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Rezumat: Indiferent de abordarea avutd
in vedere, este cert faptul cd in cadrul orga-
nizatiei, cultura organizationald are o mare
importantd, atdt pentru individ, cat si pentru
organizatie. Cultura organizationald functio-
neazd ca o metaford pe baza cdreia se explicd
diversele opinii despre organizatie ale auto-
rilor contemporani. Analiza continutului sdu
pune in evidentd atdt punctele convergente,
cat si cele contradictorii, fiind un instrument
util pentru a exprima realitatea din cadrul
unei organizatii. Desi, existd diferite accep-
tiuni cu privire la termenul de culturd orga-
nizationald, un aspect se regdseste in toate,
acela al impactului puternic pe care cultura
organizatiei il are asupra eficientei, asupra
rezultatului final

Cuvinte cheie: management,culturd or-
ganizationald,antreprenoriat, maximizarea
performantelor.

Cultura organizationala este unul
dintre factorii determinanti ai per-
formantei organizatiei si, in con-
secintd, analiza realista a legaturii
dintre aceste doua elemente poate
furniza informatii relevante pentru
optimizarea ei si, pe aceasta baza,
pentru maximizarea performantelor
organizatiei.

Se pune intrebarea de ce cerceta-
torii si practicienii studiaza cultura

Summary: Whatever approach, it is
clear that organisational culture is of great
importance to both the individual and the
organisation. Organisational culture func-
tions as a metaphor to explain the various
views on organisation held by contempo-
rary authors. Analysis of its content high-
lights both convergent and contradictory
points, and is a useful tool for expressing
the reality within an organisation. Al-
though, there are different meanings of the
term organizational culture, one aspect is
common to all of them, that of the strong
im-pact that the organization’s culture has
on efficiency, on the final result.

Key words: management, organisation-
al culture, entrepreneurship, performance
maximisation.

Organisational culture is one of
the determinants of organisational
performance and, consequently, a
realistic analysis of the link between
these two elements can provide rel-
evant information to optimise it and,
on this basis, to maximise organisa-
tional performance.

The question arises why re-
searchers and practitioners study
organizational culture? The answer
would be that some managers strive
to create real cultures, based on
strong values, knowing their impact
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organizationalda ? Raspunsul ar fi ca
unii manageri se straduiesc sa cree-
ze adevarate culturi, bazate pe valori
puternice, cunoscand impactul aces-
tora asupra rezultatelor firmei. Altii
incearca ,valorile perfecte” care sa
genereze o filosofie in cadrul orga-
nizatiei, presupunand loialitate, pro-
ductivitate sau profitabilitate.

Sunt si manageri care doresc sa
creeze o cultura organizationala care
sa corespunda imaginilor si valorilor
proprii. Exista o mare diversitate in
descrierea elementelor ce compun
cultura organizatiei. Marea majori-
tate a autorilor recunosc ca aceasta
cuprinde mai multe tipuri de compo-
nente care nu se afla toate la acelasi
nivel de vizibilitate, influenta si Inte-
legere. In continuare voi analiza toate
aceste forme prin care se manifesta
cultura unei organizatii publice, une-
le vizibile, altele mai putin vizibile,
dar deosebit de importante pentru
evolutia organizatiei.

Valorile sunt considerate esenta
culturii. Ele provin fie din mediul so-
cial, ca atitudini si credinte promova-
te de cultura national3, fie din expe-
rienta angajatilor. Sistemul de valori
permite clasarea situatiilor, persoa-
nelor, actelor si ideilor, de 1a cele con-
siderate morale la cele ne-etice. Pe
baza sistemului de valori promovate
la nivelul organizatiei publice, cultu-
ra creeaza norme, considerate stan-
darde pentru valorile unui grup sau
categorii de indivizi [33, p.30]. Valo-
rile, ca si componente ale culturii, re-
prezinta standarde prin care impor-
tanta fiecdrui lucru din societate este
evaluatd [2, p.36]. Ele sunt invatate

on the firm’s results. Others try to
create “perfect values” that generate
a philosophy within the organisa-
tion, assuming loyalty, productivity
or profitability.

There are also managers who
want to create an organisational cul-
ture that matches their own images
and values. There is great diversi-
ty in describing the elements that
make up an organisation’s culture.
The vast majority of authors recog-
nise that it comprises several types
of components that are not all at
the same level of visibility, influence
and understanding. In what follows,
further on I will analyse I will ana-
lyse all these forms through which
the culture of a public organisation
manifests itself, some visible, others
less visible, but all of them particu-
larly important for the development
of the organisation.

