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C
ompanies have direct relationships both downstream (with merchants and customers)
and upstream (with material suppliers and banks). Organizations also have lateral
relationships with local communities (administrative institutions, schools, universi ties

etc.) and even with competitors. All these constitute the stakeholders of the concerned
organization. And each stakeholder has different expectations.

When it comes to customers, an organization achieves its purpose if it manages to
provide products and services that generate satisfaction. Product satisfaction appears if
all its features have values situated above the threshold required by the client. It was
noted, however, that there are two thresholds: thanksgiving (which separates the dis-
pleasure of thanksgiving) and customer satisfaction (that separates the dissatisfaction of
satisfaction). Customer satisfaction is the sense of fulfillment of desires. In the event of
dissatisfaction or satisfaction, the customer responds and talks about the product, but
the negative advertising is three times more intense than the positive one. There can be
also identified another state, the enthusiasm, the feeling of exceeding all wishes, the ful-
fillment of unidentified needs. Only enthusiastic customers become loyal customers.

For a long time, it was considered that customers buy goods on their own responsi-
bility – „be careful what to buy” (caveat emptor), or that there is a contract between the
trader and the buyer whereby the buyer agrees to what the seller is supplying. The
diversity and complexity of products offered for sale have led to the need for consumer
protection.

The relationships with clients are sometimes conduct-
ed directly, but in many cases, they are conducted
through traders. The trade impacts the producer by rec-
onciling the production. Stocks advance orders flatten the
production. But the dealer has influence and insight,
delivering the goods to the desired location in the appro-
priate time and in the required amount. That’s why the
manufacturer tries to engage the dealers by offering dif-
ferent benefits and by forming sale chains.

Suppliers are the source of raw materials, half-finished
products for the enterprises concerned. Manufacturers
create different forms of integration with suppliers and
customers and they also create partnerships. The direct
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„If you 
do not seek out allies
and helpers, then you
will be isolated and

weak.”
Sun Tzu
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supplier and the immediate customer are
highly important, but even more important
is the entire range of integration, called
value chain or industrial chain. Designing
the industrial chain has become one of the
main strategic activity of an enterprise.
Providers have a major impact on the cost
of execution of the products and their qual-
ity. They begin to be perceived as external
departments of the enterprise, being called
co-designers or co-producers. For a long
period of time, the two sides were seen as
opponents, because the bond between
them was considered only from the price
point of view, but today it involves a lot of
collaboration.

An enterprise needs to be careful with regards to its competitors. The analysis of the
competitors refers to their competitive strength (quality, price, services provided), the
methods used by new competitors and strategic groups. There might be brand competi-
tors, market competitors, niche competitors. For each competitor, the enterprise must
identify a range of objectives as: the role of profit, market growth dynamics, cash flow,
technology, services offered. In addition to the competition, there is also a collabora-
tion with competitors, for example in setting standards e.g. establishing Chambers of
Commerce.

Dealing with banks and financial firms relates to lending and intermediation of finan-
cial relations with the clients and suppliers. Banks make financial instruments available,
but they also allow operations such as factoring or hedging.

Relationships with communities refer to both the local community and the central
government. Companies have positive effects on the local community, they pay taxes
on properties, they offer employment, sponsor community activities. The enterprise
country pay taxes for profit, collects the tax on the salaries, value added tax, contribu-

tions to health, unemployment and social insurance.
An organization is therefore not alone in its environ-

ment and its success depends on its relations with the
stakeholders.

Sorin Ionescu,
Editor in Chief

„Alliances have
become an integral
part of contemporary
strategic thinking.”
Fortune Magazine
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A Tailored Methodology 
for Project Management
Adriana Petrut,a Prodan
SIVECO Bucharest, Romania

Nowadays, Information & Technology (IT) projects are rapidly increasing in num-
ber and value due to their importance and impact across all industries. Public
institutions, nongovernmental institutions, nonprofit institutions and the private
sector need to enhance their level of digitization. All the industries show similar
trends in enhancing the usage of the last-mile technologies: manufacturing, bank -
ing, insurance, healthcare, agriculture etc. To cover the market needs, a big num-
ber of IT projects is generated yearly, encompassing projects of different dimensions,
from projects that address 10-20 users to projects that address a billion users. 
The management of these projects is becoming more challenging and there is a
certain need to apply management methodologies that fit in the context of each
project. The author’s previous research and experience prove that the methodol o -
gical approach of the IT projects should be customized by taking into account the
dimension of the project and by capitalizing the existing resources.

Keywords: management, processes, IT projects

Introduction
The project managers are often locked

in methodologies that make the manage-
ment of the project difficult and bring no
added value to the project itself and to the
organization. In some cases, the methodo -
logies are difficult to be applied and the as -
sociated effort is not justified, taking into
consideration the dimension of the project.

The project’s dimension has been large-
ly debated in the specific literature, and it
has been observed that there are many cri -
teria that could influence project dimen-
sions, criteria that should be permanently
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„Our business 
is about technology,
yes. But it’s also about
operations and cus-
tomer relationships.”

Michael Dell
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evaluated. In this article, the author pres-
ents a new management methodology tai -
lored to the dimension of the project. The
model proposed by the author is also based
on the assessment of the dimensions of
the IT project and takes into consideration
other important steps to be followed at the
level of the organization: defining the cri-
teria for evaluation, establishing the project
priority and addressing the lesson learned.

The management methodology pro-
posed is mainly based on the PMBOK pro -
cesses and is promoting a simplification
of it, to make it usable in an efficient way
for smaller projects.

Methodology
The present article will combine theo-

retical research from the literature re -
garding IT projects with the observations
from the implementation of the IT proj-
ects in real business environments. The
management methodology proposed by
the author is limited in terms of validation
across a large number of projects. It has
been deployed in few IT projects with en -
couraging results.

For evaluating the steps and processes
needed to be customized, the author as -
sessed the PMBOK processes and effec-
tiveness in a project having reduced di -
mension, based on the author’s experi-
ence, literature research and surveys.

The Importance 
of a Tailored Methodology

Whitaker (2014) defines the manage-
ment methodology as a set of politics,
prac tices, processes, tools, techniques and
templates that will support the manager
in the implementation of the projects. One
if the frequent causes of the failure of IT
projects is that a formal methodology is
missing at the organization’s level. As re -
port ed by Wellingtone (2015), methodolo-
gies will help managers to better under-
stand the necessary processes, the lifecy-
cle of the project and also the tools and
templates necessary to manage the project.

The most common elements indicating
that a methodology is not followed be -
cause it is not tailored to the projects’ needs
are given by the project’s team; firstly, be -
cause the team members are not following
the same processes and secondly, the pro -
ject team is conducting the change man-
agement processes without the support or
involvement of the management, which is
contributing to the lack of standardization
in the project, as argued by Whitaker (2014).

LaBrosse (2015) affirms that the most
valuable competitive advantages could be
represented by a methodology which is
applied with success at the organization
level. Project team members can easily fol -
low the same steps and processes to solve
the tasks. A good methodology that is
known, followed, applied and respected
will help the team to pass from vision to
ac tion. Project management methodology

6 FAIMA Business & Management Journal



can be linear or iterative, extensive or min -
imalist, in phases or on the entire life cycle,
but it is important to be adapted to needs
of the project to guarantee the completion
of the project.

The first step in selecting the manage-
ment methodology is to know the di men -
sion of the project and then to decide what

process are to be applied. The management
of the organization should give the correct
answers and direction to the project man -
ager: how complex is the project, how to
measure it and what kind of meth o dol ogy
should be applied. An applicable matrix
for selecting the complexity of the manage -
ment methodology is shown in Fi gure 1:

A Tailored Methodology for Project Management

Volume 5, Issue 2 – June 2017    7

Following Wiegers (2014), there can be
defined five dimensions of a project that
should be considered when implementing
a methodology: project complexity, quality,
duration, costs and team. The complexity
of the project should be evaluated from a
technical perspective and a management
perspective (2008):
q Technical perspective: number of

technologies involved, expertise in the
chosen technologies and associated
risks to the technologies;

q Management perspective: the risks
associated with requirements for the
project, project resources requested in
the project, political aspects, number
of stakeholders, constraints and issues
regarding the time and the costs.

The New Tailored Methodology
The author paid a close attention to re -

duced size IT projects, where it is impor-
tant to reduce the effort associated with
the management processes. Usually, the
planning phase for this kind of projects is
minimized, in some cases skipped and the
project goes directly into the execution
phase. This approach creates unrealistic
deadlines. The communication process is
also minimized in such a way that the stake -
holders are not managed and the team is
not properly informed on a regular basis
(Larson, 2012).

The planning of the projects should re -
spect the principles mentioned by Humph -
rey (2010):

Figure 1 – Matrix for selecting complexity of the management methodology
(Whitaker, 2014)



1. Accessibility – all the necessary in -
for mation should be found in one
place;

2. Clarity – all the information should
be easy understood by the project
team members;

3. Relevant to the project – the proj-
ect plan addresses the specific char-
acteristic of a project, such as what
will be done, when will it be done,
by whom will it be done and related
costs;

4. Precision – all the information will
be presented with precision.

5. Accuracy – if the project informa-
tion will not allow an accurate plan-
ning, then the planning process will
be reiterated several times.

The author constructed a methodology
in order to manage a project in two steps:
first, the dimensioning of the project, and
second, the management methodology to
be followed accordingly with the results
from the first step.

The author’s model for dimensioning
the projects considers that the IT projects
with reduced dimension have a reduced
technical complexity, a small number of
stakeholders entities, a limited number of
resources needed to cover the project’s
activities. In an organization, the reduced
size projects represent approx. 10% of the
resources and 10% of the revenue. The
main principles to be followed in dimen-
sioning an IT project are presented in Fi -
gure 2:

8 FAIMA Business & Management Journal
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Figure 2 – A model to evaluate IT projects’ dimension

The complexity of the project can be
evaluated by assessing the criteria from a
management perspective (resources, time,
budget, stakeholders and political aspects)

and balancing them from a technical per-
spective. Based on PMI methodology, the
author defined a management methodolo-
gy for IT projects tailored to the needs of



reduced IT projects, as shown in Figure 3.
The management methodology processes
are grouped into 4 phases:

A Tailored Methodology for Project Management

Volume 5, Issue 2 – June 2017    9

Phase 1. Evaluating the projects within
the organization. It includes three pro ces -
ses: assessing the evaluation criteria, con-
sidering the organizational process to eval -
uate the projects and tailoring the metho -
dology that will be used accordingly with
projects’ dimension. To assess the degree
to which the organization is evaluating the
ongoing projects on a scale from 1 to 3,
there can be used:
1. Ad-hoc evaluation – the evaluation

process is triggered by some crisis at

the level of the organization and there
is no framework established;

2. Partial evaluation – defined criteria
ex ists, but they are covering only
some project categories from the
or ganization;

3. Complete evaluation – the evaluation
is executed permanently and the cri -
teria are covering all the projects of
the organization. The list of criteria is
permanently updated to the organ i za -
tion’s needs and to market’s evolution.

Figure 3 – Tailored methodology for IT projects with reduced dimensions
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Phase 2. The phase of assessing the
priorities includes:
• Assessing the projects for identifying the
priority. The priority of every pro ject
will be established through a standard -
ized process with well-known criteria.
The criteria should be related to the
dimension of the project, organization
strategy and available resources.
• Communicating the priority. This

needs to be transparent at all levels
of the organization.
• Adapting the organizational process to

consider projects priorities in the
company planning and executing of
activities.

The priority establishing phase will be
evaluated using a scale of 1 to 3 as fol-
lows:

q Ad-hoc – the priorities will be made
randomly, without an established
framework;

q Partial – some projects are perma-
nently evaluated according to well-
known criteria;

q Complete – all projects have priori-
ties assigned by using a well-estab-
lished framework.

The practical result of this phase will be
the list of all projects with different prior-
ities that will create the base of the future
actions for the ongoing and future proj-
ects.

The lack of of the evaluation and pri-
ority set up processes will lead in most ca -
ses to the chaotic execution of projects.
This kind of operation is usually running
without the top management support due
to the fact that the objectives and the re -
sults of the projects are not aligned or have
little or no importance for management.
The results of the priority setting process
can contribute to a detailed analysis of the
benefits given by different projects to the
organization. The adopted methodology
will support the implementation of the pro -
ject in conformity with the results of the
e val uation process. Any new update on
the projects – for example, the revenue,
du ration etc. – can influence the results
of the evaluation process.

Phase 3. Is represented by the execu-
tion of the project with the well-known
five phases from PMBOK: Initiating, Plan -
ning, Executing, Monitoring Controlling
and Closing.

The processes from the five phases were
reduced according to with studies made by
the author. The version 5 of PMBOK has
47 processes to manage the execution of
projects. Those processes are proposed to
be reduced to 23 the processes. The com -
parison between the number of process-
es in each phase from PMBOK and the
new tailored methodology is summarized
in Figure 4.

Phase 4. Includes elaboration and val -
idation of lesson learned. In order to eval -
uate the process of completion and vali-
dation of the lesson learned, we will use the
same principle of using a scale from 1 to 3:

Adriana Petrut,a Prodan



1. The completion and validation of the
ad-hoc lesson learned – the comple-
tion of the lesson learned is made
randomly, without an established
frame work;

2. Partial completion of the lesson learn -
ed, only for some part of the projects;

3. Full completion of the lesson learned
when all the projects include validat-
ed lesson learned.

The process of completing the lesson
learned is very important and it is manda-
tory that they are validated by the experts
in the field to ensure that the usage of the
lesson learned at the level of the organiza -
tion will bring the desired impact. Lesson
learned won’t reduce or replace the plan -
ning phase.

Results and Discussions
Based on the assumptions of Larson

(2012), formalizing a management metho -
dology at the level of an organization will
enhance the capacity of the organization

to deliver IT services and will also allow a
unique approach for the requirements and
tasks for all the parties involved, while
re ducing the risks for the IT organization
which executes the project. There are clear
elements that need to be considered and
that will influence the implementation of
a new management methodology in an or -
ganization:

q A new management methodology will
be followed in small steps to capture
the negative aspects and to avoid the
negative impact at the level of the or -
ganization;

q The effort of implementing the new
management methodology will be
sig nificant and irrelevant if the top
management is not involved and
does not support the implementation
itself;

q The methodology will be improved in
the implementation phase by iden ti fy -
ing aspects that were treated wrongly;

q Project managers used a methodol-
ogy without pointing gaps and their

Volume 5, Issue 2 – June 2017    11
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Figure 4 – Number of processes from PMBOK versus processes 
from proposed methodology



involvement in the implementation
process of the new methodology will
enhance the possibility to assess and
evaluate the right processes.

The goal of any organization is to bring
value to its shareholders and this is to be
achieved by increasing, in a structured way,
the chances of success of its projects. That
is also the goal of the present model for re -
duced size projects.

Conclusions
The managers need to be aware of the

dimension of the project managed in or -
der to adopt the proper tools, models and

methodology to follow. The main objec-
tive of the proposed methodology is an
alternative model to be used for the proj-
ects with reduced dimensions. There are
two conditions that must be achieved: the
success rate of the projects is bigger than
using the old methodology, and the man -
agement effort is lower.

The management model for reduced
size projects has the right elements to a -
chieve this by setting up front the priority,
by adopting a process simplification and
focusing on people management.

Adriana Petrut,a Prodan
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Ab
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ra
ct Entrepreneurship is an increasingly important phenomenon in the world economy.

Many reports show that job creation and economic growth is driven primarily by the
creation and growth of young, new firms. However, such new firms are vulnerable;
Europe and Romania have a low survival rate. Because of this issue, scholarly interest
in the topic of new venture survival, or the ability of new ventures to successfully start
and maintain their operations, has continued to grow. The relationship between tech-
nology innovation, HRM and entrepreneurship has been an active area of research. It
is well-known technology and HR are closely linked for competitive advantage. The
paper will present how a firm can respond to the competitive pressures through a process
of entrepreneurial change. Firms must become more entrepreneurial in order to identify
new opportunities for sustained superior performance. The main „ingredients” of cor-
porate entrepreneurship (CE) are organizational learning, driven by collaboration,
creativity and individual commitment. The results of the research showed that in the
process of the innovation, human resource entrepreneurship plays a significant role in
improving the effectiveness of manage-
ment technology and in achieving organ -
izational objectives.

