare. Asezarea coroanei pe cap, imbracarea mantiei regale si cuvantarea Papei
sau a Patriarhului faceau din ceremonialul inscaunarii un eveniment unic prin maretia si solem-
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nitatea lui care evidentia Biserica drept locul sacru unde avea loc lucrarea lui Dumnezeu. Atat
formula politica a Evului Mediu: ,,Regele trebuie sa fie bun, intelept si tolerant!* cat si per-
sonalizarea sacrd a functiei si fiintei sale provin din sinteza dintre legitimarea divind a pu-
terii si imaginarul politic ce o insoteste.

Nu exista o corespondenta biunivoca intre miturile de origine si comportamentul desacra-
lizat al riturilor contemporane a caror semnificatie s-a pierdut datorita ideologiei. Cu toate
acestea, ,,mitul autentifica ritul si il legitimeaza oferindu-i semnificatie, ritul actualizeaza si
reproduce mitul, reprezentandu-1, jucandu-1 la nivelul motor si afectiv. In ille tempore al ori-
ginii se realizeaza la nivelul Aic et nunc (aici si acum)*"

Rolul simbolurilor in ritualurile politice

Nu exista ritual si nici ritualuri politice fara medierea simbolica a realitatii. Prin faptul ca
simbolurile ascund si releva in acelasi timp, ca expima ,,vraja nepatrunsului ascuns® ele sunt
o punte de legatura intre realitatea fizica si cea imaginara. Datorita gandirii si prin intermediul
acesteia, omul nu mai traieste Intr-un univers pur fizic, ci intr-un univers simbolic, in cadrul
caruia limbajul, mitul si arta devin instrumente de cunoastere a realitatii i de afirmare a unici-
tatii naturii umane. ,,Realitatea fizica pare sa se retraga in masura in care avanseaza activi-
tatea simbolica a omului. In loc sa aiba de-a face cu lucrurile insesi, omul converseaza, intr-un
sens, Tn mod constant cu sine insusi. El s-a inchis in asa fel in forme lingvistice, imagini artis-
tice, simbolice, mitice sau rituri religioase incat el nu poate vedea sau cunoaste nimic decat
prin intervenirea acestui mediu artificial.“®

Simbolurile au capacitatea de a asimila contrariile Intr-o aceeasi viziune, datorita celor
trei dimensiuni ale lor: 1. cognitivd, prin faptul ca ele dirijeaza selectiv atentia asupra unor
semnificate (nu in mod necesar rationale); 2. afectivd, prin faptul ca ele suscita sentimente;
3. conativd, pentru ca ele incita la actiune.

Ca reprezentare simbolicd a unui eveniment, lider sau organizatie, ritualul reprezinta o
forma de comunicare mult mai complexa decat cea verbala: prin el se materializeaza nere-
prezentabilul. Prin comunicarea ritualica devin vizibile loialitatea si identitatile de grup, va-
lorile si normele unei organizatii, principiile de legitimare ale unui lider. Tehnica de comunicare
spectaculara este mult mai eficienta decat comunicarea verbala deoarece ea presupune un ele-
ment intern care pune in miscare emotiile si dramatismul actiunii. Acest element intern biva-
lent este simbolul. Simbolul are caracter bivalent deoarece: 1. releva fata nevazuta si nestiuta
a lumii, aducand la suprafata manifestarile inconstientului; 2. prin procesele de semnificare
si simbolizare se ordoneaza bogatia perceptiva a realitatii si releva sensuri si semnificatii noi:
»Ritualul este, prin excelenta, acel mecanism care, in mod periodic, transforma obligatoriul
in dezirabil. Prin ritual, simbolul dominant contopeste norme etice si juridice cu stimuli emo-
tionali puternici.®”'

Omul traieste cu emotii, sperante si temeri, cu iluzii si deziluzii, cu fantezii si visuri care
ii caracterizeaza existenta si universul sau fizic.

Prin definirea omului ca ,,animal rational se exprima mai curand un imperativ moral fun-
damental. Ratiunea devine insuficienta pentru a intelege formele vietii culturale a omului. Si
pentru ca aceste forme sunt simbolice, ele nu pot fi intelese decat tot prin simboluri, esentiala
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pentru om fiind capacitatea de a simbola. ,,De aceea, in locul definirii omului ca animal ra-
tional ar trebui sa il definim ca animal symbolicum. Prin aceasta, putem desemna diferenta
lui specifica si putem intelege noua cale deschisa omului-calea spre civilizatie.“* Cassirer se
intreabd daca ,,simbolul nu este un principiu pe care il putem urmari in decursul evolutiei
pana la o sursa mai profunda si care are o arie mai mare de aplicabilitate.* Daca la maimute
limbajul are un grad inalt de exprimare a emotiilor prin intermediul comunicarii gestuale,
lipseste, totusi, un element caracteristic si indispensabil oricarui limbaj uman, acela de semn
care sa aiba o referinta obiectiva sau o semnificatie. Diferenta dintre limbajul discursiv si cel
emotional este asemanata cu ,,borna de hotar dintre lumea omului si cea animala.** Tocmai
de aceea E. Cassirer distinge intre semne si simboluri. In comunicarea animala persista sis-
temele complexe de semne si semnale. Simbolurile nu pot fi reduse la simple semnale. Sem-
nalele si simbolurile apartin de doud domenii diferite ale discursului: semnalul este o parte
a lumii fizice a unei existente substantiale, simbolul este o parte a lumii umane a semnifi-
catiei, el are o valoare functionala. Desi animalele superioare poseda o inteligenta relativ dez-
voltata, in sensul ca se folosesc de unelte sau pot crea uneltele pentru a-si atinge scopul, aceasta
nu poate fi comparata cu inteligenta umana: ,, Animalul poseda o imaginatie si o inteligenta
practice, pe cand omul singur a dezvoltat o noua forma: o imaginatie si o inteligenta simbo-
lice.*” Aceasta forma impune dependenta gandirii relationale de gndirea simbolica. Fard un
sistem complex de simboluri, gandirea relationala nu poate atinge deplina dezvoltare. La om
exista un tip special de gandire rationala care nu are nici o paralela in lumea animala. La om
s-a dezvoltat o amplitudine de a izola relatii, de a le considera in semnificatia lor abstracta.
Pentru intelectul omenesc, este imperios necesar sa se distinga intre realitate si posibilitatea
lucrurilor. Cadrul general in care este implicata intreaga realitate este constituit din spatiu si
timp pe care omul le percepe in dimensiunea lor simbolica si nu numai fizica.

Relatiile complexe dintre sacru si simboluri in cadrul ritualului religios ne permit sa per-
cepem rolul simbolului in ritualurile politice.

Omul se cauta si se regaseste in limitele unor concepte relationale si ale unor simboluri
si rituri ce apartin unui sistem cultural. Acesta influenteaza modul in care este perceput trans-
cendentul. Omul nu poate percepe transcendentul si ajunge sa si-1 aproprie prin mediatii hiero-
fanice, un fel de matrici arhetipale ale simbolurilor. Realitatea invizibila se impune prin
intermediul realitatii vizibile, ordinea transcedentului exprimandu-se prin obiectele ordinii
mundane. Prin simbol, sfera sacrului este multiplicata la nesfarsit, iar misterul este supus con-
ditionarilor de ordin istoric, cultural si social. Astfel, individului religios ,,misterul i se arata
in obiecte transfigurate simbolic. Dar fenomenul de transfigurare nu este niciodata produsul
unui individ izolat. Simbolurile au o origine si o existenta sociala indiscutabila. Si dupa cum
subiectul nu inventeaza nici rationamentul, nici limbajul, ci le recreeaza, pornind de la ratio-
namentul si limbajul existente deja in societatea in care el se naste, tot asa si misterul incepe
sa se arate subiectului religios prin mediatiile simbolice existente in mediul din care se hra-
neste spiritual.“*

Simbolul reprezinta un fel de ,,manifestare materiala“ a divinului; prin el omul 1si apro-
prie transcendenta si isi supune lumea. Prin simbol, lumea se transforma intr-o proiectie spiri-
tuala. Inversarea si transfigurarea realitatii fizice nu se produce in virtutea unei emotii efemere.
Lumea sufera o ,,schimbare la fatd“ in urma transubstantializarii ei de catre un principiu trans-
cendent. Simbolul este chintesenta formei materiale care il intrupeaza, sufletul se deschide
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spre lume si lumea devine oglinda materiald a spiritului. Simbolul realizeaza unitatea spiri-
tuala a lumii, deoarece contopeste ritmurile, unifica diferite niveluri ale realitatii cosmice,
fara ca prin acestea sa se neutralizeze.

Reliefand importanta simbolurilor, Mircea Eliade a insistat asupra polivalentei si coexis-
tentei sensurilor in simbol precum si asupra ,,capacitatii lui de a exprima simultan semnifi-
catii a caror solidaritate nu este evidenta in planul experientei imediate.*”

Simbolul releva perspective ascunse ale lumii pe care le articuleaza intr-un sistem coerent
cu semnificatie universala: ,,Cel care intelege un simbol se deschide spre lumea obiectiva,
reusind totodata sa iasa din situatia lui particulara si sa acceada la intelegerea universalului.
(...) Datorita simbolului, experienta individului este «trezita» si se transforma in act spiritual.
Traind un simbol si descifrandu-i corect mesajul te deschizi spre spirit si in cele din urma poti
accede la universal.“”® Sensul ritualului este de a-I solidariza pe om cu colectivitatea si cu for-
tele cosmice.

Omul se misca in alt spatiu, respira alt aer si strabate alt timp. Ritualul introduce un alt
ritm al vietii, diferit de ritmul biologic. Transfigurarea realului produce pulsatii proprii in Insasi
dinamica spirituala. Acest ritm nu se mai axeaza pe evenimente biologice si nu e orientat in
functie de ele. Nasterea si moartea se contopesc si se dizolva in ,,materia“ ultima, in ,,aurul*
transcedentei. Libertatea omului pare recuperabild, chiar si libertatea in fata mortii. Dincolo
de incetarea functiilor si ritmurilor biologice, ea reprezinta o continuitate miraculoasa in me-
canismul si ritmul spiritului. Ea nu Inregistreaza o ruptura, ci doar o trecere in alt plan, care
poseda o continuitate ontologica cu ritmul spiritual. Pentru ca intreaga viatd a omului religios
e un ciclu de morti si renasteri spirituale, moartea biologica apare ca secundara pierzandu-si
din importantd. Ea inceteaza sa mai fie un eveniment in sine, transformandu-se intr-un sim-
plu pretext, pentru o noud nastere: Intru spirit. Ritualurile care absorb substanta vietii indi-
viduale au menirea de a integra omul ritmurilor cosmice, ciclului de morti si renasterii cu
care omul Incearca sa se simta solidar, el insusi reprezentand o parte a ,,marelui Tot*.

Granita dintre real si ireal e depasita, la fel ca si hotarul dintre moarte si viata. Moartea
produce o ruptura totala doar pentru cei ale caror suflete sunt implantate in imediat; dar atunci
cand sufletul este ancorat in alte zone, cautdndu-si viata dincolo de realitate, moartea se
infatiseaza ca un schimb de decor si poate, o trecere la un alt nivel.

Ritualurile sunt o imitatie a ciclurilor cosmice, ele marcheaza renasteri care imita si pre-
gatesc adevarata renastere, ultima si cea definitiva. Fie ca individul este initiat intr-o taina a
pubertatii sau maturitatii, fie ca institutiile sunt transpuse intr-o noua ordine imaginara, carac-
terul ciclic, serialitatea mortilor si renasterilor simbolice reprezinta marca cea mai importanta
a ritualului.

Puterea omului de a transforma propria-i viata care-i asigurau legatura cu transcendenta
si cosmosul a ajuns s produca, in cele din urma efecte seculare, omul desprinzandu-se din
ritmul cosmic, afirmandu-se ca entitate distincta a acestuia, capabila sa-si gestioneze ritmul
propriu, dar sa si-1 supuna si pe cel universal. Eliade explica perfect acest fenomen: ,,Omul
se simte solidar sub raport mistic cu Cosmosul si stia cd acesta se reinnoieste periodic; dar
mai stia si ca reinnoirea poate fi realizata prin repetarea rituala a cosmologie, efectuarea fie
anual (scenariul Anului Nou), fie cu ocazia crizelor cosmice (secete, epidemii) sau a eveni-
mentelor istorice (inscaunarea unui rege). In ultima instanta omul religios ajunge sa se simta
raspunzator de reinnoirea lumii.“” Treptat, reinnoirea inceteaza sa mai fie legata de ritmurile
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cosmice, ajungand sa fie asteptatd de la anumite persoane — rege, erou, conducator politic.
Este gestul prin care omul rastoarnd mersul istoriei — este descoperirea sa in ipostaza de crea-
tor. Omul nu mai suporta pasiv schimbarile, alaturandu-li-se si urmandu-le, chiar daca prin
imitatie ca o modalitate de transcendere a conditiei umane. Daca Zeul a creat lumea, omul
incearca sa 1l imite si sa creeze si el. Omul este conditionat de creatie, este creat el nsusi.
Omul isi transcende conditia de creat, creand. Este si momentul unei noi ,,caderi* a omului.
Omul ,,creeaza prin joc si realizeaza acea dimensiune a visului unde domneste absoluta li-
bertate, unde categoriile existentei sunt neglijate, iar destinul suprimat.
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Valori si stiluri de viata ale tinerilor
din Romania. Rezultatele studiului Leo Youth

Rezumat

Tinerii reprezinta un segment demografic a carui importanta pe piata de consum este in continua crestere.
in acelasi timp, particularitatile psihografice si caracteristicile de consum ale acestui segment sunt in con-
tinua schimbare in societatea actuala, impunandu-se schimbari si in modul in care este abordat de strategiile
de marketing si adevertising. Aceasta abordare impune nevoia intelegerii dinamicii stilurilor de viata si de
consum ale tinerilor, lucru pe care si-1 propune studiul rezumat in prezentul articol.

Studiul, realizat in 2007-2008 pe tineri cu varsta cuprinsa intre 16 si 24 ani, prezinta o metodologie com-
pozita. Prima etapa, calitativa, a cuprins sase focus grupuri, desfasurate in principalele orase cu peste 200000
de locuitori din Romania. Aceasta etapa a avut ca obiectiv identificarea elementelor pe care le au in comun
tineri romani din societatea actuala si a dus la identificarea a paisprezece dimensiuni comune. A doua etapa,
realizata cu ajutorul metodologiei Q, pe un esantion reprezentativ pentru orasele cu peste 200000 de locuitori,
a pornit de la operationalizarea celor paisprezece dimensiuni. Obiectivul final vizat a fost realizarea unei
segmentari a tinerilor din punctul de vedere al dimensiunilor lor de interes. Segmentele identificate sunt:
tanarul de moda veche, ambitiosul calculat, pesimistul confuz, oportunistul si rebelul de cartier. Partea cea
mai cuprinzatoare a articolului prezinta ponderea si descrierea celor cinci segmente de tineri identificate si
descrierea acestora din punctul de vedere al dimensiunilor relevante pentru fiecare segment si al stilului de
consum al acestora.

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

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 joaca in multe tari rolul de ,,expert al familiei* si in aceasta calitate influenteaza
considerabil deciziile de cumparare ale membrilor acestora in aproape 75% din cazuri, indifer-
ent de categoria din care fac parte produsele care urmeaza a fi achizitionate (Sheriff si Nagesh,
2007). Ei sunt de asemenea cel mai fidel predictor al categoriilor de produse si brand-urilor
care vor fi considerate ,,populare in viitor de catre cea mai mare parte a consumatorilor dintr-o
piata. In aceste conditii nu este de mirare ca tinerii reprezinta unul dintre cele mai atractive
segmente de consumatori pentru foarte multe brand-uri, fiind de aceea ,,curtat® cu asiduitate
de catre marketeri si advertiseri. In unele tari tinerii reprezinta aproape 70% din grupul tinta
al campaniilor de advertising (Sheriff si Nagesh, 2007).

Cel mai adesea informatiile privind valorile si stilurile de viata ale consumatorilor sunt
obtinute prin demersuri de segmentare a indivizilor dintr-o anumita piata. Kotler (1998) imparte
studiile de segmentare in patru categorii: (1) geografice, (2) socio-demografice/ sociografice,
(3) psihografice/ de valori si stiluri de viata si (4) comportamentale. Vyncke (2002) le imparte
la randul lui in trei mari categorii: (1) in functie de comportamente relevante ale consumato-
rilor in raport cu produsul / categoria; (2) in functie de caracteristicile fizice generale ale con-
sumatorilor (de exemplu, parametri geografici, demografici, socio-economici etc.) si (3) in
functie de caracteristici psihologice ale consumatorilor. Vyncke (2002) observa ca oricare ar
fi numarul criteriilor dupa care pot fi realizate aceste studii, regasim intotdeauna categoria
studiilor psihografice. Aceasta categorie este atat cea mai profunda, cat si cea mai cuprinza-
toare. Ea include de regula informatii provenite din primele doua, care slujesc de regula ca
puncte de sprijin pentru constructia profilurilor psihografice. Termenul ,,psihografic* desem-
neaza intr-un sens larg orice sistem care utilizeazd variabile psiho-sociale pentru a descrie
consumatorii (Englis si Solomon, 1995). Acestea sunt de regula trasaturi de personalitate, con-
stelatii de valori, stiluri de viata, atitudini, opinii, interese etc. Cei mai multi autori considera
ca valoarea predictiva a segmentarilor psihografice in ceea ce priveste comportamentele de
consum ale indivizilor este semnificativ mai ridicata decat a celor realizate folosind criterii
generale (de pilda, geografice, demografice sau socio-economice) (Frank, Massy si Wind,
1972; Wells, 1975). Motivul principal este faptul ca desi datele de tip socio-economic sunt
mai usor de observat si cuantificat (si de aceea de regula mai precise), ele nu ofera insa infor-
matii suficient de bogate, profunde si ,,pline de culoare* despre motivatiile care stau la baza
deciziilor si comportamentelor de consum ale indivizilor.
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Studiile psihografice ofera astfel o perspectiva plina de insight-uri asupra consumatorilor,
permitand construirea unor profiluri consistente dar si pline de viata privind pattern-urile lor
de viata, obiceiurile de muncd, comportamentele de petrecere a timpului liber, interese de
viata, perceptia de sine, aspiratii, frustrari, credinte si opinii despre lume si viata etc.

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

In 2007-2008 agentia de publicitate Leo Burnett a realizat in colaborare cu compania de
cercetare si consultanta D&D Research un studiu de tip valori si stiluri de viata intitulat Leo
Youth. Cercetarea a plecat de la nevoia agentiei de publicitate si a principalilor sai clienti de
a intelege mai profund dinamica stilurilor de viata si de consum ale tinerilor roméani in con-
textul schimbarilor sociale si tehnologice actuale si e avut ca obiectiv principal realizarea unei
segmentari proiective a tinerilor din Romania.

Metodologia studiului Leo Youth

Studiul LeoYouth s-a desfasurat in principalele orase din Romania cu populatie de peste
200.000 de locuitori. Studiul a avut doua componente. Prima componenta a fost de tip cali-
tativ si a avut ca principal obiectiv identificarea elementelor pe care le au in comun tinerii
romani cu varsta intre 16 si 24 de ani din mediul urban. Ea a constat in realizarea a sase sesiuni
de focus-grupuri care au folosit o abordare exploratorie. Acestea au urmarit sa identifice prin-
cipalele dimensiuni ale stilurilor de viata ale tinerilor romani care pot avea legatura cu com-
portamentul lor de consum. Au fost identificate 14 astfel de dimensiuni: (1) petrecerea timpului
liber; (2) jocuri si sport, educatie; (3) cariera, modele de succes / influentatori; (4) asteptari de
la viata, emigrare; (5) muzica; (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) sanatate; (14) imbracaminte.

Cea de-a doua etapa a avut ca obiectiv principal segmentarea tinerilor varsta intre 16 si
24 de ani din mediul urban din Romania in functie de valorile si stilurile lor de viata. Obiec-
tivul secundar al studiului a fost de a intelege comportamentele tinerilor 1n principalele roluri
si status-uri pe care le adopta. A fost utilizat un esantion multistadial pe cote de 471 de subiecti,
reprezentativ national urban pentru orasele peste 200.000 de locuitori.

Cele 14 categorii conceptuale identificate in etapa calitativa au fost acoperite conceptual
prin 200 de afirmatii care au format chestionarul de segmentare (setul Q).

Pentru etapa de segmentare a fost utilizatd Metodologia Q. Aceasta permite culegerea unor
seturi de date care sunt inalt compatibile cu demersul de segmentare a unui public tinta. Com-
patibilitatea isi trage soliditatea din doud functii majore ale Metodologiei Q: (1) Inlesneste
punerea In opera a unei analize factoriale care determina numarul, forma si ponderea segmen-
telor in esantionul general si (b) suporta realizarea unor analize de factura calitativa a con-
figuratiei fiecarui segment, care permit intelegerea de profunzime a mecanismelor care anima
fiecaruia dintre acestea.

Printre principalele caracteristici distinctive ale Metodologiei Q care au facut-o potrivita
pentru acest tip de demers se numara:
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(1) Faptul ca este o abordare borderline, in acelasi timp cantitativa si calitativa. Metodolo-
gia Q se fundamenteaza pe evaluarea de catre respondenti a unui set simplu de afirmatii, refe-
ritoare 1n cazul nostru la valori si stiluri de viata, care sunt Insa extrase prin efectuarea unor
pasi calitativi premergatori si nu prin simpla exersare a opiniilor profesionale ,,educate* ale
cercetatorului (armchair science). Cu alte cuvinte afirmatiile care se califica in setul final,
evaluat de catre target, sunt generate intr-un pas anterior, chiar de catre acesta. Metodologia
Q nu Incearca sa atribuie valori unor teme si categorii identificate de catre cercetator, ci Incearca
sa identifice si sa inteleaga ,,subiectivitatile participantilor la studiu. Afirmatiile din setul Q
sunt apoi prelucrate cantitativ prin analiza factoriala, rezultand segmente descrise prin scoruri
precis masurate. Aceasta faza a metodologiei este pur cantitativa si este urmata de o faza mixta
in care segmentele sunt intelese atat prin scorurile masurate cat si prin compararea calitativa
a modului in care se grupeaza afirmatiile.

(2) Implica respondentii. Una dintre problemele fundamentale de care se loveste cercetarea
de marketing tine de existenta unui nivel redus de implicare a participantilor la un studiu in
evaluarile pe care le fac. Metodologia Q presupune dezvoltarea unei interactiuni intense intre
operatorul care aplica 1n teren chestionarul si respondent. Aceasta este in acelasi timp com-
binata cu folosirea unui sistem de evaluare a afirmatiilor atipic, provocator.

(3) Permite masurarea diferentiatd a opiniilor respondentilor. Ca sa rezolve problema eva-
luari in bloc ale intrebarilor unui chestionar (supraevaluarea celor pozitive, respingerea celor
si notarea cu scoruri medii celor pe care nu le cunosc), Metodologia Q si-a definit o metoda
proprie de evaluare a itemilor care forteaza respondentul sa acorde scoruri de tip Likert numai
dupa niste rigori clare. Un numar fix, dar redus de afirmatii pot primi scorurile extreme (minim
si maxim), un numar fix, dar mai ridicat de afirmatii pot primi scorurile pozitive si negative
inalte iar cele mai multe, dar tot limitate la un numar fix, pot primi scorurile medii. Pentru a
putea permite evaluarea si plasarea fiecarei afirmatii in matricea (cu distributie normala)
descrisa mai sus Metodologia Q sugereaza folosirea unor pasi simpli, intermediari care forteaza
respondentul sa evalueze, comparativ, fiecare item cu fiecare, de cateva ori (Iliescu, 2005).

(4) Este pur exploratorie. Metodologia Q permite segmentarea exploratorie a participantilor
si nu doar o clusterizare post facto a acestora. Cu alte cuvinte aceastd metoda utilizeaza pro-
ceduri statistice care, in baza asemanarilor si diferentelor dintre opiniile respondentilor, indica
criterii de comunalitate a acestora, care ulterior sunt folosite pentru identificarea segmentelor.
Indivizii care fac parte dintr-un segment dat sunt ,.extrem de asemanatori®, adica au o con-
figuratie predominanta de caracteristici specifica segmentului din care fac parte. Cu toate aces-
tea ei nu sunt ,,fortati” in segment in baza unui set de criterii predeterminate ci sunt componenta
formatoare organica a acestuia prin chiar structura lor de perceptii, atitudini si comportamente.

(5) Permite segmentarea indivizilor. Analiza factoriala specifica metodologiei Q are o trasa-
turd unica care reiese din felul in care incearca sa foloseasca datele obtinute pentru a intelege
tema cercetata: obiectivul central al investigarii datelor este acela de a determina grupurile
de indivizi. Analiza Q segmenteaza persoanele si nu doar afirmatiile acestora. Pentru aceasta
utilizeaza ca si esantion de analiza domeniile conceptuale In care acestia isi exprima opiniile.
Prin comparatie, abordarea clasica (R) utilizeaza masuratorile pentru fiecare item in prelu-
crari al caror scop este sistematizarea opiniilor unui grup de consumatori teoretizat ca fiind
reprezentativ pentru un univers de cercetare dat. Cu alte cuvinte este o abordare in oglinda:
in vreme ce abordarea clasica R pleaca de la analiza opiniilor unor indivizi pentru a descrie
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un esantion dat, analiza Q porneste de la analiza indivizilor pentru a descrie un domeniu ideatic,
un camp de opinii pe o problema data, in cazul nostru valori si stiluri de viata (Iliescu, 2005).

(6) Este multidimensionala. Analiza factoriala de tip Q presupune o abordare teoretica di-
ferita de analiza de tip R-factorial in ceea ce priveste analiza relatiilor dintre variabile. In ana-
liza factoriala R se presupune ca factorii au o relatie de tip ,,unul la unul* cu constructele
analizate. Acestea sunt distribuite pe o scala univariata, ceea ce subliniaza pattern-urile obser-
vate in analiza datelor. In cazul analizei Q, segmentele reprezinta pattern-uri de comporta-
mente complexe care nu sunt distribuite intr-o manierd inteligibild pe niciun tip de scald
univariatd (Stephenson, 1953). De aceea, fiecare dimensiune a metodei Q (sau factor) defineste
mai mult decat un singur pattern de comportament. Profilurile determinate de aceasta repre-
zintd mai degraba ,.tipuri ideale* de subiecti, care sunt determinate din aglomerarea carac-
teristicilor pofilelor indivizilor care ocupa pozitii similare in spatiul definit de factorii Q (Lesser
si Hughes, 1986).

(7) Segmenteaza necorelat. Analiza factoriala de tip Q genereaza segmente ortogonale care
tind sa aiba corelatie nula intre ele. Prelucrarea matematica care duce la extragerea segmentelor
are ca obiectiv obtinerea unor segmente pure care (luate in ansamblu) nu au similaritati de
nici un fel.

Rezultatele studiului

LeoYouth a identificat cinci profiluri distincte de tineri, descrise de cinci stiluri de viata
si de consum diferite: (1) tandrul de modd veche (29.7%), (2) ambitiosul calculat (19.2%),
(3) pesimistul confuz (17.2%), (4) oportunistul (15.8%) si (5) rebelul de cartier (17.9%).

Segmentul 1. Tinerii conservatori de moda veche sau noii protestanti (29.7%)

Unul din elementele puternic specifice tinerilor din acest segment este prezenta unei anume
seriozitati care functioneaza atat in relatia cu sine, cat si cu mediul exterior. Aceasta serio-
zitate consta in exersarea unei perspective echilibrate si in acelasi timp cumva ,,sobra* asupra
vietii actuale, dar si a asteptarilor fata de viitor. Tinerii din acest segment opereaza deja cu
valori care sunt specifice mai degraba adultilor si surprind prin chiar faptul ca au astfel de
preocupari, prin felul in care prioritizeaza in harta lor mentala elementele care tin de cariera,
de viitor, de aspiratii, de modele traditionale de viata etc. Ei isi admira si apreciaza propriile
familii si considera ca acestea sunt modele de urmat in viata.

Au tendinta de a atribui cauzele succesului eforturilor personale si nu cauzelor exterioare.
Ei considera ca pentru a reusi in viata au nevoie mai ales de putere de munca si inteligenta,
sinu de sansa sau ,,netezirea* drumului personal catre realizare prin relatii, influenta sau bani.
Cel mai important element al unei cariere este capacitatea de dezvoltare si evolutie perma-
nentd, posibilitatea de a evolua si avansa catre noi provocari si responsabilitati.

Au o legatura solida cu lumea moderna, sunt familiarizati si dependenti de cele mai im-
portante gadgeturi ale acesteia — cele care tin de comunicarea cu ceilalti: Yahoo Messenger,
telefon mobil etc. Ei percep insa elementele tehnologiei in primul rand ca pe niste instru-
mente utile in viata pe care o duc, si doar secundar ca si componente ale imaginii sau sta-
tusului personal.
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Au o tendinta naturald catre a economisi si a cheltui cu moderatie, caracteristici pe care
le apreciaza la ceilalti. Ei nu numai ca sunt capabili sa-si produca singuri toti banii de care
au nevoie, dar in acelasi timp pot sa ii gestioneze cu usurinta atunci cand au nevoie de un
produs care pare a fi deasupra puterii lor de cumparare. Felul in care 1si gestioneaza banii
reprezintd un criteriu important de evaluare a seriozitatii si eficientei sociale, in masura in
care acesti tineri au tendinta de a trai in parcimonie, fara a ,,arunca* banii pe distractii, gad-
geturi sau elemente ostentative de vestimentatie.

Preferintele muzicale ale tinerilor din acest segment au o structura mai degraba banala,
ele nefiind spectaculoase, sau macar clar conturate. Ele se indreapta catre ,,ceea ce este actual®,
difuzat in acel moment de posturile de muzica, radio sau TV. Nu poate fi evidentiata o prefe-
rintd catre un gen muzical anume, iar muzica este consideratd mai degraba un simplu ele-
ment de diferentiere fata de alti tineri.

Acesti tineri au o viata sociala activa si bogatd. Ei au un cerc de prieteni apropiati si le
face placere sa se intalneasca cu acestia. Totusi, cel mai probabil, prietenii sunt selectati dupa
criteriul similaritatii, si de aceea ei trebuie sa aiba acelasi valori si stiluri de viata. Viata lor
nu este una boema, alerta sau extravaganta. Frecventeazd doar ocazional cluburile, barurile
sau petrecerile, preferand sa se intalneasca cu prietenii in locuri mai linistite, mai retrase si
,,mai rezonabile ca pret*.

Considera ca banii nu trebuiesc aruncati sub nici o forma pe elemente de ostentatie, iar
imbracamintea este un astfel de indicator. Singurul criteriu pe care imbracamintea trebuie
sa-| satisfaca este acela ,,de a fi in armonie cu cel care o poarta si a-I face sa se simta bine*.
Brand-urile in sine nu au valoare, nu le reprezinta personalitatea si nici nu comunica ,,cat de
valorosi sunt sau nu cei care le afiseaza®. Acestea, ca si reclamele, sunt lucruri aflate mai
degraba la periferia perceptiei si de aceea lipsite de importanta, cu o exceptie pe care o vom
detalia in continuare. Legatura cu brand-urile este una exigenta, bazata pe asteptari ridicate
fata de ,,prestatia® acestora. Se ataseaza de brand-uri cel mult moderat; ei se asteapta mai
degraba ca acestea sa se ridice la nivelul asteptarilor lor. In caz contrar sunt atat de deza-
magiti, incat nu se mai ,,intorc niciodata“ la brandul care i-a inselat.

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

Pentru acesti tineri viata este un melanj eterogen de valori de viata, planuri solide de viitor,
hedonism, muzica si tehnologie. Analiza arata existenta a trei directii majore specifice stilu-
lui de viata al segmentului 2: (1) nevoia de independenta si libertate, de a functiona 100%
,»pe cont propriu®, (2) nevoia de distractie, de interactiune puternic sociala realizata prin par-
ticiparea la petreceri si (3) valorizarea inalta a banilor si bunurilor materiale.