Values are considered the essence
of culture. They come either from
the social environment, as attitudes
and beliefs promoted by the nation-
al culture, or from the experience of
employees. The value system allows
situations, people, acts and ideas to
be classified from those considered
moral to those considered unethical.
Based on the value system promot-
ed at the level of the public organ-
ization, the culture creates norms,
considered standards for the values
of a group or categories of individu-
als [33, p.30]. Values, as components
of culture, are standards by which
the importance of everything in so-
ciety is assessed [2, p.36]. They are
learned from the culture in which
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din cultura in care individul a crescut,
fiind ,,ghiduri” ale comportamentului
sau. Dupa cum vom vedea pe parcur-
sul acestui articol, diferentele intre
valorile culturale rezulta din practici-
le variate de management.

Modul de realizare a valorilor este
uneori contradictoriu deoarece intre
diferitele tipuri de valori exista o sta-
re conflictuald. In cadrul unei organi-
zatii publice, grupul care detine auto-
ritatea este cel care poate promova si
impune anumite valori. De cele mai
multe ori, valorile pot fi percepute
ca preferinte sau atitudini colective.
Spre exemplu, organizatiile publice
de tip conservator promoveaza va-
lori, precum disciplina si pastrarea
traditiilor in timp, iar normele prin
care aceste valori sunt puse in practi-
ca sunt ierarhia stricta, centralizarea
actului decizional, comunicarea for-
mala, respingerea ideilor si propune-
rilor angajatilor.

Organizatiile publice de tip des-
chise promoveazad valori ca inovarea
si creativitatea. In cadrul acestor or-
ganizatii se respecta ideile noi, se to-
lereaza esecul altora, se stimuleaza
creativitatea. Cercetarile efectuate in
domeniu reliefeaza ca organizatiile
publice In care se promoveaza valori
pozitive, puternice, explicate cores-
punzator salariatilor, sunt cele care
pot obtine performante superioare
cu eforturi mai mici. Valorile sunt
cele care definesc o cultura clara si
sprijind managerii in atragerea celor
mai potriviti oameni. Se considera ca
organizatia publica a viitorului are
nevoie de persoane al caror profil sa
corespunda culturii organizationale.

the individual has grown up, and are
“guides” to his or her behaviour. As
we will see throughout this article,
differences in cultural values result
from varying management practic-
es.

The way values are realised is
sometimes contradictory because
there is a state of conflict between
different types of values. In a pub-
lic organisation, it is the group in
authority that can promote and im-
pose certain values. Often, values
can be perceived as collective pref-
erences or attitudes. For example,
conservative public organisations
promote values such as discipline
and the preservation of traditions
over time, and the rules by which
these values are put into practice
are strict hierarchy, centralisation of
decision-making, formal communi-
cation, rejection of employees’ ideas
and proposals.

Open public organisations pro-
mote values such as innovation and
creativity. In these organisations,
new ideas are respected, failure is
tolerated and creativity is encour-
aged. Research shows that public
organisations that promote strong,
positive values, properly explained
to employees, are those that can
achieve higher performance with
less effort. It is values that define a
clear culture and support managers
in attracting the best people. It is be-
lieved that the public organisation
of the future needs people whose
profile matches the organisational
culture.

Some organisations have de-
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Unele organizatii si-au intocmit
adevarate ghiduri ale competentelor
comportamentale pentru a determi-
na valorile viitorilor salariati, modul
in care acestia isi rezolva problemele,
daca sunt adepti ai invatarii si daca
pot face fata controverselor si stresu-
lui [1, p.31]. Valori cu radacini adan-
ci si adesea neconstientizate ne fac sa
consideram normal ceea ce altii con-
sidera anormal, politicos ceea ce altii
considera nepoliticos, rational ceea
ce altii considera irational. Desi to-
talitatea elementelor culturale sunt
vizibile unui observator din exteri-
or, intelesul lor din punct de vedere
cultural ramane totusi invizibil, fiind
perceput si interpretat in mod precis
numai de catre cei din interiorul ace-
lei culturi.

Valorile individuale sau cele pro-
movate In organizatie creeaza atitu-
dini. Atitudinile decurg din ceea ce
gandim si ceea ce simtim. De exem-
ply, atitudinea negativa a membrilor
unei organizatii fata de conducere
este rezultatul unor credinte si va-
lori ale acestora, in contradictie cu
cele promovate de management. De
foarte multe ori, atitudinile nu sunt
in consonanta cu manifestarile com-
portamentale. Sunt si salariati care,
de teama represaliilor, nu-si vor cri-
tica niciodata public sefii [2, p. 10].