Keywords: Entrepreneurship, technology
innovation, competitive advantage

Introduction
Over the past three decades, a small but

growing literature has emerged which em -
pirically examines the association between
human resource management (HRM) prac -
tices and entrepreneurship in order to in -
crease the innovation capability of the com -
panies. Peter Drucker (1985) argued that
innovation is the tool of entrepreneurship.

„Health 
is the greatest gift, 

contentment the greatest
wealth, faithfulness the
best relationship.”

Buddha

Entrepreneurship 
and its Relations
Florin Danalache, Alexandra Ioanid, Paula Monica Danalache
University POLITEHNICA of Bucharest, Romania
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Entrepreneurship plays an indispensable
role in improving productivity and promot-
ing economic growth. There are many def -
i nitions for corporate-level entrepreneur-
ship, although all are based on the sem-
inal papers of Miller and Stevenson. Miller
(1983) points out that entrepreneurial be -
havior includes innovation, proactiveness,
and risk-taking. Stevenson adopts a re sour -
ces-and-skills perspective and considers
that entrepreneurial behavior is based on
achieving and exploiting the market op -
portunity. The literature defines this type
of entrepreneurship as corporate entre pre -
neurship (CE) or entrepreneurship. Thus
CE refers to the creation and development
of an entrepreneurial culture within busi-
nesses in order to increase the firms’ in -
nov ative capacity (Montoro-Sánchez, So -
ri ano 2011). Under the new challenges
owned to globalization, when companies
have to develop IT, promote organization-
al reform, and encourage innovation and
entrepreneurship in the recent years, the
focus of manpower practices has shifted
from employee-level of personnel manage -
ment to the core employee and manage-
rial levels of strategic human resources
man agement (HRM) (Wang, 2000; Tsui
and Lau, 2002).

Innovation is defined as adding some-
thing new to an existing product or pro -
cess. The key words are adding and ex ist -
ing. The product or process has already
been created from scratch and has worked
reasonably well. When it is changed so that
it works better or fulfills a different need,
then there is innovation on what already
exists. Innovation is the successful ex ploi -
tation of new ideas.

There are several significant changes
need to be noticed in order to understand
the key issues in HRM, innovation and en -
trepreneurship. First, international entre-

preneurship has become one of the major
approaches to business development. The
international entrepreneurship approach
is an effective strategy not only for expand-
ing to new markets and introducing over-
seas funds and managerial skills for en -
hanc ing competitiveness, but also for more
and more local companies to introduce and
recruit foreign knowledge managers and
technicians for their joint ventures and/or
key local facilities for their business de -
vel opment. Therefore, both strategic and
cross-cultural HRM has become a crucial
supporting approach.

Second, technological innovation and
entrepreneurial networking are among the
most popular strategies for business de -
vel opment in different countries through
a variety of cross-regional mergers, ac qui -
sitions, joint ventures, and business alli -
ances. In many cases of mergers, HRM was
a bottleneck for effective integration. There -
fore, human resource management strate-
gies were urgently needed for supporting
organizational change, technological in no -
vation and entrepreneurial development.

Third, for most firms, the secondary en -
tre preneurship transformation is the main
business-driven strategy in connection with
intrapreneurship, corporate entrepreneur -
ship and strategic entrepreneurship. Be -
cause of these changes is necessary to iden -
tify and improve organizational actions for

Volume 5, Issue 2 – June 2017    15
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integrating human resource functions into
the organizational and innovation strategy
in order to support and implement a plan
to achieve a competitive advantage.

Innovation and Entrepreneurship
The dictionary defines innovation as the

introduction of something new or differ-
ent. Innovation is the implementation of
creative inspiration. Innovation could be
defined as „the intersection of invention
and insight, leading to the creative of so -
cial and economic value”. Innovation is
„value” – the creation of value adding va -
lue to customer’s satisfaction – „delighting
the customers”. Innovation is the basis of
all competition advantages, the means of
anticipating and meeting customer’s needs
and the method of utilization of technol-
ogy. Innovation requires a fresh way of
looking at things, an understanding of peo -
ple, and an entrepreneurial willingness to
take risks and to work hard. An idea does-
n’t become an innovation until it is widely
adopted and incorporated into people’s
daily lives.

Joseph Schumpeter (1934) believes that
the concept of innovation, described as the
use of an invention to create a new com -
mer cial product or service, is the key force
in creating new demand and thus new
wealth. Innovation creates new demand

and entrepreneurs bring the innovations
to the market. This destroys the existing
markets and creates new ones, which will,
in turn, be destroyed by even newer prod -
ucts or services. Schumpeter calls this pro -
cess „creative destructions.”

The entrepreneurs are the „dreamers”,
who take hands-on responsibility for cre-
ating innovation and the presence of in -
novation make possible to distinguish the
entrepreneur from others. The elements of
innovation are: Challenge, Customer focus,
Creativity, Communication, Collaboration,
Completion, and Contemplation; Culture –
Leadership and People as the source of in -
novation, Basic values, Innovation values,
Context.

Innovation can take several forms: in -
novation in management and work or gan -
ization, and the exploitation of human re -
sources, together with the capacity to an -
tic ipate techniques; Innovation in process-
es, including changes and improvement
to methods – these contribute to increases
in productivity; Innovation in products or
services – lead to increases in effective de -
mand which encourage increases in in vest -
ment and employment.

It is already known that nowadays in -
novation has become almost a prerequisite
for business success (Hamel, 2006; Jamrog
et al. 2006). Well-known successful com-
panies all around the world with sustained
innovation often describe their success as
due to finding the best people and then
‘getting out of their way’. Other companies
discuss creating environments and systems
which encourage innovation and provide
opportunities to convert ideas into succes -
sful products or services. Our interest lies
in the „people related” processes which are
found in successful innovating firms. In this
paper, we note the deficit in clear links
between HRM practices and innovation
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performance (Laursen, Foss, 2003) and ex -
plore existing research on the human re -
source management factors which en cour -
age and sustain innovation to identify HR
policies, processes and practices related
to firm-level innovation success (Becker,
Matthews, 2008).

The critical business success factors for
the future included recruiting and retaining
skilled employees, increasing customer sat -
is fac tion, employing and developing lead-
ers, sustaining a competitive advantage,
man aging risk, managing change and cor -

porate culture and becoming more inno-
vative (survey of Australian CEOs in 2003).
In considering this group of factors, it is
clear that it will not be individual HRM
functions that will provide a competitive
advantage, but a suite of practices that ad -
e quate ly fit with the organizational strategy.
It was developed the research concern ing
the link between HRM and innovation ca -
pa bility (Panayotopoulou and Pa pa le xan -
dris, 2004). Their model is based on the
Competing Values Framework (Came ron &
Quinn, 1999) and is shown in Figure 1.
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Figure 1 – HRM Orientation
(Source: Panayotopoulou & Papalexandris, 2004)

There are three dominant theoretical
per spectives in the literature that seek to
explain how HRM may influence innova-
tion and entrepreneurship: resources and
capabilities based perspectives, the be hav -
ioural view, and social exchange theory
de rived explanations. These explanations
are not mutually exclusive and each ex -
plains a part of the puzzle of the relation-
ship between HRM and CE.

Set out below activities HR practitioners
can undertake to embed innovation:

• Performance management. Con sis -
tently convey the correct signals about
innovation expectations to every em -
ployee within the company

• Reward and recognition. Reinforce the
importance of innovation activity and
outcomes through the use of recog-
nition schemes that encourage and in -
spire employees to share and develop
ideas – even if the ideas might fail.

• Talent management for individuals.
En sure all employees understand the



unique skills and behaviors required
to successfully innovate in their or -
gan ization.

• Talent management for teams. Break
down internal silos and promote idea
sharing by building career develop-
ment frameworks which encourage
resource sharing.

• Talent management for leadership.
De velop leaders to continually „hori-
zon scan” and adopt a mindset of dis -
satisfaction with the status quo.

• Identifying critical roles. Identify which
roles disproportionately drive inno-
vation value, develop the people fill-
ing these roles and ensure full com-
petence in innovation processes.

• Organizational design. Architect the
or ganization (structures, processes,
roles, capabilities etc.) to support the
innovation strategy, accelerating the
idea lifecycle by minimizing bound-
aries and promoting collaboration.

• Internal communication. Leverage
tech nology to encourage cross-organ -
ization networking and collaboration.

• Change management. Facilitate the
im plementation of new working prac -
tices that drive innovation.

An entrepreneur is a man or woman
who is able to actualize his/her innate po -
tentials and develop a character that is not
dependent, but independent. He or she is
that person who undertakes the voyage of
creating value by pulling together a unique
package of resources to exploit an op por -
tunity. He or she has the capacity and ca -
pa bility to build something from practi-
cally nothing – initiating, daring, doing,
achieving, and building an enterprise. They
genuinely believe they have something
new and special to offer, either a product
or a service. To them, life will remain a fan -
tasy unless their dreams are actualized.
They could be described as people who
have the ability to see and evaluate busi-
ness opportunities, gather the necessary
resources to take advantage of them and
initiate appropriate action to ensure suc-
cess (Meredith, 1991). He is a risk-taker,
a man or woman who bears uncertainty,
strikes out on his or her own, and through
natural wit, devotion to duty and singleness
of purpose, somehow creates a business
and industrial activity where none existed
before.

Entrepreneurship 
and Technology Innovation

In order to verify if the hypotheses the
authors started with is valid, a qualitative
re search was conducted. For data gather-
ing, the authors conducted a few face to
face or telephone interviews with 33 en -
tre preneurs. However, the most valuable
feedback was obtained through interviews
with 15 Romanian entrepreneurs, aged 29
to 56, that explained how innovative tech -
nology and HRM could influence a busi-
ness’s success or failure.

All the interviewed entrepreneurs agreed
that it exists a strong relation between
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entrepreneurship and innovation in gen-
eral, and technology innovation in particu -
lar. Innovativeness is considered the most
important characteristic of an entrepreneur
(Sharma and Dave, 2011), and after ana-
lyzing the data gathered in this study, the
authors obtained the same conclusion –
that 47% of the interviewed Romanian
en trepreneurs consider innovativeness as

being more important than any other traits
when looking for business partners or em -
ployees. The second most important trait is
proactiveness (34%) because, in a post-cri -
sis economy, entrepreneurs are expected
to have good business intuition and anti -
ci pate the evolution of the market in or der
to obtain competitive advantage (Figure 2):
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Figure 2 – Most important characteristics of entrepreneurs

Figure 3 – Risk-taking attitude of entrepreneurs

Also, when asked about risk-taking,
most entrepreneurs were a little reserved
(about 62%), as they said at the moment

is not a good time to take risks due to the
fact that the market is not yet having a sat -
isfying growth rate (Figure 3):

They compared the actual business en -
vironment with the business environment
from 1990’s Romania when risk-taking was
highly encouraged because in those times

the success rate was much higher than to -
day.

In the reviewed literature, entrepreneur -
ial orientation is presented as having three

Entrepreneurship and its Relations



important elements, considered equally
im portant: risk- taking, proactiveness and
innovativeness (Al-Dhaafri and Al-Swidi,
2014). However, after conduccting a few
interviews with Romanian entrepreneurs,
they argue that innovativeness and pro -
activeness are the most important and that
in the present economic conditions risk-
taking trait remains secondary.

When asked about correlations bet -
ween the concepts of entrepreneurship
and technological innovation, 75% of the
interviewed entrepreneurs mentioned that
innovation is more likely to happen when
people with different background work to -
gether for a common target, because di -
ver sity encourages people to be creative
(Figure 4):
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Figure 4 – Entrepreneurs’ attitude towards the idea 
that multicultural teams lead to innovation

The best results in the companies owned
by the interviewees were obtained when
assembling multicultural teams of indivi -
duals with different expertise areas, as each
of them brings valuables ideas, leading to
innovation. Another advantage of forming
teams with very different cultural traits and
the background is that they can act like
filters, separating the bad ideas from the
good ones.

The entrepreneurs don’t rely only on
their creativity and innovative ideas, but
they always try to hire personnel that proves
to have a creative way of thinking. Inside a
company, the creative atmosphere can be
obtained by asking everybody to come up
with ideas, during brainstorm meetings for
example, and appreciate all ideas before

choosing the suitable ones, so that the em -
ployees would feel motivated to come up
with new ideas during next meetings.

The creative atmosphere in the com-
pany should persist from early stages of
service or product development until the
company reached the final version of the
product, when the company should offer
the customer a stable product.

From the discussions the authors had
with entrepreneurs, the innovativeness is
no longer the result of a „lone genius
mind”, but of a highly collaborative envi-
ronment created by the company. The
leadership skills of the entrepreneur are
essential, as it is his responsibility to find
the best people, motivate them, offer the
right working environment, create teams
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and assign tasks so that employees can
come up with innovative ideas. Most en tre -
preneurs interviewed admitted that about
80% of the innovative products or services

offered by their companies were the ideas
of employees and not entrepreneurs’ or
managers’ ideas (Figure 5):

Figure 5 – The sources of innovative products or services ideas

When asked about innovative technol -
o gies and HRM, the entrepreneurs agree
that the development of internet and so -
cial technologies together with ERP sys-
tems could lead to better collaborating for
the development of the respective com-
panies.

According to Al-Dhaafri and Al-Swidi,
ERP systems integrate all business pro ces -
ses in an organization, such as product
plan ning, buying of raw materials, produc -
tion planning, marketing activities, sales,
customer service, accounting, HRM etc.
(Al-Dhaafri and Al-Swidi, 2013). Romanian
entrepreneurs find these systems useful,
but they should be more collaborative so
that all employees could use them. In this
context, we gathered a few recommen-
dations that could improve such systems.
First of all, five of the interviewed en trepre -
neurs that extended their business to other
countries besides Romania, suggested mak -
ing these ERP systems open source, so that

multinational teams could work simulta-
neously and exchange ideas in order to
cre ate innovation.

Davenport mentions that ERP systems
are the most innovative „development in
cor porate information technology”. 

Entrepreneurship and its Relations
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The a nal ysis of the data gathered in this
exploratory research lead the authors to

a top of the most implemented modules
in privately held companies.

Table 1 – The most implemented ERP modules
(Source: Davenport, T.H. & Prusak, L. 1998)

Florin Danalache, Alexandra Ioanid, Paula Monica Danalache

Talent Management is a tool contained
by the Human Resource Management in
ERP systems and it resulted in being very
useful for companies that bring innovative -
ness in the market, as it can bring to ge ther
specialists with different backgrounds into
working for improving a product or service.

The authors also noticed that the com-
panies that were open to innovation and
were using ERP systems were more likely
to service in economic crisis times, com-
paring to those companies that did not put
a value on innovation.

Conclusion
The main objective of this research was

to verify if the fact that the entrepreneurs
are open to technological innovation and
creativity supporting HRM obtain better re -
sults within their companies. The authors
found out that innovativeness comes not
from the entrepreneur, as expected most
of the times, but from a highly collabora-
tive environment in which multinational
teams work.

ERP systems together with social tech-
nologies create the environment where
em ployees can perform their tasks in a
creative way and collaborate with other
colleagues with similar interests, but with
a different background.
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„Great things 
in business are never
done by one person;
they’re done by 
a team of people.”
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The article analyzes social media behavior of Erasmus students at University of Economics,
Prague (VSE). Official university’s Erasmus Facebook group was analyzed and then a sur-
vey with nearly 100 Erasmus students was conducted. Findings implicate that Facebook
is the most important tool for communication and connection during the first months of
the program, however the group activity declined after the first month, which is a sign
for a stronger independence from the social network the more real-life friendships are
established. While this is a question that needs further scientific evaluation, the survey
and the group analysis suggested that educational topics are of lower priority during
the Erasmus program.

Keywords: Social media, communication, education, information sharing, students, Erasmus

Introduction
Taking part in an exchange program of -

fers numerous opportunities for students,
e.g. meeting new people from all over the
world, learning a new language and dis -
cov ering new cultures. At the same time,
these opportunities are accompanied by
challenges that have to be overcome by
each student. Starting from scratch in a new
environment can be tough and students
have to face unknown conditions when
they go abroad.