Tinerii din segmentul 2 sunt cu adevarat imersati in cultura hip hop americana asa cum
este ea transmisa de catre media. Ei nu numai ca iubesc aceasta muzica, dar adera la majori-
tatea valorilor transmise de catre expozantii genului: independenta, libertate, spirit intreprinza-
tor, asumare de riscuri, distractie cu prietenii, materialism, familiarizare cu tehnologia si deloc
in cele din urma, ostentatie. Rebelul ,,de cartier este tanarul materialist, libertin, care asculta
hip hop si isi face un obicei din a nega regulile si autoritatea. Mereu in cautarea distractiei
si a banilor, face din convingerile lui un stil de viata pe care il afiseaza nonsalant, prin ges-
turi si imbracaminte. El se fereste constant de constrangeri si obligatii. Nu este si nu vrea sa
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fie angajat si sd aiba un loc de munca stabil dar are o mare incredere in spiritul sau intre-
prinzator si capacitatea de a improviza si spera sa ,,invarta“ candva o afacere.

Segmentul 2 pune foarte mult accent pe propria initiativa, pe propriile dorinte, pe pro-
priul potential si tinde sa evite sa isi stabileasca modele exterioare ale succesului probabil in
proximitatea familiei, cel mai probabil pentru ca simte ca acest gen de actiune i-ar diminua
impulsul personal. In acelasi timp considera ca inteligenta si educatia sunt conditii necesare,
dar nu si suficiente ale succesului 1n viata. Ei recunosc necesitatea investitiei in educatie care
alimenteaza aportul personal la succesul social, dar in acelasi timp considera ca exista un ingre-
dient extern al acestuia: hazardul. Pe care ei il pot controla doar intr-o maniera indirecta prin
asumarea de riscuri.

Tinerii din segmentul 2 sunt puternic centrati pe achizitia si detinerea de bunuri, gadget-uri
tehnologice si mai ales imbracaminte, dar si pe nevoia de a atinge un status personal finan-
ciar foarte inalt. Tehnologia si gadget-urile sunt importante din doud puncte de vedere. Din
perspectiva functionala ele asigura in mare masura contactul acestor tineri cu realitatea pe
care o indragesc si din care considera ca fac parte: muzica hip hop, interactiunea cu prietenii
etc. Din perspectiva afectiva gadget-urile sunt importante ca si confirmatori de status — un
computer performant, un telefon de ,,ultima generatie* sau mp3 player de calitate spun multe
celor din jur despre cel care le foloseste.

Tinerii din acest segment pun foarte mult accent pe independenta personald manifestata
sub mai toate directiile vietii, pe care o traiesc cu intensitate. Aceasta independenta nu este
neaparat cea a unui spirit profund liber, cat o forma de rebeliune fatd de presiunile sociale,
o reactie determinata de vectorii care tind, in timp si mai ales prin trecerea la maturitate, sa
traseze calea pe care un tanar trebuie sa o parcurga. Acesti tineri isi exprima independenta si
prin felul in care gestioneaza riscurile din viata lor; ei sunt niste ,,jucatori care se afla in per-
manenta ,,la masa de joc* pentru ca gasesc si 1si extrag placere din asumarea de riscuri. Sfi-
darea sanselor reduse este un gest care prin sine alimenteaza sentimentul de libertate de care
tinerii din segmentul 2 au atat de mare nevoie.

Segmentul 2 manifestd fata de muzica hip hop o preferinta care este nu numai clara prin
forta ei in fata oricaror altor genuri muzicale, dar este 1n acelasi timp si exclusiva. Acesti tineri
asculta intotdeauna tot ceea ce este ,,la zi* si prefera hip hop-ul care este in heavy rotation
la mai toate posturile TV sau radio specializate in muzica. In acelasi timp, le displac mai mult
sau mai putin toate celelalte genuri muzicale, cu un accent pus pe faptul ca muzica romaneasca
nu poate si nu are cum si fie la fel de buna ca muzica strainad (indeosebi cea provenita din
cultura americana). Ei au o relatie speciala cu sub-genul muzical manele, aparent similara cu
cea a celorlalti tineri, dar care suporta insa cateva nuantari interesante. Relatia tinerilor din
acest segment cu manelele este una denaturata, care contine in acelasi timp dispret, dar si o
mica proportie de atractie stranie fundamentata pe perceperea unor similaritati valorice. O
analiza atenta ne arata ca in plan psihologic cultura hip hop pare sa aiba unele lucruri in comun
cu cea definita de manele: opereaza cu valori similare privind distractia si petrecerile, impor-
tanta prietenilor si mai ales nevoia de afisare ostentativ materialista (The Bling).

Tinerii din segmentul 2 pun un puternic accent pe distractie si petrecerea timpului liber.
Ei prefera sa investeasca financiar in mersul in baruri si cluburi, pentru ca acest gen de acti-
vitate este considerata in cel mai inalt grad ca fiind the real fun. Petrecerile sunt atdt de impor-
tante, incat constituie unul din filoanele centrale ale vietii acestor tineri. Cea mai importanta
trasatura a acestor petreceri este cea sociala, in speta crearea oportunitatii de a se simti bine
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in compania prietenilor, sau de a se simti apreciat de persoane din afara ,,gastii, dar de re-
gula din acelasi sub grup cultural. In cazul tinerilor din segmentul 2, distractia nu este nici o
motivatie de viata, si nici un mecanism de relaxare sau o escapada, ci mai degraba un fel de
a fi care tine de puternica lor aderenta la sub cultura hip hop, care dicteaza ca ,,asa se intam-
pla“ lucrurile in viata.

,»Rebelul“ are un stil de consum mai degraba impulsiv. Cea mai mare parte din banii pe
care 1i are ,,se duc® pe distractie, gadget-uri si haine. De obicei nu se ,,indragosteste” de
brand-uri. Le apreciaza doar in masura in care ,,isi fac treaba“ si ,,spun ceea ce trebuie® de-
spre el, adica atat timp cat ii reprezinta atitudinea si valorile in fata celorlalti. Ei manifesta
de asemenea un nivel scazut de toleranta la cei care sunt altfel decat ei. Imbracamintea este
chiar mai importanta, pentru ca hainele sunt cele care, dincolo de sentimentul de confort care
este si el prezent, il fac pe cel care le poarta sa arate bine, mai ales in context social. Totusi
tinerii din acest segment nu sunt foarte ,,agatati‘ de brand-urile cu renume sau de reclamele
la acestea. Atat timp cat gadget-urile si hainele isi indeplinesc rolurile functionale, brand-ul
nu este foarte relevant. La nivel declarativ acest fapt poate surprinde daca ne gandim la speci-
ficul culturii hip hop. Totusi, consideram ca aceastd autonomie afectiva fata de brand-uri este
prezenta pentru cd afilierea prea puternica sau loialitatea fata de acestea ar contrazice cumva
spiritul liber si nevoia de independenta fata de orice, care primeaza in cazul tinerilor din seg-
mentul 2.

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

Tinerii din segmentul ,,Pesimistul confuz au o atitudine sceptica si negativista fata de
scoala, societate si mai ales viitor. Aceasta le-a insuflat un sentiment de neincredere in fortele
proprii si de aceea nu prea stiu ce vor sa faca in viatd. Nehotararea, impreuna cu lipsa com-
petitivitatii si a spiritului Intreprinzator, 1i fac sa se adapteze cu dificultate la un loc de munca.
Cei mai multi dintre ei au schimbat deja pana acum mai multe job-uri din mai multe domentii,
si mai toate i-au dezamagit. Sunt mai degraba relaxati, dar aceasta relaxare are o dimensiune
de resemnare care se traduce direct si In comportamentul lor de consum: traiesc din banii
parintilor si nu depun eforturi deosebite pentru a ii gestiona. 1i cheltuiesc impulsiv, ne-reusind
niciodata sa economiseasca, nici chiar atunci cand isi doresc sa achizitioneze un produs impor-
tant pentru tinerii de varsta lor (de exemplu, un telefon de ultima generatie).

Persoanele din acest segment au in moment o perceptic mai degraba pesimista asupra
viitorului, chiar daca viziunea asupra prezentului este una pozitiva. Astfel, desi considera ca
au semnificativ mai multe oportunitati de cariera sau de viata decat parintii lor si ca au o viata
mai buna decat acestia, viitorul li se pare sumbru, mai ales din punct de vedere financiar.
Lipsa spiritului intreprinzator, precum si evitarea situatiilor competitive, creioneaza portre-
tul unor tineri neincrezatori, sceptici si resemnati inainte de vreme.

Scepticismul profund la adresa sistemului educational autohton este amplificat si de o nein-
credere profunda cu privire la sansele pe care un tanar le poate avea ca sa reuseasca profe-
sional Tn Romania, indiferent de nivelul de pregatire pe care l-ar avea. Din acest motiv nu ar
ezita sa paraseasca tara la prima oportunitate serioasa care li s-ar ivi. Sunt persoane nehotaréte,
care nu stiu ce drum ar dori, sau ar trebui sa urmeze in viata. Nu au reusit sa decida inca ce
meserie ar dori sd practice in viitor, $i nu au nici cea mai mica idee ce vor face In urmatori
cativa ani.
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Tinerii din segmentul 3 simt cd cel mai important lucru este sa le placa munca pe care o
fac si ca aceasta sa le ofere sentimentul ca au posibilitati reale de avansare si dezvoltare in
cariera. Nivelul de salarizare este foarte important si de aceea refuza din start ideea de a lucra
pentru o perioada de timp pentru o remuneratie scazuta sau chiar fara plata (de exemplu,
perioada de proba, internship etc.).

Persoanele care compun acest segment prefera sa asculte in principal muzica la moda, in
special pop si rock. Nu apreciaza deloc jazz-ul si hip-hop-ul si urasc muzica populara si mai
ales manelele.

Chiar daca educatia si cariera ocupa un loc important in viata persoanelor din acest seg-
ment, ele stiu si sa se distreze, cautand tot timpul sa mentind un echilibru intre aceste doua
fatete. Sunt persoane active, care au ca modalitati principale de petrecere a timpului liber
cumparaturile, concertele si petrecerile. Urdsc sa stea in casa, fie cd este vorba de a sta in
fata televizorului, de a petrece timp cu familia, sau de a se juca la calculator. Incearca pe cat
posibil sa isi petreaca timpul liber in oras, alaturi de prieteni. In acelasi timp insa, modul lor
de distractie este oarecum conservator si conventional, In sensul ca prefera sa frecventeze in
general aceleasi locuri si sa evite locatiile la moda.

Dat fiind ca mersul la cumparaturi este una din principalele modalitati de petrecere a tim-
pului liber, s-ar putea crede ca tinerii din acest segment pun mare pret pe brand-urile pe care
le cumpara, si implicit pe advertising. Realitatea este Insa ca nici pentru acest segment aceste
lucruri nu conteaza. ,,Pesimistii* sunt segmentul cel mai putin sensibil la brand-uri. Acestea
le atrag atentia mai ales atunci cand ii dezamagesc, iar consecinta directa este evitarea lor pe
viitor. Ei nu pun mare pret pe brand-urile hainelor pe care le cumpara, atat timp cét acestea
sunt confortabile si le vin bine.

Segmentul 4. Ambitiosul calculat sau generatia Tech (19.2%)

Ambitiosul calculat este tanarul obisnuit sa i se spuna ca ,,esti prea matur pentru varsta
ta®. Si-a planificat deja viitorul si lucreaza deja la atingerea obiectivelor pe care si le-a sta-
bilit din vreme. Are un pronuntat spirit intreprinzator si simte ca si-a luat deja viata in pro-
priile maini. Este optimist si are incredere atat in el, cat si 1n viitor In general. Nu se gandeste
sa plece din tara si vrea sa continue ceea ce a inceput aici. Lucreaza si se intretine singur, dar
a platit insa pentru independenta financiara cu viata personala si timpul sau liber. Chiar daca
a acceptat cd a renuntat la distractie in favoarea muncii, el incearca constant sa isi regaseasca
echilibrul intre viata personala si cea profesionala.

Tinerii din segmentul 4 sunt cei mai familiarizati cu tot ceea ce inseamna tehnologie. Nu
numai ca nu sunt intimidati de curentul tehnologizant, dar chiar considera toate gadget-urile
moderne ca fiind esentiale pentru progres. Atat calculatorul, cat si telefonul mobil, aparatul
foto, sau mp3-player-ul sunt accesorii foarte importante pentru acesti tineri. Sunt consuma-
tori si utilizatori ferventi ai Internet-ului, atat pentru a cauta informatii necesare la scoala sau
pentru pasiunile lor, cat si pentru a fi activi in diverse comunitati online (forum-uri, blog-uri
etc.). Le place sa 1si citeasca e-mail-urile zilnic si au obiceiul de a accesa frecvent site-uri
care de informatii si continut.

In ceea ce priveste veniturile, tinerii din segmentul 4 sunt deja pe cont propriu. Ei nu tra-
iesc din banii parintilor, reusind sa se Intretina singuri. Sunt firi echilibrate si chibzuite, care
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stiu sa 1si gestioneze banii astfel incat sa le ajunga mai mult timp, si cedeaza foarte rar impul-
sului de moment.

Tinerii din acest segment sunt cei care sustin cu cea mai mare tarie ca le-a placea sa tra-
iascd in continuare In Romania. Mai mult, ei resping cel mai vehement ideea de a pleca din
tara si de a nu se mai intoarce, chiar daca ar avea acces la oportunitati in strainatate. Chiar
daca in acest moment nu sunt pe deplin hotarati ce meserie ar vrea sa practice, cei mai multi
isi doresc ca sa aiba afacerea lor proprie, fiind convinsi ca lucrurile nu pot merge mai rau in
viitor. Acesti tineri sunt de altfel foarte preocupati de viitor, si nu concep sa lase lucrurile sa
mearga de la sine deoarece sunt genul care isi planifica cu grija pasii pe care ii au de urmat
in viata.

Tinerii care fac parte din acest segment au intrat deja in cursa pentru realizare profesio-
nala si construirea unei cariere. Este interesant faptul ca nu considera ca educatia formala
este absolut necesara pentru atingerea obiectivelor lor de viatd. Acest segment este cel care
neaga cel mai vehement ideea ca este neaparat nevoie sa termini o facultate pentru a reusi in
viata. Au convingerea ca pentru a reusi in cariera nu au nevoie decat de putere de munca,
inteligenta si prieteni care sa le fie alaturi atunci cand au nevoie. Acestea sunt si motivele
pentru care admird persoanele inteligente si nu pun mare pret pe cele care au bani, dar nu
demonstreaza ca ii si merita. Credinta ca poti reusi in viata fara a se baza pe sansa sau relatii,
sau fara a fi nevoit sa oferi mita sau cadouri, ne creioneaza din acest punct de vedere portre-
tul unor tineri increzatori in sine, hotarati, si care sunt gata sa depund eforturi sustinute pen-
tru a avea succes in viata.

Muzica nu reprezinta un element foarte important in viata tinerilor din acest segment. Cel
mai reprezentativ element in ceea ce priveste muzica pe care o asculta, este faptul ca sunt de
parere ca muzica mai veche, deja consacrata si validata de trecerea timpului, este mai de ca-
litate decéat cea din prezent.

Tinerii din acest segment se confrunta deja cu o restrangere a timpului rezervat distractiei
sau relaxarii. Ei petrec cel mai putin timp in fata televizorului sau alaturi de prieteni. Chiar
daca afirma ca le place distractia, in cazul lor lipsesc toate elementele care ar trebui sa fie
specifice acestui stil de viata: mersul in cluburi / discoteci, la cinema, cititul etc. Faptul ca
afirma ca prefera sa aloce timp pasiunilor lor este inca un indiciu ca prefera sa isi petreaca
timpul liber in universul lor propriu. In ocaziile in care ies in oras, prefera sa isi petreaca tim-
pul cu prietenii foarte apropiati, deoarece urasc ideea de ,,gasca‘.

2Ambitiosul calculat” cauta de obicei brand-uri care sa-1 reprezinte. Si deseori isi formeaza
parerea despre ceilalti in functie de brand-urile pe care acestia le afiseaza sau le folosesc.

Segmentul 5. Oportunistii sau cyber-manelistii (15.8%)

Din punct de vedere al structurarii pe tipurile de preocupari, acest segment este axat pe
(a) o atractie extraordinara fata de computer si internet ca mijloace de comunicare, (b) o vi-
ziune despre viata care pune banii, familia si prietenii pe primul plan, (c) preferinta pentru
manele si stilul de viatd asociat lor si (d) o atitudine principial axata spre ,,a te descurca® si
care respinge conceptul de efort personal sustinut.

Avem 1n acest segment un melanj de tineri care sunt manelisti internet-savvy, care uti-
lizeaza pentru comunicare in mod extensiv computerul si telefonul mobil. Acesti tineri sunt
foarte orientati spre tehnologie si puternic atrasi de ea. Recunosc ca se descurca minunat cu
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toate aparatele si ca au darul de a se obisnui rapid cu orice tip de aparatura noua. Cel mai
important obiect din avalansa tehnologica este computerul, desi sunt puternic legati si de tele-
fonul mobil.

Stilul lor de viata este orientat spre trairea clipei si este bazat pe un optimism difuz fata
de viitor, grefat de convingerea ca ,,se vor descurca cumva“. Idealul si modelele lor de com-
portament nu exceleaza prin putere de munca, prin constructie cugetata sau prin educatie, ci
prin capacitatea rara de a identifica oportunitati si de a ,,se descurca“. Obiectivul cel mai impor-
tant in viata il reprezinta reusita sociala definita prin accesul la venituri superioare, dar adera
de asemenea la valori precum familia si prietenii.

Lectura nu este nici pe departe importantd pentru acesti tineri. Citesc putin si doar pen-
tru ca scoala 1i obliga, considerand ca lectura este lipsita de sens practic si ca nu ii va ajuta
cu nimic in viata. Acesti tineri sunt puternic orientati spre tehnologie si prefera sa citeasca
absolut orice in format electronic.

Acesti tineri sunt fundamental optimisti. Viitorul le este foarte clar, fiind orientat din nou
spre valoarea cea mai importanta pentru ei, anume banii si instrumentele pentru a i obtine.
Optimismul este marcat si de o motivatie puternica pentru mobilitate sociala ascendenta. Evi-
dent, in consonanta cu imaginea pe care deja ne-am facut-o despre acesti tineri, planurile lor
sunt difuze si definite abstract de directii si obiective majore, care sunt foarte clare pentru ca
nu s-au concretizat n aspecte pragmatice. Acesti tineri nu cunosc conceptul de cariera, ci au
doar o vaga opinie despre faptul ca la un moment dat vor trebui sa munceasca. Planurile lor
de viitor sunt legate de Romania si de aceea nu intentioneaza sa emigreze. Modelele de suc-
ces sunt foarte bine conturate pentru acesti tineri: ca sa reusesti in viata ai nevoie de bani si
de sansd. Recunosc ca admira cel mai mult la o persoana inteligenta, insa au o definitie per-
sonala a acesteia: este inteligent cel care stie sd se descurce si sd profite de oportunitdti,
investind minim efort in muncd si maxim de timp in a-si trdi viata si a se distra. Atitudinea
lor fata de bani si castigul material este vizibila din felul in care se comporta in prezent (Pen-
tru a reugi in viata ai nevoie de bani). La acest moment nu 1si castiga proprii bani, ci recunosc
cu nonsalanta ca traiesc din banii parintilor, pe care 1i cheltuiesc in special pe haine si pe dis-
tractie, fara a-i dramui in mod deosebit sau a incerca sa economiseasca in vreun fel. In gene-
ral atitudinea lor fata de bani este grefata pe ,,aici si acum®, acest lucru fiind vizibil nu doar
din faptul ca cea mai mare parte din ei cheltuiesc instantaneu orice bani ar primi, ci si din
faptul ca prefera bani in format cash, decat pe card.

Preferintele muzicale ale acestor tineri sunt de cel mai mare interes, caci pentru ei este
destul de clar ca muzica romaneasca este ,,mai de calitate” decat cea straina. in acest spirit,
nu este de mirare ca segmentul 5 este singurul care recunoaste deschis ca preferd manelele
oricarui alt gen muzical. Ba mai mult, acesti tineri considera ca muzica pe care o asculta i
defineste. lar pentru ca imaginea manelistului sa fie clard pana la capat, celelalte genuri muzi-
cale (hip-hop, pop etc.) le sunt mai mult sau mai putin neutre — cu exceptia unui singur gen,
pe care il resping cu o virulenta neasteptata: rock-ul.

Tinerii din acest segment sunt foarte putin inclinati spre studiu sau educatie in general.
Prefera sa 1si petreaca timpul liber in activitati de aer liber, la munte sau iesind in oras. Sunt
foarte sociabili si prefera compania prietenilor in toate aceste iesiri. In acelasi timp, sunt foarte
»~computer savvy®, petrec mult timp pe internet tindnd un contact permanent cu prieteni reali
sau virtuali. Petrec foarte mult timp pe chat sau messenger.
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Acesti tineri sunt orientati spre brand-uri, dar nu spre publicitate, ceea ce este o preferinta
interesantd, dar consonanta cu imaginea deja creionata. Ei recunosc ca au brand-uri prefe-
rate, pe care le schimba cu greu, si ca prestigiul acestora este important pentru ei doar in masura
in care 1i caracterizeaza si le asigura vizibilitate sociald. Avem asadar imaginea unor tineri
pentru care brand-urile sunt importante doar daca le definesc personalitatea in fata celorlalti,
le asigura vizibilitate si le pot conferi status social. Sunt insa neutri si reci fata de fenomenul
publicitar, formandu-si opinia despre brand-uri exclusiv din alte surse. Cea mai frecventa si
mai influenta este reprezentata de prieteni si cunoscutii cu aceleasi valori si stiluri de viata.

Concluzii

Pastrand in minte faptul ca tinerii nu formeaza o categorie globala, fiind diferentiati intr-o
mai mare masura decat adultii de varsta si aspiratii, putem spune ca studiul LeoYouth descrie
portretul unei generatii 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, multi dintre ei spunand ca au prieteni pe care nu i-au intalnit in realitate.
Se pare ca, in curdnd, id-urile de messenger vor ajunge sa circule mai mult decat numerele
de telefon.

Tinerii romani sunt hedonisti si dominati de tehnologie, pragmatici, mai interesati de cat
pot castiga decat ce pot oferi, deschisi catre consumerism, puternic influentabili de media,
impulsivi si echilibrati, familisti si hedonisti, optimisti dar lipsiti de incredere in sine si in
ceilalti. Desi sunt optimisti, multi dintre ei considera ca pentru a reusi in viata trebuie une-
ori sa apelezi si la metode neortodoxe (cum ar fi mita). Nu stiu foarte clar ce or sa faca in
viitor, preferand sa traiasca clipa si sa experimenteze. Ce stiu, totusi, este ca (pe multi din-
tre ei) 1i tenteaza ideea de emigrare si cea de a face afaceri. Sunt inclinati catre mobilitate si
pleaca cu placere in vacante, mai ales in grup.

Cea mai mare parte a banilor pe care ii au este alocata distractiei si iesitului in oras. Tim-
pul liber este pretuit mai mult decat banii pe care 1i castiga. Tinerii par familisti, dependenti
financiar de parinti, si se lasa influentati de acestia, mai ales ca 1i si admira ca persoane. Desi
se considera de multe ori impulsivi, atunci cand au un motiv suficient de puternic stiu sa isi
imparta banii astfel Incat sa le ajunga. Hainele si gadget-urile sunt obiectele pe care se duce
o mare parte din bani. Achizitiile se fac de multe ori la sfatul sau sub influenta prietenilor.
Desi multi se declara agasati de publicitate, apreciaza brand-urile si discuta cu prietenii despre
reclamele preferate. De multe ori considera ca produsele de calitate sunt in mod necesar
scumpe, si strang bani pentru a le cumpara. Incearca sa faca sport si sa manance sanatos, insa
de cele mai multe ori intentiile lor ,,esueaza“ in fast-food-uri si in fata televizoarelor, moti-
vatia principala fiind lipsa banilor.

Au un grup restrans de prieteni adevarati, in care au incredere, cu care se sfatuiesc si al
caror exemplu 1l urmeaza. Acesta pare sa fie si mecanismul predominant de propagare a modei,
atat vestimentare cat si tehnologice. Provocarea pentru brand-uri este, in primul rand, sa pene-
treze aceste grupuri de prieteni, de multe ori legate datorita preferintelor comune in materie
de muzica.
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Rezumat

Aceasta lucrare prezinta rezultatele unui studiu pe un esantion de 706 studenti din sase orase din Roma-
nia, desfasurat in perioada 2007-2008. Scopul studiului a fost sa identifice in ce masura exista o subcultura
emergenta a creativilor culturali in Romania (in termenii lui Paul Ray si Sherry Ruth Anderson).

Globalizarea le impune comunitatilor sa isi reconsidere alegerile si sa isi imagineze strategii de adaptare
la o0 noua ordine sociala. Interpretarea culturii drept cultura a consumului este doar una din transformarile
profunde ale culturii in lumea contemporana, alaturi de omogenizare (sau, dimpotriva, eterogenizare) si dete-
ritorializare. Transformarea bunurilor culturale in marfuri cu valoare de piata merita a fi analizata, pentru a
intelege care este impactul globalizarii asupra sistemelor de valori.

Acest studiu urmareste schimbarile pe care cultura globala le produce in puterea simbolica a comunitatilor,
descriind impactul valorilor promovate de cultura de consum asupra practicilor culturale ale tinerilor din
Romania.

Cuvinte-cheie: cultura globala, cultura de consum, subcultura creativilor culturali, putere simbolica, 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
«supraterritorialy 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* (/bidem, 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 rthythm 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 VHI 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:

1. 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.

o
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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, Kovéacs 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 thinking' or as annexation of the region to the ideology
of another regime, which annexation strikingly resembles the previous one (Kovacs, 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.

Nota

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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Anisoara Pop*

Strategii creative si lingvistice
in publicitatea pentru produse functionale

Rezumat

Lucrarea abordeaza reclama pentru produsele din gama functionala din punct de vedere al strategiilor
creative si lingvistice. Variabila independenta produs a fost studiata empiric in functie de variabilele depen-
dente: strategie creativa, tip de apel vizual si lingvistic, gramatica discursiva/disjunctiva, pe un lot de 30 de
reclame randomizat selectate, care au aparut in editiile din iunie, septembrie, octombrie si decembrie ale
revistei CHIP (2004) pentru poduse de tehnologia informatiei (TI), servicii si echipamente. Demersul demon-
strativ porneste de la ipoteza ca in reclama tiparita pentru produse electronice si T1 strategia creativa este o
variabila dependenta de produs in timp ce distributia constituentilor lingvistici este o variabila dependenta
de functie.

Este validata ipoteza existentei unei diferente intre reclama produselor functionale si a celor non-func-
tionale 1n sensul exploatarii elementelor gramaticii disjunctive in cazul celor din urma, ori de cate ori ade-
varul sau falsitatea afirmatiilor din reclama nu pot fi sustinute prin verbalizare predicativa. La nivelul gramaticii
vizuale, imaginile pentru produsele TI recurg la exploatarea in proportie dubla a recursului rational fata de
cel emotional, propunind imagini clare, distincte, de obicei in prim plan ale produsului, care atesta rolul de
ancorare in rationalitate si persuasiune directa prin continut informativ si mai putin prin elogieri gratuite.

Diferentierea intre reclama produselor functionale si a celor nonfunctionale se justifica astfel la nivel de
gramatica a copiei (GC) si gramatica vizuala insa mai putin la nivel de gramatica a titlului (GT), GT fiind
o gramatica standard dependenta de variabila functie (captarea atentiei si facilitarae memorarii) si mai putin
de variabila produs.

Cuvinte-cheie: produse functionale, gramatica disjunctiva, strategie creativa.

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.

* Lector universitar doctor, Universitatea Dimitrie Cantemir, Targu Mures, Romania.
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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 functionale sau ,ratiune“ si produse non-functionale sau ,,simt*

Spre deosebire de produsele pe care literatura din domeniul publicitar le catalogheaza drept
,.hon-functionale” (exemplu: bauturi, cosmetice) si a caror publicitate se bazeaza pe impli-
carea afectiva a utilizatorului tintd in defavoarea continutului factual, reclama produselor din
gama ,,functionala® este considerata a se incadra in categoria factuala sau informationala
[Neese: 1994]. Continutul informativ al acestor reclame se concretizeaza prin referinta la ele-
mente tangibile legate de atributele marcii/produsului, acestea inducind procese analitice cu
grad ridicat de implicare a consumatorului la nivelul proceselor rational-cognitive.

Produsele functionale sunt cunoscute si sub numele de produse ,,ratiune® (masini, mobilier,
case etc.) deoarece sunt analizate de catre consumatori prin prisma caracteristicilor functionale
care permit evaluarea contrastiva a diferitelor marci sau tipuri ale aceluiasi produs. [Dahlen: 2003].

In cealalta categorie, produsele expresive, non-functionale sau non-factuale, sunt definite
in termeni de motive si implicare a consumatorului la nivelul proceselor afective fapt pentru
care aceste produse sunt denumite «produse simt» [Neese: 1994]. Accentul cade 1n acest caz
nu atat pe trasaturile tangibile, cuantificabile ale produsului, cat pe nevoia de expunere la pro-
dus a consumatorului, acesta avind ocazia sa experimenteze, cu alte cuvinte sa «simta» carac-
teristicile prin asociere cu atributele afective la care face apel reclama. Din categoria produselor
,,simt“ fac parte alimentele, bauturile, cosmeticele, detergentii etc. Reclamele acestora recurg
la abordarea de tip non-factual, non-rational, emotional, datorita diferentelor mai putin semnifi-
cative existente intre diferitele marci si a gradului mic de noutate adus de fiecare produs ,,nou".

Clasificarea in categoriile produse non-functionale si produse functionale se observa si la
nivelul strategiilor creative. Asa dupa cum s-a demonstrat empiric anterior, [Pop: 2004] recla-
mele pentru produse non-functionale se bazeaza pe strategii creative de tip aserfiuni reite-
rate, codificate lingvistic printr-o gramatica predominant disjunctiva'. Gramatica disjunctivd
devine strategie predilecta deoarece la acest nivel diferenta adevar/falsitate a pretentiilor emise
referitoare la produs, nu se aplica, creatorul putind oricand nega intentia unei verbalizari pre-
dicative care se realizeaza de catre consumator pe propria raspundere.
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Material si metoda

Demersul demonstrativ al acestei lucrari porneste de la ipoteza I, ca reclama tiparitd pen-
tru produse electronice si produse din sfera tehnologiei informatiei (TI) se subscrie abordarii
bazate pe strategii creative de tip informatie si argument si In masura mai mica pe strategii
de genul asertiuni reiterate sau comenzi, variabila strategie creativd fiind dependentd de tipul
de produs.

Derivand de aici este ipoteza aditionala I, a exploatarii unui discurs lingvistic predomi-
nant discursiv la nivelul copiei (C) si a prezentei discursului disjunctiv la nivelul titlului (T)
reclamelor pentru produse functionale de TI, de unde conchidem ca distributia elementelor
la nivel lingvistic este o variabild dependentd de functie (copie vs titlu) si nu de produs.

Pentru demonstrarea acestor ipoteze, variabila independenta produs a fost studiata in functie
de variabilele dependente: strategie creativa, tip de apel, gramatica discursiva/disjunctiva.

Lotul de studiu cuprinde un numar de 30 de reclame randomizat selectate, care au aparut
in editiile din iunie, septembrie, octombrie si decembrie ale revistei CHIP (2004) si care se
refera la produse de TI, servicii si echipamente. Reclamele au fost analizate din punct de vedere
al continutului pentru demonstrarea I, iar ulterior grupate in categoria: Gramatica titlurilor
(GT) si a copiei (GC) si codificate pentru demonstrarea ipotezei strategiilor discursive/dis-
junctive conform L,.