Organizatiile publice nu pot exista
1n afara unui sistem, ele sunt influen-
tate de componentele sistemului din
care fac parte si influenteaza semni-
ficativ fiecare subsistem al acestuia.
Integritatea unui sistem este puter-
nic determinata de un set de valori
si principii fundamentale ce preci-

veloped behavioural competency
guides to determine the values of
future employees, how they solve
problems, whether they are adept at
learning, and whether they can han-
dle controversy and stress [1, p.31].
Deep-rooted and often unacknowl-
edged values make us consider nor-
mal what others consider abnormal,
polite what others consider rude, ra-
tional what others consider irration-
al. Although the totality of cultural
elements are visible to an outside
observer, their meaning in cultural
terms remains invisible, being per-
ceived and interpreted accurately
only by those within that culture.
Individual values or those pro-
moted in the organisation create at-
titudes. Attitudes stem from what we
think and what we feel. For example,
the negative attitude of members of
an organisation towards manage-
ment is the result of their beliefs and
values being in conflict with those
promoted by management. Very
often, attitudes are not consistent
with behavioural manifestations.
There are also employees who, for
fear of reprisals, will never publicly
criticize their bosses [2, p. 10].
Public organisations cannot ex-
ist outside of a system, they are in-
fluenced by the components of the
system of which they are part and
significantly influence each subsys-
tem of it. The integrity of a system is
strongly determined by a set of fun-
damental values and principles that
specify, through their content, the
basic coordinates between which
the components of the whole func-



138

zeaza, prin continutul lor, coordona-
tele de baza intre care functioneaza
componentele intregului [35, p.20].
Sectorul public reprezinta o compo-
nenta a macrosistemului cu implica-
tii majore asupra functionalitatii an-
samblului. Acest aspect este evident
daca se ia In considerare diversitatea
domeniilor de activitate integrate in
sectorul public.

Dincolo de aceasta diversitate,
exista un set de valori-principii fun-
damentale universal valabile care
trebuie luate In considerare si care
determina semnificativ continutul
proceselor si relatiilor de mana-
gement din institutiile publice. Ele
marcheaza semnificativ misiunea
organizatiilor publice, influenteaza
comportamentul organizational al
acestora si al angajatilor implicati
direct In procesele de realizare si
furnizare de servicii publice sau de
administrare a intereselor statului in
relatie cu cetatenii clienti ai instituti-
ilor publice.

Un sistem de valori ar putea fi
structurat dupa doua criterii [6]:

1. apartenentd: valori interne si
externe. Asupra acestor categorii de
valori se va insista in unul din capi-
tolele urmatoare. Valorile interne
vizeaza prin continutul lor acele as-
pecte ce tin de activitatea organiza-
tionala interna a fiecarei institutii
publice, care imprima o nota puter-
nica de specificitate organizarii si
conducerii. Valorile externe provin
din mediul extern institutiei publice
si determina organizarea si manage-
mentul acestora, misiunea si obiecti-
vele organizatiilor publice, gradul de

tion [35, p.20]. The public sector
is a component of the macrosys-
tem with major implications for
the functionality of the whole. This
is evident from the diversity of the
areas of activity integrated into the
public sector.

Beyond this diversity, there is a
set of universally valid fundamental
values-principles that must be taken
into account and that significantly
determine the content of manage-
ment processes and relationships in
public institutions. They significant-
ly mark the mission of public organ-
isations, influence their organisa-
tional behaviour and the behaviour
of employees directly involved in
the processes of providing and de-
livering public services or managing
the interests of the state in relation
to citizens who are clients of public
institutions.

A value system could be struc-
tured according to two criteria [6]:

1. membership: internal and
external values. These categories
of values will be discussed in one
of the following chapters. Internal
values are concerned with the con-
tent of those aspects of the internal
organisational activity of each pub-
lic institution which give a strong
note of specificity to the organisa-
tion and its management. External
values come from the external en-
vironment of the public institution
and determine its organisation and
management, the mission and ob-
jectives of public organisations, the
degree of diversification of activi-
ties, strategic priorities, etc.
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diversificare a activitatilor, optiunile
strategice prioritare etc.

2. grad de generalitate: valori uni-
versale si particulare. Gruparea va-
lorilor in doua categorii dupa acest
criteriu determina distinctia intre va-
lorile universale, care, indiferent de
domeniul in care isi desfasoara acti-
vitatea institutia publica, trebuie res-
pectate si integrate In managementul
tuturor organizatiilor si cele parti-
culare, specifice, care implica o serie
de conotatii distincte determinate
de domeniul de activitate din secto-
rul public in care activeaza institutia
publica. Este absolut evidenta com-
patibilitatea si complementaritatea
de continut intre cele doua categorii
de valori.Cateva dintre valorile cu im-
pact deosebit asupra managementu-
lui institutiilor publice sunt abordate
in detaliu in continuare. In orice stat
de drept, in sectorul public si in ac-
tivitatea desfasurata de institutiile
publice, indiferent de domeniul de
activitate: administratie, sanatate,
invatamant, cultura, transport, tu-
rism etc., sunt unanim recunoscute si
considerate ca fundamentale urma-
toarele valori, abordate frecvent ca
principii fundamentale pentru ma-
nagementul organizatiilor publice:
etica, morala si democratia [56]. Fie-
care are relevanta deosebita asupra
comportamentului  organizational,
in general asupra comportamentului
individual al resurselor umane din
institutiile publice si, implicit, asupra
modalitatilor de actiune pentru care
opteaza managerii publici in special
si fiecare functionar public antrenat
in procesele de management si de