In order to help students overcome these
challenges, universities and organizations
like the Erasmus network or the Buddy
Sys tem in Prague offer a number of servi -
ces, e.g. a student from the receiving uni-
versity supports an arriving student with
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the first steps, a website with information
about the most important „to do”s at the
start of an exchange semester. Another way
of supporting exchange students depends
on the usage of new and social media. The
importance of social media, e.g. Facebook,
Twitter and Instagram for the society grows
fast, and therefore these channels are also
used for supporting exchange students du -
ring their time abroad.

Social networks are defined as a body
of applications that increase and support
group interaction and shared spaces for
col laboration, social connections, and ag -
gregate information exchanges in a web-
based environment. (Sediva, Mullerova,
2014, Kiralova, A. et al., 2015). Students can
manage their networks, especially since
they adopt mobile technologies that can
access online social networks (Barkhuus,
Tashiro, 2010). As Yang et al. (2004) ob -
served almost decade ago, living in a new
culture, especially in an Erasmus semester,
always involves uncertainty and unfamil-
iarity.

Besides improving the general skills,
Yang et al. (2004) have identified that use
of mass media reduced uncertainty and
unfamiliarity by e.g. learning faster about
new cultures. Nowadays, social media help
by sharing norms, traditions and even hid -
den society values via specifically created
user groups. In addition, many exchange
students seem to use social networking
sites to connect with other exchange stu-
dents, whom they have just met. Ap par -
ently, social media is used for maintaining
contact with friends at home, but also to
stay in contact with recently met acquaint -
ances. Due to the same experience, Eras mus
students often feel a sense of a common
ground due to their similar situation. Social
media might help to build up this shared
fundament from scratch (Yang, 2004).

Literature review
The most popular social network service

in the world is Facebook (over 1.3 billion
worldwide users in 2014), which keeps the
leading position for interactions with both
local and international friends. According
to Facebook’s official statistics, „the average
user is connected to 80 community pages,
groups and events and creates 90 pieces of
comments each month. Facebook’s aim is
to allow slow, detailed and thoughtful dis -
cus sions and conversations among users,
compared to Twitter. While it is mostly used
by adults for keeping virtual communities
informed via national and international
news, teenagers are more likely to use it
to inform their virtual surrounding about
their social status (Sacks, Graves, 2012).

Today’s social media paves the way to
make friends, exchange information or find
partners in a different way than in the last
decades. People use networks for diverse
purposes: maintaining existing relation-
ships, making new relationships or taking
different paths to find jobs (Mazman, Usluel,
2011) The latest statistics have shown around
42% of online adults use multiple social net -
working sites, while not surprisingly the
ma jority of social media users is under the
age of 30. On average, Americans spent 7.6
hours a month using social media, with the
majority of individuals accessing social
networking sites through cell phones (Pav -
lícek, 2013).
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As our analysis is mainly focusing on
Facebook and its influence on Erasmus stu -
dents, other networks (as LinkedIn, Insta -
gram or WhatsApp) are maybe named, but
not emphasized (especially as Facebook
is seen as the most popular social media
among our respondents). In the following,
surveys, as well as research, will show how
social media influences student life in dif -
ferent ways.

A recent survey of Polish former Eras -
mus students about the use of online so cial
networks showed the rapidly increasing
role of online social networks in education,
job search and other areas of life. A percent
of 85.4 % of the participants kept in touch
with their former fellow-students via Face -
book (Bryl, 2014). Regarding popularity,
Facebook communication was followed by
email and face-to-face communication. Fur -
thermore, the survey examined which so -
cial media is used for which purpose. Re -
searchers came to the conclusion that Face -
book is rather used for socializing, whereas
LinkedIn plays an important role for pro-
fessional reasons (e.g. job searches or main -
taining a professional network) (Bryl, 2014).
In conclusion, it can be said that university
education and its purpose of information

exchange is always present on social media,
but especially in the case of Facebook – so -
cializing is definitely extending the usage
in educational interest (Bryl, 2014).

Another survey examined if a larger com -
munity on Facebook leads to better infor-
mation exchange or if people struggle to
manage the flow of information and main -
tain high quality, meaningful relationships
with fewer fellow users in their network.
The survey showed that the more friends/
students belong to a group, the fewer peo -
ple concentrate on meaningful relation-
ships. The so-called „card-gathering” also
appears in professional networking; where
people just want to maximize their contacts
instead of developing meaningful lasting
relationships (Sacks, Graves, 2012). Net -
work size reduced the network quality, as
people are overwhelmed to distinguish bet -
ween people who could share their inter-
ests than people who could rather be just
acquaintances. Accordingly, people are put -
ting less effort in social interactions when
the size of the social network is increasing
(Sacks, Graves, 2012).

Large-scale survey (Güzin Mazman, 2011)
about gender differences in using social
networks shows that there are significant



differences in the frequency of use and
reasons for participating in social. „Main -
taining existing relationships” reflects a hi -
gher ambition in using Facebook for wo -
men than for men, whereas „Making new
relationships” was significantly higher on
the men’s side. Possible reasons on the wo -
men’s side could contain the interest of
hiding identity and personal information
on websites or their former role in society
they belonged.

Several studies have tried to find the dif -
ference between Erasmus students living
in dorms compared to students living in the
city center, or among American students
who have lived either on- or off-campus.
Even though they lived on-campus they
had group work also off-campus, so that
each student had multiple sets of friends
and acquaintance as well as school-related
contacts (e.g. teacher, fellow-dorm students).
Facebook was used as a communication
tool to see how students incorporate Face -
book into their array of everyday activities,
researchers found that students socialized
less with their dorm neighbors in the resi -
dence hall than they did within other set-
tings (e.g. Sports clubs). They found their
social surroundings while „hanging around”

with rather close friends than with un known
students from the dorm (Nathan, 2005).

Comparing all mentioned surveys and
research, it is becoming obvious that Eras -
mus students are at a stage in life where
their social life is pivotal to their overall
wellbeing, it’s the time where friendships
are made. Staying in dorms, distinguishing
between gender or age or whatever stu-
dents use as a purpose to use social net-
works, all surveys indicate that Facebook
is a crucial factor when considering social
networks during the Erasmus semester of
young individuals (Pavlícek, 2011).

Methodology
To examine the student’s behavior in the

official Facebook group „Exchange/Eras -
mus at University of Economics Spring 2015”
we captured every post between January
10 and March 28, 2015 (509 in total) with
all likes and comments associated. The con -
clusions were confirmed by a survey with
97 exchange students (out of 227 – response
rate 43%) who are members of the VSE
Facebook Erasmus group. Students answer -
ed 28 questions about their origin, their so -
cial media habits, and their goals during



the Exchange program, their Facebook usage
and the meaning that Facebook has for
them during their time in Prague. Next, to
a minor amount of open-ended questions,
our main form of questioning was multi-
ple-choice. The survey was conducted on -
line with the help of www.qualtrics.com.

Results and discussions
With a number of 733 members, the

Face book group „Exchange/Erasmus at
University of Economics Spring 2015” of -
fers information about the first steps in
Prague and in the dorms, the VSE intro-
duction week and activities organized by
the Buddy System Prague. Furthermore, the
group provides all its members with the
pos sibility to ask questions or post infor-
mation and invites that can be commented
and liked by other members. The analysis
of the Facebook Erasmus group consists of
three parts: 1)we showed the frequency of
posts on the Facebook group per month;
2) we studied the most reoccurring topics
per month; 3) we analyzed the most com -
mented and the most liked topics per month
and in general.

The frequency of posting 
on the Facebook group

Our analysis covered 77 days in which
509 posts were created in the group. This

resulted in an overall average of 6.6 posts
a day. In January 2015 the group registered
the lowest activity with 44 posts in 21 days.
That resulted in an average of 2.1 posts a
day. The maximum number of posts was
achieved on January 13 with 5 posts. Feb -
ruary 2015 showed the highest activity in
the Erasmus Facebook group: in total 271
posts were made with at least three posts
created on one day. This results in an av -
e rage of 9.7 posts a day with a maximum
of 17 posts achieved on February 11. The
reason for this maximum is probably the
arrival of the majority of Erasmus students
in the period February 8 to 14 and the on -
going introduction week. Both factors pro -
vided enough foundation for questions and
information about a number of topics. In
March, the number of posts dropped: we
counted only 194 posts (an average 6.9
posts a day). The maximum of 15 posts
was reached on March 9.

The frequency of topics 
in the Facebook group

For our analysis of the Erasmus group,
we categorized the content into following
10 topics: Administration; Buddy system
information (e.g. travelling, general info,
group events); Commercial invitations (paid
sport activities, N2N, party adds); Dorm
administration; Fun comments and docu-
mentation (pictures, jokes etc.); Student
information by students (freely given tips
for buying food, going out etc.); Student
invitation for meeting people/partying or
travelling; Student question about life in
Prague (Where can I find food, or a doctor
etc.); Student question and comments about
VSE (Who is in which course? Where do I
find… etc.); Various small student requests
(e.g. Does someone have a knife? Did some -
one see my smartphone?)
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When considering all 77 days for which
we analyzed the Facebook group, we dis -
covered that the most reoccurring topic
was „Student Invitation for meeting peo-
ple/partying or traveling” with 165 posts,
indicating that most of the students want
to meet new people and use different ac -
tiv ities to accomplish this. There were as
many posts asking for a casual meeting, a
trip to the city or to an area outside Prague,
as there were requests to do some kind of
sport or invitations to various private stu-
dent parties. The fact that roughly 1/3 of
all posts can be included within this topic
proves that students consider the Face -
book Erasmus group an easy way to find
fellow students with the same interests.

The second most frequently used topic
was „Student question about life in Prague”
with 86 posts in total. This shows that the
group is used to exchange crucial informa -
tion and tips about how to get along in the
city. Furthermore, the high number of posts
indicates that students believe in the value
of the Erasmus group as a source of reliable
and fast information.

The third highest peak in our analysis
had the topic „Buddy system information”,
a service of the group owners that consisted

of different offerings for a day or weekend
trips and general information for Erasmus
students. Posts with this topic occurred 51
times during the analyzed timeframe, and
although some of the posts are reminders,
they show the commitment of the Buddy
System representatives to the program.

The topic „Student question and com-
ments about VSE” was used only 37 times
and thus plays a minor role when we con -
sider the complete timeframe. This raises
the question if the Erasmus students see the
educational part of their program as a lower
priority. While this could be the case, we
have to consider other reasons e.g. easy
accessibility of suitable information about
educational topics through official channels
like the VSE website. The topics described

Figure 1 – Percentage of posts by month
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above are the most important factors in our
analysis about the influence of Facebook
on the Erasmus program.

Analysis of comments and likes

In analyzing the comments and likes of
the Erasmus students in our targeted Face -
book group, the authors tried to discover
what type of topic becomes most viral and
which topics are discussed by students. This
will probably give new insights about the

meaning of Facebook for the Erasmus ex -
perience of students in Prague. First, the
authors examined the general numbers of
likes and comments in general, and for
every month. The 509 posts recorded dur-
ing the 77 days in the Erasmus group, re -
ceived a total of 2125 likes and 1800 com -
ments. This results in an average of 4.2 likes
and 3.7 comments per post. While this is an
interesting number, it can bring further in -
sights to compare the monthly average.
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Figure 2 – Percentage of comments by month

A number of 42 posts created in Jan u -
ary received a total of 311 likes and 416
comments, resulting in an average of 7.4
likes and 9.9 comments per post. These
exceptional high numbers in the month in
which the smallest total number of posts
was created have several reasons. First, on
January 14, a post was created that re ceived
108 comments, meaning 26% of all com-
ments written in January. This question
about the rooms in the dorms became
high ly viral and thus had a vast effect on
the statistics. The same situation happened
on January 29 with a post that received 72
likes and therefore 23% of all likes given
in January. While these two events had a
large impact on the average number of

likes and comments, it has to be noted that
even without them, the average likes and
comments per post in the group are hi gher
in January than over the whole timeframe
of 77 days.

A potential reason for that could be the
high interest of soon-to-be Erasmus stu-
dents in discussions around the Erasmus
program and their insecurity before arriv-
ing in Prague. This hypothesis is supported
by the topics that dominate the discussion.
In the same way, „Student question about
life in Prague” and „Student question and
comments about VSE” had the most posts
in January. They are also the most discuss -
ed topics, with 230 comments connected
to Prague and 104 connected to the VSE.



Additionally, information posted by stu-
dents to help others received 76 likes. This
fact underlines the high significance of the
Facebook group in the preparation phase
of Erasmus students.

Another interesting detail can be found
when observing the end of January. It seems
that some students arrived early and search -
ed for new contacts using the Facebook
group. A post generated on January 29

about „Student invitation for meeting peo -
ple/partying or traveling” received 79 likes
and 49 comments, boosting the average
likes and comments per post of a topic that
was of no significance in January. However,
this shows the desire for contact with other
students right after the arrival in Prague and
the potential role Facebook plays in the sa -
tisfaction of it.
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Figure 3 – Percentage of likes by month
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In February, 247 posts received 1099
likes and 933 comments. This leads to an
average 4.4 likes and 3.8 comments per
post. While about 50% of all posts, likes
and comments that were captured were
cre ated in February, the average likes and
comments per post are not as high as in
January. This can have multiple reasons.
First, we can observe a kind of like/com-
ment cannibalism, meaning that the post
creation frequency in February was so high
that students either lost track of all the top -
ics, or just continued their discussion on
another post. A strong indicator for this idea
is the absence of one or more dominating
posts as found in January. Likes and com -
ments can be found in equal numbers for

more or less every post created. When
look ing at the most frequently discussed
and liked topics we find that the topic „Stu -
dent invitation for meeting people/partying
or traveling” leads in February with 521
likes and 563 comments created for 104
posts. This topic seems to be responsible
for 50% of all communication during Feb -
ruary, proving the already mentioned de -
sire to connect to other students at the start
of the Erasmus semester. We can discover
the same in the post analysis for „Student
question about life in Prague” with 37 likes
and 151 comments and „Student informa-
tion by students” with 115 likes and 76
comments.
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As already pointed out, students used
the Facebook group to share and get in -
for mation about the life in Prague and
solve various challenges. The fact that the
high number of questions created received
answers, probably motivated the students
to ask even more questions, because they
saw the value of the group as an informa-
tion source. Furthermore, the high number
of likes that students received that shared
information can be seen as an appreciation
of their service and function as motivation
to share more information, further increas-
ing the value of the Facebook group as a
source for information. At last, it should be
mentioned that the topic „Student question
and comments about VSE” wasn’t discussed
in a significant way in February, supporting
the argument that the students think of the
University as a secondary priority. In con -
tra diction to that fact the topic „Fun com-
ments and documentation” received 237
likes for 22 posts resulting in an average of
10.8 likes per post. Students seemed to be
eager to share and like special and funny
pictures about recently finished events and
build a closer connection with each other.

In March, 163 posts received 591 likes
and 405 comments, resulting in an average
of 3.6 likes and 2.5 comments per post.
This decrease can have several reasons that
were partly mentioned before. First of all,
the number of posts in general decreased
sig nificantly in March. While this most like-
ly resulted in fewer opportunities to like or
comment, the numbers in January proved
that there can be a large number of com-
ments or likes without many posts. The ab -
sence of this phenomenon in March could
be explained by an absence of interesting
topics, missing interest of group members
or possible alternatives to ask for, discuss
and share information. It seems that the stu -
dents get less dependent on the Erasmus
group the longer they are in Prague.

Instead of using the Facebook group for
communication, they use other ways e.g.
direct contact, various messenger ser vices
or alternative, more private Facebook
groups. To find a more satisfying answer
for this phenomenon, a longer and more
intense study that is out of the scope of
this article, would be necessary. In terms of
most important topics, we discovered that
„Student invitation for meeting people/par -
tying or traveling” covers about 50% of all
likes and comments created in March. Fur -
thermore, the 15 posts about the topic „Fun
comments and documentation” received
190 likes, proving once more that students
search for points of contact and commu-
nication in the Facebook group. While stu -
dent information, questions about Prague
and other various topics are still discussed,
their importance is decreasing heavily for
the same reasons mentioned above. Ad di -
tion ally, questions and comments about
the University of Economics are rarer and
poorly commented.