Strategia creativa

»Strategia creativa™ este definita in literatura de publicitate drept ,,principiul calauzitor
care determind natura generald si caracterul reclamei* [Zandpour: 1994] iar Simon [1971]
propune o taxonomie bazata pe zece strategii creative: informatie, argument, motivatie cu apel
psihologic, asociatie simbolicd, asertiuni reiterate, comandd, familiarizare cu marca, imi-
tatie etc. (Tabelul 1)

In conformitate cu taxonomia de mai sus, reclamele care furnizeaza date fara argumentare
sau concluzii explicite au fost codificate la categoria informatie. Din punct de vedere lingvis-
tic, strategia bazata pe informatie este una mai putin sofisticata si se materializeaza in lotul
nostru prin specificatii concrete care apar de obicei sub forma listelor de caracteristici ale
produsului, sistematizate pe titluri si subtitluri.

Strategia de tip argument ofera consumatorilor pe langa informatii faptice, argumente pen-
tru achizitioanarea produselor: ,,Ai de ce sa te omori dupa ele:

— design de-ti taie respiratia

— operatii foarte simple

— premii pentru excelenta in tehnologie (Pentax).

Asocierea simbolicd relationeaza produsul cu un simbol oferind informatii explicite mi-
nimale referitoare la caracteristicile acestuia. Este o strategie lingvistica mai evaziva si com-
plexa care exclude informatia detaliata. Reclama pentru Connex se bazeaza, de exemplu, pe
asociatia simbolica indirecta intre serviciu si Tmplinirea viselor: ,,Fie ca vrei sa iti deschizi o
spalatorie Intr-un camin studentesc sau ai alta idee ingenioasa, urmareste-ti visul pana-n pan-
zele albe. Sau pana cand vrei tu. Ca timp ai!“

o
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Tabelul 1. Taxonomia strategiilor creative dupa Simon [1971] (citat de Zandpour, 1997,

p- 37).
Strategia creativa Descriere
Informatie Prezentarea de fapte fara ornamente, calificative, explicatii sau argumente,
doar informatii referitoare la produs;
Argument Relationarea informatiilor cu produsul (ratiunea de a cumpara, de ce); copia

joaca un rol important in exploatarea logica a anumitor detalii;

Motivatie cu apel psihologic | Detalierea explicita a modului in care produsul va aduce un plus de beneficii
cumparatorului: apel la interesul acestuia; interpretarea faptelor in maniera
«acest produs a fost special creat pentru tine»;

Asertiuni reiterate Repetarea de tip hard-sell a unei singure informatii, de cele mai multe ori
aceasta nefiind sustinuta de dovezi;

Comanda Un memento ilogic (hard sau soft-sell) pentru predispunerea
consumatorului, memento care poate fi consolidat prin utilizarea unei
autoritatati in domeniu;

Familiarizare cu marca Abordare prietenoasa, conversationala, cu putine sau niciun fapt relativ la
produsul prezentat dar care include sugestii de loialitate si incredere in
marca; mentine marca vie in atentia consumatorilor;

Asociere simbolica Asocierea subtila a unui singur tip de informatie cu un anumit eveniment,
loc, persoana sau simbol (cu conotatii pozitive), tiparul de abordare si
produsul sunt de obicei neexplicite iar copia se mentine in limite minime;

Imitatie Se bazeaza pe declaratia/marturia unei personalitati, star, sau a unui model
demn de a fi imitat, respectat;

Obligatie Include oferirea unui cadou, a unei informatii gratuite in incercarea de a
face consumatorul sa se simta obligat intr-un oarecare fel;

Debutul unui obicei Oferirea unei mostre sau a unui rabat pentru a initia utilizarea de rutina a
produsului; produsul este de obicei bine conturat.

Strategii creative la nivelul GC in reclamele TI

Un prim element care trebuie remarcat la nivelul copiei reclamelor pentru produse de TI
este absenta strategiilor comunicative in stare pura. Argumentul se regaseste in majoritatea
cazurilor in colocatie cu informatia in formula argument-si-informatie ca strategie predilecta
(63.3% din cazuri) urmata de formele familiarizare (10%) si apel psihologic (10%).

Strategia argument se concretizeaza fie indirect ca enumerare a beneficiilor din punct de
vedere tehnologic, viteza, economie de timp, etc., fara insa a conduce la o concluzie unica.
Alternativ, aceasta strategie poate fi semnalata direct prin intermediul locutiunilor adverbiale
conclusive sau al subordonatelor: ,,Eficienta, fiabilitatea si costurile reduse sunt principalele
cerinte la o afacere in crestere. latd de ce Lexmark C510 a fost creata sa depaseasca cu mult
nivelul unei solutii introductive de imprimare color, ea raspunzind oricaror cerinte de impri-
mare® (Lexmark).

Informativitatea (saturatia cu informatie) este o reflectare a gradului in care ,,reclamele
se focalizeaza asupra nevoilor practice, functionale, utilitare, ale consumatorilor produsului
respectiv® [Biswas: 1992] si pot fi prezente si sub forma elementului de ,,noutate®, ,,unici-
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tate®, ,,superioritate* ca trasaturi unice de promovare a produsului: ,,noul UPS®, | primul®,
sau ,,numarul unu®.

Strategia creativa de tip ,,argument se regaseste de asemenea in combinatie cu apelul psi-
hologic in proportie de 10% din corpus. Din punct de vedere lingvistic acestei strategii 1i cores-
punde un lexic abstract, interdiscursivitate si/sau ambiguitate la nivel textual.

In acest context trebuie sa mentionam exploatarea minimala a apelului erotic in colocatie
cu cel informativ-argumentativ, formula pe care se bazeaza intr-o masura din ce In ce mai
mare publicitatea produselor din categoria ,,simt*. Contrar conceptiei larg raspandite in pu-
blicitate potrivit careia sexul sau aluziile sexuale 1n special la nivel vizual faciliteaza van-
zarea oricarui tip de produs [Lovdall, 1989], reclamele din lotul nostru de studiu nu propun
aceasta paradigma pe baza careia ar fi posibila extragerea unor implicaturi [Grice, 1982] ero-
tice sau sexuale.

La nivel vizual singurul caz din lotul de studiu al exploatarii aluziilor erotice a fost acela
al asocierii dintre produsul TI (imprimante) si imaginea a trei tinere atractive. Aceasta asociere
este exploatata la nivel lingvistic prin endoforicitate sau coreferintd a expresiei cele ,,trei gratii‘
din titlul reclamei cu imaginea tinerelor si/sau a produselor Canon la nivelul gramaticii vizuale.
Coreferinta este reluata la nivel lingvistic in copie, referentul fiind de aceasta data produsul
prezentat. Cu toate acestea, ca de altfel in cazul tuturor implicaturilor neconventionale pe care
cititorul/utilizatorul le extrage pe propria raspundere, creatorul de reclama poate oricand nega
o coreferinta de acest gen, imaginea celor trei tinere putidnd reprezenta la fel de bine ima-
ginea endoforica (din lumea reclamei) a consumatorului final (din lumea reald). Si la nivel
lingvistic aluzia erotica a fost slab reprezentata, trasaturd care sustine ipoteza I, a diferentierii
strategiilor creative in functie de produs.

O strategie persuasiva indirecta o reprezintd si combinatia informatie si apel psihologic
la nivel de copie-TI. Coreferinta produs TI si elementul [+ feminin] se realizeaza prin inter-
discursivitate, respectivele reclame fiind parazite pe urmatoarele genuri:

a) mica publicitate: matrimoniale + ancorajul imaginii produsului:

,,Ma deplasez usor, nu port tocuri pentru ca sunt foarte inalta... pot duce multe, oricat de multe vrei tu,
sunt puternica dar delicata si pe deasupra imbracata bine. Sunt accesibila si ma poti avea oricand vrei tu!
Ia-ma si vecinul va muri de ciuda!* (carcase KME)

b) povestirea — exploatata cu scopul derivarii de atribute de ordin estetic:

»Sunt cea mai tanara fiica a familiei KME si a venit timpul sa ma cunoasteti. Sunt frumoasa tare si de
cand am iesit in lume, toti se topesc de dragul meu... ,, (carcase KME)

Analiza statistica a reclamelor din lotul de studiu demonstreaza in acelasi timp ca reclamele
pentru servicii (Connex, Orange) sau pentru produse mai putin durabile (carcase, software
antivirus) utilizeaza tehnici creative distincte pentru a nuanta tangibilitatea si a compensa lipsa
de ,,trasaturi noi*: un limbaj mai colorat bazat pe metaford si alte figuri de stil, intrebuintarea
imaginii — alta decat prim-planul produsului — pentru derivarea de implicaturi secundare, care
coabiteaza cu recursul rational.

Conchidem ca tipul strategiilor creative GC angajate in publicitatea din mediul tiparit a
produselor TI se subscrie cadrului general al strategiilor exploatate in cazul produselor func-
tionale, demonstrand ca strategia creativd este o variabild dependentd de produs. In aceeasi
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ordine de idei, majoritatea imaginilor isi aduc contributia la recursul rational (confort, eco-
nomie, bun gust, economie de timp) sau la recursul emotional (umor, competitie) ceea ce con-
firma I,

Tipuri de recurs creativ la nivel de GT

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

a) titluri emotionale care se caracterizeaza prin:

— limbaj familiar, o noua turnura a unei expresii familiare, joc de cuvinte, utilizarea ine-
dita a unei expresii simple: ,,Inima casei digitale” (Intel Pentium);

— curiozitate — ,,cum sa“, ,,ar trebui sa stii“, ,,asteapta si vei vedea®, ,,0 oferta realizata
pentru a atrage atentia“, de exemplu: ,,Elibereaza-te! Lucreaza si distreaza-te! Fara ca-
bluri!* (SMC).

b) titluri rationale care se caracterizeaza prin:

— noutate/informatie — enunturi care sustin existenta unei legaturi intre produs si benefi-
ciul utilizarii acestuia: ,,Editie speciala pentru elevi, studenti, profesori si familii cu cele mai
frecvent utilizare aplicatii la un pret special” (MS office);

— beneficii pe care produsul le ofera cumparatorului: ,,HP. Propunerea noastra pentru buge-
tul tau (hp).

Desi strategiile creative sunt diferite la nivelul GC 1n reclamele pentru produse functionale
fata de cele non-functionale in sensul predominantei strategiilor informativ-argumentative,
lanivel de GT am obtinut o distributie perfect echilibrata de 50% recurs rational si 50% recurs
emotional, rezultat care sustine ipoteza I, conform careia distributia elementelor din titlu este
o variabila dependenta de functie si nu de tipul de produs.

Recurs la nivel de imagine

In lotul de studiu imaginile pentru produsele TI recurg la exploatarea in proportie dubla
a recursului rational (21 cazuri) fata de cel emotional (9). Imaginea clara, distincta de obicei
in prim plan a produsului, atesta rolul de ancorare in rationalitate si persuasiune directa prin
continut informativ si nu elogieri gratuite, ceea ce demonstreaza I,.

Demersul emotional la nivel de GT poate corespunde cu recursul rational la nivel de ima-
gine: de exemplu, titlu cu apel emotional: ,,Candidez la Miss!* (KME carcase) + apel rational
la nivel de imagine: imaginea in prim plan a produsului.

Nu lipseste 1nsa nici combinatia apel emotional GT + imagine cu recurs emotional: ,,Ce
motiv mai vrei?* (Pentax) — (intrebare retoricd) + imagine umoristica a unui cadavru plutind
in piscina, posibil de verbalizat in diverse moduri de la hiperbolicul: ,,de dragul acestui pro-
dus poti sa si ucizi“ pana la hilarul ,,cu acest produs poti sa imortalizezi cele mai grave/spec-
taculoase momente*.
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GT: Demers lingvistic discursiv sau disjunctiv

In urma analizei distributiei constituentilor gramaticii discursive si/sau disjunctive la nivel
de titlu in reclama tiparita pentru produse functionale TI s-au obtinut urmatoarele rezultate
in ordinea prevalentei (tabel 2):

1. Grup Nominal (11 cazuri) incluzand:

a) GN simplu: locutiune prepozitionala (PrepP) inserata: ,,[ Timp (pentru (r)Evolutie)]*
(Zapp Internet Express); inserare PrepP de gradul II: ,,{[(Sistemul perfect) pentru orice tip]
de aplicatie.}* (Shuttle XPC); propozitie relativa inserata: ,,[Micutul UPS (care se re-
marca.)]* (UPS).

b) GN in apozitie:

b)1. GN — nume de marca in apozitia unui GN — emotie/ motiv de achizitie a produsului:
,»HP Laserjet. recomandarea noastra pentru bugetul tau“ (hp).

b)2. coordonare asindetica GN + propozitie: ,,Putere. Flexibilitate. Oportunitati nelimi-
tate de distractie. Acum poti alege™ (Point PC).

2. Propozitii imperative (5 cazuri):

a) simple: ,,Faceti saltul inteligent in lumea culorii. ,, (Lexmark printers)

b) plus alte elemente disjunctive: ,,Elibereaza-te! Lucreaza si distreaza-te! Fara cabluri.” (SMC)

Procentul relativ ridicat de imperative si interogative specific epocilor incipiente ale pu-
blicitatii care in faza actuala pare sa se indrepte cu predilectie spre o persuasiune bazata pe
politete si abordare nedirectiva, indirecta, ar putea fi justificat in contextul produselor TI prin
noutatea reala, marcatd a acestora. Aceast element definitoriu, cat si grupa de varsta mai mica
in care se incadreaza consumatorii tintd justifica un apel mai insistent bazat pe angajarea strate-
giilor pozitive de politete (-Distantad) (Leech, 1983; Brown, Levinson, 1987) si exploatarea
deicticelor de persoana a Il-a singular [+ TU] in locul formei de plural [VETI] [+ Distanta]
[+Politete].

3. Propozitii afirmative simple (5 cazuri): ,,Cresc nalti, deasupra celorlalti” (ZyXel).

4. Propozitii interogative (5 cazuri):

a) Intrebari retorice: ,,Ce alt motiv iti mai trebuie?* (Pentax).

b) Intrebari cu presupozitii inserate: ,,Care dintre cele trei gratii va deveni comoara birou-
lui tau?* (Canon).

5. Alte elemente disjunctive concatenate in pozitie independentd (3 cazuri):

a) Element nominal + element adverbial: ,,Totul mai mare* (Sony).

b) Element nominal + element adverbial + element adverbial: ,,Editie speciala pentru
elevi, studenti, profesori si familii, cu cele mai frecvente aplicatii Microsoft, la pret spe-
cial“ (MS office).

6. Subordonatd cauzald in pozitie independentd (1 caz): ,,Pentru cd mintea ta nu e Inchisa
intre patru pereti” (hp Microsoft Windows).

Distributia statistica a elementelor disjunctive la nivel de titlu in reclamele pentru pro-
duse de TI (Tabel 2) este relativ similara cu cea a produselor din categoria expresive, non-
factuale. Aceasta se bazeaza pe exploatarea elementelor gramaticii disjunctive de tipul GN
si a altor fragmente in pozitie independenta in proportie relativ echilibrata cu exploatarea stra-
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tegiilor gramaticii discursive. La nivelul strategiilor lingvistice, nu exista, deci, o diferentiere
semnificativa in ceea ce priveste distributia elementelor discursive/disjunctive in titlurile re-
clamelor pentru produse functionale fata de cele non-functionale.

Tabelul 2. Distributia statistica a elementelor discursive si disjunctive la nivel de GT in
reclamele pentru produse TI din mediul tiparit.

DISJUNCTIVE DISCURSIVE
GN 36.6% Propozitii imperative
interogative afirmative 50%
Fragmente
13.4%
Elemente adverbiale in
pozitie independenta

Conchidem deci, ca la nivel de gramatica disjunctiva/discursiva in GT, diferentierea intre
produse functionale bazate pe abordare ,,rationala“ si produse non-functionale bazate pe abor-
darea ,,emotionala®, impusa in literatura, nu se justifica. Aceasta concluzie certifica ipoteza
ca n reclame alternativele lingvistice si strategiile creative la nivel de GT sunt impuse de
functie, mai degraba decat de produs, functia esentiala a titlului ramanind aceea de captare
a atentiei si impact asupra memoriei cititorului/consumatorului ca elemente cheie indiferent
de tipul produsului.

Concluzii

La nivelul strategiilor creative, rezultatele empirice demonstreaza o prevalenta dubla a
recursului rational (21 cazuri) fata de cel emotional (9 cazuri) pentru imagine si o distributie
predominant informativa si argumentativ-informativa (63.3%) la nivel de copie, rezultate care
valideaza I,.

La nivel de titlu, analiza tipurilor de strategii creative si a distributiei elementelor grama-
ticii discursive si disjunctive releva o o distributie egala a recursului rational (50%) si a celui
emotional (50), precum si o distributie echilibrata a elementelor discursive si a celor disjunc-
tive. Aceste rezultate justifica rationamentul potrivit caruia GT pentru produsele TI este rela-
tiv similara cu cea a produselor din categoria expresive, non-functionale. Putem conchide ca
gramatica titlului este o gramatica standard dependenta de variabila functie si mai putin de
variabila produs si se bazeaza in egala masura pe elemente disjunctive pentru a-si realiza functia
de captare a atentiei si a facilita memorarea. In acelasi timp se valideaza ipoteza existentei
unei diferente intre reclama produselor functionale si a celor non-functionale 1n sensul exploa-
tarii elementelor gramaticii disjunctive in cazul celor din urma, ori de cate ori adevarul sau
falsitatea afirmatiilor din reclama nu pot fi sustinute prin verbalizare predicativa.

Nota

1. Gramatica disjunctiva (Leech, 1966) se bazeaza pe parti de propozitie in pozitie independenta (lipsa
predicatiei) al caror statut independent este marcat de izolarea prin punct: grup nominal, fragmente, propo-
zitii nepredicative.
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Teaching Event Planning: Breaking a Guinness World Record
and Underlining it with Theory

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:

Dynamic Social Impact Theory

Strength Number Immediacy

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.
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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
Dynamic Social Impact Theory

Strength Immediacy Number

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 17* & 18™ 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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Personalitate de brand si determinare culturala
in publicitatea la automobile

Rezumat

Problematica construirii personalitatii de brand a inceput sa fie studiata in mod constant in anii 80-90 ai
secolului trecut, studiile legate de brand situdndu-se, mai ales in ultimii ani, intr-o perspectiva intercultu-
rala. Studiul de fata investigheaza diferentele culturale in construirea personalitatii de brand in domeniul pu-
blicitatii de automobile intre doua tipuri de spatii culturale diferite (Romania si China), din punctul de vedere
al distinctiei culturi individualiste vs. culturi colectiviste. Rezultatele unui chestionar aplicat unor esantioane
de convenienta din cele doua tari arata diferente relativ greu de anticipat in construirea personalitatii de brand,
insa diferente evidente, in buna masura explicabile prin situarea in spatii culturale diferite. Non-raspunsurile
au fost statistic mai numeroase in cazul respondentilor chinezi, datorita influentei culturii mai individualiste
ce favorizeaza opinia individuala, respectiv a culturii colectiviste care descurajeaza manifestarea individuala
a opiniei. Brandurile nationale par sa fie mai puternic conturate decat brandurile internationale, mai ales in
cazul culturii colectiviste.

Cuvinte-cheie: personalitatea de brand, publicitate, China, Romania, 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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Politice si Administrative, Bucuresti, Romania.
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Personalitatea de brand in context cultural

Personalitatea de brand a fost definita drept setul de trasaturi umane caracteristice aso-
ciate unui brand (Aaker, 1997, Kim, Han, Park, 2001) sau suma trasaturilor de personalitate
transferate de la persoanele asociate cu un brand (Bosnjak, Bochmann, Hufschmidt, 2007),
calitatile personale asignate brandurilor ca urmare a unei nevoi de antropomorfizare a obiectelor
pentru a facilita interactiunile oamenilor cu lumea inanimata sau un set de inferente de per-
sonalitate construite de consumator prin observatie repetata a comportamentelor dictate de
brand si care sunt coerente cu rolul perceput al brandului ca partener intr-o relatie diadica
(Fournier, 1998).

Personalitatea de brand este rezultatul procesului de branding, vazut drept o ,,incercare
de a «personaliza» in mod strategic produsele, de a le oferi o istorie si o personalitate® (Power,
Hauge, 2008, 124) Ea poate include caracteristici demografice (Aaker, 1997), cum ar fi genul
(de pilda tigarile Virginia Slim sunt apreciate ca fiind de genul feminin, pe cand Marlboro
de genul masculin), varsta (Apple este considerat tAnar fata de IBM considerat mai 1n varsta)
sau clasa sociala (masinile Ferrari fata de masinile Trabant). In general, insa, personalitatea
de brand este caracterizata de trasaturi umane generale. Nevoia de a masura aceasta carac-
teristicd a brandului, de a cuantifica calitatile antropomorfe ale brandurilor, a dus in timp la
construirea unei scheme (sau a unei scale) care cuprinde cinci dimensiuni esentiale: Sinceri-
tatea (Sincerity) — onest, folositor, vesel, Exuberanta (Excitement) — indraznet, imaginativ, in
pas cu moda, Competenta (Competence) — demn de incredere, inteligent, plin de succes, Sofisti-
carea (Sophistication) — Incantator, stilat, Duritatea (Ruggedness) — puternic, dur. (Aaker, 1997)

Cercetatorii au sugerat ca personalitatea de brand intareste preferintele cumparatorilor,
evoca emotiile acestora si creste nivelul de incredere si loialitate. De aceea, brandurile au
fost percepute ca purtatoare ale culturii, cu alte cuvinte semnificatiile incapsulate intr-un brand
pot servi drept reprezentati si pot institutionaliza valorile si credintele unei culturi. (Aaker,
Benet-Martinez, Garolera, 2001).

Brandurile sunt vazute asadar ca purtatoare de semnificatie antropomorfizata, care urmeaza
o cale de transfer de la bunuri la brand, apoi de la brand la utilizatori (McCracken, 1989).
Girantii (endorsers) trasaturilor unui brand sunt adesea celebritatile care promoveaza pro-
dusele asociate unui brand, managerii trusturilor care produc produsele respective sau per-
soanele care apar in reclamele la produse. Acest prim pas schiteaza un prim set de calitati
asociate unui brand. Transferul acestor calitatii asupra consumatorului este un proces com-
plicat, care tine nu numai de cumpararea (si experimentarea repetata) a bunurilor, dar mai
ales de imaginea creata In mintea consumatorilor; magine sociald, am spune, cdci imaginea
personala se combina in mod necesar cu perceptiile celorlalti. In acest joc al imaginii si al
brandurilor un rol important il are sinele.

Personalitatea de brand se construieste in context cultural, chiar pentru brandurile inter-
nationale (cum ar fi McDonalds, IBM, Nike etc.). De-a lungul timpului doua argumentari
solide au fost construite in legatura cu influenta culturii asupra deciziei de cumparare a con-
sumatorilor si asupra construirii unui brand. Unii cercetatori au adoptat o pozitie universa-
lista, anume ca deciziile de cumparare nu sunt influentare cultural., replicand studii in diverse
culturi (Kahneman, Slovic, Tversky apud Briley, Morris, Simonson, 2000). Altii au ajuns la
concluzia ca influentele culturale iau forma unor trasaturi generale, stabile ale culturilor natio-
nale, cum ar fi individualismul vs. colectivism (Hofstede, 1980). Studiul de fata se situeaza
in cea de a doua traditie de cercetare, concretizata deja in studii comparative intre diferite
culturi si modul de percepere a brandurilor.
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Sinele in context cultural. Culturi individualiste, culturi colectiviste

Asa cum a fost definit inca de Scoala de la Chicago, sinele consista in toate afirmatiile
facute de o persoand, in mod deschis sau nu, care includ cuvintele ,,eu®, ,,mine®, ,,al meu®,
»mine insumi“. (Cooley, apud Triandis, 1989). Aceasta definitie larga arata ca toate aspectele
motivatiei sociale sunt legate de sine. Atitudinile, credintele, intentiile, normele, rolurile, va-
lorile sunt aspecte ale sinelui.

Conceptul de sine denota totalitatea gandurilor si sentimentelor unui individ care se refera
la sine Tnsusi ca la un obiect. Din punct de vedere psihanalitic, conceptul de sine este core-
lat cu ideea de sistem al diferitelor forme ale sinelui intre care exista situatii conflictuale. Teo-
riile behavioriste construiesc sinele ca pe un set de raspunsuri conditionate. Fenomenologia
ia in considerare sinele intr-o acceptiune holistica. In fine, interactionismul simbolic il con-
sidera drept functie a interactiunilor interpersonale. (Sirgy, 1982)

Una dintre distinctiile majore legate de sine se refera la aspectele public, privat si colec-
tiv ale sinelui. Astfel sinele privat contine cognitiile legate de trasaturi, stari sau comporta-
mente ale individului, sinele public — cognitiile privind felul in care individul crede ca este
perceput de catre ceilalti, iar sinele colectiv reprezinta perceptia sinelui de catre un grup spe-
cific de referinta (Triandis, 1989). Diferitele constructe ale sinelui (self construals) sunt pat-
tern-uri ale comportamentelor trecute, prezente si viitoare si descriu doud moduri de a fi: sinele
independent si sinele interdependent (Trafimow, Traindis, 1991; Markus, Kitayama, 2003),
corespunzatoare culturilor individualiste si colectiviste teoretizate de Hofstede (1980). Este
foarte greu ca asemenea constructe sa fie generalizate, de pilda sa se presupuna ca o cultura
asiatica (identificata n clasificarea lui Hofstede ca fiind o cultura colectivista) sa actualizeze
constant si invariabil tipul de construct interdependent, dupa cum o cultura europeana, con-
siderata mai degraba individualista, sa privilegieze nediferentiat sinele independent. Totusi
credem ca exista o constanta statistic identificabila care da seama de diferentele intercultu-
rale In manifestarile sinelui.

Toti indivizii sunt asemanatori, datorita constantelor biologice, insa ei sunt in acelasi timp
diferiti prin ceea ce da unicitate unei persoane din punct de vedere psihologic. In plus, toti
indivizii sunt fiinte sociale, asadar Invata inca din copilarie cum sa supravietuiasca in lumea
sociala, ceea ce implica sa faca fata a cinci probleme fundamentale, identitatea, ierarhia, genul,
adevarul si virtutea (Hofstede, Pederson, Hofstede, 2002, 39), care corespund cu cele cinci
dimensiuni stabilite de Hoftede in analiza diferentelor interculturale: colectivism vs. indivi-
dualism, distanta sociala, feminitate vs. masculinitate, evitarea incertitudinii, orientarea pe
termen lung vs. scurt.

Cercetarile in domeniul publicitatii, in special cele care privesc brandul ca imagine sau
personalitate, privilegiaza distinctia culturi individualiste vs. colectiviste in definirea cul-
turald a personalitatii de brand sau a intelesurilor asociate in 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 in care interesul grupului este mai important decat
interesul individual, in timp ce culturile individualiste sunt culturile sunt cele in care primeaza
interesul individual (Hofstede, 1991, 50). In societatile colectiviste, inca de mic individul este
integrat in grupuri sociale formate din membrii familiei largite (ingroups) care continua sa
protejeze individul de-a lungul vietii sale, cerand in schimb loialitate neconditionata. in aceste
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culturi confruntarea directad cu o altd persoana este considerata nepoliticoasa si nedezirabila.
In acelasi timp, in familiile colectiviste copiii invata sa imprumute opiniile celorlalti, fiind in
permanenta armonie cu opinia grupului. Opinia individuala nu exista, ea este predeterminata
de grup. In familiile individualiste, pe de alta parte, copiii sunt incurajati sa gndeasca sin-
guri, in sensul de a construi si a opera cu opinii individuale, care sa le reflecte personalitatea,
o personalitate slaba fiind aceea care reflecta numai opiniile altora. (Hofstede, 1991, 59)

In culturile colectiviste exista o presiune constanta de supunere la normele grupului sau
la normele sociale (Desmond, 2007), in timp ce culturile individualiste privilegiaza scopurile
personale, chiar daca nu Incurajeaza neaparat nerespectarea normelor sociale. Distributia cul-
turilor colectiviste respectiv individualiste arata, conform analizelor lui Hofstede, o predomi-
nanta a colectivismului in culturile asiatice si sud-americane si a individualismului in culturile
nord-americane si vest europene. Totusi multe culturi sunt apropiate de zona de mijloc, alte
variabile fiind relevante. (Triandis, 1989)

Doua spatii culturale diferite: Romania si China

in ierarhia propusa de Hofstede, pe scala colectivismului China se afla pe o pozitie aproape
extrema, ca fiind una dintre culturile cele mai colectiviste (scor 20), Romania fiind una din-
tre tarile necotate inca in studiile IBM folosite de Hofstede, insa cu un scor — aproximat de
replicarile studiilor IBM si de estimari — de 30. (Hofstede, 2005, 79) Romania este, asadar,
considerata tot o cultura colectivista mai degraba, insa mai individualista decat China. in plus,
credem ca influenta constanta a culturilor vest-europene se manifesta intr-o tendinta catre un
mai pronuntat individualism.

Exista autori care identifica o suprapunere intre culturile colectiviste, respectiv individua-
liste si doua tipuri de sine corespunzatoare, sinele interdependent, respectiv sinele indepen-
dent. (Markus, Kitayama, 1991, 2003), altii care arata o dominanta a sinelui public in culturile
colectiviste si a sinelui privat in culturile individualiste (Triandis, 1989; Trafimov, Triandis,
1991). Dintr-un punct de vedere comparativ, experienta individualismului pare sa fie psihologic
predominanta in societatile vestice, avand efect direct In prezentarea sinelui (in circumstante
publice) si In experimentarea sinelui (in constientizarea privata a sinelui) (Johnson, 1985).

Apreciem ca, desi societatea romaneasca sta sub semnul culturii mai degraba colectiviste
decat individualiste, influenta vest-europeana se face simtita mai ales la nivelul opiniei, opinia
individuala este incurajata si apreciata, pastrandu-se totusi o nevoie constanta de acord cu
normele grupului in exprimarea sinelui.

Pe de alta parte, cultura chineza, chiar daca in continua schimbare dupa revolutia comu-
nistd din 1949 spre o nuantare a traditiei sale colectiviste, pare sa fie inca in zona extrem
colectivista. Chiar daca mai putin traditionalistd, ca urmare a Revolutiei Culturale, China mo-
derna privilegiaza in continuare valorile grupului, nevoia de armonie intre opinii, exemplu
tipic de sine interdependent. Diferite studii arata faptul ca, inclusiv in randul segmentelor care
au un ritm de modernizare foarte rapid, exista in continuare o tendinta a oamenilor de a actiona
in acord cu asteptarile anticipate ale celorlalti si ale normelor sociale, mai degraba decat in
acord cu dorintele individuale sau atributele personale (Chu, 1985; Markus, Kitayama, 1991).
De asemenea, culturile asiatice in general (nu numai China, dar si Coreea, Japonia, Taiwan)
sunt considerate in continuare ca fiind culturi eminamente colectiviste si, intr-un anume sens
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(legat mai degraba de conceptul de sine decat de situatia economica), traditionaliste. (Triandis,
1989; Han, Shavitt, 1994; Briley, Morris, Simonson, 2000; Aaker, Benet-Martinez, Garolera,
2001; Markus, Kitayama, 2003).

Metodologie

Studiul de fata are ca puncte de pornire grila de personalitate de brand a Iui Aaker (1997),
modificata in contextul decodarii brandurilor de automobile si interpretata prin prisma dis-
tinctiei culturi individualiste vs. culturi colectiviste propuse de Hofstede.

Cercetarea are ca instrument un chestionar aplicat unui esantion de convenienta format
din 150 de studenti ai facultatilor de Comunicare si Relatii Publice (Scoala Nationala de Studii
Politice si Administrative, Bucuresti) si de Sociologie si Asistenta Sociala (Universitatea Bucu-
resti), precum si 138 de studenti ai Facultatii de Informatica si Inginerie (Universitatea de
Nord-Est din Shenyang, China). Chestionarele au fost autoadministrate, subiectii fiind toti
studenti in anul intai, studii universitare.