2. degree  of  generality:
universal and particular values.
Grouping values into two catego-
ries according to this criterion dis-
tinguishes between universal val-
ues, which, regardless of the field
in which the public institution op-
erates, must be respected and inte-
grated into the management of all
organisations, and particular, spe-
cific values, which have a number
of distinct connotations determined
by the field of activity in the public
sector in which the public institu-
tion operates. The compatibility and
complementarity of the content be-
tween the two categories of values
is absolutely obvious. Some of the
values with a particular impact on
the management of public institu-
tions are discussed in detail below.
In any state governed by the rule of
law, in the public sector and in the
work carried out by public institu-
tions, regardless of the field of ac-
tivity: administration, health, edu-
cation, culture, transport, tourism,
etc., the following values are unan-
imously recognised and regarded
as fundamental, and are frequently
referred to as fundamental princi-
ples for the management of public
organisations: ethics, morality and
democracy [56]. Each of these has a
particular impact on organisation-
al behaviour, and in general on the
individual behaviour of human re-
sources in public institutions and,
by extension, on the courses of ac-
tion chosen by public managers in
particular and by every civil servant
involved in the management and im-
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executie, in activitatile efective prin
care sunt realizate si furnizate servi-
ciile publice.

Credintele sunt acele convingeri
referitoare la functionarea orga-
nizatiei sau a mediului in care exis-
ta grupul, privitor la relatiile care se
stabilesc intre persoane, evenimente,
concepte. in concluzie, se poate apre-
cia ca atitudinile exprima valorile,
dar nu intotdeauna exista o relatie
directa intre acestea. Atitudinile pot
fi modificate in masura in care valori-
le si credintele pot fi schimbate.

Valorile, credintele si atitudinile se
materializeaza si se pot evalua luand
drept reper normele de comporta-
ment. Pentru Rokeach (1968, 1973)
valorile ar fi similare atitudinilor. Ati-
tudinile sunt insa mai elementare, iar
valorile mai profunde, determinand
atitudinile. Acesta este punctul de ve-
dere general acceptat astazi in socio-
logie. Distinctia dintre cele doua con-
cepte devine mai clara daca notam ca
atitudinile se refera mai degraba la
obiecte si situatii specifice, in timp ce
valorile reprezinta orientari asociate
unor clase mai generale de obiecte si
situatii.

Normele organizationale sunt re-
guli specifice de comportament pe
care trebuie sa le urmeze toti mem-
brii unei organizatii. Aceste norme
rezulta din valori si convingeri Im-
partasite de marea majoritate a sa-
lariatilor si asigura comportamen-
tului regularitate si predictibilitate.
Dupa autorul Gary Johns, exista mai
multe clase de norme care apar in
toate organizatiile: norme de loiali-
tate, norme privind tinuta, norme de

plementation processes, in the actu-
al activities through which public
services are provided and delivered.

Beliefs are those convictions
concerning the functioning of the
organisation or the environment in
which the group exists, concerning
the relationships that are estab-
lished between people, events, con-
cepts. In conclusion, it can be seen
that attitudes express values, but
there is not always a direct relation-
ship between them. Attitudes can
be changed to the extent that values
and beliefs can be changed.

Values, beliefs and attitudes are
embodied and can be assessed
by taking behavioural norms as a
benchmark. For Rokeach (1968,
1973) values would be similar to
attitudes. Attitudes, however, are
more basic and values are deeper,
determining attitudes. This is the
generally accepted view in sociol-
ogy today. The distinction between
the two concepts becomes clearer if
we note that attitudes refer more to
specific objects and situations, while
values represent orientations asso-
ciated with more general classes of
objects and situations.

Organisational norms are specif-
ic rules of behaviour that all mem-
bers of an organisation must follow.
These rules result from values and
beliefs shared by the vast majority
of employees and ensure regularity
and predictability of behaviour. Ac-
cording to author Gary Johns, there
are several classes of norms that
occur in all organisations: loyalty
norms, conduct norms, performance
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performanta, norme privind aloca-
rea recompenselor. Aceste clase de
norme sunt grupate, la randul lor, in
doua categorii de norme, care se im-
pletesc in norme formal si norme in-
formale [4, p.32].

Normele formale sunt acele nor-
me oficiale, de natura organizatoric3,
cele stabilite prin: regulamentul de
ordine interioard, regulamentul de
organizare si functionare, fisele pos-
turilor. Aceste documente au rolul de
a ilustra comportamentul salariati-
lor acceptat de organizatie In situa-
tii diverse: relatiile sefi-subordonati,
prezenta la lucru, primirea vizitato-
rilor, confidentialitatea informatiilor,
cooperarea in vederea indeplinirii
sarcinilor, recompensarea salariati-
lor, sanctionarea comportamentelor
inadecvate.