Antonín Pavlícek
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The social media survey
The survey that the authors conducted

consisted in a questionnaire which was
distributed through the official Facebook
group of the Buddy System in Prague.
There fore, there was a sample of 733 peo -
ple, of which about 227 were exchange
students. The number of finished and com -
pleted surveys was 97, resulting in a re -
sponse rate of about 43%. The question-
naire consisted in 28 questions divided into
different parts. They were followed by gen -
eral questions about age, nationality, and
gender. Then there were questions about
social media habits and the general use of
Facebook, especially during and around
the Erasmus exchange program.

Sample description

Demographic attributes of the survey
par ticipants were the following: 48% of
the survey takers were female and 52%
were male, resulting in equally distributed

responses from both genders. The age
range of participants reached from 20 to 32
years, with an average age of 22.63 years.
The young average age is directly con-
nected to the number of previous Erasmus
experiences. A number of 80 of our 97 par -
ticipants (82%) answered that their time in
Prague is their first Erasmus experience.
With a higher average age, it can be as -
sumed that more participants would have
indicated that they had already took part
in an exchange program before. When
look ing at the nationalities of our partici -
pants, 26 of them came from France and
11 from Germany, which mirrors the na -
tion alities of the students in the VSE Eras -
mus program.

In terms of continents the participants
originated, 78% of them came from Europe
and 12% came from North America. In ad -
dition, there were 6% participants from
Asia and South America. A percent of 70%
of the students indicated that they had a
room in the dorms.

Social media usage

A percent of 64% respondents stated that
they use 1-3 social networks; 23% used
4-5 and only 13% used more than 5 social
networks on a regular basis. When asked
about the most important network for stu -
dents, 94% listed Facebook as their major
network. 46% mentioned the messenger
service WhatsApp, 26% Snapchat, 25% In -
stagram and 14% Twitter. It has to be men -
tioned that participants were able to pick
more than one answer because we wanted
to find out if any other social network is
used nearly as much as Facebook by the
exchange students. The fact that 64% of
the students use only 1-3 social networks
and 94% of them state Facebook as their
most important social networks indicates
the high attractiveness of this platform to

The Development of Relations Through Social Media
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students and supports our decision to focus
on it in this article. Furthermore, 26% of
the students who finished the survey had
0-300 friends on their most favorite plat-
form, 35% had between 301 and 600, 22%
had 601-900 and 18% had more than 900
friends.

Another indicator of the importance of
Facebook compared to other networks in
the social life of students is that the specif-
ic questions about how many Facebook
friends they had resulted in almost the same
answer as the question about contacts on
their most favorite platform. About 91% of
the students gave the same answer to both
questions. When asked how many of their
internet friends they know in real life, about
67% reported they know more than 75%
and another 21% know at least more than
50%. An interesting detail is that the fewer
friends a student had on Facebook, the
more of these friends he knew in real life.
A percent of 80% of the students who stat-
ed that they have between 0-300 friends
also said that they knew more than 75% of
them in real-life. This number decreased
to 47% for students who chose the option
for 900 or more contacts, resulting in the
hypothesis that the more contacts you have
on a social network, the less percentage of
these contacts you know in real-life.

Facebook usage

A percent of 23% of the students use 1-5
Facebook groups, 40% use 6-10 groups
and 37% use more than 10. When asked for
the main purpose of their membership in
Facebook groups, 85% stated educational
reasons, 91% said they searched for parties
and events, 32% wanted to do sports and
29% used the groups for sharing pictures.
When it comes to status updates and pic-
ture sharing on Facebook, 41% of the stu-
dents did not use this function and 54%

used it 1-5 times a week. Only a minority
of 5% shares status updates or pictures more
than 5 times a week with their friends.
When combining this result with the num -
ber of friends, students have on Facebook,
we find no significant connection indicat-
ing that the number of friends is no factor
for the level of activity on Facebook in our
study. Nevertheless, 52% of the students
that knew at least 50% of their Facebook
friends in real-life stated that they share sta -
tus updates at least once a week. The ques -
tions about how many times the students
met someone before adding him/her as a
Facebook friend was answered in the fol -
lowing way: 22% of all participants added
someone after meeting him/her the first
time, 41% after the second meeting, 16%
after the third meeting and 21% after more
than three times. When comparing these
answers with the results of the question
about the total number of Facebook friends,
we did not find any significant results. It
seems that the number of friends a partic i -
pant in our survey declared to have is not
dependent on the times he/she met a new
Facebook contact.

Antonín Pavlícek



Goals and Knowledge

In this part of our survey, we shortly re -
quested the participants to name their goals
for the Erasmus program and their knowl-
edge about Prague before arriving in the
city. With 88%, most of the students an -
swer ed that they wanted to meet new peo -
ple while being in Prague followed by the
desire for traveling, 78% and new cultural
experiences, 76%. About 49% declared that
they wanted to go to parties and only 44%
choose to study as one of their main goals.
While the Erasmus program is designed for
studying at another University in a foreign
country, educational factors seem to be of
secondary interest to most of the students.
When asked about their knowledge about
Prague before starting their program, 49%
answered that they gathered information
about the city, 32% visited the city before
and 16% answered that they did not have
any knowledge about Prague before their
arrival. When linking the level of knowl-
edge about Prague with the decision about
staying in the dorms or searching for an
apart ment we could not find any signifi-
cant relationship.

The interaction of students
The fourth part of the survey focused on

the interaction of students. The first subject
was how many contacts the students ad -
ded during their exchange program. A per -
centage of 60% of the students added 0-40
new friends, 33% added between 41 and
80 friends, 4% added between 81 and 120,
and 3% added more than 120 new contacts
to their Facebook friend list during their
time in Prague. An interesting fact is that
72% of the people who added more than
80 new friends during their time in Prague
had already more than 600 friends. Thus,
there could be a connection between the
general willingness to add new contacts
on Facebook and the willingness to add
new contacts during the Erasmus program.

When asked how many times the stu-
dents would meet someone in Prague
be fore adding him/her as a friend during
their Erasmus program, 38% answered they
would add someone after the first meeting.
Another 38% would add someone after the
second meeting, 11% after the third and
12% would need to meet someone more
than three times to add him/her as a friend
on Facebook.

When comparing this result to the gen -
eral question about how often the partici -
pants met someone before adding them
as friends, we found an interesting diffe -
rence. In the general case, only 22% of the
students would add someone as a contact
on Facebook after the first meeting. During
the Erasmus program, this percentage in -
creased to 38%. Furthermore, 76% of the
students said that they would add some-
one as a friend after two meetings, an in -
crease of 15 percentage points compared
to their general behavior.

An additional interesting finding is that
all students that added more than 80 new
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contacts to their friend list where adding
people after a maximum of two meetings.
Therefore, it can be assumed that the num -
ber of new Facebook friends a student
gathers during his/her Erasmus program
is directly connected to the willingness to
add new contacts without meeting them
very often in real-life. Another question
was about the number of weeks students
already used Facebook groups connected
to their Erasmus program. A percent of 23%
answered that they used these groups for
0-4 weeks, 42% for 5-8 weeks and 36%
used them for 9-12 weeks or even longer.
Since the survey was done during the last
week of March, it can be assumed that most
of the students started to use groups con-
nected to the Erasmus program in the last
week of January.

When analyzing if there is a difference
between the answers of students living in
the dorms and students who do not, we
only found a small difference. A slightly
higher percentage of students who do not
stay in the dorms started to use groups
connected to the Erasmus program earlier
than the last week of January 2015.

An additional small finding is that 85%
of the people who added more than 80

new Facebook friends during the Erasmus
program started using groups connected
to it before the last week of January. When
asked how often the students use groups
connected to the Erasmus program per day,
69% answered 1-3 times, 22% answered
4-6 times and only 8% answered more than
7 times. This indicates a small group of in -
tensive users and a lot of students who use
the Erasmus groups on Facebook occasion -
ally.

When combining this question with the
questions about adding friends during the
Erasmus program and the time students
start using groups connected to the pro-
gram, we could not find any significant de -
tails. Our question about Erasmus events
advertised on Facebook was answered in
the following way: 28% visited only bet -
ween 0 and 5 events, 39% between 6 and
10, 14% between 11 and 14 and 19% more
than 15. The fact that only 28% of the stu -
dents did not participate in a lot of Eras -
mus activities advertised in a group con-
nected to their program proves the im -
por tance of Facebook as an organizational
tool. Furthermore, we found the logical fact
that the longer students used the groups
connected to their Erasmus program, the
more they visited events advertised in these
groups.

Additionally, students who used the Eras -
mus groups at least four times a day were
more likely to visit at least six events ad -
vertised in these groups. The last detail is
that 75% of students living in the dorms
visited less than ten events advertised in an
Erasmus group, whereas 50% of students
living outside of the dorms visited more
than ten events. This could be an indication
that students not living in the dorms are
more dependent on the Facebook groups
to stay in contact with other students. Stu -
dents that live in the dorms are more likely
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to see each other in person and therefore
can connect easier without using Face -
book. The opposing question of how many
events the students visited that was not
advertised in a group connected to the
Eras mus program had a rather clear result
with 80% of students answering that they
visited less than six of these events.

Attitude towards Facebook

A percentage of 89% of the participants
stated that Facebook helped them over-
come the challenges they faced for the
prep aration and during their Erasmus pro -
gram. Approximately 73% also said that
Facebook is essential for a good Erasmus
experience, proving the importance of this
social network for current Erasmus stu-
dents. While the previous results indicate
a high dependency on Facebook as a com -
munication tool, the question asking the
students if they think they are dependent
on Facebook was answered differently:
only 59% answered that Facebook is a ma -
jor factor for a satisfying Erasmus experi-
ence.

These slightly opposing results could
in di cate that some students are not aware
or do not want to accept the value that
Facebook offers them. On the other side,
it could also be that students overestimate
the significance of Facebook. To find the
truth, it would be interesting to study two
groups of students, one using Facebook
extensively, the other not using Facebook
at all. Both should write down their ex pe -
riences and challenges before and during
the Erasmus program. A comparison of the
results could bring further insights about
the significance of Facebook as a commu -
nication tool in the Erasmus programs.

The last question of our survey had a
clear result: 99% of the students who fin-
ished the survey stated that they think that

Facebook will help them to stay in touch
with the friends they found during their
time in Prague. This again verifies the sig-
nificance of Facebook to Erasmus students.

Conclusions
In January the major concern of students

was to organize there Erasmus semester
and thus topics about the life in Prague and
the University of Economics were of inter-
est. This changed in February, when the
highest priority was on meeting new peo -
ple, partying and traveling. The fact that
this continued in March and in total 33%
of all posts can be connected to this topic
leads to the assumption that it is the major
concern of Erasmus students – an as sump -
tion that was also supported by the survey
in which 88% of the students indicated that
the highest priority is meeting new people
during the Erasmus semester.

When examining the complete 77 days,
we can conclude that February was the
month with the highest activity in the Eras -
mus group. In March the activity decreased
fast, probably resulting from the weakening
dependency on the Facebook group to get
in contact with other students. In February
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we can also observe a kind of like/com-
ment cannibalism in which the post cre-
ation frequency was very high and there-
fore no post received overwhelming par-
ticipation.

We discovered that 97% of students liv-
ing outside of the dorms came from a Euro -
pean country. This fact is almost certainly
connected with the greater challenge of

finding a suitable apartment while living
on another continent.

Another finding is that Facebook seems
to be the most important network for a vast
number of students, with 94% declaring it
as their main social platform. In addition,
the fewer friends a student had on Face -
book, the more he knew them in real-life.
Furthermore, 72% of the people who added
more than 80 new friends during their
time in Prague had already more than 600
friends. Thus, there could be a connection
between the general willingness to add new
contacts on Facebook and the readiness
to add new contacts during the Erasmus
program. Moreover, the willingness to add
people quickly as contacts on Facebook
seemed to increase in the Erasmus se mes -
ter, as compared to the usual behavior of
students.

Another finding was that students living
outside of the dorms visited more events
advertised in the Facebook group than stu -
dents living in the dorms. This could be a
result of their decentralized position com -
pared to the other dorm inhabitants.

Antonín Pavlícek
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„Perfect partners 
don’t exist. Perfect con -
ditions exist for a limited
time in which partnerships
express themselves best.”

Wayne Rooney 
(English footballer)
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Innovation management describes the decisions, activities, and practices that move an
idea to realization for the purpose of generating business value. Innovation management
means all the activities conducted by a company and options made to foster the emer-
gence of innovative projects, to decide their launch and achieve commercialization of
new products or implementation of new business processes, to increase competitiveness.
No definition is advanced as a correct one in our essay because no one definition is
suitable for all problems.
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Introduction
Schumpeter suggested that large private

firms would count for the majority of prod -
uct/process innovations in a dynamic
(Schum peterian) economy; the discussion
continues across industries, market struc-
tures and competitive scale whether and to
which extent large companies as compared
to small and mid-sized firms (SMFs) will
con tinuously generate a larger bulk of in -
no vations (in terms of revenues or profits)
(Schumpeter 1942).
Innovation competition leads to in creas -

ing economics triggering serial innovations
inducing more increasing returns industries
(Schumpeter, 1950). Most of the literature
focused on two hypotheses associated with
Schumpeter’s assertion: (i) innovation in -
creases more than proportionally with firm
size and (ii) innovation increases with mar -
ket concentration.

Evolutionary economists (Nelson, Winter,
1982) define innovation very broadly. It en -
compasses product and process innovation,

„Today businesses 
grow through alliances,
joint ventures and cus-
tomer partnerings which,
by the way, very few 
people understand.”
Peter F. Drucker
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opening up new markets, and acquisition
of new sources of raw material. In the ab -
sence of patent protection, large firms may
exploit their innovations on a large scale
over relatively short periods of time – and
in this way avoid rapid imitation by com-
petitors – by deploying their productive,
marketing and financial capabilities. Large
firms may also expand their rate of inno-
vation by imitating and commercializing
other firms’ technologies.
Any growth process implies qualitative

change, at both the micro and macro lev-
els. It is a process of creative destruction,
which cannot be reduced to an equilibrium
path. Any economic change involves two
entirely distinct phenomena – growth and
development. While growth is a purely
quan titative phenomenon, development
con sists of qualitative change, a „spontane -
ous and discontinuous” change that arises
from within the economic process. „There
is certainly no point in trying to conserve
obsolescent industries indefinitely; but there
is a point in trying to avoid their coming
down with a crash and in attempting to
turn a rout, which may become a center of
cumulative depressive effects into orderly
retreat” (Schumpeter, 1950, p. 90).
Competition has traditionally been con -

sidered by economists as a form of disci-
pline which can raise production efficien cy
and which is, in principle, capable of stim -
u lat ing economic growth. According to this
view, the more competition there is, the
bet ter. In reality, competition affects eco-
nomic development in ways which are
more subtle and complex than those sug-
gested by this sentence. It is no surprise
that a contradictory view of competition
still exists in the economic literature.
One of the main reasons for growth dif -

ferences could be the relatively high rate of
R&D investment in fast growing industries

(e.g. car, and computer manufacturers)
build their market positions by continu-
ously investing in new technology and ac -
cumulating knowledge over time. These
issues are hard to think about without a
proper modeling of a multi-sector economy
where different sectors have different struc -
tures and are independent. The „push” ef -
fect of innovation is combined with the
„pull” effect of demand by considering the
impact of the dynamics of consumption
and investment at the sectoral level.
An interesting problem of the new ec o -

nomic literature is to understand how tech -
nology races can be induced endogenous-
ly, e.g. by changes in economic variables
(such as costs, prices and productivity).
The success of economic growth due to dif -
fusion of advanced technology or the pos -
sibility of leapfrogging is mainly attributa-
ble to how the social capability evolves,
i.e. which effects become more influential:
growing responsiveness to competition or
growing obstacles to it on account of vest-
ed interests and established positions.
Even the best technology can’t deliver

success without a focus on business strat-
egy and goals. It is important to have a clear
vision of where the company is going, as

The Business Value of Innovation Management
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it will define and set the context for the role
innovation will play in enabling profit a ble
growth, help determine the type of inno-
vation you want to drive and the way you
need to organize to effect change.