Subiectii au fost rugati sa completeze o grila de atribute pentru cinci branduri de automo-
bile, patru internationale (Mercedes, Toyota, Porsche, Chrysler), comune in chestionarele apli-
cate In cele douad culturii, unul national, specific (Renault Logan pentru Romania, Zhonghua
pentru China). De asemenea, fiecare brand a fost asociat cu o clasa sociala de catre partici-
panti (clasa sociala 1nalta, medie, joasd). Participantii au avut, pentru fiecare atribut si pen-
tru intrebarea legata de clasele sociale, posibilitatea unui raspuns de tip ,,nu imi spune nimic
legat de acest atribut™ (considerat in continuare drept non-opinie) si ,,nu imi spune nimic in
legatura cu clasa sociala® (considerat drept non-raspuns).

Atributele selectate pentru grila de analiza au fost alese corespunzator celor cinci dimen-
siuni ale grilei propuse de Aaker (1997): Sinceritate (,,modesta, ,,snoaba‘“), Exuberanta (,,aven-
turiera“), Competenta (,,educata“), Sofisticare (,,stilata®, ,,plina de sine*), Duritate (,,puternica®,
,mediocra®). Una dintre criticile aduse clasificarii lui Aaker este aceea ca a folosit numai adjec-
tive conotate pozitiv (Bosnjak, Bochmann, Hufschmidt, 2007). Am ales ca in cele trei cazuri
in care am optat pentru doua adjective in loc de unul, cel de al doilea sa fie unul negativ.

Desi intrebarile legate de personalitatea de brand sunt in general construite sub forma ,,daca
acest brand ar fi o persoana, cum l-ati caracteriza?, am considerat ca intrebarea din spatele
acestei formulari este mai potrivitd pentru o asemenea cercetare. O ,,confruntare* directd cu
ideea de a judeca o persoana pe baza masinii pe care o conduce ar putea amplifica diferentele
culturale in construirea personalitatii de brand. Intrebarea a fost construita astfel: ,,Masina pe
care o conduce o persoana va spune ceva despre persoana respectiva, din punctul de vedere
al calitatilor persoanei respective? Este o persoana...“ (in dreptul fiecarui atribut, subiectii
au putut alege intre urmatoarele variante de raspuns: In foarte mare masura / In mare masura
/ In mica masura / In foarte mica masura. Deloc / Nu imi spune nimic legat de acest atribut
/ Nu stiu. Nu raspund.)

Ipotezele cercetarii au vizat doua aspecte in principal: cum este construita personalitatea
de brand pentru cele 5 branduri de automobile si diferentele culturale in decodarea semnelor
publicitare. De asemenea, ne-am fi asteptat la mai multe raspunsuri neconclusive pentru
subiectii chinezi (intr-o cultura extrem colectivista, opinia personald nu este privilegiata in
mod special), de tip ,,nu Tmi spune nimic* sau non-raspunsurile, de tip ,,nu stiu/nu raspund*,
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fata de raspunsurile subiectilor din Romania (mai individualista decat China, desi inca in zona
colectivismului n clasificarea propusa de Hofstede).
Ipotezele urmadrite au fost urmatoarele:

I1: Exista diferente de interpretare statistic relevante in asocierea atributelor cu brandurile
de automobile intre cele doua tari.

In cazul primei ipoteze, cea mai deschisa interpretarilor, am considerat nerelevant sensul
diferentelor, cu alte cuvinte cine sau de ce privilegiaza o clasa sau alta, importante fiind prac-
tic diferentele, intrebarea generala a cercetarii fiind daca exista diferente notabile de deco-
dare pentru brandurile internationale in spatii culturale diferite sau nu.

12: Exista mai multe atribute pentru care subiectii chinezi vor fi in acord sau in dezacord
in mai mult de 50% din cazuri pentru fiecare brand in parte.

Ne asteptam ca in cazul culturii extrem colectiviste, opiniile sa fie mult mai apropiate (mai
convergente) decat in cazul culturii mai individualiste, de aceea ipoteza mizeaza pe o mai
evidenta polarizare a opiniilor subiectilor chinezi.

13: Participantii chinezi vor alege varianta non-opinie sau non-raspuns legata de atributele
asociate cu brandul (,,nu imi spune nimic legat de acest atribut“ sau ,,nu stiu/nu raspund*) in
mai multe cazuri in comparatie cu participantii romani.

14: Subiectii chinezi vor alege varianta non opinie legata de clasa socialad asociata cu bran-
dul (,,nu imi spune nimic legat de clasa sociala“ sau ,,nu stiu/nu raspund‘‘) in mai multe cazuri
in comparatie cu studentii romani.

Cum in cazul culturilor individuale a avea o opinie este considerat o virtute, iar copiii sunt
incurajati inca de mici sd aiba si sd 1si exprime opiniile, iar in culturile colectiviste, expri-
marea unei opinii ar trebui sa fie mai degraba o chestiune de grup si de acord cu valorile grupu-
lui decat o optiune individuala, ne asteptam la o rata mai mare de raspunsuri care nu
privilegiaza o opinie in cazul respondentilor romani.

I5: Personalitatea de brand in cazul brandurilor nationale este cea mai pregnant conturata.
Aceasta ipoteza va fi operationalizata tinand cont de atributele care au primit peste 50%
acord sau dezacord din partea participantilor.

Analiza datelor

Pentru o mai usoara analiza a datelor, raspunsurile ,,in mare masura“ si ,,in foarte mare
masura“ au fost recodate drept ,,acord®, iar raspunsurile ,,in mica masura*“, ,,in foarte mica
masura/deloc* au fost recodate drept ,,dezacord. O comparatie a diferitelor atribute asociate
celor 4 branduri comune in cele doua chestionare, arata diferente relativ importante, mai clare
pentru anumite branduri si pentru anumite atribute si mai putin pregnante sau aproape nule
pentru altele.

In ceea ce priveste brandul Mercedes, diferentele sunt evidente pentru atributele ,,modesta“
(acord 3.3% Romania, fata de 23.2% China; dezacord 59.3% Romaénia, fata de 36.2% China),
,,plina de sine* (acord 63.3% Romaénia fata de 41.3% China; dezacord 13.3% Romania fata
de 26.8% China), ,,stilata* (acord 61.3% Romaénia fata de 45.7% China, diferenta mica in
dezacord 1nsa — 21.3% fata de 23.2%)).
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Tabelul 1. Personalitatea de brand pentru brandul Mercedes

Mercedes Romania China
Acord Dezacord Acord Dezacord

modesta 5 3.3% 89 59.3% 32 23.2% 50 36.2%
aventuriera 34 22.7% 63 42.0% 37 26.8% 52 37.7%
plina de sine 95 63.3% 20 13.3% 57 41.3% 37 26.8%
snoaba 59 39.3% 44 29.3% 47 34.1% 43 31.2%
stilata 92 61.3% 32 21.3% 63 45.7% 32 23.2%
educata 37 24.7% 53 25.3% 49 35.5% 30 21.7%
mediocra 15 10.0% 66 44.0% 25 18.1% 66 47.8%
puternica 65 43.3% 45 30.0% 66 47.8% 30 21.7%

Toate calitatile prezinta diferente relativ semnificative, cu o predilectie clara de diferentiere
pe una dintre calitatile ,,negative (plind de sine) si una dintre calittile cu o conotatie usor
negativa (modesta), care tind sa fie mai clar puse in evidenta (fie in dezacord — pentru ,,mo-
desta®, fie in acord — pentru ,,plind de sine in cultura predominant individualista). Doua
atribute au Intrunit acordul a mai mult de jumatate dintre respondentii romani, 50.3% nu sunt
de acord ca o persoana care conduce o masina Mercedes poate fi o persoana modesta, iar
61.3% cred ca este o persoana stilata. Nici unul dintre atribute nu a Intrunit majoritatea opi-
niilor subiectilor chinezi, nici in acord, nici in dezacord.

Brandul Toyota se diferentiaza mai ales pe atributele ,,snoaba* (acord 4.7% Romania fata
de 18.8% China, dezacord 51.3% Romania, 41.3% China) si ,,mediocra“ (acord 6.7% Roma-
nia fata de 22.5% China, dezacord mai apropiat, insa, 40.7% Romania fata de 37.7% China),
din nou doua dintre cele trei atribute ,,negative®, cu aceeasi evidentiere mai pronuntata (fie
in sens pozitiv, fie negativ) pentru cultura mai individualista. De asemenea, atributul cono-
tat usor negativ, ,,modesta“, prezinta diferente semnificative (acord 22.7% Romania fata de
37.0% China, dezacord 38.7% Romania fata de 24.6%). La acestea se adauga puternic dife-
rentiat atributul pozitiv ,,puternica“ (acord 37.3% Romania fata de 14.5% China; dezacord
24.7% Romania fata de 41.3% China).

Tabelul 2. Personalitatea de brand pentru brandul Toyota

Toyota Romania China
Acord Dezacord Acord Dezacord

modesta 34 22.7% 58 38.7% 51 37.0% 34 24.6%
aventuriera 56 37.3% 52 34.7% 30 21.7% 49 35.5%
plina de sine 20 13.3% 74 49.3% 26 18.8% 57 41.3%
snoaba 7 4.7% 77 51.3% 26 18.8% 57 41.3%
stilata 43 28.7% 49 32.7% 51 37.0% 34 24.6%
educata 53 35.3% 32 21.3% 47 34.1% 36 26.1%
mediocra 10 6.7% 61 40.7% 31 22.5% 52 37.7%
puternica 56 37.3% 37 24.7% 20 14.5% 57 41.3%
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Exista, pentru brandul Toyota, o inversare statistica a majoritatii celor care aproba sau deza-
proba patru dintre cele opt atribute: doua in mod evident, participantii romani tind mai degraba
sa considere brandul asociat cu o persoana puternica, dar nu modesta, pe cand participantii
chinezi tind sa asocieze brandul cu o persoana mai degraba modesta, dar nu puternica, si doua
cu diferente mai putin remarcabile, subiectii din Romania sugerand o personalitate mai degraba
aventuriera, dar nu stilata, pe cand cei din China o persoana stilata, dar nu aventuriera. Per-
sonalitatea de brand in acest caz este construitd foarte diferit in cele doua culturi. O posibila
explicatie este legata de faptul ca brandul Toyota este un brand japonez, istoria culturala a
Chinei fiind puternic influentata de apropierea geografica de Japonia si de conflictele seco-
lului al XX-lea dintre cele doua tari.

O diferenta notabila numai in acord, dar nu si in dezacord este legata de atributul ,,aven-
turiera®, participantii roméani considerand o persoana care conduce o masina apartindnd bran-
dului Toyota aventuriera in proportie de 37.3% fata de 21.7% dintre participantii chinezi.

Brandul Porsche este mai clar conturat, cel putin pentru subiectii romani, mai mult de 50%
dintre acestia considerand o persoana care conduce un Porsche ca fiind aventuriera, plina de
sine, puternica, deloc modesta sau stilatd. Numai unul singur dintre atribute a Intrunit acor-
dul a mai mult de jumatate dintre respondentii chinezi, atributul ,,stilata” parand sa defineasca
pentru acestia in mod special o persoana care conduce un autoturism marca Porsche. Dife-
rente notabile Intre cele doua culturi se remarca pentru doua dintre atributele negative, ,,mo-
desta (acord 11.3% in cazul respondentilor romani fata de 24.6% in cazul celor chinezi,
dezacord 65.4% fata de 42.0%), plina de sine (acord 56.0% fata de 46.4%, dezacord 16.7%
fata de 24.6%), dar si pentru alte atribute, chiar daca numai in cazul acordului sau dezacor-
dului: ,,aventuriera“ (acord 60.7% fata de 38.4%), ,,puternica“ (acord 52.0% fata de 39.9%).

Tabelul 3. Personalitatea de brand pentru brandul Porsche

Porsche Romania China
Acord Dezacord Acord Dezacord

modesta 17 11.3% 83 65.4% 34 24.6% 58 42.0%
aventuriera 91 60.7% 30 20.0% 53 38.4% 34 24.6%
plina de sine 84 56.0% 25 16.7% 64 46.4% 34 24.6%
snoaba 60 40.0% 40 26.7% 55 39.9% 35 25.4%
stilata 31 20.7% 83 55.3% 77 55.8% 25 18.1%
educata 40 26.7% 48 32.0% 43 31.2% 38 27.5%
mediocra 4 2.7% 69 46.0% 22 15.9% 66 47.8%
puternica 78 52.0% 29 19.3% 55 39.9% 34 24.6%

Diferentele de apreciere legate de ce considera majoritatea respondentilor din ambele tari
(ca fiind mai degraba acord sau mai degraba dezacord) se regasesc pentru atributele ,,stilata“:
20% dintre respondentii romani cred ca o persoana care conduce o masind Porsche este o
persoana stilata, pe cand 55.3% cred contrarul, in timp ce 55.8% dintre subiectii chinezi con-
sidera o persoana care conduce o masina Porsche ca fiind stilata, si numai 18.1% ca neavand
aceasta calitate.

o



Revista_comunicare_15.gxd 23.04.2009 11:12 Pa¢221

Personalitate de brand si determinare culturala in publicitatea la automobile 221

In cazul brandului Chrysler, opiniile sunt clar polarizate pentru atributelor ,,modesta“ (in
cazul respondentilor romani 52.7% nu sunt de acord ca o persoana care conduce o masina
marca Chrysler este o persoana modesta) si ,,stilata (53.3% acord), nici un atribut neintrunind
50% dintre opiniile subiectilor chinezi.

Tabelul 4. Personalitatea de brand pentru brandul Chrysler

Chrysler Roménia China
Acord Dezacord Acord Dezacord

modesta 9 6.0% 79 52.7% 54 39.1% 34 24.6%
aventuriera 61 40.7% 40 26.7% 47 34.1% 46 33.3%
plina de sine 69 46.0% 30 20.0% 55 39.9% 37 26.8%
snoaba 49 32.7% 39 36.0% 41 29.7% 48 34.8%
stilata 80 53.3% 30 20.0% 57 41.3% 31 22.5%
educata 47 31.3% 35 23.3% 55 39.9% 28 20.3%
mediocra 14 9.3% 60 40.0% 25 18.1% 59 42.8%
puternica 68 45.3% 24 16.0% 49 35.5% 33 23.9%

Diferentele notabile intre raspunsurile subiectilor apartinand celor doua culturi se inre-
gistreaza pentru atributele ,,modesta* (acord 6.0% fata de 39.1%, dezacord 52.7% fata de
24.6%), stilata (acord 53.3% fata de 41.3%), puternica (acord 45.3% fata de 35.5%, deza-
cord 40.0% fata de 42.8%).

In ansamblu, cele patru branduri de autoturisme au intrunit acordul a peste 50% dintre
subiectii roméani 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 respondentii chinezi, acordul a peste 50% dintre opinii a fost atins
pentru un singur atribut, in cazul brandului Porsche, iar dezacordul pentru nici un atribut pen-
tru nici unul dintre cele patru branduri. Ipoteza 12 este infirmata, opiniile legate de persona-
litatea de brand fiind evident mai omogene in cazul culturii mai individualiste fata de cultura
mai colectivista.

In ceea ce priveste brandurile nationale, acordul participantilor romani a depasit 50%
pentru 1 atribut (,,modesta*), iar dezacordul pentru 4 atribute (,,aventuriera®, ,,plina de sine®,
»snoaba®, ,stilata*), in timp ce acordul participantilor chinezi a depasit 50% pentru 1 atribut
(,,modesta“), iar dezacordul pentru 2 atribute (,,aventuriera“, snoaba‘), in ambele culturi, bran-
dul national parand sa fie mult mai bine conturat decét brandurile internationale in mod clar
pentru cultura chineza, in mod mai putin evident pentru cultura romana (brandul Porsche
intrunind 4 atribute in acord, 1 in dezacord).

Opiniile neutre (ceea ce am numit raspunsuri de tip non-opinie), care nu gasesc atributele
ca fiind relevante pentru brandurile analizate, par sa fie distribuite uniform, atat in cazul
subiectilor romani, cat si in cazul celor chinezi. Media raspunsurilor de tip ,,nu imi spune
nimic legat de acest atribut™ este relativ constantd. Pentru intervievatii romani, 19.3% in cazul
brandului Mercedes, 24.0% pentru Toyota, 18.5% pentru Porsche, 18.5% in cazul Chrysler.
Respondentii chinezi au ales varianta ,,nu imi spune nimic legat de acest atribut™ in medie in
12.9% din cazuri pentru brandul Mercedes, 13.5% pentru Toyota, 10.0% in cazul Porsche,
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respectiv 12.4% pentru brandul Chrysler. Mediile generale pentru raspunsul de tip non-opinie
sunt 20.1% pentru subiectii romani, respectiv 12.2% pentru cei chinezi.

Tabelul 5. Personalitatea de brand pentru brandurile nationale: Logan, Zhonghua

Logan Romania Zhonghua China
Acord Dezacord Acord Dezacord

modesta 114 76.0% 15 10.0% | modesta 80 58.0% 19 13.8%
aventuriera 11 7.3% 86 57.3% | aventuriera 20 14.5% 70 50.7%
plina de sine 3 2.0% 87 58.0% | plina de sine 26 18.8% 65 47.1%
snoaba 3 2.0% 78 52.0% | snoaba 20 14.5% 74 53.6%
stilata 8 5.3% 81 54.0% | stilata 35 25.4% 53 38.4%
educata 22 14.7% 53 35.3% | educata 66 47.8% 29 21.0%
mediocra 35 23.3% 55 36.7% | mediocra 50 36.2% 41 29.7%
puternica 12 8.0% 65 43.3% | puternica 26 18.8% 62 44.8%

In ceea ce priveste non-raspunsurile (,,nu stiu/nu raspund*), si acestea sunt distribuite re-
lativ uniform: 12.8% Mercedes, 16.1% Toyota, 13.8% Porsche, 16.6% Chrysler, cu o medie
generala de 14.8%, pentru respondentii romani, respectiv 22.6% Mercedes, 26.9% Toyota,
24.2% Porsche, 24.3% Chrysler, cu o medie generala de 24.5% pentru subiectii chinezi.

In ansamblu, subiectii roméni par sa aiba opinii neutre in mai multe cazuri decét cei chinezi
(19.3% fata de 12.9%), insa aproape un sfert (24.5%) dintre studentii chinezi au ales vari-
anta ,,nu stiu / nu raspund (sau nu au incercuit nici un raspuns in grila din chestionar), in
timp ce numai aproximativ jumatate din acest procentaj (14.8%) reprezinta media subiectilor
romani care au ales varianta non-raspuns.

Tabelul 6. Raspunsuri non-opinie, non-raspuns pentru personalitatea de brand

Nu imi spune nimic Nu stiu / Nu raspund
Romania China Romania 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%

In cazul brandurilor nationale, raspunsurile de tip non-opinie si non-raspuns sunt relativ
apropiate de media celorlalte patru branduri, exceptie facand cazul non-opiniilor pentru bran-
dul Logan, usor mai indepartat de medie (24.8%).

Asadar, ipoteza I3 se verifica numai pentru cazuri de non-raspuns, insa nu si pentru
non-opinie.

Este relativ irelevant de observat diferentele in aprecierea clasei sociale, pentru ca posibi-
lele cauze ar putea fi mai degraba legate de nivelul socio-economic al celor doua tari (tradus
in putere de cumparare sau nivel de trai) decat in diferentele intrinseci legate de spatiile cultu-
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rale. Ceea ce este insd interesant este ca, intr-adevar, dupa cum am anticipat in ipoteza I3, ca-
zurile de non-opinie sau non-raspuns sunt semnificativ mai dese in cazul participantilor chinezi:

Tabelul 7. Raspunsuri non-opinie, non-raspuns pentru clasa sociala asociata brandului

Romania China
Clasa sociala Nu imi spune Nu stiu / Nu imi spune Nu stiu /
nimic Nu raspund nimic Nu raspund
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%

Desi in proportii diferite, numarul mai mare de cazuri de non-opinie sau non-raspuns in
cazul participantilor chinezi este constant pentru toate cele cinci branduri. Singura exceptie
este raspunsul de tip non-opinie pentru brandul Chrysler (8.7% in cazul subiectilor romani
fata de 8.0% pentru cei chinezi).

Interpretarea datelor. Concluzii

In ansamblu, ipotezele au fost confirmate doar partial, uneori rezultatele fiind foarte greu
de anticipat.

General vorbind, ipoteza I1 s-a confirmat, decodarea personalitatii de brand fiind de cele
mai multe ori diferita, uneori contrara pentru anumite atribute (in special pentru brandul
Toyota), in cele mai multe cazuri, insa, diferita in proportiile de acord sau dezacord, nu neaparat
in atribuirea calitatilor.

In ceea ce priveste cea de a doua ipoteza, aceasta a fost infirmata. Desi sensul diferentelor
pe axa individualism-colectivism ne-a condus la formularea ipotezei unei personalitati de brand
mai omogene 1n cazul culturii chineze, in sensul coincidentei de opinii, fata de cultura romana,
datele statistice par sa indice contrarul. Surprinzator, pentru toate cele cinci branduri anali-
zate, coincidenta de opinii este mai mare in cazul culturii mai individualiste. O posibila expli-
catie a acestui fapt este aceea ca personalitatea de brand este mai puternica in cazul spatiului
cultural roméanesc, asadar posibil ca in spatiul chinez sa nu existe o cunoastere reald a ceea
ce considera relevant membrii grupului (ai colectivitatii), iar alegerea atributelor sa nu fie,
prin urmare, in nici un fel influentata de normele si opiniile grupului.

Ipoteza a treia a fost confirmata partial, in sensul ca, intr-adevar, in cazul non-raspunsurilor,
procentele sunt sensibil mai mari pentru respondentii chinezi, in timp ce in cazul non-opi-
niilor se intdmpla invers. Totusi, ceea ce am numit 1n acest articol ,,non-opinie* nu este, ca
in cazul non-raspunsurilor, realmente o lipsa de opinie, ci mai degraba opinie ferma ca doar
prin faptul ca o persoana conduce un anume brand de automobil aceasta ar putea fi caracte-
rizatd prin anumite calitati. Ceea ce, de altfel, este plauzibil tindnd cont ca au existat cazuri
in care o persoana a considerat anumite atribute relevante (acord sau dezacord), iar altele nu
(non-opinie), atat printre respondentii romani, cat si printre cei chinezi.
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Aceeasi constatare este valabila si pentru cea de a patra ipoteza, cazurile de non-raspuns
fiind mai rare pentru subiectii romani, dar cazuri de ,,non-opinie nu. Posibila explicatie pen-
tru numarul evident mai mare de non-raspunsuri in cazul respondentilor chinezi consta toc-
mai 1n diferentele intre constructele de sine (atat privat cat si public si colectiv) asociate cu
tipurile de culturi diferite, pronuntat colectivista in cazul Chinei, in care a avea o opinie este
mai degraba un risc de a nu fi in concordanta cu opiniile celorlalti decat a avea o personali-
tate puternica, independentd. Spatiul cultural romanesc, specific tarilor est europene, se ca-
racterizeaza printr-o cultura predominant colectivista, totusi sub influenta culturilor puternic
individualiste vest-europen, mai ales dupa integrarea in Uniunea Europeana, in care opinia
individuala conteaza, chiar daca nu se armonizeaza cu opiniile ,,celuilalt™ si, cu siguranta,
mai individualista decat cultura chineza. Pe de alta parte, asa cum am spus deja, ,,non-opi-
niile* sunt opinii legate de relatia intre un brand si transferul de atribute asupra persoanei
care foloseste brandul respectiv.

in cazul brandurilor nationale, ipoteza a cincea a fost confirmata, intr-adevar brandurile
nationala au Intrunit majoritatea opiniilor legate de atributele analizate In mai mult de 50%
din cazuri in proportie sensibil mai mare decat in cazul brandurilor internationale. Totusi, in
cazul respondentilor romani, brandul Porsche a beneficiat de o proportie relativ egala cu bran-
dul Logan a opiniilor.

Limitele cercetarii sunt legate in primul rand de esantion. Desi studiile in care au fost folositi
studenti in cercetari anterioare legate de brand indica diferente nesemnificative fatd de esan-
tioanele neconstituite din studenti (O’Cass, Lim, 2001), este posibil ca o cercetare similara
pentru esantioane reprezentative sa conduca la concluzii diferite. In acelasi timp, posibile
bias-uri pot fi asociate cu pozitia cercetatorului, formularea chestionarului putand fi influen-
tata de cultura in care a fost formulat. Problema masuratorilor translatate (si traduse) in cul-
turi diferite a fost analizata pornind de la distinctia emic vs. etic (en.) mai ales 1n psihologia
crosculturala (Berry, Poortinga, Segall, Dasen, 1992 apud Aaker, Benet-Martinez, Garolera,
2001), stabilindu-se ca o strategie de tip emic este cea mai potrivita, in cazul de fata demer-
sul fiind unul efic mai degraba.

O intrebare esentiala, ramasa fara raspuns, este insa de natura epistemologica. Pot fi stu-
diile de natura interculturala bazate pe o cercetare cantitativa? Este decodarea semnelor pu-
blicitare o referintd la o realitate unica, in sensul pozitivist al termenului? Sau mai degraba
situarea problematicii sensului, in oricare dintre variantele sale, inclusiv, deci, in cazul sem-
nelor publicitare, ar trebui reconsideratd si reorientatd in contextul studiilor culturale mai
degraba decat in traditia empirica? Demersul de fata a pornit de la premisa ca, dincolo de
distinctia, uneori artificiala, intre cercetarea empirica de tip cantitativ si cercetarea calitativa,
studiile crosculturale pot avea o ancorare in ceea ce numim generic cuantificare statistica.
Intrebarea insa raméne perfect valida si greu de raspuns cu certitudine.
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Prezenta in web a agentiilor de turism
din Transilvania-Romania si Ungaria: studiu comparativ

Rezumat

Turismul se dezvolta in toate tarile deoarece el constituie o buna sursa de castig. Intr-o economie glo-
bala insa, cei care isi desfasoara activitatea intr-o agentie de turism nu isi mai pot promova produsele si ser-
viciile doar intr-o zona restransa. Oriunde ar pleca sau de oriunde ar veni, turistul vrea sa fie bine informat.
in consecinta, un bun punct de plecare este vizitarea si observarea site-urilor Web ale agentiilor de turism
situate in regiuni/tari diferite si aflarea amanuntelor privitoare la modul in care acest serviciu din mediul
Internet ajuta organizatiile in cauza.

Cuvinte-cheie: agentie de turism, locatie 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 cercetari in urma careia sa se poata com-
para stadiul de dezvoltare a 50 de site-uri Web care apartin unor agentii de turism din Tran-
silvania-Romania cu stadiul de dezvoltare a 50 de site-uri Web care apartin unor agentii de
turism din Ungaria.

Metodele utilizate in studiul comparativ au fost: vizitarea site-urilor Web ale agentiilor
turistice si utilizarea unui pachet specializat pe calcul tabelar pentru analiza datelor obtinute
pentru fiecare zona in parte. Stabilirea in ansamblu a similitudinilor si a diferentelor dintre
paginile/elementele site-urilor Web din cele doua zone, atat pe baza diagramelor cat si a instru-
mentelor statistice. Pentru fiecare site au fost luate in considerare aspectul profesional (din punc-

* Conferentiar universitar doctor, Facultatea de Business, Universitatea Babes-Bolyai din Cluj-Napoca,
Romania.

** Conferentiar universitar doctor, Facultatea de Business, Universitatea Babes-Bolyai din Cluj-Napoca,
Romania.

*#* Licentiata in business, Facultatea de Business, Universitatea Babes-Bolyai din Cluj-Napoca, Romania.

**4% Lector universitar doctor, Gabor Dénes Foiskola din Budapesta, Ungaria.

o



Revista_comunicare_15.gxd 23.04.2009 11:12 Pa¢228

228 Revista romana de comunicare si relatii publice

tul de vedere al tehnologiei informatiei) si complexitatea (numarul si calitatea serviciilor per-
cepute prin prisma unui posibil client). Numarul-tinta de site-uri care apartin agentiilor turis-
tice vizitate nu a fost atins — in realitate au fost vizitate si analizate numai 49 de site-uri din
Transilvania-Romania i numai 48 din Ungaria. Acest lucru nu influenteaza semnificativ studiul
comparativ.

Pentru a efectua cercetarea intr-o perioada rezonabila de timp s-a utilizat doar un singur
navigator Web (Internet Explorer) iar prelucrarea datelor s-a facut numai cu un singur pachet
software specializat pe calcul tabelar (Microsoft Excel). Calculele statistice s-au efectuat cu
Statgraphics. Pentru a obtine rezultate mai ,,fine* se poate mari numarul de vizitatori care
fac evaluarea, se poate mari numarul de site-uri vizitate in fiecare zona si 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. Modalitati de identificare a site-urilor Web supuse analizei

Pentru a gasi site-uri Web care apartin agentiilor de turism din Transilvania-Romania au
fost utilizate facilitatile de cautare avansata de la http://www.google.ro si cuvintele cheie fu-
rism in Ardeal. Din lista cu rezultatele cautarii a fost aleasa hiperlegatura la site-ul Web cu
adresa http://www.transilvania.info. Una dintre sectiuni, numita ,,Voiaj si turism* contine hi-
perlegaturi la numeroase agentii de turism din Transilvania-Romaénia, grupate pe judete.

In mod similar, pentru a gasi site-uri Web care apartin agentiilor de turism din Ungaria
au fost utilizate facilitatile de cautare avansata de la Attp://www.google.hu si cuvintele cheie
LHutazasi irodak™ (agentii de turism). Din lista cu rezultatele cautarii a fost aleasa hiperlega-
tura la site-ul cu adresa http://www.nu.hu care contine o lista relevanta in raport cu obiec-
tivele acestui studiu comparativ.

2. Paginile sau continutul paginilor Web
ale agentiilor de turism luate in considerare

— Bun Venit — aceasta pagina este menita sa introduca vizitatorii/clientii in ,,atmosfera“
site-ului organizatiei. Ea ofera hiperlegaturile care ajuta la o navigare precum si posibilitatea
gasirii rapide a informatiei necesare. Pagina ar trebui sa contina elemente originale de grafica
(statica/animata) care sa ilustreze mesajul principal. S-a observat daca aceastd pagina exista
si apoi s-a analizat daca ea se potriveste cu obiectivele agentiei de turism.

— Despre Noi — este pagina care contine o vedere de ansamblu asupra agentiei: profilul,
scopul, punctele forte ale afacerii si strategia. Tot aici se dau informatii despre istoricul agentiei
de turism, si, foarte frecvent, un mesaj din partea proprietarului sau a managerului general.

— Informatii de Contact — contine adresa agentiei, adresele sucursalelor, o lista cu princi-
palele departamente si o descriere succinta a acestora. Ea include adresele clasice si de posta
electronica, numerele de telefonie fixa/mobila, numerele de fax, numele si fotografiile per-
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soanelor de contact de la fiecare departament. Unul sau mai multe formulare electronice poate
ajuta agentia de turism sa obtina rapid informatiile primite de la clientii/vizitatorii site-ului.

— Versiuni in Limbi Strdine — inlesneste atragerea clientilor/vizitatorilor din diversele piete-
tinta. Pentru tarile a caror limba nationala este vorbita doar in zone restranse, cum este cazul
Romaniei si Ungariei, se recomanda dezvoltarea versiunilor in limbi straine de mare circu-
latie precum engleza, franceza si germana. In cazurile mai deosebite, site-ul se poate dez-
volta si ca versiuni in limbile spaniola, italiana sau rusa.

— Harta Site-ului — este pagina care ofera posibilitatea vizualizarii, ,,dintr-o privire®, a
intregii structuri a site-ului. De obicei, aceasta se prezinta sub forma grafica si are zone active
care constituie hiperlegaturile catre paginile nominalizate.