Normele informale nu sunt stabi-
lite de vreun document, ci sunt acele
reguli conturate de-a lungul timpu-
lui, care vizeaza majoritatea salari-
atilor: celebrarea unor evenimente
sociale importante (sarbatori, impli-
nirea unui numadr de ani de la Infiin-
tarea organizatiei) sarbatorirea unor
evenimente personale ale salariatilor
(promovarea pe post, onomastici, ca-
satorie, pensionare), relatiile dintre
sefi si subordonati.

Normele se formeaza, de obicei,
intr-o perioada lunga de timp, para-
lel cu dezvoltarea organizatiei, si se
impun prin Invatare. De reguld, aces-
tea indeplinesc urmatoarele roluri:
sprijina organizatia in Indeplinirea
obiectivelor propuse; ghideaza adop-
tarea unor comportamente dorite in
randul angajatilor; sprijind rezolva-

norms, and reward norms. These
classes of norms are in turn grouped
into two categories of norms, which
are intertwined into formal and in-
formal norms [4, p.32].

Formal norms are those official
rules of an organisational nature,
those laid down in: internal rules
of procedure, organisation and
functioning rules, job descriptions.
These documents are intended to il-
lustrate the behaviour of employees
accepted by the organisation in var-
ious situations: relations between
bosses and employees, attendance
at work, receiving visitors, confiden-
tiality of information, cooperation in
carrying out tasks, rewarding em-
ployees, sanctioning inappropriate
behaviour.

Informal norms are not laid down
in a document, but are those rules
that have been developed over time
and concern the majority of employ-
ees: the celebration of important so-
cial events (celebrations, anniversa-
ries, anniversaries), the celebration
of personal events of employees
(promotion, birthdays, marriage, re-
tirement), relations between bosses
and subordinates.

Norms are usually formed over
a long period of time, in parallel
with the development of the organ-
isation, and are imposed through
learning. They usually fulfil the
following roles: they support the
organisation in achieving its ob-
jectives; they guide the adoption of
desired behaviours among employ-
ees; they support the resolution of
interpersonal problems; they are a
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rea unor probleme interpersonale;
reprezintd un element de identificare
a valorilor si specificitatii grupului.

Normele morale pot fi diferentiate
in functie de cateva criterii: numdrul
de subiecti, dimensiunea grupului so-
cial, durabilitatea In timp a valorilor,
tipurile de relatii si activitati umane
pe care determina. [4, p.34].

Considerand aceste criterii, pot fi
distinse trei categorii de norme:

1. norme generale sau universale
cu urmatoarele caracteristici:

- prezente In toate colectivitatile
umane;

- durabilitate mare in timp;

- regleaza toate tipurile de relatii;

- coreleaza toate activitatile umane.

2. normele particulare se carac-
terizeaza prin urmatoarele:

- se adreseaza unor grupuri sau co-
lectivitati determinate

- au o anumita variatie in timp, care
poate fi masurata si evaluats;

- regleaza tipuri de relatii sau activi-
tati umane particulare.

In aceastd categorie se inscriu
normele morale pentru angajatii fie-
carui domeniu de activitate din sec-
torul public.

3. normele speciale se caracteri-
zeaza prin aceea ca:

- seadreseaza unor grupurirestran-
se;

- vizeazd relatii si manifestari cu to-
tul specifice sau ocazionale.

In aceastd ultimi categorie se in-
scriu normele cavalerismului, nor-
mele vietii nobiliare, normele de
protocol, normele de comportare
civilizatd 1n familie si societate etc.
Aceasta ultima categorie reprezin-

means of identifying the values and

specificity of the group.

Moral norms can be differentiat-
ed according to several criteria: the
number of subjects, the size of the
social group, the durability of values
over time, the types of human rela-
tionships and activities they deter-
mine. [4, p.34].

Considering these criteria, three
categories of norms can be distin-
guished:

1. general or universal norms with
the following characteristics:

- present in all human collectivities;

- high durability over time;

- they regulate all types of relation-
ships;

- they link all human activities.

2. particular norms are character-
ised by the following:

- they are addressed to specific
groups or collectivities

- they have a certain variation over
time, which can be measured and
evaluated;

- they regulate particular types of
human relationships or activities.
This category includes moral

rules for employees in each area of

public sector activity.

3. special norms are characterised
by the fact that:

- they are addressed to restricted
groups;

- concern entirely specific or occa-
sional relationships and events.
This last category includes the

rules of chivalry, the rules of noble

life, the rules of protocol, the rules
of civilised behaviour in family and
society, etc. This last category rep-
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ta norme elementare identificate cu
“moda” in morala.

Se poate conchide ca valoarea mo-
rald, In sens strict, ramane expresia
obiectiva a normei.

Norma poate fi privita in cel putin
doua ipostaze: abstracta si concreta.