Conceptualization of Notions Used
Innovation. Innovation is not a techni-

cal term; it is an economic and social term.
Its criterion is not science or technology,
but a change in the economic or social en -
vironment, a change in the behavior of
peo ple as consumers or producers, as citi -
zens, as students or as teachers, and so on.
But the need for innovation will be equally
great in the social field (Drucker, 1986).
Innovation is defined sometimes as the

development and implementation of new
ideas by people who over time engage in
transactions with others within an institu-
tional order. This definition focuses on four
basic factors: new ideas, people, transac-
tions, and institutional context. An un der -
standing of how these factors are related

leads to four basic problems confronting
most general managers:
•• a human problem of managing at -
ten tion;

•• a process problem in managing
new ideas into good currency;

•• a structural problem of managing
part-whole relationships, and

•• a strategic problem of institutional
leadership.

An innovation is a new idea, which may
be a recombination of old ideas, a scheme
that challenges the present order, a formula,
or a unique approach which is perceived as
new by the individuals involved. As long as
the idea is perceived as new by the peo ple
involved, it is an „innovation”, even though
it may appear to others to be an „imitation”
of something that exists elsewhere. In clud -
ed in this definition are both technical in -
novations (new technologies, products, and
services) and administrative innovations
(new procedures, policies, and organiza-
tional forms). Because we subscribe to a
systems view, technical and administrative
innovations are expected to be closely in -
terrelated and co-produced (Van de Van,
1986).
Innovation is nowadays a pervasive issue

in both the academic literature and policy
debates; it plays a central role in firms’ strat -
egy and is a fundamental element in public
policies for growth and competitiveness.
Innovation has become a major field of
study in economics, management, sociol-
ogy, science and technology studies, and
history (Malerba, Brusoni, 2007).
Innovation can manifest itself in multiple

ways, whether in a technology change that
determines the products and services you
deliver, or a business model change that de -
fines the value you deliver. In order to re -
main relevant in this new environment, your
organization must be able to implement

Titu-Marius Bajenescu



Volume 5, Issue 2 – June 2017    43

the latest technologies quickly and ensure
that when you do, they are engineered to
work with your entire technology stack.
There are four key technologies that

have converged to drive innovation: social
networking, mobile computing, analytics,
and cloud computing. These technologies
enable new ways to develop products, in -
teract with customers, partner with others,
compete, and succeed. First and foremost,
companies need to understand how to or -
ganize themselves around innovation and
how to get the best results from innovation.
The next step is to identify the technologies
that are best-suited to their unique circum -
stances.
The study of innovation management is

driven by its practice; it is an applied field.
There is no unified theory of innovation
management, just as there is no unified
theo ry of innovation. There are, however,
diverse theories that can help explain var -
ious aspects of innovation management as
a social and economic process (Dodgson
et al., 2014).
Innovation management has seen a

pleth ora of supportive tools and techniques
emerge, mostly originating from academic
research into a few organizations and gen -
eralized into consulting offerings. Some of
these have retained value, but most have
at one time or another been oversold and
used inappropriately. The challenge for in -
novation researchers is to determine and re -
tain the value of the tried and tested while
maintaining interest in the new and emerg-
ing with sufficient degrees of circumspec -
tion and caution (Dodgson et al., 2014).
Managing innovation will increasingly

be come a challenge to management, and
es pecially to top management and a touch -
stone of its competence. To manage in no -
vation, a manager need not be a technol-
ogist.

Creativity. To explore the sources of
creativity, researchers have sought to probe
the character of inventors and innovators.
To this end, research has sought to under -
stand how individuals’ psychology and per -
ceptions of their environment shape their
likelihood of developing creative ideas.
This research shows that individuals with
a strong self-determination or intrinsic mo -
ti vation are able to generate greater creative
output (Amabile, 1983a), (Amabile, 1983b),
(Deci, Ryan, 1985). Managing the many
chal lenges of innovation requires the com -
bination of resources in different business
and organizational processes. Research and
development are an increasingly global-
ized activity.
Creative ideas may provide the well-

spring of inventions, but creativity is not al -
ways directed towards invention and later
innovation. Creativity is as critical to the in -
vention, as the invention is to innovation,
but these concepts are separate and distinct
elements of the innovation process (Salter,
Alexy, 2014).

The Business Value of Innovation Management
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Four key activities create and sustain
flows of knowledge and direct them into
core capabilities:
(i)(i) Integrated, shared creative problem

solving across cognitive and function -

al barriers – shared problem solving
achieves a new level of creativity when
managed for „creative abrasion”;

(ii)(ii) Implementation and integration of
new internally generated methodolo -
gies and technical processes and tools.
These can move beyond merely in -
creas ing efficiency when managed for
learning;

(iii)(iii) Formal and informal experimentation.
Experimental activities create new
core competencies that move compa -
nies purposefully forward and are
guards against rigidity;

(iv)(iv) Importing and absorbing technolog-
ical knowledge expertise from outside
the firm.

Innovation architecture. A novel tool
is the innovation architecture that can be
seen as a blueprint for the innovation sys -
tem of any company in terms of complex -
ity (Figure 1), systematic interaction and
evolution, which should be the basis for
good management and decision making:

Figure 1 – Assessing innovation complexity
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Furthermore, innovation architecture is
useful a tool for encouraging creativity on
a strategic level, both in technology and
busi ness innovations, and organizational
innovations. Integrating innovation archi-
tecture into the designed process is the basis

for supporting practitioner-oriented man-
agement in the innovation system. The in -
novation architecture fosters the structuring
of creativity in a company.
There are problems associated with un -

certainty, knowledge appropriateness and
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costs unpredictability. As a consequence,
firms trying to develop organizational
com petitiveness in innovation will require

knowl edge management and organization -
al skills in order to learn fast (Figure 2):

Figure 2 – Management of technological innovation – a holistic approach 
(Dodgson, 2000)
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Regional clusters may emerge into hot -
spots of innovative activity; Silicon Valley
of the Boston region in the USA are power -
houses for ground-breaking, first-to-world
products and services. Other prominent
ex amples: USA’s Hollywood, and India’s
Bollywood in the movie industry. Inno va -
tion is a „sticky” activity in which location
matters (Salter, Alexy, 2014).
Science-based entrepreneurial firms are

commonly studied through the channel of
academic spin-offs, for example, studies the
interactions between technologies, individ -
uals, industrial sectors, and the university
environment in promoting academic en tre -
preneurship. This type of entrepreneurship
may be seen as the result of long-term in -
teractions between the founder and the
ex ternal environment; a key issue has been

how resources are moved, and reconfig-
ured, around a university or region bet ween
many firms that are academic spin-offs
(McKelvey, 2014).

Innovation management. Innovation
management is the management of inno-
vation processes. It refers both to product
and organizational innovation. Innovation
management includes a set of tools that al -
low managers and engineers to cooperate
with a common understanding of processes
and goals. Innovation management allows
the organization to respond to external or
internal opportunities, and use its creativ ity
to introduce new ideas, processes or prod -
ucts. It is not relegated to R&D; it involves
workers at every level in contributing cre -
atively to a company’s product develop-
ment, manufacturing and marketing.
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By using innovation management tools,
management can trigger and deploy the cre -
ative capabilities of the workforce for the
continuous development of a company.
Com mon tools include brainstorming, vir-
tual prototyping, product lifecycle manage -
ment, idea management, TRIZ, phase-gate
model, project management, product line
planning and portfolio management. The
process can be viewed as an evolutionary
integration of organization, technology and
market by iterating series of activities: search,
select, implement and capture. Com panies
need to set up their organizations around
innovation and establish appropriate pro -
cesses and metrics to integrate innovation
into the fabric of corporate culture.
Some define management innovation

as the invention and implementation of a
management practice, process, structure,
or technique that is new to the state of the
art and is intended to further organization-
al goals.

Innovation process. The innovation
process is defined as the development and
selection of ideas for innovation and the
trans formation of these ideas into the in -
no vation (Schon, 1971). The definition of

innovations varies across sub-fields of in -
novation research. Innovation comes in a
variety of types; product or services. There
seems to be a debate whether innovation
needs to be successful in order to call it in -
novation. But in all cases, innovation is not
only an idea, it is also the implementation
of it. Independent of how you actually de -
fine innovation, it is good to know that the
phenomenon of innovation is not new. In -
novation processes can either be pushed
or pulled through development. A pushed
process is based on existing or newly in -
vented technology, that the organization
has access to, and tries to find profitable
applications for. A pulled process is based
on finding areas where customers’ needs
are not met, and then find solutions to those
needs. To succeed with either method, an
understanding of both the market and the
technical problems are needed. By creating
multi-functional development teams, con -
taining both engineers and marketers, both
dimensions can be solved.
The product lifecycle of products is get -

ting shorter because of increased compe-
tition. This forces companies to reduce the
time to market. Innovation managers must,
therefore, decrease development time, with -
out sacrificing quality or meeting the needs
of the market.
Studies of innovation management have

often focused their investigations on two
domains: technologies and markets (Jacobs,
Snijders, 2008). Technological innovation
has captured the most attention, especially
as far as radical technological change is
con cerned.
Having an idea of innovation is one

thing; identify its market is another. The
more radical the innovation, the less the
market exists and the more uncertainty ex -
ists to prove the existence of this market
and to qualify and quantify the size of this
market.

Titu-Marius Bajenescu
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Overall, the recent history of high-tech -
nology industries demonstrates that dy -
namic competition takes place among firms
in innovation-driven (Schumpeterian) in -
dus tries. This has been particularly evident
in the software industry (Garcia, Calantone,
2002). Some observations on industrial pat -
terns in Europe, the United States or Asia
point to which type of racing behavior is
prevalent in global high-technology indus -
tries, as exemplified by ICT (information
and communications technologies) indus-
tries. The pattern evolving from such racing
behavior could be benchmarked against
the frontier racing type of the global tech -
nological leaders.
Innovation – understood as the first suc -

cessful commercialization of something
new – is considered beyond controversy
as a key for competitive advantage and
the long-term success of a company. This

significance of innovation was analyzed in
a quantitative survey in practice (Haapa ni -
emi, 2002). When asked about how impor-
tant is their company’s ability to innovate
in achieving success/competitive advantage,
as compared to other factors, 12% of the re -
spondents considered it the most important
factor; 57% answered it is one of the 5 most
important factors, with only 2% considering
it not a success factor.
However, there are also some basic lim i -

ta tions to the process that lead to inertia and
premature abandonment of some ideas.
First, there tends to be a short-term prob-
lem orientation in individuals and organi -
za tions and a façade of demonstrating pro -
gress. This has the effect of inducing prema -
ture abandonment of ideas, because even
if problems are not being solved, the ap -
pear ance of progress requires moving on
to the next batch of problems (Figure 3):

Figure 3 – Managing life cycle of ideas in good currency (Schon, Donald, 1971)

The Business Value of Innovation Management
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Thus, „old questions are not answered –
they only go out of fashion” (Schon, Do -
nald, 1971). Furthermore, given the in a bil -
ity to escape the interdependence of prob -
lems, old problems are relabeled as new

problems. In Figure 4 is represented the
relative importance of product as op posed
to process innovation, over the course of
the industry life cycle (Agarwal, Tripsas,
2008):

Titu-Marius Bajenescu

Figure 4 – Relative importance of product as opposed to process innovation

Changes in Architecture 
of Innovation
The architecture of innovation is based

on five pillars: performance (economic), a
(sociological) structure, people (sociology),
a process (management) technology (IT)
plus economic, mental and technological
aspects. It is then necessary to determine
the interdependencies between the differ-
ent pillars (systemic approach). Finally, it
is necessary to integrate the knowledge
market that is linked to the company, to
a network, to a nation. The knowledge is
exploited by the extended enterprise stra -
tegic network (ESN): company, alliance,
partner, customer, suppliers, competitor,
a customer of the customer. In ter de pen -
dence is associated with a force (Amidon,
2001), the collective is superior to the in -
dividual, communication is bidirectional,

the approach is holistic (being both a
whole and a part of something bigger). In
this structure, the human capital is pre -
dom inant. Individuals are motivated, au -
to nomous, and they have qualities (flexi -
bility, mobility, loyalty and competence),
rather than status or rank. People are rec-
ognized on how their know-how is used
(Amidon, 2001). Dynamic network inno-
vation is based on the growth of physical
assets, an ESN structure, learning and
auto nomous people, a process involving
cross-functional teams and knowing au -
thority, a technology that processes and
cre ates the knowledge market. The graph
of Figure 5 illustrates the fact that the man -
agement of the company’s technological
resources is that of a stock of skills and
knowledge that they master:



Volume 5, Issue 2 – June 2017    49

The stock is constituted according to
the anticipated needs of the development
projects of the company. Its evolution is
the result of monitoring and analyzing the
evolution of technologies, markets, com-
petitive environment and strategic choices
of the company. The increase of this stock
is made possible by the company’s re search
programs, by absorbing or integrating tech -
nologies developed elsewhere and by cap -
italizing the knowledge developed during
the projects. Its exploitation is done through
the company’s offer, but also, outside these
markets, by the external evaluation of the
technologies that it controls.
Drucker (1986) defines innovation as

the competence of the future, therefore an
internal and external audit is needed to e -
val uate an innovation strategy. The inter-
nal diagnosis examines the collaborative
process, performance measurement, train -
ing and development, the learning network,
and market positioning and economic in -
telligence. It is complemented by an ex -
ternal diagnosis that includes the ability to
create products and services from knowl-
edge, collaborative market penetration, i -
mage enhancement campaign, leadership
skills and communication technologies.
The need for social innovation may be

even greater than for technical innovation.

Social innovation has played as large a part
in social and economic change and de vel -
opment as technical innovation.

Business model. There are many pos -
sible choices for positioning the business
model. To make this choice, when the com -
pany seeks to put innovation on the mar-
ket, it is necessary to take into account sev -
eral parameters: the type of innovation, the
external value chain of the target industry
and the company herself. Two main di -
men sions must be taken into account for
the choice of business model in relation to
innovation: the first is the type of innova-
tion; the second is the protection of inno-
vation.

The Business Value of Innovation Management

Figure 5 – Technology management (Gassmann, 2006)



Protection of innovation. Because the
necessary measures have not been taken,
innovations may fall into the public do -
main or be used by the competition. It is,
therefore, necessary to be aware of the chal -
lenges of protecting innovation from the
start of an innovation project.

Knowledge management. The disci-
pline known as Knowledge Management
(KM) is a way of formalizing this process.
KM is a discipline that integrates manage -
ment of people, processes and technolo-
gies in order to generate, capture and use
valuable knowledge in the organization.
In other words, KM is a technology to mul -
tiply the organizational memory, intelli-
gence and creativity in a continuous and
systematic way.
KM operates in two directions:
(a)(a) Managing knowledge already avail -

able within the organization;
(b)(b) Improving the firm’s capability to

take advantage of new knowledge,
capturing it from external sources
or generating new knowledge in -
ternally. Adequate knowledge man -
agement can be beneficial to any
kind of enterprise, including SMEs.

Efficient knowledge management often
demands the use of a technological plat-
form to share knowledge and information

within the company. The higher the num -
ber of workers and PCs within the organ-
ization, the more essential an internal net -
work or intranet will be. KM has great po -
tential to improve business innovation. Its
applications can be translated in terms of
specific techniques that improve a firm’s
ability to innovate.

Conclusion
Innovation is a complicated, challenging

management process, requiring insights
into technology, development, changing
markets and organizational structures. Un -
derstanding the concept of innovation im -
plies that one can clearly distinguish the
concrete result (product, service, pro cess,
etc.) from the act of innovation, from the
abstract process by which they can be re -
alized. Increasing pressure on the need for
innovation is driven by increasingly short
life cycles of products, changes occurring
in innovation models, outsourcing, flexible
working schemes, the increase in piracy
and the transition to the knowledge econ -
omy. The management responds to plan-
ning, budgets, organization, while the lea -
der responds to a vision of the future, an
optimization of skills, motivation and in spi -
ration that creates change. The ideal is the
balance of these two dimensions.