— Altele — nu este obligatoriu o pagina sau un set de pagini. Tipul butoanelor (soft), for-
mularele, imaginile animate si multi alti factori ,,fura™ atentia si il determina pe vizitator sa
»zaboveasca“ mai mult decat si-a planificat initial. Probabil ca aceste elemente sunt cel mai
greu de luat in considerare atunci cand vorbim de analiza unui site. La acest punct au fost
cuantificate viteza de incarcare, intrebari frecvente, noutati si facilitatile de cautare.

— Atractivitate — lucrarile de grafica sunt de o importanta foarte mare si paleta de culori
(a elementelor paginii sau a fundalului) sunt factori care determina continuarea vizitarii site-
ului. Insa, cateodata, prea multa grafica ,,strica“ si de cele mai multe ori influenteaza nega-
tiv viteza de incarcare. Si aceste aspecte sunt dificil de apreciat la analiza site-urilor.

— Usurinta Navigarii — implica aprecierea simplitatii din punct de vedere organizatoric al
intregului site si cat de usor este de a ,,sari” de la o sectiune la alta sau de la un subiect intere-
sant la un altul. Partial, s-a luat in calcul si viteza de incarcare.

— Oferte Turistice — este pagina care contine oferta de produse/servicii turistice cu toate
detaliile aferente. In cazul ca datele sunt numeroase, una dintre solutii este un ,,manunchi*
de hiperlegaturi la pagini corespondente. In prezent, pentru a rezolva elegant aceasta problema,
tot mai multe agentii de turism utilizeaza filtre specifice pe baze de date relationale.

— Servicii Speciale — aceasta sectiune contine servicii mai deosebite precum cele pentru
calatorii individuale (vize de intrare, vize de tranzit, rezervari diverse etc.), servicii In scop
de afaceri, operatiuni de schimb valutar, materiale turistice (harti, cataloage, fluturasi etc.) si
tot felul de alte servicii mai ,,marunte®. Este locul ideal pentru promovarea acelor servicii
care diferentiaza pe piatd agentia de turism in cauza.

— Preturi si Tarife — include preturile/tarifele practicate de catre organizatie pentru pro-
dusele/serviciile turistice, grupate conform unor criterii impuse. Aceasta pagina ar trebui sa
contina si preturile pentru toate celelalte servicii oferite. O sectiune speciala trebuie sa men-
tioneze politica reducerilor de pret.

— Rezervari Online — orice agentie de turism ar trebui sa ofere clientilor/vizitatorilor sai
posibilitatea de a face anumite rezervari online; pe acest considerent, aceasta sectiune ar fi una
dintre cele mai importante ale site-ului. Uzual, aceasta contine unul sau mai multe formulare
complexe cu multe cAmpuri si butoane de validare, toate destinate pentru completarea rapida
si evitarea trimiterii de date incomplete. Cei care apeleaza la aceste instrumente pot apoi sa
aleaga modul de confirmare a rezervarii (prin posta electronica, telefon fix/mobil, fax etc.).

— Alte informatii — este pagina care contine orice alte informatii care nu sunt continute n
paginile mentionate anterior, precum cursul valutar, starea vremii (buletinul meteorologic),
glume etc. Aceasta pagina poate fi dezvoltata conform principiilor din bazele de date si se
completeaza cu hiperlegaturi, fotografii si secvente digitale video.

o
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— Locuri de muncd — este pagina care ,,furnizeaza™ informatii privind politica angajarii
de personal, detalii privind modul de redactarea a autobiografiei (Curriculum Vitae), posturi
vacante, datele limita de trimitere a cererilor si persoanele de contact. Daca este de mari di-
mensiuni, aceastd pagina/sectiune poate fi impartita pe subsectiuni sau organizatd pe baza
principiilor bazelor de date. Este de dorit sa contina si un formular electronic pentru inlesni-
rea comunicarii.

Paginile/elementele listate mai sus ar trebui sa contina suficiente informatii pentru toate
categoriile de vizitatori/clienti, Insa mai ales pentru aceia care doresc sa initieze cu rapiditate
demersuri in vederea calatoriilor interne sau internationale, vacante/concedii, rezervari etc.
Pe scurt, dupa vizitarea fiecarui site, toate datele si calificativele (foarte slab, slab, bun, foarte
bun si excelent) au fost plasate in tabele Excel. In final, fiecarui calificativ i-a fost acordat
un numar de puncte: 1 pentru foarte slab, 2 pentru slab, 3 pentru bun, 4 pentru foarte bun si
5 pentru excelent. Daca site-ul nu contine pagina/elementul cautat (N/A), celula foii de cal-
cul contine 0 (zero) — Figura 1 si Figura 2. Rezultatele sunt reproduse centralizat in tabelele
TR1, TR2 si TR3 pentru site-urile agentiilor de turism din Transilvania-Romania si in tabelele
H1, H2 si H3 pentru Ungaria.

Figura 1. Datele obtinute dupa vizitarea site-urilor Web ale agentiilor de turism
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Figura 2. Calificativele paginilor/elementelor studiate in cadrul site-urilor agentiilor de turism

. 5 Numarul elementelor Elementul studiat
Calificativ . .
studiate apreciate cu:
Bun venit Despre noi Contact Limbi Harta 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
Calificati Numarul elementelor Elementul studiat —
AMCAV 1 studiate apreciate cu: Alte Atractivitate | Navigare Oferte Servicii
turistice 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
Calificati Numarul elementelor — E'“_"?mul Studiat —
alificativ studiate apreciate cu: Preturi si Rezervari Aite Locuri de
tarife online informatii munca
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
Tabelul TR1. Rezultate pentru site-urile din Transilvania-Romania (1)
Numele paginii sau continutul ei
Calificativ Numar de pagini Bun Venit | Despre Noi | Informatii de | Versiuni in Harta
cotate cu T .
contact limbi straine 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-Romania (2)

Numele paginii sau continutul ei
Calificativ y;;ircie pagini Altele Atractivitate Usu_rin}g_ Ofe_rte_ Servif:ii
Navigarii Turistice 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

Tabelul TR3. Rezultate pentru site-urile din Transilvania-Romania (3)

Numele paginii sau continutul ei

Calificativ ’(:l:tr;[irc%e pagini Preturi si Tarife Rez_ervéri Alte informatii Locur[de

Online munca
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

Tabelul H1. Rezultate pentru sife-urile din Ungaria (1)

Calificativ Numar de pagini | Numele paginii sau continutul ei
cotate cu
Bun Venit Despre Noi Informatii de | Versiuni in Harta
contact limbi straine | 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
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Tabelul H2. Rezultate pentru site-urile din Ungaria (2)

Calificativ Numar de pagini Numele paginii sau continutul ei
cotate cu
Altele Atractivitate Usurinta Oferte Servicii
Navigarii Turistice 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

Tabelul H3. Rezultate pentru site-urile din Ungaria (3)

Calificativ Numar de pagini Numele paginii sau continutul ei
cotate cu
Preturi si Tarife Rezervari Alte informatii Locuri de

Online munca
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

3.1. Concluzii pentru site-urile agentiilor turistice
situate in Transilvania-Romania

— Paginile Bun Venit sunt fie bine reprezentate (excelent — 10%, foarte bine — 16% si bine
—20%), fie foarte slab — 30%.

— Paginile Despre Noi sunt distribuite aproape in mod egal intre calificativele inexistent
si excelent.

— Paginile Informatii de Contact exista in toate site-urile si sunt reprezentate astfel: exce-
lent — 6%, foarte bine — 14% si bine — 50%.

— Mai mult de jumatate (52%) dintre site-urile analizate nu au Versiuni in Limbi Strdine
si 16% au calificativul foarte slab.

— Majoritatea paginilor care adapostesc Harta Site-ului sunt fie foarte slabe fie ca si cum
nu ar exista.

— Atractivitatea este situata intre slab si excelent, majoritatea fiind buna (42%).

o
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— Paginile cu Oferte Turistice si Usurinta navigarii au obtinut calificative care Tn majori-
tate sunt cuprinse Intre bun si slab, ambele cu putin sub 50%.

— Paginile care fac referire la Servicii Speciale si Preturi si Tarife sunt inexistente in apro-
ximativ 66% din cazuri, celelalte fiind foarte slabe sau slabe.

— Paginile cu Rezervari Online lipsesc in 70% dintre cazurile analizate.

— Paginile cu Locuri de Muncd nu exista (98%).

— Multe site-uri nu sunt actualizate.

— Hiperlegaturile nu functioneaza in 7% din cazuri.

3.2. Concluzii pentru site-urile agentiilor turistice situate in Ungaria

— Paginile Bun Venit sunt distribuite intre foarte slab — 28% si excelent — 19%.

— Paginile Despre Noi sunt excelente sau foarte bune in aproximativ (impreuna) 44% din
cazuri 1nsa un sfert dintre ele nu au aceasta sectiune.

— Paginile Informatii de Contact sunt distribuite aproape egal intre foarte slab — 21% si
excelent — 23%.

— Aproape trei sferturi (73%) dintre site-urile analizate nu au Versiuni in Limbi Strdine,
10% sunt slabe, dar 13% au calificativul excelent.

— Majoritatea paginilor care adapostesc Harta Site-ului sunt fie foarte slabe si slabe Tnsa
un sfert sunt bune.

— Atractivitatea este situata intre slab si excelent, majoritatea site-urilor vizitate fiind apre-
ciate la acest capitol cu calificativul bun (35%).

— Paginile cu Oferte Turistice si Usurinta navigdrii sunt concentrate in zona bun si foarte
bun.

— Paginile care fac referire la Servicii Speciale si Preturi si Tarife sunt distribuite intre
slab si excelent.

— Paginile cu Rezervari Online lipsesc in 66% dintre cazurile analizate.

— Paginile cu Locuri de Muncd sunt putine — 81% nu exista dar 13% sunt excelente.

— Multe site-uri nu sunt actualizate.

— Hiperlegaturile nu functioneaza in 3% din cazuri.

4. Similitudinile si diferentele dintre site-uri in ansamblu

Pentru a stabili similitudinile si diferentele dintre sife-urile agentiilor turistice situate in
Transilvania-Romania si cele din Ungaria s-au adunat toate punctele obtinute de fiecare pa-
gina/element analizat. Rezultatele sunt redate in tabelul SD1, diagrama corespunzatoare fiind
redata in figura 3.

Fisierele Excel care contin calificativele, datele si diagramele asociate sunt organizate
intr-un catalog cu mai multe foi, atat in limba romana cat si in limba engleza. Ele pot fi descar-
cate (download) gratuit din sife-ul personal al lui Liciniu-Alexandru Kovéacs (sectiunea cer-
cetare) de la adresa www.geocities.com/liciniu/index.html — Figura 4.

o
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Tabelul SD1. Numarul total de puncte obtinute de fiecare pagina/element analizat

PUNCTE
Pagini/elemente analizate
Transilvania-Romania Ungaria

Bun Venit 115 129
Despre Noi 119 137
Informatii de Contact 142 132
Versiuni in Limbi Straine 57 46
Harta Site 74 91
Altele (intrebari Frecvente, Noutati etc.) 75 117
Atractivitate 160 156
Usurinta Navigarii 129 164
Oferte Turistice 126 166
Servicii Speciale 85 158
Preturi si Tarife 84 123
Rezervari Online 44 58
Alte Informatii 102 117
Locuri de Munca 1 39
TOTAL (puncte) 1313 1633

Figura 3. Similitudinile si diferentele in ansamblu dintre site-urile Web ale agentiilor tur-
istice din Transilvania-Romaénia si Ungaria

l ® Transilvania-Romania @ Ungaria I

180 1
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Figura 4. Pagina principala a site-ului personal de la adresa
www.geocities.com/liciniu/index.html
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Daca luam in considerare datele din fisierele Excel, cele din tabelul SD1 si diagrama din
fig.1 putem trage urmatoarele concluzii de ansamblu asupra site-urilor Web ale agentiilor de
turism din Transilvania-Romania si Ungaria:

— Se poate observa ca multe dintre sife-urile agentiilor care ofera produse/servicii turis-
tice in Transilvania-Romania au hiperlegaturi la sucursale din Bucuresti (capitala Romaniei);
in aceeasi ordine de idei, majoritatea agentiilor turistice din Ungaria au sediul in Budapesta
(capitala Ungariei).

— Site-urile agentiilor turistice din Ungaria se afla intr-un stadiu de dezvoltare superior
fata de cele din Transilvania-Romania. Trebuie avut insa in vedere ca aproximativ 80% din-
tre aceste agentii au sediul in Budapesta.

— Din punct de vedere profesional si cel al tehnologiei informatiei, site-urile analizate se
afla aproximativ la acelasi nivel. Totusi, paginile/elementele de la sectiunile Alfele si Usurinta
Navigdrii care apartin site-urilor din Ungaria se afla la un nivel superior.

— Marea majoritate a site-urilor analizate au doar versiuni in limba roméana (pentru Tran-
silvania-Romania) si maghiara (pentru Ungaria) ceea ce reprezinta un punct slab pentru o
economie globala in general si pentru sectorul turistic in special.

— Clientii/vizitatorii site-urilor din Ungaria beneficiaza de Oferte Turistice, Servicii Spe-
ciale si Preturi/Tarife mai bune.

o
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— Un aspect negativ poate fi observat in ambele zone studiate — sectiunea Rezervdri Online
lipseste (70% in Transilvania-Romania si 66% in Ungaria). Din acest punct de vedere site-
urile Web nu sunt utilizate eficient.

Aceste concluzii sunt confirmate si de calculele statistice. Avand rezultatele la cele doua
esantioane am facut comparatii la nivelul celor doua populatii (intelegand prin aceasta numarul
total de site-uri ale agentiilor de turism din cele doua zone). S-a utilizat instrumentul statis-
tic denumit festarea ipotezei. Procedura consta in compararea mediei numarului de puncte
pentru fiecare variabila implicata in acest studiu comparativ. Nivelul de incredere a fost ales
ca fiind 95%. Ipotezele au fost urmatoarele:

Ipoteza nuld: media 1 = media 2
Ipoteza alternativa: media 1 < media 2

unde media I reprezinta media aritmetica a punctelor obtinute de site-urile agentiilor de tu-
rism din Transilvania-Romania si media 2 reprezintd media aritmetica a punctelor obtinute
de site-urile agentiilor de turism din Ungaria. Rezultatele sunt cuprinse in tabelul S1.

Tabelul S1. Rezultatele procedurii statistice

Pagini/elemente analizate Rezultate

Bun Venit Nu resinge ipoteza nula

Despre Noi Nu resinge ipoteza nula

Informatii de Contact Nu resinge ipoteza nula

Versiuni in Limbi Straine Nu resinge ipoteza nula

Harta Site Nu resinge ipoteza nula

Altele (intrebari Frecvente etc.) Respinge ipoteza nula si accepta ipoteza alternativa
Atractivitate Nu resinge ipoteza nula

Usurinta Navigarii Respinge ipoteza nula si accepta ipoteza alternativa
Oferte Turistice Respinge ipoteza nula si accepta ipoteza alternativa
Servicii Speciale Respinge ipoteza nula si accepta ipoteza alternativa
Preturi si Tarife Respinge ipoteza nula si accepta ipoteza alternativa
Rezervari Online Nu resinge ipoteza nula

Alte Informatii Nu resinge ipoteza nula

Locuri de Munca Respinge ipoteza nula si accepta ipoteza alternativa

Concluzii

Pentru paginile/elementele Bun Venit, Despre Noi, Informatii de Contact, Versiuni in Limbi
Strdine, Harta Site-ului, Atractivitate, Rezervari Online si Alte Informatii rezultatul este ca
,Nu respinge ipoteza nula“. In consecinta, site-urile agentiilor de turism din Transilvania-
Romania si cele din Ungaria nu difera semnificativ la aceste pagini/elemente si sunt obser-
vate de catre clienti/vizitatori la aproximativ acelasi nivel.

o
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Pentru paginile/elementele Altele, Usurinta Navigdrii, Oferte Turistice, Servicii Speciale,
Preturi si Tarife, si Locuri de muncd rezultatul este ca ,,Respinge ipoteza nula si accepta ipoteza
alternativa“. Aceasta inseamna ca site-urile agentiilor de turism din Transilvania-Romania si
cele din Ungaria sunt semnificativ diferite la aceste pagini/elemente, nivelul mai inalt fiind
pentru cele din Ungaria.

Avand comparatia si rezultatele de mai sus, se pune o intrebare. Difera semnificativ, n
ansamblu, site-urile agentiilor de turism din Transilvania-Romania fatd de cele ale agentiilor
de turism din Ungaria? Luand in considerare media punctelor (per total), site-urile agentiilor
de turism din Transilvania-Romania au obtinut 26,79 iar cele din Ungaria 34,02. Instrumentele
statistice ne arata ca exista o diferenta statistica semnificativa intre cele doua medii la un nivel
de incredere de 95%.

Rezultatele acestui studiu comparativ sunt menite sa ofere informatii cu valoare de ghid
atat pentru ,,constructorii“ de sife-uri ale agentiilor turistice in calitate de ofertanti de pro-
duse si servicii turistice cat si clientilor acestor organizatii, in calitate de beneficiari. Si unii
si altii sunt invitati sa observe ce se cere, cum se cere respectiv ce se ofera si cum se ofera.
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Rezumat

Daca marketingul intern nu este inca un subiect cu adevarat teoretizat, tema marketingului intern intr-un
mediu intercultural reprezinta o experienta cu totul noua, atat in teorie, cat si in practica. Una din efectele
globalizarii economice este, fara indoiala, dezvoltarea si extinderea corporatiilor in cat mai multe state. Exten-
sia impune de foarte multe ori un mix cultural la nivelul personalului organizatiilor si, de aici, o noua abor-
dare fata de clientii interni si externi. In contextul unui mediu organizational multicultural, a oferi valoare
atat clientilor, cat si angajatilor, nu mai este o sarcina la indemana.

Aceasta lucrare 1si propune sa ofere un model de marketing intern specific organizatiilor multiculturale.
Pentru a duce la bun sfarsit aceasta sarcina, vom analiza premisele care genereaza multiculturalitatea in organi-
zatii, contextul comunicational general, principiile marketingului intern. Articolul nostru se bazeaza pe o cer-
cetare realizata pe un esantion de zece line-manageri din filialele iin Romania ale unor societati multinationale.

Cuvinte-cheie: marketing intern, globalizare, comunicare interculturald, organizatii 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.
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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 signification'. 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 phenonmenon'’. 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® (Cabhill, 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 (Dutu, 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 15" of January
and 05" 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.
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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

A B
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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 XI1X-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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Fast streamers in administratia publica din Romania

Rezumat

Fast streamers sunt persoane tinere cu studii superioare care sunt inscrise sau au finalizat un program
intensiv de pregatire pentru a ocupa ulterior pozitii inalte in cadrul administratiei publice. Acet tip de functionari
publici, cuprinsi in programul de promovare rapida, sunt expusi la o serie intreaga de experiente in cadrul
administratiei publice centrale si locale, pentru a fi pregatiti sa ocupe in viitor pozitii de conducere in ca-
drul administratiei.

Subiectii au fost: 108 manageri publici din toate regiunile tarii dintre care 35 de gen masculin si 73 de
gen feminin. Cercetarea este bazata pe o abordare descriptiva si are ca obiectiv principal identificarea acelor
aspecte precum valorile profesionale si proliful de personalitate, aspecte care deosebeste acest tip special de
functionari de restul functionarilor publici. Intr-o etapa ulterioara, rezultatele obtinute au fost utilizate pen-
tru a identifica relatiile existente intre aceste variabile. Pentru obtinerea datelor relevante privind problema-
tica studiata au fost utilizate urmatoarele instrumente: inventarul de personalitate bazat pe modelul celor cinci
factori (NEO-PI-R) dezvoltat folosind International Personality Item Pool si chestionarul valorilor profesion-
ale (adaptare dupa D. Super).

Cercetarea este cu atdt mai importanta cu cat studiile din aceasta arie sunt inexistente si abordeaza o ca-
tegorie de functionari publici care in esenta sunt atat consilieri, manageri de proiect, experti si multe alte
pozitii intr-una singura. Activitatile tipice desfasurate de managerii publici presupun: acumularea rapida de
cunostinte referitoare la un anumit subiect sau aspect; reprezentarea intereselor departamentului si roluri de
negociere cu partenrii; participarea constructiva in anumite probleme in care interese multiple sunt impli-
cate; formularea si implementarea de politici si strategii; comunicare clara a ideilor atat oral cat si in scris;
adaptarea la diferite sarcini, chiar si in departamente diferite; efort sustinut si lucru sub presiune, de cele mai
multe ori cu reguli si proceduri complexe. Astfel, este foarte important sa cunoastem si sa intelegem acest
grup de functionari deoarece ei reprezinta un grup capabil sa faca fata schimbarilor impuse de un mediu eco-
nomic si politic in rapida evolutie.

Cuvinte-cheie: fast stream, manageri publici, administratia publica, personalitate, analiza.

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.

* Lector universitar doctor, Facultatea de Comunicare si Relatii Publice, Scoala Nationala de Studii Politice
si Administrative, Bucuresti, Romania.
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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 raspunde la Intrebarea initiald pe care am formulat-o, mai intai trebuie sa
intelegem ce reprezinta fast stream sau schema de promovare rapida in administratia publica.
Ea reprezinta o initiativa importantd In procesul de reforma a functiei publice, initiativa deru-
lata in cadrul Proiectul Tinerilor Profesionisti (Young Professional Scheme), proiect elaborat
si implementat cu finantare Phare in contextul reformei administratiei publice din Romania.
Proiectul urmareste sa atraga si dezvolte tineri absolventi care sa isi construiasca o cariera
ca functionari publici in Romania, dar si sa imbunatateasca carierele tinerilor functionari pu-
blici prin formarea si dezvoltarea conform criteriilor si practicilor europene.

Schema Tinerilor Profesionisti doreste consolidarea si modernizarea functiei publice din
Romania, pregatind un nucleu de manageri publici formati din cei mai buni absolventi de
studii superioare si profesionisti din Roméania. Pe scurt, scopul YPS este sa gaseasca, prega-
teasca si pastreze pe cei mai buni candidati ce prezinta interes fata de administratia publica.
Prin urmare Schema are ca obiectiv principal: atragerea celor mai buni absolventi de studii
superioare din Romania, noua generatie de functionari publici (bursierii) si dezvoltarea celor
mai buni tineri functionari publici din cadrul administratiei publice (stagiarii).

Proiectul YPS pregateste un nucleu de lideri ai unei noi generatii in cadrul functiei pu-
blice, un corp de manageri profesionisti in administratia publica, care sa fie neutri din punct
de vedere politic si formati profesional in spiritul valorilor si principiilor moderne ale mana-
gementului sectorului public in Uniunea Europeana.

Absolventii acestui proiect au obtinut statutul de manager public si contribuie la proce-
sul de reforma al administratiei publice din Romania in contextul recentei aderari a Roméaniei
la Uniunea Europeana. Astfel, putem afirma ca principala realizare a proiectului YPS este
crearea unui corp de manageri publici, capabili sa sprijine modernizarea administratiei pu-
blice, printr-o noua viziune stimulata si dezvoltata in cadrul formarii, activitatilor, studiului
si experientei practice corespunzatoare atat in Romania, cat si in Statele Membre al Uniunii
Europene. Intentia este de asemenea ca, prin intermediul unui mecanism de promovare rapida
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in cariera, bazata pe merit si realizari, acestia sa avanseze mai repede spre nivelele superioare
ale administratiei publice, putdnd astfel influenta procesul de elaborare si luare a deciziilor.

Abordarea adoptata in cadrul acestui program consta in a furniza tinerilor profesionisti o
combinatie de: instruire In domeniul dezvoltarii managementului profesionist, bazata pe metode
moderne de instruire intdlnite curent in administratiile statelor membre ale Uniunii Europene;
experienta de activitate sistematica in administratia publica din Romania, creata pe baza rotatiei
in majoritatea institutiilor publice si legata de cursurile de pregatire teoretica; experienta per-
sonala directa in cele 15 vechi state membre ale Uniunii Europene, fie prin perioade de stagiu
in administratia publica, fie in calitate de studenti ai cursurilor post-universitare in scoli si
universitati de prestigiu.

Apare astfel intrebarea fireasca — Ce este Managerul Public? Managerul public este noul
model de functionar public, un adevarat agent al schimbarii, menit sa introduca o noua men-
talitate in administratia publica romaneasca. Managerul public reprezinta o categorie aparte
de functionar public care contribuie la asigurarea eficientei si continuitatii reformei in admi-
nistratia publica — de la nivelurile strategice la cele operationale, in cadrul autoritatii sau insti-
tutiei publice in care 1si desfasoara activitatea.

Managerii publici conduc, coordoneaza sau asista coordonarea unor activitati care, prin
natura lor, necesitd o perspectiva mai cuprinzatoare a problemelor, a relatiilor dintre acestea
si un nivel ridicat de expertiza, distinct fata decompetentele celorlalte categorii de functionari
publici. Rolul managerului public este acela de a sprijini politicile de reforma menite sa acce-
lereze modernizarea administratiei si serviciilor publice, in vederea armonizarii acestora cu
standardele Uniunii Europene. Managerul public conduce, coordoneaza sau asista coordonarea
unor activitati care, prin natura lor, necesita o perspectiva generala si un nivel de expertiza,
specifice fata de cele avute de celelalte categorii de functionari publici. Pentru indeplinirea
atributiilor, managerului public i se asigura o mobilitate sporita in cadrul institutiei in care
lucreaza, activitatea acestuia fiind coordonata de catre un inalt functionar public sau, in cazul
in care acesta nu exista, functionarul public de conducere situat pe cel mai inalt nivel din
cadrul autoritatii sau institutiei publice respective.

Prin programul de formare managerii publici sunt pregatiti sa lucreze in diferite contexte
administrative, la nivel central, teritorial si local. Ei sunt pregatiti sa devina specialisti in ma-
nagement, orientati spre rezultate ceea ce implica o larga intelegere a misiunii, sarcinilor si
responsabilitatilor administratiei publice. Ei inteleg nevoia de imbunatatire prin invatarea rea-
lizata prin feedback si o monitorizare atenta a rezultatelor si printr-o coordonare verticala si
orizontala intra- gi inter-organizational. Abilitatile lor de lucru in echipa orientat spre atin-
gerea obiectivelor, de comunicare la nivel intern si extern si de coordonare, le permite sa aduca
o contributie semnificativa in toate activitatile derulate de administratia publica. Cunostintele
lor de limbi straine reprezintd un atu major in crearea si dezvoltarea unei largi retele europene
si a parteneriatelor.

Se observa astfel ca acest tip de functionar public este necesar sa posede o serie de carac-
teristici si competente specifice pentru a putea face fatd schimbarilor impuse de un mediu
economic si politic 1n rapida evolutie. Calitatile ideale ale unui manager public au fost sta-
bilite inca din 2004 prin elaborarea unui cadru de competente (figura nr. 1) care descrie prin-
cipalele calitati, competente si abilitati pe care un manager public modern ar trebui sd le detina
si sa le puna in aplicare in comportamentul si in activitatea si practica profesionala.

o



Revista_comunicare_15.gxd 23.04.2009 11:12 Pa¢254

254 Revista romana de comunicare si relatii publice

Figura 1. Cadrul de competente pentru managerii publici. Metodologie

Principalete elemente ale cadrului de competente pentru managerii publici

Og:::gng "SUB.COMPETENTA" COMPETENTA SPECIFICA
Abilititi de lucru "Orientare catre rezultate Planificarea §i prioritizarea activitatilor,
{motivare §i atitudine proactivi in rezolvarea problemelor,
angajament) determinare, responsabilitate

Invitare §i dezvoltare personala il <ontinua, capaci de adaptare
Capacitate Luarea deciziilor Gandire analitici §i critici, luarea gi
intelectuald implementarea deciziilor,
asumarea de riscuri calculate
Giandire constructiva Un mod creativ de gandire,
identificarea unor solutii i e
Abilitati Dezvoltarea de Construirea de relatii, atingerea
inter-personale relasii productive obiectivelor prin parteneriate
Comunicare eficace Comunicare, capacitate de influentare,
(cu impacx) negociere si mediere
Managerentul resurselor umane |Abilitdri de formator
Spirit de echipa Capacitatea de a contribui intr-o echipa
Agent al schimbirdi Incurajarea inovasiei i a Promovears schimbarea gi
Taviarii ka nivel institugional beneficiazi de pe urma acesteia

Analizand fiecare dintre competentele specifice prezentate in cadrul de competente pen-
tru managerii publici putem conchide ca un manager public ideal este acela care: planifica
activitatile profesionale, analizeaza si prioritizeaza in functie de necesitati, pentru a respecta
termenele si a raspunde asteptarilor clientilor; isi asuma raspunderea personala pentru atin-
gerea scopurilor si obiectivelor si initiaza actiuni corective atunci cand progresele sunt limitate
sau inexistente. Accepta raspunderea pentru esecuri (si invata din acestea) si pentru succese;
este proactiv si 1si foloseste initiativa atunci cand apar probleme sau nu se inregistreaza pro-
grese. Este implicat si 1i incurajeaza pe ceilalti cand este necesar; aratd determinare, rabdare
si tarie morala 1n conditii de presiune si nu permite ca esecurile sa ii afecteze performantele
sau relatiile cu ceilalti; demonstreaza raspundere pentru actiuni si rezultate; recunoaste nevoia
de dezvoltare proprie si cauta noi abilitati, cunostinte si oportunitati de invatare. Reflecteaza
asupra propriilor experiente si invata din acestea, dar si din experientele altora; se adapteaza
rapid si cu succes la situatii, solicitari sau oameni noi, opereaza eficient intr-o varietate de
roluri si contexte, inclusiv in momente sau situatii de incertitudine; analizeaza informatiile
rapid, complet si eficace pentru a avea o baza obiectiva solida pentru luarea deciziilor, ela-
borarea propunerilor si recomandarilor; accepta responsabilitatea pentru luarea deciziilor pe
baza celor mai bune informatii obiective disponibile. Ia si implementeaza deciziile cu promp-
titudine; are incredere in sine si accepta riscuri calculate; este creativ si are imaginatie, dar
in acelasi timp se concentreaza asupra scopului, intelege imaginea de ansamblu si observa
legaturile dintre diferite elemente; dovedeste deschidere si agilitate, are curiozitatea intelec-
tuala de a gasi idei inovatoare si de a dezvolta solutii practice pornind de la acestea; foloseste
abilitatile de comunicare pentru a construi relatii cu ceilalti; arata integritate in relatiile pro-
fesionale; creeaza aliante atunci cand este cazul, pentru a facilita atingerea obiectivelor; intelege
motivele, preocuparile si situatiile in care se gasesc ceilalti si 1i incurajeaza si 1i sprijina in
atingerea obiectivelor. Accepta diversitatea si incearca sa 1i convinga pe ceilalti de benefici-
ile acesteia; comunica clar si convingator, atat verbal cat si in scris, i$i exprima propria opinie
coerent $i succint, si o sustine cu argumente adecvate; este participant activ la discutii; influ-
enteaza prin prezentarea unor argumente convingatoare si negociaza rezolvarea conflictelor
intre douad parti pentru atingerea obiectivelor, fara a-i iIndeparta pe ceilalti; este capabil sa trans-
fere propriile cunostinte 1n functie de nevoile reale ale celorlalti; poate lucra eficient si obiec-
tiv intr-o echipa, in afara structurii ierarhice obisnuite, fie in calitate de membru, fie in calitate
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de lider al echipei; contribuie la realizarea obiectivelor echipei cu propriile abilitati perso-
nale si profesionale; 1i incurajeaza pe ceilalti membri ai echipei sa-ti maximizeze contributia;
are o privire analitica asupra proceselor de munca si politicilor publice, pune la Indoiala cu
consecventa starea de fapt si recomanda sau implementeaza schimbarile necesare pentru cres-
terea eficacitatii organizationale.

In cadrul cercetarii prezentate, utilizind o abordare descriptiva, am incercat identificarea
acelor aspecte precum valorile profesionale si proliful de personalitate, aspecte care deosebeste
acest tip special de functionari de restul functionarilor publici.