Norma este abstracta atunci cand
este enuntata teoretic, cand este for-
mulata ,expresis verbis” intr-un Cod
scris sau cand este asimilatd sau in-
susita la nivel pur cognitiv: insusirile
morale recomandate de norma sunt
percepute ca simple cuvinte, ca ex-
presii vide de continut sau iluzorii.

Norma concreta este aceeasi nor-
ma, dar asimilata si interiorizata si
la nivel afectiv-emotional si la nivel
volitiv pana la punctul limitd la care
devine o componenta a constiintei si
un element motivational al compor-
tamentului subiectului. In elaborarea
normelor, 1n cadrul unui cod, trebuie
identificate nu numai valorile si con-
tinutul lor, ci si strategiile de insusire
organicd a acestor norme de cdtre toti
angajatii sectorului public si strategii-
le de conversiune In procesele de trai-
ning a normelor abstracte in norme
concrete dezvoltate pe baza unui set
de principii morale.

Identitatea organizatiei este o en-
titate construita, care devine realita-
te atunci cand structura, organizarea
personalului, sistemul si procedurile
iau un sens comun in reprezentdrile
colective alcatuind, deci cultura. Iden-
titatea organizatiei poate fi evaluata si
in functie de comportamentele indivi-
duale, ceea ce presupune un fenomen
de identificare a indivizilor, a angajati-
lor din cadrul intreprinderii.

resents elementary rules identified
with ‘fashion’ in morality.

It can be concluded that moral
value, strictly speaking, remains the
objective expression of the norm.

The norm can be seen in at least
two ways: abstract and concrete.

The norm is abstract when it is
stated theoretically, when it is for-
mulated “expressis verbis” in a writ-
ten Code, or when it is assimilated
or appropriated at a purely cogni-
tive level: the moral qualities recom-
mended by the norm are perceived
as mere words, as empty or illusory
expressions.

The concrete norm is the same
norm, but assimilated and internal-
ized at the affective-emotional level
and at the volitional level up to the
pointwhere itbecomes a component
of consciousness and a motivational
element of the subject’s behaviour.
In the development of norms, within
the framework of a code, it is neces-
sary to identify not only their values
and content, but also the strategies
for the organic appropriation of
these norms by all public sector em-
ployees and the strategies for con-
verting abstract norms into concrete
norms developed on the basis of a
set of moral principles in training
processes.

The identity of the organisation is
a constructed entity, which becomes
reality when the structure, staff or-
ganisation, system and procedures
take on a common meaning in collec-
tive representations, thus forming
the culture. Organisational identity
can also be assessed in terms of in-
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Producerea de identitate este,
deci, un fenomen psiho-sociologic
care sta la baza sentimentului de
apartenentd si de integrare in grup.
Adesea cultura este confundata cu
semnele si simbolurile. Literatura
de specialitate include aici: ritualuri,
limbaj, moduri de amenajare, logos
si alte semne de reprezentare, eroi,
mici istorioare cunoscute si uneori
povestite, coduri de comportament
etc. [1, p.21].

Sunt considerate cel mai adesea ca
facand parte din categoria principa-
lelor semne (manifestarile vizibile):

- organigrama sau modul de repar-
tizare a activitatilor, responsabili-
tatilor;

- semne de diferentiere statutara
existente in orice societate uma-
na;

- biroul sefului, mocheta din biroul
sefilor, masinile sefilor sau par-
carile acestea nefiind cultura de-
cat daca au o semnificatie aparte
(sunt semne);

- modul de prezentare al organiza-
tiei in raport cu exteriorul: ras-
punsurile telefonice, primirea vi-
zitatorilor, comunicarea externa,
primirea furnizorilor si benefici-
arilor, secretariatul si persoanele
de contact cu exteriorul, mesaje
publicitare constante;

- coduri interne de comportament:
stilul relatiilor intre persoane sau
intre nivelurile ierarhice, moduri
de comunicare internd, coduri
vestimentare, cuvinte etc.;

- ,amenajarea spatiului: arhitectu-
ra, stil de decorare, alocarea de
spatiu pentru functiile Intreprin-

dividual behaviours, which implies a

phenomenon of identification of in-

dividuals, the employees within the
company.

The production of identity is
therefore a psycho-sociological phe-
nomenon that underlies the feeling
of belonging and integration in the
group. Culture is often confused
with signs and symbols. The litera-
ture includes here: rituals, language,
modes of arrangement, logos and
other signs of representation, he-
roes, little known and sometimes
told stories, codes of behaviour, etc.
[1, p.21].

They are most often considered
as part of the main signs category
(visible manifestations):

- the organisational chart or the
way activities and responsibili-
ties are distributed;

- signs of statutory differentiation
existing in any human society;

- the boss’s office, the carpet in the
boss’s office, the boss’s car or the
car park - these are not culture
unless they have a special mean-
ing (they are signs);

- how the organisation is present-
ed to the outside world: tele-
phone answering, welcoming
visitors, external communication,
welcoming suppliers and benefi-
ciaries, secretariat and external
contacts, constant publicity mes-
sages;

- internal codes of behaviour: style
of relations between people or
between hierarchical levels, in-
ternal communication modes,
dress codes, words, etc.;
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derii, circulatia in local, culori;

- gestionarea timpului: repartiza-
rea timpului individual sau colec-
tiv pentru conducatori, orare si
atitudini vis-a-vis de orare, rapor-
tul intre timpul ocupat efectiv si
cel privat.