Titu-Marius Bajenescu
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„The forces
of a powerful

ally can be useful 
and good to those who
have recourse to them...
but are perilous to those
who become dependent 

on them.”
Niccolo Machiavelli



Introduction
In the past, the value of an organization

was assessed by evaluating its assets (main -
ly land, labor, and capital) as well as its bot -
tom line profits. Its wealth was made up of
what was physically and tangibly owned.
Three decades ago, however, a silent rev o -
lution started brewing with regards to what
really constituted value in an organ i zation.
In the introduction of their book, Best Prac -
tices in Talent Management, Goldsmith and
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Global forces are redesigning a new landscape for both human resource management
and talent management. HR departments all around the world have begun to make
serious investments in collecting and analyzing data to make people decisions. The
Universal Talent Score (UTS) presented in this article is a talent index that acts as an
indicator of the competence and value-creating capacity of an employee – even prior to
recruitment. The calculated score will help employers in workforce planning as well as
in all the human resource functions of recruiting, onboarding, training, and succession
planning. The „datafication” of talent management via metrics such as the UTS gives
human resources professionals access to real cross-organizational employee data for
the first time. Placing data at the heart of talent management processes allows them to
manage their talent in the same manner they manage other assets. Because the true
wealth of an organization is in its people, measuring talent is therefore very important.
The suggested Universal Talent Score is a new and simple diagnostic metric that may
provide decision makers with significant information about the value and importance
of the talent at hand and within reach.

Keywords: talent score, talent scorecard,
talent management, talent measurement,
human resources
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„The greatest change 
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may be the accelerated
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Carter (2010) say that the assets of an en -
terprise can perhaps be divided into two
parts: its people and everything else!
While, in the past, the value of an or -

gan ization was measured by its tangible
assets, it is said today that a company’s true
wealth lies in its people and the talent they
possess. A dictionary definition of „talent”
is a special aptitude or faculty. In organi -
za tions, talent consists of individuals who
can make a difference to business perfor-
mance either through their immediate con -
tribution or, in the long-run, by demonstrat -
ing the highest levels of potential (CIPD,
2016). Today’s intensely competitive econ -
omy allows no robots who submissively
perform the same task over and over again.
All companies no matter how big or small
must be agile, creative, and ready to aban -
don the old methods when challenged by
new paradigms: it is talent that infuses the
human experience with vigor and crea tiv -
ity (Goldsmith, Carter, 2010).
At present, talent management is one of

the most popular topics in business and
human resource management. In reality,
however, the idea of talent management
is not new. It has evolved over time and
grown into its own entity, just like human
resource management has. In the 1970s
and mid-1980s, the business function re -
spon sible for managing people was known
as the personnel department. It was basi-
cally a gatekeeper for employee records,
payroll activities, as well as compensation
and benefits. In the late 1980s and 1990s,
the concepts of strategic human resources
emerged. As such, the HR department be -
came a business partner, reaching out to
support all lines of business – with that
growth came the rise of the era of Talent
Management (Bersin, 2016). Today, many
successful businesses around the world
have come to the realization that one of

the most important – and valuable – assets
is not what they own, but rather what they
know and the talent they employ.
Although talent management is a broad

and complex field, its functions apply to
every organization, regardless of its size,
industry or geographic location. Talent man -
agement activities include, but are not lim-
ited to, recruiting, workforce planning, on -
boarding, performance management, criti -
cal skills gap analysis, career development,
training and development, compensation
and benefits allocation, etc. (Goldsmith,
Carter, 2010; Bersin, 2016).
A skill survey conducted in 2012 by the

Institute for Corporate Productivity re -
vealed that there is approximately a 20%
positive correlation between market per-
formance and talent management prac-
tices, specifically: integrating technologies
and sharing data for the various talent man -
agement functions, establishing an internal
culture that supports talent management,
and using technology to improve talent
man agement (Oaks, 2016). Today, succes -
sful organizations that outperform their
competitors for extended periods of time
excel in strategy, leadership, culture, the

Measuring the Talent of the Employees
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market, and talent. Once and again, it has
been revealed that when leaders don’t sur -
round themselves with talent or when they
don’t identify, coach, reward, and retain
employees who can sustain the corporate
success they condemn their organizations
to a grim future. Equally, when they fail to
develop or let go of those whose behavior
jeopardizes the organization, they commit
a form of corporate suicide. Consequently,
leaders have to develop an understanding
of how their talented people do what they
do, and whether they are, in fact, in the
right place at the right time to do it effec-
tively and productively.

Global Human Capital Trends
In 2016, global forces are redesigning

a new landscape for human resource man -
agement. First, demographic changes have
made the workforce both younger and
older at the same time. Today’s workplace,
for the very first time in history, includes
five generations working together simul-
taneously – Traditionalists, Baby Boomers,
Generation X, Generation Y or Millennials,
and Generation Z or iGen (Knight, 2014).
Millennials now make up more than half

of the workforce, and they bring high ex -
pectations for a rewarding and purposeful
work experience, constant learning and
de velopment opportunities, as well as dy -
namic career progression. At the same time,
Baby Boomers are being challenged to a -
dapt to new roles as mentors and/or coa-
ches and are often subordinates to junior
colleagues (DPT, 2016). Consequently,
man agers and/or leaders who are able to
understand, interconnect, motivate, train,
develop, and retain four or five different
generations simultaneously are sought after
in every industry whether in technology,
healthcare, finance, or retail. This cross-
gen eration skill set is not one that mana-
gers may naturally have, but it is one that
can be developed through learning and
practice (CGK, 2015).
Second, digital technology has become

omnipresent. As a result, it is reforming
busi ness models and fundamentally chang -
ing the workplace and the way work is
completed. Technologies such as mobile
devices, 3D printing, the Internet of Things,
sensors, and cognitive computing are chang -
ing the way companies design, manufac-
ture, and deliver almost every product and/
or service. Furthermore, digital disruption
and social networking have changed the
way organizations recruit, manage, train,
develop, and support their employees.
Innovative companies are figuring out how
to simplify and enhance their work expe-
riences by implementing the disciplines
of design thinking and behavioral econo-
mics while embracing a new approach that
is called „digital HR” (DPT, 2016).
Third, significantly fast-paced change

has compelled organizations to be as agile
as they could possibly be so they could
survive. Swift business-model innovation
from companies such as Uber and Airbnb
is compelling organizations to respond and

Reem Abi Abdallah



reposition themselves quickly to meet new
challenges. In our highly connected dyna-
mic world, low probability and high impact
occurrences are known as „black swan”
events also seem to be very significant –
all of which emphasizes the need for agi-
lity (DPT, 2016).

Finally, a new social contract has emer-
ged between companies and their em -
ploy ees redefining all previous employ -
er-employee relationships (DPT, 2016).
The days when a majority of workers ex -
pected to spend a career moving up the
ladder at one company are over. Today,
young people expect to work for more
than one employer throughout their career
seeking an enriching experience at every
stage. This leads to expectations for rapid
career growth, an exciting and flexible
work place, and a sense of duty and pur-
pose at work. At present, although contin -
gent, contract, and part-time workers make
up almost thirty percent of the workforce,
many companies lack the HR practices,
culture, or leadership support to manage
this new structure (DPT, 2016).

To sum it all up, according to the an -
nual Deloitte University Press publication,
the ten global human capital trends for 2016
are: (i)(i) restructuring of organizational de -
sign and the rise of teams, (ii)(ii) awakening
leadership to manage and lead five gene-
rations side by side, (iii)(iii) directing organi -
zational culture towards alignment with
bu siness goals, (iv)(iv) increasing employee
engagement on a daily basis, (v)(v) creating
employee-led corporate learning depart -
ments, (vi)(vi) implementing design thinking
that puts employee experience at heart and
dissolves any unnecessary complexity at
the workplace, (vii)(vii) changing skills of the
HR department to include innovation at the
top of the list, (viii)(viii) growing investment
in and use of people analytics, (ix)(ix) a dawn -
ing horizon of a new world of HR tech nol -

ogy and digital HR, and (x)(x) adopting agile
workforce management with the increase
of contingent and part-time workers (DPT,
2016).

The Universal Talent Score
In light of the most recent economic cri-

sis, organizations have laid off hundreds
if not thousands of their employees in an
attempt to curb costs. Also, normal attri-
tion processes have resulted in the retire-
ment and relocation of thousands of others.
The question that presents itself here is: are
organizations really aware of the knowl-
edge and talent that they have lost as a re -
sult? Have job cuts been adequately eval-
uated on levels beyond salaries, expenses,
and costs? Could they have let go of a pos -
sible future Henry Ford, Thomas Edison,
Warren Buffet, Steve Jobs or Bill Gates?

Because the true wealth of an organiza -
tion is in its people, measuring talent is
therefore very important for an organiza-
tion to assess what it already has and/or
what it might be losing. The Universal Ta -
lent Score is a talent index that acts as an
indicator of the competence and value-
creating capacity of an employee – even
prior to recruitment. The calculated score
will help employers in workforce planning
as well as in all the human resource func -
tions of recruiting, onboarding, training,
and succession planning.

Measuring the Talent of the Employees
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The Talent Scorecard. The balanced
scorecard revolutionized mainstream think -
ing about performance metrics. When
Kaplan and Norton’s first introduced the
Balanced Scorecard framework in 1992,
companies were busy developing them-
selves to compete in the world of infor-
mation. Their ability to make use of in tan -
gible assets was becoming more critical
than their ability to manage tangible assets.
The scorecard allowed organizations to
monitor financial results while observing
progress in building the capabilities re quir -
ed for growth. The balanced scorecard was
not meant to be a substitute for financial
measures but rather a complement; and
that’s exactly how most businesses han-
dled it (Kaplan, Norton, 1992).
Correspondingly, a talent scorecard is

a measurement and management frame-
work linked to the talent strategy of an or -
ganization. The latter tracks and guides all
actions in support of acquiring, develop-
ing and retaining critical organizational
talent. It allows managers and decision-ma -
kers to get a „quick read” on an employ-
ee’s present situation and helps determine
where action must be taken to ensure that
the organization meets its desired talent
and business goals. Inspired by the field

of knowledge management, and based on
the scorecard valuation methods used to
evaluate intellectual capital, the customized
Universal Talent Score (UTS) talent score -
card has been created. Similar to Kaplan
and Norton’s scorecard, the UTS talent
scorecard is made up of four perspec-
tives which are performance, potential,
personality, and qualifications.
First, the performance perspective des -

cribes whether the employee has what it
takes to adequately perform the functions
of his/her job. Second, the potential per-
spective describes – and predicts – the ex -
tent to which the employee has the capac-
ity to develop and move on along his/her
career path. Third, the personality perspec -
tive investigates whether the employee has
the right mix of personal characteristics
that help him/her succeed in today’s dy -
namic and challenging workplace. Finally,
fourth, the qualifications perspective ex am -
ines whether the employee has sufficient
credentials such as experience, education,
training etc. The information obtained from
these four perspectives creates a holistic
picture of an employee’s talents, strengths,
aptitudes, and qualifications all of which
con tribute to his/her Universal Talent Score
(Figure 1):

Reem Abi Abdallah

Figure 1 – The Universal Talent Score (UTS) Talent Scorecard



For around five years, extensive research
has been made on the top talents, skills,
and qualifications that are sought by em -
ployers across different industries and that
are needed to succeed in today’s challeng -
ing and dynamic workplace (Abi Abdallah,
2016). These talents have been narrowed
down and populated into a list of seven-
ty-five parameters that have been allocated
to the four different „perspectives” or „di -
mensions” of the talent scorecard as shown
in Table 1.

The Talent Score Assessment. The Uni -
versal Talent Score assessment is a series of
150 descriptors of talents, skills, and qual -
ifications. To obtain the score, the re spon -
dent has to decide to what extent does
he/she agree or disagree with each state-
ment (totally disagree, moderately disa -
gree, undecided, moderately agree, or tot -
ally agree). In order to increase objectivity
as much as possible, and to narrow down
the margin of error, the Universal Talent
Score Assessment is timed. Respondents
will have only 15 seconds to make each
choice because research and experience
have shown that the first instinctive ans wer
is always the most truthful one. As such, the
respondent doesn’t have much time to
pon der which answer serves his/her inter-
ests best so the obtained answers become
as objective and accurate as possible.
Although the need for talent is universal

across all industries, it becomes very spe-
cific as we zoom in onto particular job func -
tions. In other words, the magic recipe to
become a successful civil engineer is not the
same as that of a successful project man-
ager, software developer, or teacher. Al -
though some ingredients are surely com-
mon, others are specific to one recipe and
not the other. In its latest updated version,
The Universal Talent Score now comprises

of four specific assessments to measure
the degree of talent available or required by
potential recruits or existing employees
who are teachers, project managers, civil
en gineers, and software developers in or -
der to succeed in their roles. As a starting
point, an expert opinion was sought from
established professionals in the respective
fields for each of the four job functions
mentioned above. Using their rich profes -
sional experience as well as their personal
judgments, the experts assigned weights
for each of the seventy-five parameters of
the talent score assessment. With every up -
date, the Universal Talent Score UTS will
include more and more job functions to
eventually comprise of an extensive and
comprehensive database.
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First, the weights for the teacher job
func tion were assigned by Mr. Saad Abou
Chakra, the executive founding chairman
of EduGates International, a renowned ed -
ucational consultancy. Mr. Saad is a veteran
of the education industry with more than
thirty-five years of experience in K-12 in -
ter national education and world systems of
education. He has established ten succes -
sful international schools in the Middle East
and the Gulf. Mr. Abou Chakra holds a de -
gree in Physics and Education from the
American University of Beirut.
Second, the weights for the project

man ager job function were assigned by
Mr. Nael Hamdan, a successful business-
man with over thirty years’ experience in
the hotel and construction industries in
the Gulf region and the entire Arab world.
Mr. Hamdan has held many managerial
positions including, but not limited to, gen -
eral manager of Al Mashriq group, business
development manager of Carillion Alawi
LLC, project manager in 50+ premium pro -
jects such as Muscat Airport Control Tower,
Omani Royal Opera House, Muscat City
Cen ter Mall expansion etc.

Third, the weights for the civil engineer
job function were assigned by Engineer
Saji Pryian. Engineer Pryian is currently the
owner and managing director of Idea Con -
structions LLC that specializes in civil works
and construction. He has more than thirty
years’ experience in the field. Before es tab -
lishing his own business, he was a civil en -
gineer in multiple leading firms the latest
of which was Carillion PLC where he was
part of many multi-million dollar projects
in the Sultanate of Oman.
Finally, the weights for the software de -

veloper job function were assigned by Mr.
Ayman Abi Abdallah, a young and talented
Lebanese entrepreneur with more than ten
years of experience in the telecommunica -
tions and ICT industry. Mr. Abi Abdallah
is currently based in the Kingdom of Saudi
Arabia and is the CEO of a very successful
software development company – NetVa -
ri ant SARL. NetVariant is the company that
is programming and developing the Uni -
ver sal Talent Score (Figure 2).
In Phase II of the Universal Talent Score

assessment, the weights for each parameter
will be readjusted according to the results

Reem Abi Abdallah

Table 1 – The Parameters of the Universal Talent Score
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of four Delphi studies that are currently
being conducted. The expert evaluations
of four groups of teachers/professors, civil
engineers, project managers, and software
developers are currently being sought. The
updated weights will be the consensus
weights agreed upon by the participants
of each Delphi study respectively.

Score Ranges and Results. In addition
to the weights allocated to parameters, an -
other set of weights is allocated to every re -
sponse. The „totally disagree” ans wer gets
zero points. The „moderately agree” answer

gets one point. The „undecided” answer
gets zero points as well since it renders the
question nil. The „moderately agree” ans -
wer gets two points, and the „totally agree”
response gets three points. In order to ob -
tain the Universal Talent Score, the weights
of each respective parameter are multiplied
by the weight of each response and then
all 150 results are summed up. Once ag gre -
gated, the Universal Talent Score is ob -
tained. The minimum score is 0 and the
maximum score is 300. A sample of score
ranges and score analysis for the teacher
job function is shown Table 2:

Measuring the Talent of the Employees

Figure 2 – Universal Talent Score Assessment Screenshots



In the upcoming phase II of the UTS as -
sessment, the total score will be ex pressed
by each dimension of the talent scorecard.
So, the final total score will be divided into
four separate scores; one for each perspec -
tive. Instead of the existing interpretation
of the aggregate score, an analysis for each
category will be provided.