Pentru obtinerea datelor relevante privind problematica studiata am utilizat urmatoarele
instrumente:

a) Inventarul de personalitate bazat pe modelul celor cinci factori (NEO-PI-R) a fost dez-
voltat folosind International Personality Item Pool, o metoda stiintifica pentru dezvoltarea
masuratorilor de personalitate si a altor diferente individuale, cuprinde 240 de itemi si eva-
lueaza 5 factori ai personalitatii dupa modelul ,,Big Five: Extraversie, Agreabilitate, Constiin-
ciozitate, Neuroticism si Deschidere la experienta. Corelatiile raportate intre NEO-PI-R si
scalele IPIP corespunzatoare ce masoara trasaturi similare sunt prezentate mai jos: Neuroti-
cism .86; Extraversie .79; Deschidere la experienta .83; Agreabilitate .78; Constiintiozitate
.80; Media .81. Se observa astfel ca utilizarea acestui instrument reprezintd o metoda valida
si precisa de evaluare a personalitatii.

O lista a dimensiunilor personalitatii masurate de inventarul de personalitate este prezen-
tata mai jos: Neuroticism — Anxietate, Furie — Ostilitate, Depresie, Timiditate sociald, Impul-
sivitate, Vulnerabilitate la stres; Extraversie — Caldura, Spiritul gregar, Asertivitate/afirmare,
Activism, Cautare de senzatii, Stari emotionale pozitive; Deschidere la experientd — Deschidere
catre reverie, Deschidere 1n plan estetic, Deschidere spre sentimente, Deschidere in planul
actiunilor, Deschidere in planul ideilor, Deschidere in planul valorilor; Agreabilitate — incre-
derea, Verticalitatea, Altruismul, Complianta, Modestia, Sensibilitatea; Constiinciozitatea —
Competenta, Ordinea, Simtul datoriei, Dorinta de realizare, Autodisciplina, Deliberarea.

b) Chestionarul valorilor profesionale (WVQ) — bazat pe teoria lui D. Super, potrivit careia
posibilitatea de a performa Intr-un post specific depinde de compatibilitatea dintre munca/sar-
cini si valorile profesionale personale. Chestionarul structurat pe 60 de itemi este realizat por-
nind de la 12 valori profesionale fundamentale — stabilitate, independenta, castig financiar,
influenta, prestigiu, creativitate, confort, spirit anterprenorial, dezvoltare personala, onesti-
tate, flexibilitate si relationare.

Subiecti. Lotul de subiecti supusi investigatiei a fost format din 108 manageri publici, cu
varsta cuprinsa intre 23 si 32 ani, avand un nivel educational ridicat (studii universitare si
post-universitare), 35 subiecti de gen masculin si 73 subiecti de gen feminin.

Rezultate. in urma aplicarii celor doua instrumente mentionate s—au obtinut urmatoarele
rezultate: Dupa cum putem observa in figura nr. 2 in ierarhia valorilor profesionale pe primele
locuri se situeaza dezvoltarea personala, urmata de influenta, relationare si onestitate, iar pe
ultimele doua locuri se situeaza confortul si stabilitatea.

Pentru o mai buna intelegere a acestor valori profesionale prezentdm succint cateva aspecte
definitorii pentru fiecare dintre acestea: dezvoltare personala — curiozitate; cunoastere; per-
fectionare; statut intelectual; cercetare; informatii de ultima ora; tehnologie de varf; influenta
— autoritate; organizarea, motivarea si controlul activitatii altora; decizie; competenta profe-
sionala; Intelegerea fenomenelor psihosociale; relationare — lucru in echipa; interactiune so-
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ciala; prietenie si colaborare; nevoia de afiliere; scopuri comune; onestitate — incredere; etica;
fair-play; generozitate; sensibilitate; principii morale; confort — ambianta placuta; ergonomie;
personalizarea locului de munca; adversitate fata de noxe, zgomot etc.; stabilitate — conser-
vatorism; statornicie; rezistenta la schimbare; siguranta locului de munca; adversitate fata de
risc si aventura; precautie.

Figura 2. Ierarhia valorilor profesionale

Dezvohtare Ifluadts Ralgtionare Crestitate Lontort Steilitate
persongla

Cu alte cuvinte, aceste persoane valorizeaza un mediu profesional in care 1si pot utiliza
abilitatile dobandite si sa 1si pot ridica continuu nivelul de instruire. Sunt persoane care ga-
sesc satisfactie in a invata lucruri noi, in a fi permanent la curent cu ultimele cercetari in dome-
niul in care 1si desfagoara activitatea. Sunt atrase de o munca in care pot planifica si organiza
activitatea unui colectiv, sa directioneze comportamentul celorlalti spre un scop dorit si sa
detina controlul asupra situatiei. Li se potriveste o pozitie de lider, aflat la un virtual pupitru
de comanda, de unde sa ia decizii, sa dispuna si sa hotarasca asupra altora. Valorizeaza lucrul
in echipa, cooperarea cu ceilalti in vederea atingerii unor obiective comune. Se simt bine intr-un
mediu social dens, cu numeroase interactiuni in care colaborarea joaca un rol dominant. Nu
pun mare pret pe siguranta locului de munca si nu evita schimbarile, fie ele unele majore.
Nu valorizeaza o activitate previzibild sau rutiniera.

In ceea ce priveste profilul de personalitate, in urma prelucrarii datelor obtinute de la cei
108 subiecti chestionati am putut elabora un profil (figura nr.3) care prezinta in principal urma-
toarele caracteristici: scoruri scazute la factorul N — Neuroticism, scoruri ridicate la factorul
E — Extraversie, scoruri medii la factorul O — Deschidere la experienta, scoruri medii la fac-
torul A — Agreabilitate, respectiv scoruri ridicate la factorul C — Constiinciozitate.

Pe scurt, profilul scorurilor creioneaza urmatorul portret:

— Factorul N— CEREBRAL/RATIONAL: rezistenti la factori stresanti si perturbatori; sta-
bili emotional, se relationeaza cu ceilalti sau cu situatiile care apar, intr-un mod calm, relaxat,
sigur, constant si rational. Sunt persoane calme si detensionate, adaptabile si rareori furioase.
Nu se caracterizeaza in mod necesar printr-o atitudine impunatoare sau prin dezinvoltura in
societate. Ele sunt doar mai putin perturbate de situatiile sociale stanjenitoare si sunt mai to-
lerante la frustrare si capabile de a se controla in situatiile dificile.

— Factorul E — EXTRAVERT: sociabili, preferda compania oamenilor si o stimulare sen-
zoriala ridicata manifestand: comunicare, entuziasm, afectiune, optimism si buna dispozitie.
Aceste persoane apreciaza compania celorlalti, au tendinta de a se arata uneori dominante,
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energice si ambitioase din punct de vedere social. Ele vorbesc fara ezitare si iau adesea initia-
tiva In grup. Sunt persoane viguroase, energice si resimt necesitatea de a fi in mod constant
ocupate. Au un ritm rapid, sunt vesele si optimiste.

— Factorul O — MODERAT: tind sa aleaga calea de mijloc; daca li se ofera argumente via-
bile sunt tentati sa exploreze noi metode si sa se deschida la noi experiente. Sunt persoane
care afigseaza vointa de a se implica in diferite activitati, prefera noutatea si varietatea in
defavoarea familiarului si a rutinei.

— Factorul A — NEGOCIATOR: poseda abilitatea de a trece de la situatii competitive la
cele de cooperare; au un simt al identitatii de sine bine definit, nefiind excesiv de dependenti
sau de independenti; lucreaza bine atat in echipa, cat si singuri. Se considera oameni realisti
care iau decizii rationale, au o imagine buna despre sine si uneori pot fi chiar percepute ca
arogante sau pretentioase.

— Factorul C — MOTIVAT/PERSISTENT: se focalizeaza pe scopuri Intr-o maniera disci-
plinata si organizata; sunt acele persoane in care se poate avea incredere; doresc sa se reali-
zeze prin munca intensa; uneori pot fi perceputi ca fiind dependenti de munca, meticulosi si
incapatanati. Sunt persoane care se simt bine pregatite pentru infruntarea vietii, sunt bine orga-
nizate, ordonate si ingrijite, tin cont de propriile principii etice, au aspiratii inalte si muncesc
mult pentru a-si atinge scopul. Ele sunt foarte pragmatice si reflexive si stiu incotro se indreapta,
dispun de capacitatea de a se automotiva pentru a conduce bine ceea ce au de facut.

Figura 3. Profilul de personalitate

Profilul de personalitate
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Concluzii

Desi frecvent criticata, considerata un implant fortat in cadrul sistemului administratiei
publice, categoria managerilor publici incepe sa-si dovedeasca utilitatea prin rezultatele obti-
nute, prin flexibilitatea si abordarea integrata a problematicii sectorului public de cétre repre-
zentantii acesteia.

Orice sistem, si in special cel administrativ, construit pe principii birocratice, este reti-
cent la schimbare, dar managerii publici au inceput treptat sa se integreze in societatea
romaneascd, nu atdt prin impunerea prin intermediul unui cadru normativ, cat mai ales ca
rezultat al modulului in care au lucrat impreuna, ca un grup solidar, pentru a demonstra va-
loarea pe care o reprezinta.
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Aceasta categorie speciald de functionari publici, managerii publici, beneficiara a unor
oportunitati de salarizare si de promovare speciale, a inceput sa demonstreze ca merita in-
crederea cu care a fost investita de administratia din Romania. A dovedit ca se poate adapta,
poate gandi si crea la nivelul standardelor si valorilor unei societati eficiente, moderne, debi-
rocratizate.

Lucrarea de fata, fiind doar un studiu introductiv in problematica managerilor publici are
o serie de limite care nu influenteaza rezultatele obtinute dar ne obliga la continuarea ana-
lizei pe un palier mai profund. Limitele cercetarii sunt legate 1n principal de abordarea descrip-
tiva si de lipsa informatiilor referitoare la performantele profesionale. De aceea am considerat
ca fiind necesara prezentarea inca de pe acum a urmatorilor pasi care ce vor axa pe utilizarea
unei abordari explorative si de testare a ipotezelor, includerea in analiza a personalitatii inter-
personale (categoriile si tipurile Bales) precum si a anumitor variabile situationale.
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Human Resources Recruitment and Selection Process
in the European Institutions, 2001-2005

Rezumat

Prezentul articol isi propune sa analizeze procesul de recrutare si selectie a resurselor umane din cadrul
Institutiilor Europene in perioada cuprinsa intre anii 2001-2005, perioada in care s-a pus accentul pe reforma
administrativa si In mod special, pe extinderea si gasirea staff-ului necesar din randul noilor state membre.

Abordarea articolului incepe cu prezentarea cadrului general institutional european, continua cu descrierea
in linii mari a fiecarei Institutii, cu propriul proces de recrutare si selectie realizat pe parcursul perioadei
mentionate, de catre aceasta si in final, concluziile printr-o privire de ansamblu asupra EPSO, Oficiul inter-
institutional direct responsabil in cea mai mare parte de procesul de recrutare si selectie a specialistilor func-
tionari publici europeni.

Astfel, prezentul articol are in principal scopul de a evalua in ce masura concursurile si procedurile de
selectie organizate de EPSO au permis a face fata nevoilor crescute de recrutare ale Institutiilor. Sursele care
au stat la baza articolului provin de la Oficiul European de Selectie a Personalului; sunt materiale pe care
am avut posibilitatea a le consulta pe net. Datele statistice obtinute si informatiile asupra procesului de orga-
nizare a concursurilor, a proceselor de recrutare si asupra politicilor adoptate de catre Institutiile Comunitatii
Europene, se bazeaza pe Raportul EPSO asupra activitatilor de recrutare si cerintelor in Institutii, din anul
2005. Informatiile cu caracter general despre aceste inalte foruri europene, prezentate in paginile articolu-
lui, le-am cules din Ghidul meseriilor functiei publice europene si internationale, lucrarea lui Anne-Sophie
Hardy, aparuta la Paris, in limba franceza, in anul 2005 si din lucrarea Cariere, aparuta la Bruxelles sub egida
Oficiului European de Selectie a Personalului.

Cuvinte-cheie: recrutare, selectie, institutii 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.

* Associate University Professor, PhD, Faculty of Communication and Public Relations, National School
of Political Studies and Public Administration, Bucharest, Romania.
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The resources lying at the basis of this paper emanate from the European Personnel Selection Office; these
resources are materials | 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 26™ of July 2002, became operational
on the 1* 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
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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 4 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
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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 10™ 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 Olfficials. 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 1% of May 2004 are the
Staff regulations thoroughly revised of hose of the 5" 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 1% 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 26 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).

A B C LA (EUR 15)

Number of Reserve Lists from EUR 15 external competitions 19 8 9 20
to be used in the recruitment process between 1.01.2001 and
1.05.2004

Number of Reserve Lists from EUR 15 external competitions 10 0 10 -
to be used in the recruitment process between 1.01.2001 and
30.06.2005

Total number of Reserve Lists for external competitions to be 29 8 19 20
used in the recruitment process between 1.01.2001 and
30.06.2005

Total number of EUR 15 external competitions passed 2447 983 876 515
candidates available for recruitment between 1.01.2001-
30.06.2005

Number of EUR 10 external competitions passed candidates 682 N/A 600 -
available for recruitment between 1.01.2001-30.06.2005

Number of EUR 15 and EUR 10 competitions passed 3129 983 1476 515
candidates available for recruitment by the Commission
between 1.01.2001-30.06.2005

EUR 15 citizens recruited by the Commission (including 1614 820 698 293
appointments and transfers to other Institutions) between
1.01.2001-30.06.2005

EUR 10 citizens recruited by the Commission between 389 N/A 286 -
1.05.2004-30.06.2005

EUR 15 and EUR 10 passed candidates and recruited by the 2003 820 984 293
Commission between 1.01.2001-30.06.2005

EUR 15 passed candidates available for recruitment by the 833 163 178 222
Commission from 1.07.2005

EUR 10 successful candidates available for recruitment by the | 293 N/A 314 N/A
Commission from 1.07.2005

Total number of passed candidates available for recruitment 1126 163 492 222
by the Commission from 1.07.2005

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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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 1% 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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Cornelia Maxim*

Internet si e-Business

Rezumat

Evolutia societatii contemporane este un proces dinamic, dezvoltat si sustinut de tehnologiile si mijloacele
informatice/informationale, care a revolutionat formele si mediile de interactiune si comunicare, a generat
noi valente in dimensiunile de spatiu si timp ale vietii si activitati umane.

Epoca si societatea moderna au beneficiat de explozia dezvoltarii comunicarii sub toate aspectele ei.
Ultimele doua decenii au reprezentat inceputul erei Internet in comunicare si afaceri online. Doar inceputul...!
Astazi, tehnologiile informatiei si comunicatiilor genereaza continuu o avalansa de provocari si oportunitati
bazate pe Internet, pentru toate tipurile de organizatii si categorii socio-profesionale. Milioane de persoane
viziteaza pagini Web, zeci de milioane de e-mail-uri sunt transmise zilnic, miliarde de pagini Web ofera diver-
sitate de informatii, milioane de tranzactii se inregistreaza zilnic.

Asemenea fenomene nu au ocolit societatea economica, lumea afacerilor. Regula fundamentala si consa-
crata deja ca ,,Internetul schimba totul“, a revolutionat mediile economico-sociale din intreaga lume. Au aparut
oportunitati si realitati noi: e-economie, e-business, e-commerce, modele de afaceri online.

E-economia sau economia digitald este rezultatul transformarii afacerilor clasice in afaceri online, bazate
pe tehnologia Internet-ului. Superioritatea noii economii rezulta din natura si dimensiunile comunicarii, al
afacerilor online dezvoltate, din performantele inregistrate.

E-businessul si modelele de afaceri online au schimbat radical strategiile si politicile macro si micro,
managementul si indicatorii de performanta ai majoritatii organizatiilor, generand competitivitate, transparenta
si calitate in mediile de afaceri.

E-commerce sau comertul electronic este motorul noii economii, al afacerilor online, al dinamicii pro-
ducerii si schimbului universal de produse, servicii si valori.

La inceput de secol XXI, a supravietui in lumea afacerilor inseamna, a te adapta astazi la neprevazutul
de maine, a fi capabil de a invata si utiliza provocarile permanente ale tanarului Internet. Cunoscutul si necunos-
cutul Internet tinde sa devina un generator universal, autonom si vital, de provocari si oportunitati pentru
societatea contemporana si viitoare.

Cuvinte-cheie: Internet, informatie, afaceri online, comunicare in 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 si afaceri

Fara indoiala, Internetul si World Wide Web joaca un rol important in viata noastra de zi
cu zi. Este o modalitate noud de munca, de a face cumparaturi si, de ce nu, este un nou mod
de a comunica. Prin combinarea textului scris cu mijloacele multi-media — sunete, grafica,
video, animatie — web-ul a devenit cel mai puternic instrument in cyberspace.

O urare traditionala din China spune ,,Fie sa traiesti vremuri interesante!* Acestea sunt
cele mai interesante vremuri pentru oamenii de afaceri. Ei trebuie sa tina cont de mutatia spre
Internet a publicului tinta si sa nu neglijeze celelalte mijloace de comunicare sau informare.
Istoric vorbind, nici un mijloc de comunicare in masa nu le-a inlocuit pe precedentele. Cartile,
ziarele, radioul exista n continuare i isi au locul lor bine determinat. Poate numai cotele de
piata, nevoile si viteza de informare sunt acum diferite.

Dezvoltare exploziva a utilizarii Internetului a dus la aparitia a ceea ce specialistii numesc
,.new media“ (G. Dorina, 2007, pp. 65-69). Internetul este tehnologia revolutionard a noului
mileniu, conferindu-le consumatorilor si firmelor deopotriva posibilitatea de a exploata binecu-
vantarile conectivitatii. Internetul le da consumatorilor si companiilor posibilitatea sa acce-
seze si sa partajeze volume imense de informatii, cu doar cateva clicuri.

Utilizatorii Internet trebuie sa raspunda la o serie de provocari actuale legate de revolutia
adusa de tehnologia Internet. Care sunt limitele etice aplicabile acestui mijloc de comuni-
care? Care sunt ingredientele si proportiile fiecaruia dintre media folosite in marketing mix-ul
unei campanii de succes? Cum trebuie sa se pregateasca pentru a tine pasul cu evolutia comu-
nicarii pe Net, tinand cont ca procesul de comunicare devine ,,real time“? Care este publicul
cu acces la Internet si care este motivul, acel ceva aproape magic, care determina cele mai
variate audiente sa stea in fata PC-ului si sa navigheze ore pe Internet?

Aspectul interactiv in doua sensuri este ceea ce face Internetul atat de atractiv ca nou canal
de comunicare. O organizatie, pentru a aduce publicurile la site-urile sale, poate folosi newsle-
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tter-ul pe care il expediaza prin e-mail. Mai mult, natura interactiva a Internetului permite o
monitorizare si o evaluare pe care te poti baza mai mult.

Succesul in afacerile pe Internet nu difera foarte mult de cel specific celor traditionale.
Pasii sunt aceiasi: o idee stralucitd, un plan de afaceri bine pus la punct si o pozitionare stralu-
cita in raport cu competitorii. Pe pietele economice online marimea firmei nu mai conteaza
precum hypermarketurile din spatiul traditional. Multe dintre companiile medii sau mici au
reusit sa implementeze activitati online destul de profitabile.

Internetul permite destul de usor unui cumparator sa gaseasca informatii suplimentare
despre un anume produs: care sunt parerile celorlalti clienti care l-au cumparat, ale organi-
zatiilor de protectie a consumatorilor, sau ale altor persoane independente. De asemenea,
cumparatorul poate si sd compare preturile cu o usurintad mult mai mare. El poate spune pro-
ducatorului cam ce anume ar dori de la un anume produs si ce alte produse il intereseaza, iar
acesta se poate astfel concentra asupra unor eventuale imbunatatiri calitative si asupra unui
anumit segment de piatd, incercand in acelasi timp sa vanda produse din altd ramura eco-
nomica, in functie de cerintele consumatorilor la un moment dat.

Internetul este un mijloc excelent de a ajuta clientul sa gaseasca cea mai bund afacere
posibild. Este destul de usor pentru consumatori sd mearga de la un site Web la altul, sa gaseasca
cele mai bune preturi pentru un anume produs. Exista cel putin doua site-uri care ofera com-
paratii de preturi in timp real pentru consumatori. Unele sife-uri de turism au dezvoltat motoare
de cautare automate, care gasesc cele mai ieftine preturi pentru o anume cursa aeriana.

Comunicarea directa vanzator-cumparator reprezinta o premiza a cresterii profitabilitatii
activitatilor economice pe Internet. ,,Avantajele cumparatorului sunt primele dintre carac-
teristicile structurale ale mediului, incluzand accesul la informatie, mecanisme de cautare si
produse online care conduc, de fapt, la siguranta deciziei de cumparare. Utilizand Internetul
ca mediu al comunicarii in marketing caracterizat printr-o imensa interactivitate, numerosi
vanzatori reusesc sa atragd un numar mult mai ridicat de clienti potentiali comparativ cu ope-
rarea in mediul clasic.” (I.Gh. Rosca, 2004, p. 22).

Internetul scade costurile pentru tranzactii si distributie: el schimba radical relatia dintre
companii si consumatori. Internetul da nastere mai multor concurenti si un acces mult mai
rapid catre fiecare dintre acestia, din punctul de vedere al consumatorului.

Clientii sunt principalii beneficiari ai eficientei crescute a tehnologiei informatiei, iar aceste
beneficii vor creste si mai mult, pe masura ce economia devine digitala. Ceilalti beneficiari
sunt afacerile ai caror lideri profita de metodele digitale si creeaza solutii avansate, mai repede
decat competitia.

Liderii de afaceri care au reusit au profitat de un nou mod de a face afaceri, un mod bazat
pe viteza tot mai mare a informatiei. Aceastd metoda nu se reduce la aplicarea tehnologiei
de dragul de a o aplica, ci ea inseamna folosirea acestei tehnologii pentru a regandi modul
de actiune al companiilor. Ca sa poata beneficia din plin de tehnologie, liderii de afaceri vor
moderniza si Tmbunatati procesele si organizatiile in care lucreaza.

Posibilitatea de a reorienta modelele traditionale de afaceri, precum si globalizarea clien-
telei, au condus spre o egalizare a importantei pietelor dezvoltate si a celor in curs de dezvol-
tare, unde avantajul competitiv devine capacitatea de a colecta si folosi informatiile noi.

A aparut o noua regula in afaceri, una esentiala: aceea ca Internetul schimbd totul. Tehno-
logiile sale specifice au schimbat deja felul in care fiecare companie, chiar si cele mici, isi
trateaza angajatii, partenerii si furnizorii. In momentul de fata majoritatea companiilor nu tre-
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buie sa foloseasca Internetul pentru a interactiona cu consumatorii, dar intr-o buna zi, un site
Web bine organizat, de unde clientii sa poata face afaceri cu o companie, va deveni la fel de
obisnuit ca si telefonul sau adresa postala.

Pentru a conferi procesului de comunicare in afaceri mai multe sanse de succes, pentru a
valorifica eficient informatiile, trebuie sa se raspunda unor intrebari-cheie:

— De ce? (trebuie sa stabilim clar care este scopul demersului ce urmeaza a fi initiat: de
informare, influentare, convingere).

— Cine? (stabilim cu precizie care este interlocutorul: persoana, educatie, varsta, statut
social, interese, ce anume cunoaste sau care ii sunt asteptarile cu privire la mesajul pe care
urmeaza sa i-1 transmit).

— Unde si cand? (stabilim locul si contextul comunicarii; momentul transmiterii mesaju-
lui are o importanta determinanta pentru succesul actiunii; natura mesajului si posibilele motive
de controversa, atmosfera incarcata sau cordiala vor fi luate in considerare cu grija).

— Ce? (stabilim ce anume dorim sa spunem cu exactitate, incercam sa cunoastem cat mai
precis care sunt asteptarile partenerului, care sunt informatiile care trebuie transmise si ce
anume putem omite din continutul comunicarii, care este capacitatea noastra in conditiile date
de a transmite informatii clare, concise, corecte, concrete, amabile, complete).

— Cum? (decidem care va fi tonul mesajului si ce mijloace vom utiliza: cuvinte, imagini;
ce fel de cuvinte si imagini vom utiliza, cum organizam informatiile pe care le vom transmite;
ce mod de comunicare va fi mai potrivit situatiei respective — mesaj scris, discutie, interviu).

in mediul de afaceri pot aparea diferite probleme, iar comunicarea eficienta in afaceri este
un instrument ce poate fi utilizat pentru solutionarea acestora. Pentru omul de afaceri comu-
nicarea ocupa un loc important, acesteia fiindu-i rezervat un procent important din timpul de
lucru. De calitatea comunicarii depinde succesul activitatii companiei, colaborarea cu alte com-
panii, relatia contractuala cu beneficiarii, modul in care se utilizeaza resursele umane si finan-
ciare. In mediul de afaceri, managerii indeplinesc diferite roluri, fiecare dintre acestea avand
caracteristici legate de procesul decizional, in solutionarea diferitelor probleme, in stabilirea
de noi parteneriate. Astfel, munca unui manager se concretizeaza prin intermediul unor roluri
interpersonale, informationale si decizionale, strans legate de procesul comunicarii.

Informatiile, pentru a se dovedi utile, pentru a putea fi exploatate la intregul lor potential,
trebuie prezentate tindnd cont de urmatoarele elemente: calitatea informatiei, credibilitatea
sursei, actualitatea informatiei si cantitatea de informatii.

Informatia de calitate este precisa, clard, posibil de verificat si nu vine in conflict sau con-
tradictie cu alte informatii de acelasi tip din cadrul organizatiei sau din cadrul domeniului de
activitate respectiv.

Sursa care furnizeaza informatia trebuie sa fie una credibila. Din acest motiv, in afaceri
se apeleaza la o terta parte pentru efectuarea de audituri, evaluari, certificari.

Internetul: e-business si modele de afaceri

Mediul de afaceri modern este caracterizat prin cresterea fara precedent a ofertei furnizo-
rilor, a competitiei globale si a exigentei clientilor. Firmele din toate sectoarele economice
au inceput sa adopte noua paradigma economica — orientarea catre e-business sau noile mo-
dele de afaceri.
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E-business-ul poate fi definit ca transformarea proceselor (operatiilor, componentelor) con-
stitutive ale unei afaceri cu ajutorul tehnologiilor Internet si WWW, ceea ce permite ca afa-
cerile sd fie active 24 de ore pe zi. Alegerea modelului de afacere este prima decizie care
trebuie luata In momentul in care se porneste o afacere online.

Scopul modelelor de e-business este de a reprezenta Intr-un mod cat mai accesibil tipul
de afacere si arhitectura sistemului (topologia aplicatiei si de rulare) pentru diferite clase de
aplicatii. Aceste modele descriu interactiunea dintre participantii la o solutie de e-business.

Noul model de afaceri se afla in expansiune, constituind unul dintre factorii de baza pen-
nale, intrucat au loc schimbari importante in rolurile furnizorilor si clientilor.

Potrivit ,,Raportului European 2005 in domeniul e-business®, realizat de Observatorul
e-business din cadrul Directoratului General pentru Intreprinderi si Industrie al Comisiei Euro-
pene (http://www.capital.ro/articole/capital/22957, 14.10.2008), companiile mari folosesc in
proportie de 100% mijloace electronice in afaceri. ,,Prapastia® ramane intre acestea si cele-
lalte companii. Procentajul este de 70% la firmele de dimensiune medie si de numai 36%, la
microintreprinderi.

Expertii europeni au constatat ca sectorul de activitate si dimensiunea firmei influenteaza,
mai mult decat locatia acesteia, adoptarea instrumentelor IT&C in afaceri. Astfel, n timp ce
industria auto se bazeaza pe o utilizare de 98% a tehnologiei electronice, sectorul constructi-
ilor ramane cel mai ,,rudimentar®, folosind astfel de mijloace numai in 30% din activitati.

In categoria domeniilor care se dezvolta intens pe e-business mai sunt incluse industria
farmaceutica, aeronautica, de masini si echipamente, tipografica. In ceea ce priveste turis-
mul, rezervarile de bilete si achizitia acestora online au devenit o obisnuinta pentru cumpara-
tori, consumatorii finali dezvoltindu-se semnificativ de la an la an.

O afacere pe Internet trebuie sa demareze cu alegerea unui model. Exista deja multe mo-
dele pentru derularea afacerilor pe Internet. Acestea pot fi clasificate in functie de numarul
de furnizori si prestatori de servicii catre clienti, astfel:

— unu-catre-unu (e-shop);

— mai multi-catre-unu (e-mall);

— mai multi-catre-mai multi (e-/icitatie).

Se constituie astfel, un lant de servicii in cadrul caruia 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 dispozitie de la spatiu pe pagina web pana la posibilitatea inte-
grarii intr-un e-mall. Al treilea element al lantului este clientul, avand o anumita formare
profesionala, interese proprii si preferinte. Acest client poate fi un consumator (Business-to-
Consumer), o alta organizatie (Business-to-Business), administratia publica (Business-to-
Administration) sau un angajat (Business-to-Employee), in contextul tranzactiilor interne din
cadrul unei organizatii.

Ca exemple relevante de afaceri pe Internet pot fi evidentiate: magazinul electronic (e-shop);
magazinul universal electronic (e-mall); achizitia publica electronica (e-procurement); licitatia
electronica (e-auction); comunitatea virtuala (virtual community); blogul in afaceri; prestari
servicii electronice (e-service providing), brokeraj de informatii; modele de publicitate.

Magazinul electronic (e-shop). ldeea de baza a comertului electronic este aceea de a
transpune afacerea fizica, materiala, in pagina de Internet. Astfel, firma isi prezinta catalogul
de produse precum si serviciile prin Internet. Produsele sunt oferite, in general, la diferite
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categorii de preturi, tindnd seama de tendinta clientilor de a testa calitatea, viteza si eficienta
livrarii nainte de a decide sa cumpere produse mai scumpe. Produsele adecvate comerciali-
zarii prin Internet sunt, de obicei, cele care pot fi descrise cu usurinta si nu necesita folosirea
simtului tactil: bilete de avion sau de concert, CD-uri, carti, software, unelte, piese de schimb,
anumite alimente sau chiar autoturisme.

Preturile produselor vandute prin Internet ar trebui sa fie mai mici decét cele practicate
pentru comenzile clasice. Cartile, spre exemplu, sunt oferite pe Internet cu o reducere de
10-50% sau, cel putin, fara a se percepe taxe aditionale de livrare. Serviciile, si in special
serviciile de informare, ar trebui sa fie in mare parte gratuite. Serviciile de informare prin
publicatii periodice sunt oferite gratuit la inceput, prin acces liber sau abonamente gratuite;
ulterior, ofertantii vor initia servicii suplimentare de tipul accesului la arhive si vor extinde
posibilitatile de cautare, solicitdnd utilizatorului sa se aboneze si sa plateasca pentru a be-
neficia de acestea. S-a constatat ca impactul abonamentului online asupra utilizatorilor este
foarte mic: majoritatea utilizatorilor ramane fidela abonamentelor clasice si, in general, numai
clientii noi apeleaza la acest nou sistem de abonament. Cu toate acestea, abonamentele con-
tra cost online pentru accesul la stiri de ultima ora sau la dezbateri cu participare restrictiva
de exemplu, suscita interesul doar daca serviciile oferite sunt de valoare exceptionala.

Exista diferite variante de gazduire a unui e-shop, astfel (C. Rusu, 2003, p. 279): pe un
server distinct (un computer proprietatea organizatiei detinatoare a unui e-shop) destinat unor
pagini ample si complexe de web; acesta va fi localizat in cadrul firmei daca frecventa mo-
dificarilor ce trebuie facute este mare (de exemplu: stiri, preturi etc.) sau daca este necesar
un trafic intens intre organizatie si serverul aferent e-shop; pe un server virtual (un spatiu de-
tinut de organizatia proprietara a unui e-shop, pe un hard disk al unui computer furnizor de
web) 1n corelatie cu un spatiu mai mare de tipul www.yourshop.com, solutie preferata de ma-
joritatea organizatiilor mici si mijlocii; In cadrul unui magazin universal electronic (e-mall).