Simbolurile ofera intelesuri comu-
ne membrilor organizatiei si le per-
mit acestora sa comunice si sa se ar-
monizeze intre ei. Un simbol trebuie
sa aiba aceeasi semnificatie atat pen-
tru angajati, cat si pentru beneficiari,
parteneri de dezvoltare, furnizori.

Semnele pot fi dirijate catre exte-
rior, asa cum sunt materialele grafice,
uniformele, logo-urile, cladirile sau
pot fi directionate in interior, in lo-
curile de difuzare a informatiei, ame-
najarea birourilor, fluxurile din intre-
prindere. Aceste tipuri de semne nu
au valoare de imagine, ci sunt crea-
toare de sens si de raporturi sociale.

Ele dau legitimitate, ordoneaza o
ierarhie, simbolizeaza puterea. Un
simbol poate fi chiar sigla organizati-
ei, cunoscuta de catre beneficiari, an-
gajati sau parteneri, care transmite o
serie de informatii comune tuturor,
printre care calitatea ridicata a pro-
duselor oferite. De aceea, de-a lungul
timpului, sigla nu trebuie modificata
prea des, ci poate doar ajustata dato-
rita semnificatiilor pe care le trans-
mite.

Limbajul este o alta tehnica de in-
fluentare a culturii organizationale.
Multe organizatii folosesc un mod
anume de exprimare, sloganuri, me-
tafore sau alte forme de limbaj pen-
tru a transmite un anumit mesaj an-
gajatilor. Sloganurile pot fi invatate

- ‘spatial design: architecture, style
of decoration, allocation of space
for business functions, circula-
tion in the premises, colours;

- time management: allocation of
individual or collective time to
managers, timetables and atti-
tudes to timetables, ratio of time
actually spent to private time.
Symbols give common meanings

to members of the organisation and
allow them to communicate and
harmonise with each other. A sym-
bol should have the same meaning
for employees, beneficiaries, devel-
opment partners, suppliers.

Signs can be directed outwards,
such as graphics, uniforms, logos,
buildings, or they can be directed in-
wards, in places where information
is disseminated, office layouts, com-
pany flows. These types of signs do
not have an image value, but create
meaning and social relations.

They give legitimacy, order a hi-
erarchy, symbolise power. A symbol
can even be the organisation’s logo,
known to beneficiaries, employees
or partners, which conveys a series
of information common to all, in-
cluding the high quality of the prod-
ucts offered. This is why, over time,
the logo should not be changed too
often, but perhaps only adjusted be-
cause of the meanings it conveys.

Language is another technique
for influencing organisational cul-
ture. Many organisations use a par-
ticular way of expression, slogans,
metaphors or other forms of lan-
guage to convey a particular mes-
sage to employees. Slogans can be
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repede si repetate atat de angajati,
cat si de clienti sau beneficiari.

Referindu-ne la aceste aspecte, in
investigatia efectuatd, au fost iden-
tificate astfel de sloganuri in unele
institutii publice. In cele mai multe
situatii sloganurile erau promovate
prin intermediul unor programe in
principal cu caracter social dar si, in
organizatiile prestatoare de servicii
publice, pentru promovarea efectiva
a serviciilor oferite.

Istorioarele reprezinta naratiuni
bazate pe evenimente adevarate,
care au rolul de a sublinia diferite
idei. Acestea pun in evidenta anumite
trasaturi organizationale si onorea-
za virtutile si faptele eroilor, oferind
exemple de urmat in diferite situatii.
in general, istorioarele sunt de data
relativ recentd si pot constitui un pu-
ternic instrument cultural.

Miturile sunt tot un tip de nara-
tiuni ale caror origini se afla insa in
trecutul indepartat al organizatiei,
evenimentele prezentate ase ma-
nandu-se foarte putin cu cele ce pot
avea loc in prezent. Aceste mituri au
propria lor evolutie si nu pot fi crea-
te. Prin urmare, tot ceea ce pot face
managerii este sa accentueze unele
mituri si sa evite raspandirea altora,
care pot avea efecte negative asupra
performantelor organizatiei.

Izvoarele si miturile organizati-
ei constituie “folclorul” organizatiei
si sunt menite sa ofere modele de
comportament pentru angajatii sai.
Frecvent ele se refera la “eroi” cu ro-
luri majore in evolutia organizatiei.
Actorii sunt personaje existente in
organizatie la un moment dat, dar

quickly learned and repeated by em-
ployees, customers or clients.