Business Value 
of the Universal Talent Score
Just like a credit score represents the

credit worthiness of a person and whether
he/she qualifies for a loan and then the
interest rate they have to pay and credit li -
mit they will obtain, the talent score sheds
light on the implicit value of a potential re -
cruit and/or existing employee and wheth -
er he/she will contribute to the organiza-
tion’s profitability.
As an HR analytic, the Universal Ta lent

Score sheds light on the capabilities of po -
tential recruits and to what extent they will
fit the job. It is also an indicator of how big
of an investment must be made in training
and developing of existing employees. The
talent score could also be used to analyze

and project performance in light of em -
ployee capabilities, strengths, and weak-
nesses. It may be compared to productivity
metrics (such as sales calls per em ployee,
units produced per employee, revenue
gen erated per employee), efficiency met-
rics (such as mistakes on assembly line
per employee, time taken to complete a
task...), and training metrics (such as test
scores, pass/fail rates). In the case of down -
sizings, the talent score will shed light on
the competencies and capabilities the or -
gan ization is letting go. Of course, it would
make more business sense to let go of em -
ployees with lower talent scores.
Today, most organizations are striving

to become learning organizations that em -
ploy knowledge workers. They are seek -
ing talent and trying to figure out how to
bring out the best from each and every
em ployee regardless of his/her functions
and position. The emerging domains of
knowledge and talent management (TM)
have revolutionized major business func-
tions and strategies all around the world.
Consequently, with the integration of these
two domains into mainstream operations,
organizations may attain high levels of
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efficiency and effectiveness, create com-
petitive advantage and, above all, sustain
an effective balance that satisfies custo-
mers, stakeholders, the environment, the
workforce, and local community needs.
In the near future, human resource de -

part ments all around the world are ex pect -
ed to make serious investments in collect -
ing and analyzing data to make people
decisions. People analytics, a pioneering
strategy that has been evolving over the
past few years within the field of talent
management, has the potential to consid-
erably change the way HR will function.
However, HR organizations and depart-
ments still appear to be weak in develop-
ing the capabilities to take advantage of the
potential of such analytics. Companies are
entering a „golden age” of people analyt-
ics – and progress could accelerate. The
„datafication” of talent management via
met rics such as the UTS gives human re -
sources professionals access to real cross-
or ganizational employee data for the first
time. Placing data at the heart of talent
man agement processes allows them to
manage their talent in the same manner
they manage other assets. Consequently,
in the near future, using data to connect
seemingly unrelated information will be -
come a new core competency of talent
man agement professionals as they become
experts in the close interrelationship of tal -
ent and business performance. Talent mea -
surement will help organizations quantify
skills gaps, identify plans to shore up skills
in areas identified as deficient, and meas-
ure progress on learning and development
programs designed to increase skills.
The science of hiring is predicated on

the use of highly reliable and valid meas-
ures of human competencies to make ro -
bust predictions about future success. There
are numerous options for assessment so
the question becomes which assessments

to use as part of candidate and employee
processes. The suggested Universal Talent
Score is a new and simple diagnostic metric
that may provide decision makers with
sig nificant information about the value
and importance of the talent at hand and
within reach.
In light of all of the above, organiza-

tions across the globe are working very
hard to identify, attract, integrate, develop,
motivate, and retain top talent. The Uni -
versal Talent Score discovers great talent
and acts as a strong indicator and predic-
tor of the competence and value-creating
capacity of an employee at work and even
prior to recruitment. As mentioned earlier,
different job roles and functions require dif -
ferent skill sets and abilities. By no means
does The Universal Talent Score capture
everything. Nonetheless, it definitely in -
cludes the most important ingredients for
the recipes of success across all employment
sectors. The ingredients are the same – it’s
just the quantities of these ingredients that
differ from one recipe to another.

Conclusion
Time is moving faster. Distances are

short ened, interdependencies are increas-
ing exponentially. Uncertainty rules and
complexity puzzles. This is the environ-
ment and the context within which organ -

Measuring the Talent of the Employees
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izations must survive and thrive today.
Consequently, the fate of the modern or -
ganization greatly hinges upon its ability
to recruit, retain, and when necessary, re -
place its most valuable asset, talent. Em -
ploy ees who excel and shine can move a
company to greatness. On the other hand,
those with poor performance and limited
potential can weaken the organization as a
whole. By the same token, the way talent
is managed has become the x-factor that
determines the success or failure of one’s
own career. Hopefully, the Universal Talent

Score will become a commonly adopted
HR metric that allows organizations to op -
ti mize their talent pool while helping em -
ployees maximize their performance and
potential along the way. When planning
for the future, it is important for manage-
ment to evaluate talent across all levels of
the organizational hierarchy. Identifying
high potentials early and working to im -
prove their development as soon as they
start to shine will help build their loyalty
to the organization as well as reinforce the
overall well-being of the business.

Reem Abi Abdallah
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The present paper analyses the possibility of implementation of an energy efficiency
project in a small and medium enterprise aiming at improving energy management
and decreasing energy consumption, energy-related costs and total costs, and im -
proving company’s competitiveness on the market. The authors have presented
today’s context with regard to energy efficiency and its link to SMEs activity. There
has been presented a general overview of policy in the field of energy efficiency
with its main objectives, actions and barriers. There have been highlighted the role
of energy management and different steps that can be carried out in an SME in or -
der to increase energy efficiency. Finally, there has been carried out and presented
a case study for implementation of an energy efficiency project at a paper production
company. The energy and economic analyses of the project show that this type of
energy efficiency projects are feasible from energy and economic points of view
leading to energy and financial savings and improving the profitability and com-
petitiveness of the company. The payback period for implementation of the integrated
management system is about 0.5 years,
which is a very attractive for such kind
of projects.

Keywords: energy management, energy
efficiency, energy manager, energy audit

Introduction
In the context of sustainable develop-

ment, energy efficiency issue becomes
more and more important for Small and
Medium Enterprises (SME). The interest
to wards this issue is motivated by a series
of economic and political events on the
international level, by depleting of fossil
fuels reserves simultaneously with the
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continuous increase of prices for fossil fuels
and with the development of SME sector.
In order to be competitive and remain

on the market, SMEs should be active in
im plementing new clean technologies (with
energy efficiency and low environmental
im pact) as well as new measures and meth -
ods for reduction of energy consumption
and thus reducing Green House Gasses
emis sions. EU Directive (27/2012) states
that the implementation of different solu-
tions for increasing energy efficiency can
lead to increasing the competitiveness of
SMEs on the market.
Implementation of measures for in creas -

ing energy efficiency within SMEs involves
different elements specific to SMEs activity,
such as:
q Various types of equipment used in dif -
ferent technological processes specific
to different industrial sectors, e.g.: food
industry, pulp and paper industry, wood
processing industry, the pharmaceutical
industry, textile industry, industrial chil -
ling processes, agricultural farms of dif -
ferent sizes, etc.

q „Dimension” of industrial activity that
SMEs are performing.

If the final energy users within SMEs
have a large diversity, the energy generating
systems, supplying SMEs, can be treated
uni tary having usually the same charac-
teristics, e.g.: steam and hot water boilers,
chilling machines, heat exchangers, elec-
tricity generating units, etc.
In this case, there can be developed

uni tary methods and methodologies for
evaluating the energy efficiency of SMEs,
going through the following steps:
q Energy analysis and energy audit of all
industrial processes within an SME.

q Identification of the main energy con-
sumption centers for evaluating the
level of energy consumption for differ-
ent technological processes and specif-
ic equipment.

q Based on this there can be identified
points for further intervention for re duc -
ing energy consumption using measures
for increasing energy efficiency applied
to a specific case or using the best avail -
able technologies.
All solutions proposed for increasing

energy efficiency are ranked based on ec -
o nomic criteria, according to Romanian
Law (121/2014).

Policies for energy efficiency 
for SMEs
The essence of energy policy consists

of establishing the equilibrium between
energy demand and supply in supportable
conditions from the social, economic and
environmental points of view. In the past,
the general tendency was to act mainly
upon the energy supply, which favored ir -
rational energy consumption, energy crises.
This fact ultimately led to a new concept
of energy conservation and consequently
to energy demand-oriented policy, as re -
ported by EU website (2016).

Eduard Minciuc, Ioana Diaconescu, Roxana Patras,cu



The simplified scheme of a global ener-
gy policy that acts upon energy supply as

well as upon energy demand, which can
be applied for SMEs, is shown in Figure 1:
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Figure 1 – Simplified scheme of energy policy for SMEs

The main objectives of energy policy
im plementation are the following: stimu-
lation of initiatives for increasing energy
efficiency in all sectors (industry, residen-
tial, tertiary, transportation etc.); increas-
ing motivation for investment; education
of industrial and residential consumers to -
wards energy efficiency; awareness of pos -
itive effects on the environment of reduc-
tion of energy consumption.
Implementation of the above-mentioned

objectives, within SMEs, involves the fol-
lowing types of actions: legislative initia-
tives for creation of framework in the field;
financial support for demonstrative actions;
promotion of R&D activities; free technical
assistance; elaboration of a strategy for en -
ergy conservation; dissemination of results;
personnel training on energy efficiency is -
sues; periodic elaboration of analyses, en -
ergy audits and studies; development of
international contacts for facilitating the

implementation of best available technol -
ogies in the field of energy efficiency.
Within this approach, the role of the

state is a partner of the consumers, state
summing responsibility for financing dif-
ferent support mechanisms (Ionescu, 2014).
The implementation of actions pre -

sent ed above can meet different barriers,
such as:

1. Technical barriers:
q Lack of modern equipment and tech-
nologies, including measuring equip-
ment;

q Lack of knowledge and experience in
the field of energy management;

q Lack of adequate framework for re -
search and technological transfer.

2. Economic barriers:
q Energy prices that do not reflect pro-
duction costs;

q The lower weight of energy cost in total
product cost.
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3. Financial barriers:
q Limited funds for energy efficiency pro -
jects;

q Lack of financial and fiscal tender for
investment;

q Other priorities in the energy field.

4. Institutional and management
barriers:

q Inadequate decision taking structures
at local, regional and national levels;

q Incomplete legislation and regulations
for energy efficiency field;

q Unawareness of the potential of energy
conservation;

q Lack of economic and banking consult -
ing in the field of energy efficiency;

q Lack of modern energy management
within SMEs.

Knowing and understanding these bar -
riers is the first step towards the establish -
ment of energy efficiency strategies and
achieving their objectives. It is also im -
portant to prioritize these barriers and all
means needed to overcome them.
Thus, overcoming some institutional,

legal and managerial problems can be sus -
tained by an important financial support

from the European Union or other inter-
national bodies interested in promoting en -
ergy efficiency and reducing environmen-
tal pollution, especially of Green House
Gasses that come from industrial pro cesses.

Role of energy management
The energy management within an in -

dustrial contour, in our case an SME, in -
volves knowing very well the technolog-
ical process, monitoring of each energy
carrier, analysis of energy consumption and
finally increasing energy efficiency within
the analyzed contour. Due to lot informa-
tion and a multidisciplinary character of
energy efficiency, there are different pro-
cedures, such as: technical; organizational;
economic; operational; maintenance; in -
formation gathering and analysis.
Thus, a coherent energy management,

permanent and efficient, is a good tool to
cope with the continuous increase in en -
er gy demand and respectively, energy-re -
lated costs. At the same time, increasing
en ergy efficiency can lead to collateral ad -
vantages, e.g. reducing environmental im -
pact: directly (reducing pollutant emissions
due to reduction of fuel consumption) and
indirectly (reducing depletion of fossil fuels
reserves), which represents a priority ob -
jective of today’s energy policy, according
to Romanian Regulations (122/2015).
The advantages of a management pro-

gram of energy resources can be the fol-
lowing:
q Increasing the efficiency of utilization of
energy resources within a given contour;

q Reduction of energy losses;
q A good monitoring of energy flows, lead -
ing to a well-based decision-making pro -
cess;

q Reducing the negative impact upon SME
due to energy price increase;

Eduard Minciuc, Ioana Diaconescu, Roxana Patras,cu



q Providing feasible options for reducing
energy consumption;

q Reducing environmental pollution;
q Increasing SME’s profit.

Energy management steps 
within SME

The decision to evaluate and increase
the energy efficiency of an SME can come
from the interior or from the exterior. In
the case when the initiative comes from the
exterior of the company, it can be re gard -
ed with lower interest compared to the
situation when it comes from the interior,
situation when it will have more chances
for success, in accordance with Romanian
standards (2013).
The evaluation of energy efficiency starts

with defining the analyzed contour and
includes: the establishment of the nature
of energy carriers that enter the analyzed
contour and their order of magnitude; anal -
ysis of the concept and efficiency of the
monitoring and control system within the
analyzed company.
The experience in the field has proven

that at the level of executive management
of a company there are several types of at -
titude towards energy bills:
q Energy bills are paid in time without any
internal analysis;

q Monthly energy bills are compared with
data from monitoring equipment;

q There are calculated, on a monthly basis,
different energy specific criteria;

q There is a system of data acquisition (not
necessarily automated) that is used, on
a weekly basis, to analyze all energy
flows;

q There is implemented a sophisticated
monitoring and targeting system that
helps improving energy efficiency.
The concept and the way of operation

of the informational equipment within the

analyzed contour can be defined by the
fol lowing aspects: the method and fre-
quency of reading the measuring equip-
ment; the way of data transmission (on
paper, electric signals, IT networks, etc.);
the way data analysis (model, algorithm,
different criteria, etc.); the content and
fre quency of reporting (daily, weekly or
month ly) and its destination; the way of
decision making process is done for in -
creasing energy efficiency.
The attitude of the management and

the rest of personnel towards the energy
efficiency issues reflects the level of aware -
ness and involvement, the quality of mon -
i toring equipment, the way of data analy-
sis and their utilization and at the end in -
flu ences the energy related costs (Ciubo -
taru, 2015).
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Implementation of an integrated 
management system

The opportunity 
for implementation

The main phases of the technological
process of paper production are: prepar-
ing the raw material, grinding, gluing, pa -
per machine operation, drying. The ana-
lyzed company operates its own heat gen -
erating facility, a boiler house, which en -
sures the necessary heat for technological
process and also heat for space heating
and warm water preparation for different
purposes.
Generally, the principles of paper pro-

duction are the same for all types of ma -
chinery. The paper strip is firstly formed
in a water suspension of fibers on a plane
or cylindrical sieve. Afterward, that strip of
paper is dehydrated using a press, dried
and if it is the case wrapped up. The com -
pany operates two paper machinery called
hereafter PM1 and PM2.
Using the elaborated energy audit for

the company there has been evaluated the
energy efficiency of the entire contour and
was identified areas with the potential to
have energy savings and also increasing the
productivity of the technological process.
There has been identified PM2 as a con-
sumption center having a potential for in -

creasing energy efficiency, in accordance
with Romanian standards (2013).
There the following solutions that have

been proposed by energy audit for in creas -
ing energy efficiency:
q Implementation of a two-stage heat re -
covery system;

q Implementation of a system for humid-
ity monitoring and regulation of thick-
ness of the material;

q Implementation of an integrated man-
agement system that will allow control
over paper machinery and auxiliary e -
quip ment operation.
Bellow, there is presented the oppor -

tun ity of implementation of an integrated
management system with stressing upon
all energy and economic advantages of its
implementation. Implementation of the in -
tegrated management system aims at en -
suring control and automated regulation
of the technological process. This system
includes data storage and archiving. The
implementation of specific software allows
calculation of different energy and econom-
ic criteria. The system contributes to the
decision-making process allowing at any
given moment of time access to data that
can have an impact upon decisions.
This solution for increasing energy ef -

fi ciency demonstrates the potential and ad -
 van tages of an integrated management sys -
 tem implemented within a paper production
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company. The result of the implementation
of an integrated management system rep -
re sents the concept for paper production
with minimal energy specific and total spe -
cific costs.
The main objectives aimed at were: dem -

onstration of the effectiveness of the inte-
grated management system in operation of
paper machinery; demonstration of the ad -
vantages (technological, energy and eco-
nomic) of implementation of the integrated
management system for correct data mea -
surement and analysis.