Alegerea variantei optime pentru magazinul electronic depinde de costurile de telecomu-
nicatie, know-how-ul tehnic la nivelul firmei, grupul tinta, marimea, structura si obiectivele pe
termen mediu ale viitorului e-shop. In masura in care este posibil, un e-shop ar trebui sa poata
fi accesat pe mai multe cai: un link/publicitate permanent pe un site portal, un cuvant-cheie
publicitar in cadrul motoarelor de cautare sau in cadrul prezentarii pe Internet a informatiilor
generale despre intreaga activitate a firmei sau despre intreaga gama de produse si o fereas-
tra a acestui site in cadrul unui e-mall — toate acestea concomitent. In plus, o idee interesanta
ar fi sa se stabileasca denumiri de genul ,,www.produs1.com* pentru grupele de produse, cu
link exact la pagina corespunzatoare din cadrul magazinului electronic.

Magazinul universal electronic (e-mall). Un magazin universal electronic (e-mall) ofera
un front comun pentru mai multe e-shop-uri si poate fi realizat utilizand diverse modele de
tranzactii, in functie de tipul de servicii pe care proprietarul mall-ului doreste sa le ofere. Tot
proprietarul este cel care se ocupa si de marketing-ul aferent mall-ului, astfel incat alegerea
mall-ului potrivit este o decizie esentiala pentru detinatorul unui magazin. Un magazin uni-
versal electronic potrivit trebuie sa aiba o retea puternica, cu o strategie de marketing buna,
cu un front de prezentare potrivit si din care sa se poatd accesa direct si pe mai multe cai
e-shop-urile; cu o structura adecvata de magazine si care sa ofere si servicii, cum ar fi furnizarea
de informatii curente, regionale sau sectoriale.

Achizitia publica electronica (e-procurement). Achizitia publica prin modelul Business-
to-Business este aplicabila in cazul 1n care organisme guvernamentale sau mari organizatii
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lanseaza apeluri pentru licitarea achizitiondrii de bunuri sau servicii. Sfera de cuprindere a
licitatiilor tipice include de la serviciile din constructii si bunurile pentru investitii pana la
studii si alte lucrari ample. Achizitiile publice prin Internet pot include negocierea electro-
nica, contractarea si licitarea in colaborare, spre exemplu.

Pentru ca acest model sa poata fi si la indemana organizatiilor mici, s-au infiintat plat-
forme sau consortii in cadrul carora vanzatorii actioneaza impreund pentru a obtine oferte
mai avantajoase de la producatori. Spre exemplu, industria modei este un important utiliza-
tor al acestor consortii.

Beneficiile urmarite sunt: o mai mare gama de ofertanti cea ce se asteapta sa duca la cos-
turi mai mici, calitate mai buna si timpi mai mici de livrare. Contactul, negocierea electro-
nica si posibilitatea muncii in echipa dintre ofertant si cumparator contribuie in continuare
la scaderea costurilor si la cresterea avantajelor acestei solutii.

Achizitiile online sunt de trei ori mai raspandite in rindul intreprinzatorilor. In medie, 44%
din companii au declarat ca au cumparat macar o data produse si servicii online. Cei mai activi
in acest sens sunt suedezii si britanicii, cu un procentaj de 72% respectiv 64% companii de
cumparatoare de cumparare pe Internet (http://epp.eurostat.ec.europa.eu, 15.11. 2007).

Licitatia electronica (e-auction). Licitatiile electronice reprezinta implementare electro-
nica a mecanismului traditional de licitare. O licitatie este definita ca vanzarea publica de
bunuri si proprietati in care posibili cumparatori oferteaza pana cand pretul cel mai mare este
atins. Astfel licitatiile online sunt gazduite de site-u/ licitator, in timp real si se desfasoara pe
perioade variate de timp (ore, zile sau saptamani). Cand se ajunge la sfarsitul perioadei de
licitare, oferta cea mai avantajoasa primeste obiectul licitat.

Acestea pot fi acompaniate de prezentari multimedia a bunurilor licitate. in mod normal
aceste site-uri nu se rezuma numai la simpla functie de licitatie, ele integrand procesul de
licitatie cu servicii de plata a bunului respectiv precum si servicii de livrare a acestuia. Veni-
tul acestor site-uri se afla in comisionul perceput din pretul de vanzare al obiectului licitat si
publicitatea gazduita pe site-ul de licitatie.

Beneficiile pentru ofertanti si cumparatori sunt: eficienta marita si economie de timp, pre-
zenta globala, eliminarea necesitatii de deplasare in locul unde are loc licitatia.

Costul redus al cheltuielilor de licitatie face posibile si licitarea de stocuri mici sau a
obiectelor cu valoare mica.

Printre cele mai importante caracteristici pe care trebuie sa le intruneasca un site de lici-
tatie sunt: suportul pentru marea diversitate de metode de licitare care existd, usurinta inte-
grarii cu diferite afaceri existente, mecanisme de securitate care sd impiedice trisarea sau
sabotarea licitatilor si un mecanism eficient de a informa licitatorii despre modul in care
decurge licitatia.

In viitor licitatiile electronice vor avea un efect profund asupra multor aspecte ale aface-
rilor pe Internet, de la stabilirea preturilor pentru diferite produse pana la lichidarea activelor.

Licitatiilor online de tipul afacere cdtre afacere §i afacere cdtre consumator le este pre-
vazuta o crestere importanta in viitor. Licitarea produselor si obiectelor pe Internet s-a dovedit
a fi un model de mare succes. Poate fi utilizat atat pentru comertul electronic Business-to-
Business cat si pentru cel Business-to-Consumer si, datorita faptului ca este un domeniu de
mare interes, poate fi de asemenea integrat si in e-shop-urile obisnuite.

Asemenea unui e-mall, o licitatie electronica include de obicei mai multi vanzatori. Ope-
ratorul licitatiei elaboreaza mecanismele pentru plasarea obiectului licitatiei, pentru licitare
(de obicei prin e-mail) si poate oferi 1n plus servicii de plati si de livrare.
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Comunitatea virtuald (virtual community). Pe Internet, ca si in realitate, oameni avand
interese comune se intrunesc in comunitati pentru a discuta sau a asculta subiectele prefe-
rate. Aceste comunitdti — cum sunt forumul de discutii, grupul de discutii interactiv (chat)
sau lista de corespondenti (mailing list) — sunt utile atat pentru timpul liber cét si pentru comu-
nicarile de afaceri, si sunt denumite comunitdti virtuale. Instrumentele de lucru sunt adesea
oferite ca servicii gratuite, in scopul sporirii traficului pe pagina de Internet si pentru stimu-
larea atasamentului emotional fatd de aceasta. Dar, comunicdrile de afaceri se pot face si prin
intermediul unui serviciu contra cost. Canalul de comunicare directa sau video-conferintele
sunt instrumente atractive care reduc costurile de célatorie si sunt utilizate de firmele mari
atat pentru comunicari stiintifice si comerciale.

Comunitatile virtuale sunt fundamentate pe patru elemente importante: instrumentele de co-
municare prin Internet; regulile de desfasurare a calitatii de membru al comunitatii; generarea
de produse si servicii prin colaborarea membrilor; utilizarea intensiva si extensiva a comunitatii.

Suportul central al unei comunitati online il reprezinta instrumentele specifice de comuni-
care prin Internet: inelele de comunicare si continutul propriu zis. Din prima categorie se pot
exemplifica liste de adrese e-mail si posta electronica. A doua categorie — arborele de conti-
nut — include discutii de grup, mii de bloguri (buletine de bord) dedicate si diferite, subiecte
multiple de discutii, chat-room-uri publice organizate pe topicuri si situri Web, cu continut
dedicat membrilor admisi. Arborele de continut sprijina membri, utilizind web-ul ca instru-
ment-cheie de comunicare prin posta electronica, liste de discutii, forumuri, chat-room-uri.

Comunitatile online au fost si sunt promovate ca fiind ,,modelul* adevarat al afacerilor
online. Cu toate acestea, in ultimii ani, putine comunitati s-au dovedit a fi succese adevarate
din punct de vedere economic. Veniturile nu sunt suficiente fara un partener puternic in spate
care sa poata suporta cheltuielile de marketing.

Desi comunitatile online ca model de sine statator nu sunt o mina de aur, transformarea
acestora 1n alte modele de afaceri poate conduce la succes, asa cum este modelul relatiei cu
clientii ca parte a unui model de afacere care poate arata cum se pot castiga, servi si pastra
clientii. Modelul relatiei cu clientii poate fi divizat in modele pentru marketing, distributie
si service.

in contextul dezvoltarii modelelor de afaceri online se au in vedere obiective majore pre-
cum: integrarea comunitatilor bazate pe agregarea nevoilor si intereselor acestora de catre
companii, includerea 1n lumea reala si 1n spatiul online al comunitatii, dezvoltarea produselor
si serviciilor 1n spatiul online al cerintelor consumatorilor si comunitatilor.

Blogul. Puterea blogului 1n afaceri. Vizibilitatea pe piata si comunicarea directa cu clientii
sunt printre cele mai mari provocari cu care se confrunta o companie la ora actuala. Pentru
a ajunge la rezultate concrete trebuie sa profitam de toate instrumentele pe care ni le pune la
dispozitie Internetul. Vrem nu vrem, este timpul sa abandonam comunicarea unidirectionala,
cu ugile inchise, si s uram bun venit comunicarii bidirectionale, deschise la ambele capete.

Facand o scurta incursiune in istoria blogului, vom descoperi ca acest fenomen ,,a cres-
cut ca din apa si a creat ceea ce azi se numeste blogosfera® (J. Wright, 2006, p. 3).

Blogul, avand un caracter eminamente social, permite oricui sd-si exprime ideile, per-
mitand caracterul de masd si in sensul transmiterii informatiei, reusind sa transforme Inter-
netul dintr-o retea a calculatoarelor in una a oamenilor si a relatiilor interumane, contopind
astfel cele doua mari directii in jurul carora se cladeste existenta noastra viitoare — Interne-
tul si Comunicarea.
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Mai mult, blogurile marcheazd o revolutie in diseminarea informatiei. Pentru prima data
in istorie, oamenii obisnuiti au sansa sa se adreseze unei audiente globale, transformand media
intr-un sistem descentralizat.

Scopul blogurilor variaza foarte mult, de la jurnale personale la arme ale campaniilor
politice, ale programelor media sau ale diferitelor companii.

Particularizand, blogul corporatist este privit ca o viitoare afacere. In zona corporatista,
blogurile sunt folosite ca o forma mai ,,prietenoasa“ de comunicare publica sau, in interior,
pentru cresterea si eficientizarea comunicarii interne, pot preveni crizele, pot creste vanzarile
si notorietatea brand-ului.

Prestari servicii electronice (e-service providing). Serviciile care sustin activitatea de co-
mert electronic nu sunt oferite exclusiv de cdtre furnizorii de Internet, care se rezuma in gene-
ral la gazduirea paginilor de web sau la asigurarea accesului pe Internet. De exemplu, exista
magazine universale electronice (e-mall) conduse de producatori, vanzatori, furnizori de Inter-
net, designeri de web sau asociatii. Existd si servicii electronice externe cum ar fi cele de ma-
nagement, de informatii, de prelucrare a datelor, de consultanta, de integrare a serviciilor de
livrare, care pot fi prestate In diferitele variante de comert electronic.

In mod evident, oricare dintre verigile acestui lant valoric poate oferi servicii electronice.
Activitatile se pot concentra spre atragerea a cat mai multi participanti in cadrul unei verigi
a lantului, astfel Incat sa se creeze o structura puternica de tipul B-2-C (Business-to-Consumer),
sau o platforma B-2-B (Business-to-Business).

Furnizorii de servicii sunt specializati pe anumite functii, cum ar fi: asigurarea logisticii;
plata electronica; expertiza in diferite domenii pe care le presupune comertul electronic.

Apelarea la astfel de servicii presupune plata unor tarife sau a unor cote procentuale din
valoarea tranzactiilor pentru care s-au solicitat serviciile.

Brokeraj de informatii. Informatiile competente sunt necesare pe tot parcursul lantului valo-
ric de furnizori de servicii. Aceasta necesitate nu mai poate fi in prezent satisfacuta de cunos-
cutele motoare de cautare sau de cataloage, astfel incat detinatorii de baze de date consacrate
au migrat catre web oferind arhive indexate pentru publicatii periodice, brevete si informatii
de piata, dar si literatura stiintifica de specialitate. Unele dintre aceste servicii comerciale sunt
prestate contra cost, fie In baza unui sistem de abonament, fie prin intermediul banilor elec-
tronici de tipul e-cash sau cybercash.

Comertul electronic: o noua dimensiune a afacerilor moderne

In conceptia Organisation for Economic Co-operation and Development (OECD), comertul
electronic reprezinta ,,desfasurarea unei afaceri prin intermediul retelei Internet, vanzarea de
bunuri si servicii avand loc offline sau on-line*. ,,in mod tipic, o strategie de comert electro-
nic contine o varietate de elemente de marketing mix care au ca scop trimiterea utilizatorilor
la o pagina web pentru a cumpara un produs sau serviciu“. Comertul electronic este ,,orice
forma de tranzactii in afaceri in cadrul careia partile interactioneaza electronic in loc de rea-
lizarea de schimburi fizice sau contact fizic direct” (V. Baltac, 2004, p.5).

Odata cu cresterea performantelor si facilitatilor Internet, comertul electronic a captat intere-
sul consumatorilor individuali si al companiilor de orice marime si preocupari. Mai mult decat
atat, cu tehnologiile avansate disponibile acum, se vorbeste tot mai des de Economia Digi-
tala (DE — Digital Economy).

o



Revista_comunicare_15.gxd 23.04.2009 11:12 Pa¢284

284 Revista romana de comunicare si relatii publice

Ideea de baza este ca prin comertul electronic putem realiza schimburi de idei, de bunuri,
de cunostinte pe langa simpla vanzare/cumparare de produse si servicii. Tehnologiile comer-
tului electronic pot fi utilizate pentru a conduce o afacere utilizand pentru comunicare Inter-
net, Intranet-uri sau alte retele de calculatoare.

Comertul electronic depinde puternic de o serie de infrastructuri de baza ale economiei
globale, inclusiv de infrastructura retelelor de comunicatii. Cele mai noi realizari tehnolo-
gice legate de Internet (rata de transmisie, mijloacele de asigurare a protectiei datelor, cresterea
atractiv pentru comert electronic.

Reteaua Internet utilizata in scopuri comerciale e ceva mai mult decat un sistem de comu-
nicare si schimb de informatii. Ea a devenit o adevarata piata pe care e posibil sa se opereze
in conditii certe si dupa modele precise. Apare un nou spatiu de joc economic: mediul de afa-
ceri virtual. Acest nou tip de mediu poate fi definit ca mediul de afaceri care se desfasoara
in spatiul economic, fara prezenta directa a partilor si fara acte directe de comert. Pentru acest
mediu de afaceri, mai curand o parte a mediului de afaceri, cele mai importante activitdti
de comunicare sunt: negocierile, licitatiile si intermedierea, inclusiv cele de tip bursier.

Industria comertului electronic face, in general, distinctie intre tranzactiile Business-to-
Business (B2B sau BTB) si tranzactiile Business-to-Consumer (B2C sau BTC). Business-to-
Business cuprinde toate tranzactiile ce se efectueaza intre doi sau mai multi parteneri de afaceri.
Aceste tranzactii se bazeaza, de obicei, pe sisteme Extranet, ceea ce inseamna ca partenerii
de afaceri actioneaza pe Internet prin utilizarea de nume si parole pentru paginile de web pro-
prii. Business-to-Client se refera la relatiile dintre comerciant si consumatorul final, fiind con-
siderat comert electronic cu amanuntul.

,,Potentialul comertului electronic de tip business-to-consumer este mult mai mare decat
cel de tip business-to-business. La polul opus, multi analisti de specialitate sustin ca majori-
tatea valorii capitalurilor obtinute pe Internet va fi in sectorul business-to-business* (B. Gates,
2002, p. 72).

O noud optiune in comertul electronic este tranzactia Business-to-Employee (B-2-E), care
se referd la tranzactiile din interiorul unei organizatii, destinate personalului si efectuate prin
sistemul Intranet propriu.

Un rol aparte in dezvoltarea comertului electronic 1l au relatiile Business to Government
(B2G) si Government to Business (G2B), care prin realizarea unui mediu de informare inter-
activ, rapid si eficient, pot contribui la constientizarea agentilor economici asupra avantajelor
noului domeniu comercial, respectiv comertul electronic.

Alte relatii stabilite prin intermediul retelei Internet, adiacente comertului electronic, sunt:
Government to Government (G2G), Government to Business (G2B), Government to Consumer
(G2C), Consumer to Government (C2G), Consumer to Business (C2B) si Consumer to Con-
sumer (C2C) (D., Banciu. et. al., 2005, pp. 55-60).

Comertul electronic faciliteaza si cooperarea intre organizatii. Reduce costurile de mar-
keting si de livrare, sustine strategia de marketing a organizatiei si ofera acces pe noi piete.
In viitorul apropiat, comertul electronic va avea un impact puternic asupra competitivitatii
organizatiilor.

Din motive de compatibilitate cu acest mediu al comertului electronic, multe activitati ale
organizatiei trebuie revizuite din momentul in care se doreste sa se intre in retea (marketing,
costuri, distributie, plati). Schimbarea va aduce oportunitati si beneficii imediate. Oportunitati
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pentru organizatii: prezenta globala, competitivitate marita, comenzi majorate, eliminarea inter-
mediarilor, reducerea costurilor (personal, comunicatii, publicitate, depozitare etc.), noi opor-
tunitati si colaborari. Beneficii ale clientilor: alegere globala, calitatea serviciilor, produse si
servicii personalizate, raspuns si solutionare rapide, preturi reduse, noi produse si servicii.
Piata de pe Internet e o piata globala, de la bun inceput. Exista si alte piete numite globale
ce au rezultat din procesul de internationalizare a economiei si finantelor din ultimele decenii.

Pentru intreprinzatorii de azi, operarea pe Internet este o adevarata provocare. Aceasta re-
prezinta o piatd fara bariere geografice, o piatd cu valori globale. Totusi, o organizatie care
doreste sa opereze pe Internet, poate oricum sa decida ca se va adresa numai pietei nationale
sau locale. Penetrarea pietei digitale nu cere mare investitii in infrastructura si materiale. Sunt
multe afaceri ce se pot realiza pe Internet cu investitii mult mai reduse In comparatie cu cele
traditionale. De aici si consecinte: cresterea numarului de oportunitati pentru diversi intre-
prinzatori, oferte numeroase si aparitia unei concurente pana acum necunoscutd. Piata este
mult mai competitiva iar oferta este mai agresiva. Deci, aceastd poartd deschisa inseamna
oportunitati si provocari. Informatiile, documentele digitale se produc, se modifica, se leaga,
circula, se copiaza si se distribuie intr-un timp foarte scurt si la un pret mic. Pe Internet gasirea
si strAngerea informatiilor de catre utilizatori a devenit simpla si de scurta durata. Disponi-
bilitatea unei cantitati atat de mari de informatie i permite clientului sa ia in considerare un
numar mai mare de produse si sa le confrunte mai usor. Canalul de distributie este si canal
de informare.

In comparatie cu metodele traditionale utilizate in realizarea de vanzare-cumparare, ma-
gazinele virtuale prezinta o serie de avantaje: se poate face comert 24 ore din 24, si 7 zile pe
saptamana fara a avea cheltuieli suplimentare cu chiria, intretinerea sau salariile angajatilor
unui magazin clasic; atat furnizorii cat si clientii nu sunt restrictionati geografic, deci se pot
vinde servicii sau produse oriunde in lume; investitii cu cost redus pentru publicitatea maga-
zinului datorita preturilor mici ale reclamelor pe Internet; intretinere usoard a web site-ului;
nu este necesara decat actualizarea regulata a ofertei printr-un modul de administrare usor
utilizabil; vanzarea se face direct catre clienti si astfel se pot elimina din costul final al unui
produs toate comisioanele suplimentare ale diferitilor agenti intermediari.

Acest intreg sistem electronic de vanzare-cumparare este construit pe imbinarea a patru
elemente care joaca fiecare un rol bine definit: client — un echipament clasic, un PC, conec-
tat direct (via un furnizor de acces) sau indirect (o retea a unei corporatii) la Internet, cumpara-
torul foloseste acest echipament pentru a naviga si a face cumparaturi; comerciant — sistem
informatic (hard & soft), situat de regula la sediul comerciantului, care gazduieste si actua-
lizeaza catalogul electronic de produse disponibile a fi comandate on-line pe Internet; sis-
temul tranzactional — sistemul informatic (hard & soff) responsabil cu procesarea comenzilor,
initierea platilor, evidenta inregistrarilor si a altor aspecte de business implicate in procesul
de tranzactionare; dispecer pldti (payment Gateway) - sistem informatic responsabil cu trans-
ferul instructiunilor de plata in interiorul retelelor financiar-bancare, cu verificarea cartilor
de credit si autorizarea platilor. Acest sistem joaca rolul unei porti care face legatura dintre
reteaua globala Internet si subreteaua financiar-bancara (supusa unor cerinte de securitate
sporite), poarta prin care accesul este controlat de un ,,portar (gatekeeper). Pe baza infor-
matiilor specifice cartii de credit (tip_card, nr_card) din instructiunile de plata, ,,portarul redi-
rectioneaza informatia catre un centru de carduri (CC — un server certificat in acest scop si
agreat de banca emitenta). In acest loc este identificata banca care a emis cardul, iar instruc-
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tiunile de plata sunt trimise mai departe catre serverul acestei banci conectat in reteaua in-
terbancara. Odata informatiile ajunse in reteaua bancii cu care lucreaza cumparatorul, sunt
efectuate automat o serie de verificari privind autenticitatea si soldul disponibil in contul car-
dului implicat in tranzactie. In functie de rezultatul acestor verificari, banca decide fie efectua-
rea platii, fie refuza sa faca aceasta plata. In ambele cazuri, rezultatul deciziei (confimare plata
sau refuz) este trimis in timp real, parcurgand acest lant de servere in sens invers, catre client.
Cu alte cuvinte, in cateva secunde cumparatorul afla daca banca sa a operat plata sau nu.

Principalele bariere in dezvoltarea comertului electronic raman problemele legate de secu-
ritate si incredere. Clientii manifesta temeri in ceea ce priveste furtul cardurilor de credit, a
confidentialitatii datelor personale etc. Pe masura cresterii utilizatorilor casnici de Internet,
procedurile legate de autentificarea si criptarea datelor personale primesc o importanta din
ce in ce mai mare si de succesul implementarii lor depinde succesul comerciantilor de pe web.
Multe organizatii nu au adoptat modelul electronic potrivit pentru derularea comertului lor
electronic, sau intampina dificultati in integrarea comenzilor si a informatiilor culese on-line
in activitatea curenta a firmei. Cu toate acestea, este o certitudine faptul ca numarul clientilor
magazinelor electronice si a organizatiilor care adopta solutiile comertului electronic este in
crestere. Multi furnizori de servicii Internet popularizeaza sistemul de cumparare online toc-
mai pentru a induce un plus de incredere si consideratie.

Modalitati de comercializare electronica. Desi exista un numar mare de optiuni posibile
de comercializare electronica si numarul acestor optiuni se asteaptd sa creascd ca urmare a
noilor tehnologii ce vor aparea, comerciantii cu amanuntul 1si concentreaza atentia in mod
curent asupra suportilor electromagnetici, a televiziunii prin cablu interactiva si mai recent
a magistralei informative realizate de reteaua Internet, care a si preluat pe departe suprematia
pe aceasta piata.

Suporti electromagnetici. Acestia sunt reprezentati de casetele video. In esenta, aceste casete
reprezinta urmatorul val de cumparaturi pe baza de catalog.

Videodisc-ul. Este un sistem electronic interactiv care utilizeaza discuri optice (Compact
Discuri sau CD-uri) capabile sa stocheze o mare cantitate de informatii in forme sau imagini
in miscare, imagini statice, pagini tiparite si sunet pentru prezentare pe un ecran de televizor
sau pentru vizionarea cu ajutorul unui calculator (PC).

Videotext-ul. Este un sistem electronic interactiv in care datele si graficele sunt transmise
de la o retea de computere prin telefon sau cabluri prezentata pe un televizor al abonatului
sau pe ecran terminal de computer. Cumpararea prin sistem videotext consta in selectarea
dintr-o serie de posibilitati, numite meniuri, care sunt prezentate pe ecran. in plus, fata de
cumpararea la domiciliu, sistemul videotext poate furniza abonatilor o larga alegere de ser-
vicii informative.

Metode de plata. Comertul electronic a stimulat si cererea pentru noi metode adecvate de
plata. Dezvoltarea unor activitati comerciale intre participantii situati la mari distante geografice
unii de altii nu poate fi conceputa fara folosirea unor sisteme electronice de plati. Aceste noi
mijloace de plata permit transferarea comoda, sigura si foarte rapida a banilor intre partenerii
de afaceri. inlocuirea monedelor si bancnotelor (forme traditionale de numerar) prin ceea ce
denumim bani electronici conduce, pe 1anga reducerea costurilor de emitere si mentinere in
circulatie a numerarului, si la o sporire a flexibilitatii si securitatii sistemelor de plati.

in domeniul mijloacelor electronice de plata, cercetarile sunt in plind desfasurare. Exista
numeroase sisteme in curs de experimentare, altele abia au fost cercetate si supuse analizei.
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Este normal ca prudenta si securitatea sa fie cuvintele-cheie ale acestor demersuri. Sistemele
de plati electronice cele mai cunoscute sunt grupate in patru categorii: sisteme cu carduri ban-
care; sisteme online; micropldti; cecuri electronice.

Vorbind despre comertul electronic ca despre o noua economie, ne referim la o lume in
care oamenii lucreaza cu creierul in defavoarea mainilor, o lume in care: tehnologia comu-
nicatiilor creeaza competitia globald, nu numai pentru vanzarile de marfuri sau imprumuturi
bancare, cat mai ales pentru cazul serviciilor ce nu pot fi ambalate si incarcate la bordul unei
nave; inovatia este mai importanta decat productia de masa, in care investitia in noi concepte
sau crearea lor este mai importanta decat productia de masini noi.

Daca ar fi sa comparam forma de comercializare electronica cu celelalte forme de comert
existente in prezent, am putea afirma ca avem de a face cu un tip de comert tanar, chiar foarte
tanar si in acelasi timp fragil. Fragil, deoarece mai este de lucru, in special pentru tarile sarace
si pentru cele in curs de dezvoltare, pentru a putea deveni 100% sigur, in special daca uti-
lizam ca si suport de comunicare Internetul. Provocarea care ne este adresata de catre seco-
lul XXI este sa facem acest mediu de comercializare atragator si sa-1 dezvoltam, deoarece
s-a dovedit o forma eficace, in mod special din punct de vedere al costurilor, dar si extrem
de dinamica daca stam sa ne gandim ca in ultimii ani avem de a face cu cresteri de 100% in
majoritatea regiunilor lumii a tranzactiilor valorice prin intermediul comertului electronic.
Iar 1n ce constau responsabilitatile care au aparut concomitent cu aceasta forma de comer-
cializare sunt legate de siguranta tranzactiilor, platilor si a confidentialitatii informatilor.

»Analizele la nivel european, privind calitatea vanzarilor prin Internet, pe baza directivelor
referitoare la comertul electronic si la contractele negociate la distanta, evidentiaza faptul ca
principalele obstacole In dezvoltarea comertului electronic raman, in continuare, problemele
legate de calitatea serviciilor de comert electronic, securitatea tranzactiilor electronice si incre-
derea consumatorilor in furnizorul de produse / servicii“ (E. Turbam et.al., 2007, p.135).

A supravietui in lumea afacerilor inseamnd a sti, a fi bine informat, a fi usor adaptabil
la neprevazut si de a fi mereu capabil de a invdta ceva nou. Internetul devine pe zi ce trece
0 prezenta tot mai activa in viata omului. Ca o progresie naturala a tuturor mediilor de comu-
nicare de pana la el, Internetul tinde sa devind un organism autonom tot mai structurat si plin
de viata.

Unde ne va duce Internetul? si Ce se va intampla de acum inainte? raman insa deocam-
data intrebari fara un raspuns clar, caci nimeni nu-si mai poate permite sa preconizeze un pas
superior Internetului in viata individului.
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Grigore Georgiu*

Culturile si problema identitatilor in lumea globala

Intr-o carte cu un titlu ce poate parea socant: Securitatea culturald. Dilema identitdtii in
lumea globala**, Malina Ciocea introduce o perspectiva originala asupra ideii de securitate
nationala in contextul amenintarilor si riscurilor din lumea contemporana. Ideea centrala a
lucrarii este ca aceste amenintari se manifesta nu numai la nivel politic si statal, unde au o
mai mare vizibilitate, ci si in straturile de profunzime ale organismului national, la nivel socie-
tal, cultural si valoric.

In mod paradoxal, globalizarea a readus in prim plan problema identitatilor culturale, iar
actuala criza economica este un mediu prielnic pentru multe state de-a redecoperi vitutile pro-
tectionismului in competitia acerba pentru resurse si piete. Oricum, este evident ca, in mod
direct sau disimulat, politicile de securitate ale statelor sunt orientate mai mult ca niciodata
de interesele lor nationale, iar in plan cultural asistam la o repliere a comunitatilor asupra
sinelui propriu si la o protectie a patrimoniului lor de valori. Mai mult, culturile si agentii lor
institutionali au invatat lectia marketingului si desfasoara strategii ofensive de promovare a
valorilor si a creatiilor care le definesc identitatea, pentru a-si construi o imagine favorabila
si a obtine pozitii de forta pe piata bunurilor simbolice.

In aceste conditii, este greu sa scrii despre o carte care pune in discutie astfel de probleme
cu adevarat fundamentale si dificile, care domina agenda dezbaterilor contemporane. Eram
obisnuiti sa legadm securitatea unui stat de concepte precum frontiere, teritoriu, suveranitate,
putere militara, politica si economica. Se pare ca a venit vremea sa vorbim si de securitatea
culturilor. De ce? Pentru ca globalizarea a pus In migcare un mecanism urias care, urmandu-si
logica sa economica, tinde sa dizolve diferentele de orice fel. Noile tehnologii de comunicare
ne iIndeamna sa credem ca ,,Pamantul este plat™ (Thomas Friedman), ca diferentele axiologice
verticale se topesc in plasma unei comunicari orizontale generalizate. Dar valul ,,aplatizant*
al globalizarii economice se izbeste de o stinca antropologica: diversitatea culturilor. Glo-
balizarea a avansat pe multiple planuri si a ajuns sa afecteze si aceasta ultima reduta: iden-
titatile culturale.

Malina Ciocea isi plaseaza analizele pe acest nou plan de referinta, anume la nivelurile
de adancime ale societatii, unde ideea de securitate dobandeste semnificatii nebanuite si mai
putin abordate in studiile clasice de geopolitica. Intr-o astfel de abordare, dezbaterea ajunge,

* Profesor universitar doctor, Seful catedrei de Comunicare, Facultatea de Comunicare si Relatii Publice,
Scoala Nationala de Studii Politice si Administrative, Bucuresti, Romania.
** Ciocea, M. (2009). Securitatea culturald. Dilema identitdtii in lumea globald, Bucuresti: Editura Tritonic.
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in mod inevitabil, la conceptul de identitate culturala, intens problematizat in lumea de astazi.
Identitatile culturale parcurg un proces de adaptare si restructurare interna, sub presiunea unor
factori variati, ce actioneaza In mod combinat si sinergic. Identitatile culturale se afla intr-un
raport tensionat cu procesele multidimensionale ale globalizarii si mai ales cu valul nivelator
si relativizant al industriilor culturale si al culturii media. Fluxurile si mesajele mediatice pro-
duc ,,imaginile din mintea noastra“ i au puterea de a furniza ,,definitii* ale lumii in care traim,
asa cum ne-au avertizat demult sociologii si teoreticienii comunicarii. In urma cu circa 40 de
ani, Edgar Morin sustinea ca produsele si imaginile difuzate prin cultura de masa (care a devenit
intre timp o cultura de consum, cu extensie globala) trebuie vazute ca o ,,colonizare a sufle-
tului, avand drept efect invizibil o disolutie a credintelor si a valorilor identitare, dupa ce
colonizarea teritoriilor fizice s-a incheiat.