In the investigation carried out,
such slogans were identified in some
public institutions. In most cases
the slogans were promoted through
programmes mainly of a social na-
ture but also, in organisations pro-
viding public services, for the actual
promotion of the services offered.

Stories are narratives based on
true events, which are meant to
highlight different ideas. They high-
light certain organisational features
and honour the virtues and deeds of
heroes, providing examples to fol-
low in different situations. General-
ly, histories are of relatively recent
date and can be a powerful cultural
tool.

Myths are also a type of narra-
tive whose origins lie in the distant
past of the organisation, with the
events presented having little to
do with what may be happening in
the present. These myths have their
own evolution and cannot be creat-
ed. Therefore, all managers can do is
to accentuate some myths and avoid
the spread of others, which can have
negative effects on the organisa-
tion’s performance.

The sources and myths of the or-
ganisation constitute the “folklore”
of the organisation and are meant to
provide role models for its employ-
ees. They often refer to ‘heroes’ with
major roles in the development of
the organisation. Actors are charac-
ters who exist in the organisation at
one time but are forgotten once they
disappear from the “stage”. Heroes
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care intra in uitare odata ce dispar

de pe “scend”. Eroii sunt persoanele

care, datorita actelor, atitudinilor sau
calitatilor lor, intra In memoria colec-
tivitatii.

Ritualurile si ceremoniile confera
expresie culturala anumitor valori
organizationale, constituind un ade-
varat ,folclor” al organizatiei, menit
sa ofere modele de comportament
pentru salariatii sai. Prin intermediul
ritualurilor se programeaza anumite
evenimente si modul lor de derulare,
promovandu-se valori si comporta-
mente majore din cadrul culturii or-
ganizationale.

Dupa autorii Harison Trice si Jani-
ce Beyer, se poate structura urmatoa-
rea tipologie a ritualurilor [3] :

e ritualuri de trecere (au ca obiect
schimbarea posturilor, statutelor
si rolurilor indivizilor in viata or-
ganizationala);

e ritualuri de degradare (pierderea
unor posturi, a unui statut);

¢ ritualuri de recunoastere (modali-
tati de recunoastere a realizarilor
salariatilor);

e ritualuri de reinnoire (schimbari
ale proceselor din cadrul orga-
nizatiei);

Ritualurile si ceremoniile au si un
puternic rol de integrare, incurajand
si dezvoltand anumite sentimente
foarte puternice, de apartenenta la
grup (sarbatorirea Craciunului sau
a Pastelui in cadrul organizatiei, prin
acordarea de prime si cadouri salari-
atilor sau copiilor acestora).

Prestigiul si autoritatea manage-
rilor si ale celorlalti angajati nu sunt
considerate de toti autorii ca fiind

are people who, because of their

acts, attitudes or qualities, are re-

membered by the community.

Rituals and ceremonies give cul-
tural expression to certain organi-
sational values, constituting a true
“folklore” of the organisation, de-
signed to provide role models for its
employees. Rituals are used to pro-
gramme certain events and the way
they are carried out, promoting ma-
jor values and behaviours within the
organisational culture.

Dupa autorii Harison Trice si
Janice Beyer, se poate structura ur-
matoarea tipologie a ritualurilor [3]:
e ritualuri de trecere (au ca obiect

schimbarea posturilor, statutelor

si rolurilor indivizilor in viata or-
ganizationald);

e ritualuri de degradare (pierderea
unor posturi, a unui statut);

e ritualuri de recunoastere (mo-
dalitati de recunoastere a real-
izarilor salariatilor);

e ritualuri de reinnoire (schimbari
ale proceselor din cadrul organ-
izatiei);

Rituals and ceremonies also have
a strong integrating role, encour-
aging and developing certain very
strong feelings of belonging to the
group (celebrating Christmas or
Easter within the organisation by
giving bonuses and gifts to employ-
ees or their children).

The prestige and authority of
managers and other employees are
not considered by all authors as
components of organizational cul-
ture, as they are at the intersection
of organizational culture - individu-
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componente ale culturii organizatio-
nale, ele aflandu-se la intersectia din-
tre cultura organizationala -individ -
colectivitate si sistemul organizatoric
al organizatiei. Aceste componente
au o tripla determinare:

e functionald, reflectand profesia si
tipul activitatii efectuate;

e jerarhicd, raportat la postul ocu-
pat in cadrul organizatiei, la res-
ponsabilitatile detinute;

e personald sau informald, determi-
natd de calitatile, cunostintele, de-
prinderile, aptitudinile manageri-
lor sau ale celorlalti angajati.
Niciunul dintre elementele de-

scrise, prezentate individual, nu se
constituie in cultura organizationala.
impreuna, ele reflecta si dau sens si
semnificatie acestui concept atat de
interesant de urmarit si analizat. Ma-
nifestarile culturii organizationale se
afla in raport strans de interdepen-
dentd, iar identificarea si analiza lor
sunt complexe si uneori dificile.
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