Economic evaluation 
of the proposed solution

The integrated management system en -
sures control and regulation of the paper
machine and auxiliary equipment (paper
pasta preparing equipment, boiler house,
etc.) and includes nine separate control
units, each of them monitoring a lot of reg -
ulation equipment and providing a set of
data. The all nine units are interconnected
through a separate data highway.
Through the data highway, there are

transferred only data that have been changed
significantly, previously defined by the user.
Thus, it is reduced the volume of informa -
tion that flows through that allows in creas -
ing the speed of data transmission.
From the technical point of view, each

control unit has the calculation capacity

to analyze which changes are relevant that
unnecessary the existence of a central con -
trol unit (master computer).
In the case of a failure in the communi -

cation system, each control unit can con-
tinue to operate separately and the produc -
tion process goes on without being af -
fected. Every periphery unit has the lim-
ited capacity of data storage and analysis.
All technological parameters are scanned

at certain time intervals (under 10 seconds),
stored and registered. The access to the in -
formation through periphery units is made
using a password and based on a ranked
system.
The configuration of the integrated man -

agement system includes the establishment
of following aspects:
q Starting, operation and stopping se quen -
ces for all equipment of paper produc-
tion process and auxiliary devices for
different operational modes (normal op -
e ration, failure, planned stop, etc.);

q Measured units and needed signals;
q The configuration of regulation networks
and establishment of their constant data;

q Establishment of measuring unit and
meth ods for (re)calibration, of variation
domains and limits for automation sig-
naling;

q Establishment of compatibility of com-
munication between measuring equip-
ment and central storage unit;
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q Establishment of the scanning cycle and
defining relevant changes that are trans -
mitted through a common communica-
tion channel;

q Establishment of compatibility domains
between the integrated management
sys tem and the specialized calculation
software;

q The form and content of the reports.
The information regarding production

output, costs and parameters of paper

qual ity are displayed in real time, offering
the possibility the operation personnel and
energy manager to have access to all need -
ed information and data.
The investment expenses for this inte-

grated management system include the
fol lowing aspects: the IT system; separate
com munication channel; equipment for
sig nal analysis (Table 1):
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Table 1 – Investment for the integrated management system

Table 2 – Specific primary energy consumption for PM1 and PM2

It has been considered that the finan-
cial situation of the company allowed the
only implementation of the integrated
man agement system. For evaluating the
op portunity of implementation of the pro -
posed system there have been estimated
energy savings that can be achieved due
to this action, based on the criterion of
specific primary energy consumption.
This analysis has been performed for

a period of three years after the project

implementation and the comparison has
been made between the two paper ma -
chines: one that had the project imple-
mented and another one without the pro -
posed integrated management system.
The comparison has allowed estimation

of energy savings due to project imple-
mentation. The evolution of the specific
primary energy consumption for two paper
machinery for the period 2012-2014 is pre -
sented in Table 2:
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For evaluating economic efficiency there
have been considered financial savings
de ter mined based on annual fuel savings
due to the implementation of the integrat-
ed management system. For the economic
analysis there have been considered the
following:
q Paper production output has been con -
sidered constant throughout the period
of 2012-2014.

q Specific primary energy consumption of
paper machinery PM1 has decreased
due to the project implementation.

q The average price of fossil fuel (natural
gas) for the analyzed period has been
considered 25 g/MWh.
Table 3 shows energy and financial sav -

ings for the analyzed period:
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Table 3 – Energy and financial savings

Thus, the project implementation leads
to a simple payback period of about 0.5
years, thus being feasible from the eco-
nomic point of view.

Conclusions
The energy and economic analyses of

the opportunity of implementation of an
integrated management system on paper
machinery PM1 have shown the increase
of energy and economic efficiency of the
technological process and the company
itself leading to a reduction of about 30%
of specific primary energy consumption.
The technical and economic analysis has
shown that the proposed solution for in -
creasing energy efficiency has a payback
period of about 0.5 years, which recom-
mends this solution for implementation.
The easy access to all process data cre -

ated due to project implementation con-
tributes to increasing personnel skills allows
continuous evaluation and determination
of weak points from the energy efficiency
point of view.

The implementation of this system led
to other advantages that can lead to optimal
operation of equipment and improving
prod uct quality, such as: uniformity of
prod uction; reduction of time needed for
product change; pre-defined sequences for
start-up and shut-down; flexible and rapid
IT system. One feature of the system is that
it can be improved in time through valor -
iz ation of accumulated experience through
every operational year.
Further improvements of the system are

the following: production planning; exten-
sion of the monitoring system to other e -
quipment; establishment of cost control
functions; establishment of communica-
tion systems with paper machinery PM2.
Increasing energy efficiency of a techno -

logical process at an SME is a necessity that
comes from a general demand to optimize
and improve the overall efficiency of a
com pany. The reduction of energy costs
of a company can lead to a reduction of
total costs and thus improving the com-
petitiveness or increasing the profit.
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„Coalitions 
though successful
have always found
that their triumph 
has been brief.”
Benjamin Disraeli
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Currently, outsourcing represents a business sector which is expanding in a very
fast and complex way. Outsourcing already became the common practice for com -
panies which are looking to decrease costs and increase productivity and efficiency.
Outsourcing directly contributes to the company’s competitiveness on the market.
In this way, companies become competitive and remain competitive in their business
sector. The aim of this article is to highlight the current status of outsourcing in the
biggest outsourcing countries and also the current status in Romania. The study
was done based on the evolution and vision of the outsourcing companies activating
on Romania’s market. The advantages and disadvantages of outsourcing in these
countries are also mentioned.

Keywords: outsourcing, management, competitiveness, cost savings, globalization

Introduction
The last two decades have witnessed a

significant trend towards ever-increasing
outsourcing by firms in most developed
economies. This trend reverses an earlier
pattern in the evolution and growth of
large industrial firms towards greater levels
of vertical integration that prevailed during
most of the previous 100 years. This change
in the evolutionary trajectory of firms has
attracted significant research attention in
recent years (Barrar, Gervais, 2006).
„Outsourcing” is a word loaded with

con notations and preconceptions. Even
dic tionary definitions of it range from con -
cise to exhaustive and from superficial to
off-beam. Therefore, the some authors
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(Bravard, Morgan, 2006), provide a defini -
tion of outsourcing from the perspective
of experienced people in this field: the
con tracted use and leverage of third-party
resources, assets and skills; with guaranteed
levels of quality, resilience and value to
cost criteria and measurement; to deliver
services previously provided in-house; pos -
sibly involving the transfer of existing staff
to the service provider; and/or transfor-
mation/rejuvenation of the business sup-
port processes and technology.
Companies primarily outsource to re -

duce certain costs – such as peripheral or
„non-core” business expenses high taxes,
high energy costs, excessive government
regulation/mandates, production and/or
labor costs (Forey, Lockwood, 2011). Ac -
cord ing to Sitel (2014), a Business Pro -
cess Outsourcing company, the top five
reasons for which companies choose to
outsource are:

Lower costs – reducing cost still re -
mains the number-one reason that organ-
izations elect to outsource.

Better experiences raise reve nue –
companies leave a great deal of potential
revenue on the table by not up-selling and
cross-selling at the right moments during
inbound interactions.

Retention – one overlooked benefit of
outsourced customer experience manage -
ment is the ability to generate higher cus-
tomer retention rates. The combination of
creative programs, informed and talented
agents and timely execution can lead to
dramatic increases in customer retention.

Scale – one of the biggest benefits of
outsourced customer care is the flexibility
it provides. Partnering with an outsourcing
company that has a deep stable of agents
throughout the world enables a company
to quickly scale up or down based on cus -
tomer demand and during the peaks and
valley points of the year.

Diversification – some companies want
to keep part of their contact center oper-
ation internal and outsource other parts.
This is because the company has experi-
enced real success running their contact
center operations internally, but is looking
to supplement the program with outside
expertise or geographies. Diversifying con -
tact center operations in this manner is an
excellent way for companies to keep in ter -
nal benchmarks in place while still maxi -
mizing the aforementioned outsourcing
benefits.

Outsourcing in the world
Both clients and vendors consider sourc -

ing destinations, but with different goals in
mind. Vendors are interested in locations
where they can set up global delivery cen -
ters, while clients companies are interested
in outsourcing or in setting up captive fa -
cil ities abroad for R&D or customer sup-
port to service their own organization or
their customers.
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When talking about the evolution of
global outsourcing, according to Statista
(2013), one of the leading statistic online
companies, the revenue of the global out -
sourced services industry rose steadily year
over year from 45.6 billion U.S. dollars in
2000 to 99.1 billion in 2012. In 2013, how -
ever, the industry saw a drop of around
20 percent in total contract value to 82.9
billion U.S. dollars, showing a reduction
in market size. The market recovered the
following year, reaching 104.6 billion U.S.
dollars. The largest share of revenue for
this industry came from Europe, the Middle
East and Africa, followed by the America.
A much smaller share of global revenue
came from the Asia-Pacific region.
Selecting a location is one of the major

challenges when making off-shoring and
outsourcing decisions. A decision to relo-
cate a business function or set up a new
captive facility (for clients) or delivery cen -
ter (for suppliers) abroad is based to a large
extent on the attractiveness of the sourcing
locations.
Six factors were identified when choos -

ing a sourcing location: costs, skills, busi-
ness and living environment, quality of in -
frastructure, risk profile and market po ten -
tial (Oshri et al., 2011).
•• Cost – labor costs, infrastructure costs,
corporate taxes;

•• Skills – required skills may include tech -
nical and business knowledge, manage -
ment skills, languages and the ability to
learn new concepts and innovate;

•• Business and living environment –
gov ernance support, compatibility with
prevailing business culture and ethics,
overall quality of life, accessibility;

•• Quality infrastructure – telecommu-
nication and IT, real estate, transporta-
tion, power supply;

•• Risk profile – security issues, disrup-
tive events, regulatory risks, macroeco-
nomic risks, intellectual property risks;

•• Market potential – attractiveness of the
local market, access to nearby markets.
Taking into consideration the above

fac tors, the countries that appear to be in
the top three preferred outsourcing loca-
tions, according to a study conducted by
Ceoworld Magazine (2014) are India, China,
Malaysia.
India is the most popular country for

outsourcing. Companies across the world
are reaching out to India because their
culture is full of intelligent, efficient, and
hard-working individuals. The only thing
that is a real drawback is the country’s en -
vironment. The weakest side of this coun-
try is their political environment.
China is a country that is still adjusting

to the world’s economy because it decid-
ed to begin to enter into global business.
Known for having the largest populous,
China has over 1.3 billion consumers in its
market. Manufacturers and retailers through -
out the world jumped for joy when they
discovered the opportunity that is – China.
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This country is a key player in the global
outsourcing industry and plans to steal a
significant segment of India’s outsourcing
revenue in the future.
With too many outsourcing newbies,

Malaysia is a part of the top three global
leaders. Known for its cost-effective and
value-oriented services, Malaysia will be
able to remain a key contender among its
BPO (Business Process Outsourcing), SI
(Systems Integration), and IT consulting
segments. Unlike China and India, Mala -
ysia has low people skills, which lower its
attractiveness.
As a conclusion based on the weaknes -

ses and strengths, India stands tall today
amongst global contemporaries in the soft -
ware and customer services market, its
name having become synonymous in Out -
sourcing discipline. Currently, India oc cu -
pies the premier position in offshore work.
Perhaps, somewhat uniquely, India has
made outsourcing a brand in its own way
(Report Research, 2013).

Global outsourcing has been prescribed
as an important tool for attaining and main -
taining a competitive advantage. Global
sourcing is nothing less than the wholesale
restructuring of the corporation around
core competencies and outside relation-
ships. This exploratory empirical investiga-
tion into global outsourcing provides ten-
tative avenues for increasing the probabil-
ity of success of global outsourcing projects
and raises many issues for the further study
of the global outsourcing phenomenon
(Elmuti, Kathawala, 2000).

Outsourcing in Romania
Romania is today a NATO member and

a European Union member; its economy
is showing considerable growth and the
country’s image is changing. According to
JLL, Romania’s human capital is the one
of the most educated in EU & SEE Region
due to country’s long university tradition.
In the academic year 2014-2015, the stu-
dent population of 540,000 was enrolled
in 108 universities with 614 faculties.
Romania has become a highly attractive

sourcing destination for companies looking
for business process outsourcing, offshore
software engineering and contract manu-
facturing services, according to market re -
ports.
Romania has an ever increasing reputa -

tion as an attractive outsourcing destina-
tion. Indeed, the 2014 A.T. Kearney index
ranked Romania 5-th among the most at -
tractive outsourcing destinations in Europe.
Also, according to the Times Outsourcing
Business supplement 2012, Romania oc -
cu pies 6-th position globally in the top 10
emerging outsourcing destinations.
Thanks to Romania’s abundance of pro -

fessionally very well prepared, multilingual
and highly skilled labor pool, and cultural
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proximity to Western Europe the country
has been climbing in the ranking among
the most preferred outsourcing hubs for
European and North American companies.
The outsourcing market has recorded

tremendous growth in the last few years
and there is no doubt that it will continue
to grow in the future. An increase in de -
mand is expected for different, better and
more innovative services and solutions. Cli -
ents are more demanding about what ser -
vices they will receive from their pro vid ers,
raising expectations like never before. Ser -
vice providers have started and will con-
tinue to re-define themselves; instead of
their primary role as a cost-cutting tool,
they will increasingly be viewed as a means
of delivering high-quality services.
Various studies place Romania among

the top European destination for all types
of global services activities. Romania ranked
9-th in Jones Lang Lasalle’s Top 10 Shoring
locations 2008-2012, with 40 new projects,
creating over 11,000 new jobs. Further -
more, Romania ranked 6th in the top 10
emerging outsourcing destinations in the
Outsourcing Business supplement dis-
tributed on June 2012 by The Times in as -
sociation with the National Outsourcing
Association (NOA) (Publication 2014).
According to Telus International (2012),

an outsourcing provider, Romania is named
by investors the outsourcing valley for
BPO, ITO, software development and re -
search programs, knowledge process out -
sourcing operations, as well as for shared
service centers.
The reasons for which Romania repre-

sents an outsourcing attractiveness are: ge -
ographical (1-2 hour flights) and cultural
(business ethics) proximity to Western Eu -
rope facilitating close relationship bet ween
client and vendor compared to offshore
locations; strong aptitude for multilingual

skills; knowledgeable and experienced IT
workforce; academic readiness to back
high demand in talent pool continuity; the
right price-quality ratio; EU member state,
which simplifies legal and financial issues;
political and economic stability.
Romania is highly competitive on the

market especially due to performance, even
though the outsourcing services are not the
lowest on the market. What might make
Romania superior to other outsourcing lo -
cations is how the outsourcing service pro -
viders combine technical background, to -
gether with the soft skills, communication
and flexibility.

Conclusion
Due to its many advantages, Romania

has strengthened her position as an out-
sourcing services hub for Eastern Europe,
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a region which has become a powerful
com petitor of India. According to KPMG,
despite the fact that a large number of out -
sourcing company providers are being ac -
tive in Romania, there is still a huge growth
potential in this business sector. At the
beginning, most companies which start-
ed outsourcing in the Romanian market
have initially outsourced limited parts of
their business, with the potential of adding
new services as their Romanian entity ma -
tures in time. As the outsourcing sector is
a continuous evolution, companies are
con stantly expanding their scope and are
opening new centers.

As a result of the outsourcing sector in -
crease and because of a large number of
out sourcing companies present in Romania,
the Association of Business Service Leaders
in Romania was founded. The ABSL is the
leading organization representing the busi -
ness services sector, gathering high profile
companies which conduct business in the
Shared Services Center (SSC), Business Pro -
cess Outsourcing (BPO), Information Tech -
nology Outsourcing (ITO), Research and
Development (R&D). According to ABSL,
the Romanian outsourcing market was
approximately 500 mil EUR.
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„Outsourcing 
is inevitable, 

and I don’t think it’s
necessarily treating
people like things.”
Stephen Covey
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