Malina Ciocea reproblematizeaza dosarul teoretic si istoric al identitatilor culturale, pornind
de la acest punct nevralgic a globalizarii si de la dezbaterilor privind emergenta unei ipote-
tice ,,culturi globale®, care ar trebui sa functioneze ca un corelativ spiritual al globalizarii eco-
nomice. Demersul autoarei e situat in vecinatatea cunoscutei teorii a lui Samuel Huntington,
care, analizand efectele neprevazute si perverse ale globalizarii asupra identitatii nationale
americane, ajungea la concluzia ca problema identitatii culturale (care este pivotul identitatii
nationale) se afla in centrul dezbaterilor contemporane. Daca savantul american, recent dis-
parut, era ingrijorat de identitatea culturala a celui mai puternic stat din lumea actuala, atunci
cum putem aprecia situatia culturilor mici si periferice? Ce sanse au ele de a-si pastra si afir-
ma identitatea intr-o lume care le striveste sub tavalugul culturii media si al divertismentu-
lui industrializat?

Fara a dramatiza retoric si a se angaja pe linia unor pozitii ideologice, autoarea procedeaza
metodic si aduce numeroase si solide argumente, culese din bibliografia recenta a temei si
din reflectia critica personala, pentru a ne convinge ca trebuie sa avem in vedere, in evalua-
rile privind riscurile de securitate, impactul cumulativ produs de fenomenul globalizarii asupra
tuturor societatilor actuale. Intr-o demonstratie desfasurata pe mai multe paliere analitice,
autoarea sustine ca impactul globalizarii are o magnitudine profunda si afecteaza nucleul istoric
si valoric al identitatilor, dar efectele de acest ordin sunt adesea insesizabile si greu predictibile.
Referintele la situatia particulara a Romaniei sunt mereu prezente in subtextul analizei, iar
intrebarea la care se angajeaza autoarea sa raspunda este una dificila: Ce continut valoric con-
ferim astazi identitatii culturale roméanesti si care ar fi amenintarile (reale sau potentiale, pre-
zente sau viitoare) la adresa acesteia in contextul integarii noastre In Uniunea Europeana si
in structurile de securitate ale NATO?

Greu de raspuns la o astfel de intrebare. Doamna Ciocea face un adevarat tur de forta pen-
tru a descifra si sistematiza pozitiile teoretice variate care au fost formulate in privinta iden-
titatilor culturale in lumea globalizarii. Din examinarea critica a ipotezelor si a modelele propuse
de teoreticienii globalizarii rezulta ca numitorul comun al acestora consta in tentativa de a insti-
tui si legitima un tip de cultura ,,globala‘ care vizeaza ,,desprinderea® planului cultural de supor-
turile existentiale ale comunitatii. Autoarea dezvaluie precariatea argumentelor utilizate de cele
cinci ,,propuneri® in favoarea unui model posibil al culturii globale (o cultura capitalista glo-
bala, o cultura inspirata de modelul celei occidentale, o cultura omogena, hibridizata sau una
,.deteritorializata“), modele pe care le descopera inventariind analitic si 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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giaza procesele de relativizare a identitatilor culturale sau de hibridare si uniformizare a aces-
tora, ocultand miscarile si strategiile de raspuns, cele angajate in apararea diversitatii cultu-
rale si a identitatilor, care au dobandit o relevanta particulara in contextul actual.

In pofida amenintarilor la care sunt supuse, culturile nationale isi pastreaza si isi apara
identitatile, dezvoltand diverse strategii de raspuns. Analizand identitatea culturala si teori-
ile care au incercat sa o defineasca, autoarea considera ca in nucleul identitatii se afla un ,,model
valoric*, asadar o constelatie de valori, cu ,,amprenta istorica®, prin care o comunitate natio-
nala isi afirma, in ordine practica si simbolica, identitatea sa. Acest nucleu valoric, sustine
autoarea, este o sursa pentru toate infaptuirile culturale si expresive ale unui popor. La acest
nivel profund trebuie sa cautdm, asadar, sursele ce alimenteaza identitatea natiunilor si natura
amenintarilor ce trebuie luate in considerare de noile strategii de securitate.

O alta idee ce merita sa fie retinuta este aceea ca valorile general umane, pe care intl-
nim in toate comunitatile umane, desi au o formulare abstracta (libertate, egalitate, drepturile
omului, demnitate, etc.), trebuie intelese in unitate cu manifestraile lor concrete, care poarta
»~amprenta istoriei” specifice a comunitatii de referintd (pp. 71-72). Valorile general umane
sunt ,.traduse* si interpretate in diferite moduri de viata. Modelul valoric endogen al iden-
titatii trebuie privit ca o inima ce pulseaza si Intretine intregul organism societal, cu anato-
mia sa economicd, administrativa si statala. Asadar, putem vorbi de un suport cultural al
securitatii, unul foarte amplu si cu fundatie istorica.

Citind lucrarea doamnei Ciocea, mi-a venit in minte o afirmatie a lui Simion Barnutiu,
din faimosul sdu discurs de la Blaj, din mai 1848: ,,Cultura e puterea cea mai tare de pe pamdnt
si e o cetate noud a unitdtii nationale*. Suntem astazi n situatia de a confirma ideea pasoptis-
tului ardelean. Cultura e, intr-adevar, ,,cetatea® unitatii si a identitatii nationale, iar puterea
culturala, ca putere simbolica (soft power) poate Invinge, pe termen lung, puterea hard, mi-
litara si economica. Numai ca, in contextul actual, cand comunicarea interculturala a devenit
un proces cotidian, si aceasta cetate trebuie sa-si deschida portile si intre intr-un dialog com-
petitiv cu alte culturii si modele de gandire si de expresie.

In ultimul capitol Malina Ciocea isi concentreaza analiza asupra teoriilor referitoare la
importanta si semnificatia limbii ca pivot al identitatii culturale. Limba nu este un instrument
neutru de comunicare, ci unul in care asigura coeziunea comunitatilor prin faptul ca mijloceste
formularea si exprimarea valorilor specifice ale comunitatii. Autoarea examineaza critic ra-
porturile dintre limba, gandire, cultura si societate, pune in discutie teoriile lansate de diversi
autori, precum Piaget si Chomsky, reinterpreteaza ipoteza relativismului lingvistic, situan-
du-se, in final, pe o pozitie relativista moderata. Competenta autoarei in domeniul sociolingvis-
ticii este probata de analizele aplicate asupra diverselor ipoteze si modele teorectice care au
fost avansate in legatura cu importanta limbii in viata sociala.

Autoarea se pastreaza in spatiul protector al teoriei si se fereste sa apleze la exemple care
ii sunt oferite de realitatea contemporana pentru a ilustra importanta pe care a dobandit-o limba
in competitiile ce se poatd astazi pe piata globala a bunurilor simbolice. Este suficient sa
amintim de energia pe care o investesc minoritatile etnice in chestiunea limbii pentru a-si
prezerva identitatea. in jurul Romaniei se desfasoara de mult timp un ,,razboi al limbilor®, in
care sunt implicate si comunitatile romanesti din statele vecine. Sa ne amintim de situatia
romanilor din Ucraina, Ungaria, Serbia si din Republica Moldova (unde ,,razboiul limbilor*
are o semnificatie geopolitica evidenta).

o
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Este de remarcat faptul ca doamna Ciocea, abordand o tema de mare complexitate, si-a
conceput proiectul de cercetare pe o scara ampla, plasind conceptul de securitate nationala
intr-un configuratie macrosistemica, ce conjuga probleme si aspecte diverse. Ceea ce impre-
sioneaza n aceasta lucrare este faptul ca este o constructia sistematica, urmarita pas cu pas,
cu o consecventa redutabila, nu un colaj de analize si comentarii in marginea unor lucrari din
bibliografie. Textul ne poarta de la dezbaterile atat de incitante despre globalizare la formele
pe care le imbraca azi puterea simbolica, de la rolul statului la viitorul natiunii in structurile
supranationale emergente, de la dezbaterile despre identitatea culturala la cele despre impor-
tanta comunicarii si a limbii. Un cititor grabit ar fi derutat de acest amalgam, dar toate temele
si conceptele invocate sunt legate Intr-un constructie teoretica riguroasa si intr-un lant demon-
strativ consistent.

Lucrarea doamnei Ciocea, scrisa cu pasiune si urmand un riguros traseu metodologic,
reprezintd o contributie stiintifica valoroasa in peisajul abordarilor geopolitice si al celor de-
dicate strategiilor de securitate. E o lucrare complexa, interdisciplinara, stratificata pe teme
si niveluri de abordare variate. Textul innoada multe fire si referinte culturale, deschide noi
fronturi de cercetare, lanseaza ipoteze interpretative inedite ce ar merita sa fie discutate. Fara
indoiala, ipotezele lansate in lucrare, precum sunt cele referitoare la ,,modelul valoric* si la
cultivarea limbii, ca program cu valente securizante, ar trebui dezvoltate 1n studii ulterioare.
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Mihaela Alexandra lonescu*

Fondurile europene — o abordare diferita

Indiscutabil, aparitia lucrarii Fondurile europene — strategii de promovare si utilizare**
era absolut necesara in peisajul actual al abordarilor publice din ce in ce mai frecvente legate
de imperativele absortiei de catre Romania a fondurilor europene si a saraciei de informatii
competente vehiculate in aceste dezbateri. La originea acestui demers teoretic a stat 0 anume
experienta amara a autoarei, care marturiseste ca s-a lovit de pacla persistenta a unui abuz
de folosire a terminologiei ,,absortiei de fonduri®, de lipsa de precizie si de populismul agre-
siv al luarilor de pozitie pe acest subiect din ultima perioada. In mod asumat, Alina Bargaoanu
porneste de la aceasta premisa a detoxifierii discursului public in privinta abordarii fondurilor
europene, incercand sa ordoneze cu acribie analitica, discernamint si competenta, teme im-
portante legate de managementul proiectelor, Politica Regionala si de Coeziune a Uniunii
Europene, Instrumentele Structurale sau rolul comunicarii publice in contextul proiectelor si
programelor finantate de Uniunea Eurpeana. Pe fond, proiectul e oarecum silimar insufletirii
unor concepte extrem de importante, ajunse insa in pragul colapsului semantic din pricina
folosirii abuzive si incompetente.

Sunt doua premise teoretice majore care ordoneaza de fapt intreaga lucrare a Alinei
Bargaoanu si care aduc valoare demersului sau. In primul rind, este vorba de constatarea ca
planul prim al dezbaterii publice a inversat intr-o maniera nejustificata raportul firesc dintre
mijloace si scopuri, altfel spus intre fonduri si obiective strategice de dezvoltare. Acest raport,
conchide pe drept autoarea, trebuie restabilit prin formularea explicita a scopurilor comune
si de-abia apoi prin Incercarea de a obtine finantarile corespunzatoare.

Cea de-a doua premisa e legata de sublinierea importantei strategiei de comunicare a UE
in problema coordonarii folosirii fondurilor europene si a celor nationale. Este vorba despre
un element extrem de important, pe care s-a pus un accent puternic, mai ales dupa ce in 2004
cetatenii din Franta si Olanda au respins proiectul de Constitutie Europeana.

De fapt, abordarea Alinei Bargaoanu are meritul rar al luciditatii; in conditiile maratonu-
lui aparent de neoprit al institutiilor dupa fonduri europene si al vorbirii publice excesive pe
acesta tema, autoarea cere un time-out strategic, un moment de respiro intelectual in care invita
la concentrarea pe scopul adanc al absortiei fondurilor si nu pe tehnicile superficiale ale

* Lector universitar doctor, Facultatea de Comunicare si Relatii Publice, Scoala Nationala de Studii Politice
si Administrative, Bucuresti, Romania.
** Bargaoanu, A. (2009), Fondurile europene — strategii de promovare si utilizare, Bucuresti: Tritonic.
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obtinerii lor. Doar prin intelegerea acestei abordari complexe, care Incearca sa acomodeze
termenele lungi cu cele scurte, politicile globale ale UE cu cele ale Romaniei, se poate opti-

miza procesul de absortie a fondurilor pentru a micsora astfel decalajul intre tarile si regiu-
nile europene.
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Maria-Claudia Calin*

Second Life, the Official Guide**

De curand (decembrie 2008), capitala Romaniei poate fi vizitata si virtual. Aura Tatu
(Business Developer Chase Corp, Roménia) a ales Second Life (SL) ca mediu de imple-
mentare pentru proiectul Virtual Bucharest inscriind astfel Bucurestiul pe lista metropolelor
prezente online alaturi de Londra, Milano sau Amsterdam. Turistii din mediul digital au ocazia
sa vada Ateneul Roman, Palatul Regal, Biblioteca Centrala Universitara ,,Carol I, Hotelul
Hilton si cladirile adiacente, in timp ce alte destinatii precum Castelul Bran sau Delta Dunarii
sunt in constructie.

La o distanta considerabila in timp de la aparitia Second Life (SL) in versiunea beta (2003),
este publicat primul ghid de utilizare (Second life, the official guide, 2007), caruia 1i urmeaza
un an mai tarziu editia a doua. Ambele sunt un exemplu de consumer generated content, avand
in vedere faptul ca pe langa autori renumiti din domeniul online sunt mentionati rezidentii
Second Life din intreaga lume.

Cele doua volume (ghid de utilizare) Second Life se deosebesc atat la nivel de organizare
pe capitole, cat si sub aspectul continutului, ca urmare a diversificarii si imbogatirii cu infor-
matii de la o editie la alta.

Prima editie cuprinde trei parti, etapizate din punct de vedere al continutului informational
afaceri de succes. Cea de-a doua editie pastreaza o structura similara, cu exceptia augmen-
tarii in detalii ca urmare a evolutiei tehnice. Inca de la inceput, cititorul este familiarizat cu
termenii de baza pe care rezidentii trebuie sa-i cunoasca pentru a putea activa in SL: sims
(prescurtarea de la simulator) pentru a desemna regiuni din SL si prims (o subdiviziune de
la sims). Fiecare regiune poate gazdui 15,000 de prims, care pot lua orice forma fiind reali-
zate din materiale virtuale.

SL este creatia lui Philip Rosedale si reprezinta, dupa cum marturiseste fondatorul, impli-
nirea unui vis din copilarie. Chiar daca la prima vedere SL pare a fi doar un joc, la o analiza
atenta a activitatii devine tot mai clar ca este vorba despre ,,0 tara“ in toata regula. In ceea
ce priveste organizarea sociala specifica SL, valorile democratice nu s-au dovedit (inca) func-
tionale, ca urmare a tineretii acestui mediu. Astfel, rezidentii au dezvoltat o forma de orga-
nizare apropiatd de cea monarhica, in care fondatorul unui grup 1si desemneaza succesorii.

* Masteranda in Marketing si publicitate, Faculty of Business, Environment and Society, Coventry Uni-
versity Business School, Regatul Unit al Marii Britanii si Irlandei de Nord.
** Rymaszewski, M. et al. [2007] 2008. Second life, the official guide, Hoboken, New Jersey: John Wiley.
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Péana in prezent, acest tip de structura autoritara pare a fi cel mai potrivit pentru dezvoltarea
microcomunitatilor din SL.

Inca de la primul contact cu SL, nou-venitii se bucura de o atentie deosebita. Zone pre-
cum Ahern Welcome Area, New Citizens Plaza sau The Shelter au fost special dezvoltate de
rezidentii cu experienta pentru a oferi celor fara experienta sfaturile necesare in vederea unei
acomodari rapide. Rezidentii SL au astfel ocazia sa gaseasca intr-un singur loc un muzeu de-
dicat holocaustului alaturi de cel al pasionatilor de domeniul SF, o zona de cladiri si obiecte
futuriste si un vampire hotspot numit Transylvania. De asemenea, a fost dezvoltatd o serie
de activitati mai mult sau mai putin similare celor din lumea reala: rezidentii pot sa participe
la curse de masini, concursuri de pescuit, sporturi nautice, sa faca shopping in Midnight City,
sa asiste la o lupta 1n sabii, sa intalneasca un sarpe asiatic gigantic sau sa se imbarce pe un
vas de croaziera.

Dincolo de toate acestea, elementul pentru care SL si-a castigat faima este posibilitatea
rezidentilor de a interactiona prin intermediul unui avatar. Potrivit autorilor si utilizatorilor,
unul dintre cele mai importante momente in realizarea unui avatar este cel al alegerii numelui,
intrucat acesta trebuie sa permita o cat mai mare flexibilitate. Dezvoltarea unui avatar este
un proces de durata care solicita o atentie deosebita pentru detalii (par, piele) avand in vedere
ca Infatisarea initiala nu este atractiva. Lipsa oricarei constrangeri in alegerea unei identitati
ii determina pe utilizatori sa-si manifeste cu preponderenta eul ideal sau sa aleaga un sex diferit
de cel din realitate.

Pe langa posibilitatea de a experimenta o alta identitate, SL are o multitudine de valente,
fiind printre altele o platforma virtuala de marketing in perfecta concordanta cu problemele
actuale ale industriei de comunicare. O serie de activitati de responsabilitate sociala s-au dez-
voltat in cadrul SL, printre care global kids islands, un program educational menit sa atraga
atentia asupra problemelor de mediu. De asemenea, ca urmare a costurilor reduse pe care le
implicd, SL este un mediu propice pentru testarea produselor inainte de a fi lansate, opinia
rezidentilor fiind luatd in considerare in procesul de dezvoltare. In efortul lor de oferi anga-
jatilor un mediu propice de lucru, unele companii au integrat SL ca platforma de corporate
networking. Totodata, SL este considerat a fi un mediu favorizant inovatiilor, aici fiind tes-
tate o serie de aparate de zbor futuriste.

Pentru acei utilizatori pentru care spiritul antreprenorial nu este prioritar dar care sunt n
cautarea unei surse suplimentare de venit, SL contine o baza de date cu locuri de munca vir-
tuale. Dificultatea intervine iIn momentul in care se pune problema obtinerii unei remuneratii
considerabile. Sub acest aspect este recomandabil ca aplicantul — prin avatarul sdu — sa detina
o serie de atribute diferentiatoare, anumite bunuri specifice sau abilitati de realizare a unor
lucruri cu adevarat deosebite. Spre exemplu, pentru a fi un model de profesionalism este nevoie
ca avatarul sa aiba o forma deosebita cu piele si par, precum si posibilitati sofisticate de ani-
mare. Printre locurile de munca cele mai cautate in SL se numara posturile de securitate, de
vanzatoare, agent de vanzari, organizator de evenimente, DJ, dansator, stripteuza/ stripper,
model/ fotomodel, escorta, creator de textura prin utilizarea unor aplicatii precum Adobe Photo-
shop sau Paint Shop Pro, speculant, dezvoltator imobiliar, designer vestimentar, programa-
tor SL. Pe de alta parte, in SL exista o serie de locuri de munca mai putin obisnuite precum:
camping (angajatul trebuie sa stea intr-un scaun astfel incat sa contribuie la cresterea popu-
latiei din anumite regiuni), greeter (este nevoie de proactivitate intrucat angajatul trebuie sa
tasteze din cand in cand un mesaj de bun venit). Chiar daca este vorba despre o lume vir-
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tuala, anunturile de angajare care circula in SL sunt cat se poate de asemanatoare cu cele
din lumea reala: ,,Sunt un editor la Hunter Glass, Publisher SL Business Magazine pentru SL
Business si sunt in prezent in cautare de jurnalisti, columnisti sau scriitori freelance®. Dupa
care urmeaza descrierea activitatii si la final se mentioneaza o adresa de contact (highlyfo-
cused@gmail.com). Oricat de promitator ar parea, diferenta dintre valoarea dolarului in rea-
litate si cea din SL este foarte mare. Astfel, pentru un dolar american corespundentul in SL
este 250-320 dolari Linden, ceea ce inseamna ca este nevoie de sute de dolari Linden pen-
tru a cumpara guma de mestecat in realitate.

Chiar daca SL reprezinta o comunitate virtuala, anumiti rezidenti si-au putut transfera cas-
tigul in lumea reala. Cea mai bogata persoana din SL este Anshe Chung si provine din dome-
niul imobiliarelor. Impreuna cu sotul ei a dezvoltat Dreamland, o insula de dimensiunea unui
continent, reusind sa obtina o avere estimata la peste 1 milion de dolari americani. Povestea
celor doi soti a depasit limitele mediului online, ajungand in paginile revistei BusinessWeek
(mai 2006). Companii precum IBM, Showtime, The Weather Channel, Nissan si Microsoft
sunt o prezentd constantd in SL, dezvoltand o serie de activitati de promovare. De exemplu,
rezidentii pot sa faca surf in spatiul amenajat de Weather Channel, sa se relaxeze la ,,groapa
cu nisip“ IBM sau sa se intdlneasca cu trupele preferate precum Duran Duran.

Previziunile cu privire la evolutia companiilor in SL merita sa fie luate in seama cat se
poate de serios. Astfel, potrivit studiului Gartner (24 aprilie 2007) (Gandul 21.07.2008) de-
dicat Second Life, nu mai tarziu de anul 2011 aproximativ 80 la suta dintre internauti vor
folosi un metaverse si tot 80 la sutd din marile corporatii vor fi reprezentate intr-un fel sau
altul in acest mediu.

Intrucat este o constructie cit se poate de umana, SL nu este ferita de aspecte negative,
chiar daca 1n principiu ofera utilizatorilor posibilitatea de a se manifesta in forma lor ideala.
Printre aspectele mai putin dorite in SL si care se incearca a fi diminuate se numara comu-
nitatea refugiatilor de pe alte forumuri, specializata in realizarea de constructii urate, templul
pentru venerarea moliilor sau violarea altor rezidenti.

Astfel, pe langa posibilitatea de a experimenta o altd identitate, de a castiga bani sau de
a-1 utiliza ca platforma de marketing, SL este un mediu propice pentru dezvoltarea de relatii
sociale intr-un timp scurt, fiind un prim pas spre un model de organizatiec moderna. Cu
1,444,530 de utilizatori care s-au logat in 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 si cu cea mai rapida crestere. Pentru a-si mentine insa pozitia de lider, Mitch Kapor,
directorul bordului Linden Lab, admitea — cu ocazia Second Life Community Convention
(2006) — importanta unei bune relatii cu early adopters care sa indeplineasca rolul de purta-
tori de cuvant SL in propriul grup.

Prezenta SL in Romania, atat la nivel de discurs academic (cursuri de comunicare, reviste
de specialitate, bloguri) cat si sub aspect practic este inca marginala. Recensamantul conturilor
SL din intreaga lume este de 16 milioane, din care doar 40 — 50.000 provin din Romania (Hot-
News.ro 18.11.2008) Astfel, tindnd seama de discutia actuala cu privire la viitorul presei scrise,
precum si de achizitionarea de catre Rupert Murdoch 1n 2005 a unei alte comunitati virtuale,
MySpace, se poate concluziona ca retelele sociale merita sa fie luate in seama din ce mai
mult pentru implicatiile lor ca forme societale si comunitare alternative fard a eluda insa po-
tentialul lor de alienare.

o
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Call for papers

Revista romdnd de comunicare i relatii publice organizeaza continuu selectie de lucrari
stiintifice realizate de cercetatori in domeniile: comunicare, relatii publice, publicitate, jur-
nalism, marketing politic, resurse umane, management de proiect si alte domenii conexe. Pot
fi trimise spre publicare articole de specialitate, lucrari de cercetare, studii de caz cu carac-
ter stiintific, lucrari sustinute la conferinte si simpozioane nationale sau internationale si teme
de cercetare originale etc.

Lucrarile care indeplinesc standardele stiintifice vor fi publicate in numerele Revistei
romdne de comunicare si relatii publice, care apare de trei ori pe an. Selectia va fi realizata
de o comisie de referenti de specialitate formata din cadre universitare si din cercetatori cu
experientd in domeniile mentionate. Nu se impune un numar-limita de materiale pentru fiecare
autor. Se accepta lucrari stiintifice ale cercetatorilor atat din tara, cat si din strainatate.

Lucrarile trebuie sa respecte criteriile stiintifice si metodologice impuse de Revista romdnd
de comunicare i relatii publice, In conformitate cu normele CNCSIS, si sa fie trimise in fisier
Word pe adresa de e-mail a redactiei revista@comunicare.ro sau pe adresa
mihaela.ionescu@comunicare.ro

Revista romand de comunicare si relatii publice garanteaza confidentialitatea tuturor mate-
rialelor trimise spre publicare si a numelor autorilor neacceptati.

Standarde stiintifice

Standarde stiintifice relevante, n functie de care se face selectia studiilor si articolelor
propuse spre publicare Revistei romdne de comunicare si relatii publice:

— tema si problema studiului/articolului sunt riguros decupate;

—unghiul de abordare a temei este actual;

— prioritate au studiile/articolele sustinute de cercetare concreta;

— bibliografia este recenta.

Conditii de publicare
Normele de mai jos sunt obligatorii pentru toate materialele predate in vederea publicarii

in Revista romdnd de comunicare si relatii publice. Materialele care nu respecta aceste norme
vor fi respinse sau vor fi returnate autorilor pentru a fi revizuite.

o
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Prenumele si numele autorului, titlul, functia, centrul de cercetare/institutia/compania (scris
complet, nu doar acronimul) si adresa de e-mail vor fi specificate la inceputul articolului.

Lucrarile vor avea intre 20.000 si 50.000 de semne (cu spatii) — text si referinte bibliografice
de final.

Lucrarile vor fi insotite de un rezumat de 2.000 de semne si maximum 5 cuvinte-cheie.
Titlul articolului, rezumatul si cuvintele-cheie trebuie sa fie in limba romana si in limba engleza.

Materialele vor fi trimise in fisier atasat, in format Word, cu numele autorului, pe adresa
de email a revistei: revista@comunicare.ro.

Vor fi acceptate doar materialele trimise in perioada mentionata. Materialele trimise dupa
data fixata nu vor fi luate In considerare.

Norme tehnice

— pagina A4;

— textul de baza — font Times New Roman, corp 12; notele si indicele — font Times New
Roman, corp 10;

— paragrafele se vor distinge prin indentarea primului rand, nu prin distantare de para-
graful anterior;

— indentarea primului rand al paragrafului se va face automat, nu cu spatii;

— semnele de punctuatie (., ; : ! ?...) nu vor fi precedate de spatiu, dar vor fi urmate de
spatiu;

— se respecta diferenta Intre cratima (-), linie de pauza (—) si linie de dialog (—);

— ghilimelele principale vor avea forma ,,...“, iar cele interioare — «...»;

— listele numerotate nu vor avea numerotare automata;

— listele bullets se vor crea cu linie de pauza (—), nu cu alte simboluri si, de asemenea, nu
automat;

— in lista, intrarile pot fi incheiate cu punct si virgula sau punct; in primul caz, intrarile
incep cu litera mica iar in al doilea, cu litera mare;

— numerotarea titlurilor nu se va face automat, ci manual;

— numere exprimate prin cifre si alcatuite din mai mult de trei cifre se vor segmenta prin
punct; exceptie fac anii;

— dupa ghilimelele si parantezele de deschidere nu se introduce spatiu; de asemenea, nu
se introduce spatiu inaintea celor de inchidere;

— pentru sublinieri in text se folosesc numai italicele (nu bold sau underline).

— toate modificarile facute intr-un citat (extragere de text, adaugiri, inlocuirea cuvintelor
sau a literelor etc.) vor fi semnalate prin crosete [...];

— numele proprii se scriu cu litere de rdnd, nu cu majuscule;

toate tabelele si figurile din text trebuie numerotate.
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Norme de redactare

— toate materialele trebuie sa fie scrise cu diacritice; de asemenea, cuvintele sau numele
proprii in limbi straine se vor scrie respectand normele ortografice ale limbilor respective;

— cuvintele si citatele 1n limbi straine se scriu cu italice exceptie fac numele de institutii;

— citatele in limba romana se scriu cu caractere drepte; citatele mai lungi de doua randuri
vor fi evidentiate prin paginare bloc. Pentru toate citatele se va indica trimiterea completa,
in bibliografie;

— referintele bibliografice nu se citeaza in intregime in text. In text trebuie specificate in
paranteze doar numele autorului, data publicarii cartii sau articolului la care se face referinta
si numarul paginii citate. Exemplu: Eco, 1974: 254;

— referintele bibliografice vor fi grupate la sfarsitul articolului, In ordine alfabetica, sub
titlul ,,Referinte bibliografice*;

—1n cazul in care se fac referiri la doua sau mai multe publicatii ale aceluiasi autor, se va
face distinctie cronologica 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, avand numele autorului si data de difuzare intre paran-
teze. Exemplu: Lost in Translation (Sofia Coppola, 2003);

— sectiunile unei opere (capitole, episoade, piese de pe un album muzical etc.) se scriu cu
caractere drepte si intre ghilimele;

—referintele bibliografice de la finalul articolului vor avea forma: Goffman, Erving. (1963).
Stigma. Notes of the Management of Spoiled Identity. New York: Touchstone.;

— pentru referintele bibliografice care trimit la publicatii periodice, intrarile vor avea forma:
Greenwald, Anthony G. si Banaji, Mahzarin, R. (1995). ,,Implicit Social Cognition; Attitudes,
Self-Esteem, and Stereotypes*, Psychological Review, 102, 2-27.;

—1n cazul in care se citeaza un articol dintr-un volum colectiv se foloseste forma: Buzon,
Claudette si Mouras, Marie-Jo. (1997). ,,.Se documenter, gérer et exploiter I’information®. in
A. Veil-Barais (coord.). Les Méthodes en psychologie (pp. 56-95). Paris: Bréal.;

— precizarea paginii se va face cu ,,p.* cand este vorba despre o singura pagina si cu ,,pp.*
cand este vorba despre mai multe;

— indicatiile in limba latina (idem, op. cit., ibid., sqq. etc.) se scriu cu italice.

— Intr-o lista bibliografica fiecare intrare se Incheie cu punct;

—1in cazul unei reeditari, se va mentiona intre crosete data de aparitie a primei editii Hegel,
Georg W.F. [1833] (1964). Prelegeri de istorie a filozofiei. Bucuresti: Editura Academiei R.P.
Romania;

— articolele vor avea doar doua niveluri de subdiviziune: sectiune, subsectiune (fara titlu
pentru introducere);

— se va evita succesiunea de mici paragrafe;

—notele de subsol vor fi exclusiv note explicative, numarul si intinderea lor fiind limitate
la strictul necesar;

— 1n masura in care este posibil, se propune un titlu scurt; idem pentru un eventual subtitlu;

— imaginile nu vor fi introduse In document, ci vor figura in fisier separat in format Tiff,
la rezolutia de 300 dpi;

— in text, se va marca locul unde va fi inserata imaginea (,,intra Imaginea x*°);

o
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—textele din interiorul schemelor vor fi predate si intr-un document separat, mentionandu-se
schema de care apartin;

— 1n cazul adaptarii unor tabele, grafice, harti etc. din alte lucrari, din anuare statistice si
asa mai departe, se va preciza in mod obligatoriu sursa acestora, la fel ca pentru citate.

Pentru alte aspecte legate de redactarea materialelor se poate consulta lucrarea Chelcea,
Septimiu. (2005). Cum sd redactdam o lucrare de licentd, o tezd de doctorat, un articol stiintitic
in domeniul stiintelor socioumane. Bucuresti: Comunicare.ro.



