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Rezumat

In aceasti lucrare am abordat aspecte privind
rolul si importanta Universitdtii in societatea bazatd pe
cunostinte. Puternicele influente pe care globalizarea si
tehnologiile informatice le au asupra economiilor
nationale, in general, si asupra universitatilor, in mod
deosebit determind ca managementul universitar sa
adopte o atitudine de acceptare a schimbarilor si chiar sa
transforme universitatile in puternica campuri de fortd in
domeniul cunoasterii i al comunicarii acestei cunoasteri.
Am aratate de asemenea care sunt modalitatile de
construire a unui sistem universitar orientat spre piatd,
pornind de la analiza factorilor critici interni si externi ai
universitatii. Un aspect deosebit de important il constituie
formarea unei culturi a calitdtii care se concretizeazd in
:valori manageriale, valorile personalului, valorile
referitoare la clienti.

Cuvinte chele societate bazatd pe cunostinte,
universitate, calitate, valori.

Cod JEL: M10

Introducere

In societatea bazati pe cunostinte se
prefigureaza o universitate care tinde sa fie tot
mai mult si mai cert un centru de inovare, de
creativitate si de gandire criticd. Pentru o astfel
de universitate, studentii devin cea mai
importanta resursd si de aceea se impune ca
procesul de invatamant sa fie centrat pe interesul
studentilor, pentru a putea concura Intr-un
mediu competitional extern, globalizat, mult
mai concurential i mai agresiv.

Dezvoltarea invatamantului superior in
contextul globalizarii poate fi ganditd pe mai
multe planuri, dintre care cele mai plauzibile
sunt urmétoarele ';

e Procesul de masificare a Invatdmantului

THE UNIVERSITY IN A KNOWLEDGES
BASED SOCIETY
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Abstract

In this paper I addressed issues regarding the
role and importance of the University in a knowledge-
based society. Powerful influences that globalization
and information technologies have on national
economies in general and universities in particular
make the university management to adopt an attitude of
acceptance of change and even transform universities
into powerful force in the fields of knowledge and
communication of this knowledge. We also show which
are the things for build a market oriented university,
based on the analysis of internal and external factors in
order to criticism of the university. A particularly
important aspect is to build a culture of quality that
manifests itself in: management values, the personnel
values, the values on the customer.

Keywords.  knowledges  based
university, quality, values.
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society,

Introduction

In a knowledge-based society is a
university which tends to be more and more
certainly a center of innovation, creativity and
critical thinking. For such a university,
students become the most important resource
and therefore it is essential that the process of
learning to be centered on the interests of
students to compete in an external
competition, global, more competitive and
more aggressive.

The development of higher education in
the context of globalization may be thought by
many plans, the most plausible are the
following °:

- The crowd process of higher
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superior va continua. Fiecare tara are nevoie de
o populatie tot mai bine pregatitd pentru a
contribui direct la cresterea economica si la
dezvoltarea societatii prospere si sustenabile;

e Valoarea economicd a Invatdmantului
superior va deveni tot mai evidentd pentru
guverne i guvernanti;

e Interesul pentru educatia continud si
pentru integrarea acestui invatdmant in
universitati va creste ;

e Resursele financiare ale universitatilor
vor ramane finite §i de aceea se impune
dezvoltarea tot mai mult a functiei de marketing
a managementului universitar si de identificare a
unor noi surse de financiare.

e Influentele  puternice  pe  care
globalizarea si tehnologiile informatice le au
asupra economiilor nationale, in general, si
asupra universitatilor, 1n  mod deosebit
determind ca managementul universitar sa
adopte o atitudine de acceptare a schimbarilor si
chiar sa transforme universitdtile in puternica
campuri de fortd in domeniul cunoasterii si al
comunicarii acestei cunoasteri.

Globalizarea si emergenta
societdtii bazate pe cunostinte se vor manifesta
prin noi campuri de fortd, care vor transforma
universitatile deopotrivda in  structura si
functionalitatea lor. Intr-un context de gandire
neliniard, am putea spune cd universitatile
mileniului trei nu vor mai fi simple extensii ale
actualelor structuri, ci dezvoltari noi, care sa
corespundd cat mai bine noilor cerinte. Este
suficient sa ne gandim la faptul ca timpul si
spatiul capdtd noi valente prin dezvoltarea
exploziva a internetului si a telecomunicatiilor
prin  satelit. ~ Transformarea  campusului
universitar  Intr-un spatiu virtual in cazul
invatimantului on-line constituie o prima
demonstratie a potentialului de inovare in
structurarea §i  desfisurarea procesului de
cunoastere in sistemul de nvatdmant superior.
Daca adaugdm la crearea spatiului virtual de
invatare si cea a unui timp virtual, prin folosirea
computerelor si a bibliotecilor virtuale, ajungem
usor la ideea necesititii unui management
universitar virtual.

education will continue. Every country needs a
population more prepared in order to
contribute directly to economic growth and
development of sustainable and prosperous
society;

- The economic value of higher
education will become more evident to
governments and government;

- The interest for lifelong learning and
to integrate this teaching in universities will
increase;

- The financial resources of the
universities will remain finite and therefore it
must develop more of a marketing function of
the university management and identification
of new sources of financial;

- The powerful influences that
globalization and information technologies
have on national economies in general and
universities in particular make the university
management to adopt an attitude of acceptance
of change and even transform universities into
powerful force in the fields of knowledge and
communication of this knowledge.

Globalization and the emergence of
knowledge-based society will manifest itself
through new fields of force that will transform
universities in both their structure and
function. In a non-linear thinking, we could
say that universities of third millennium will
not be simple extensions of existing structures,
but new developments, which would
correspond better to new requirements. It is
enough just to think about the fact that time
and space becomes the new characters through
the explosive development of Internet and
satellite telecommunications.

The transforming process of the
university campus in a virtual space for online
learning are a first demonstration of the
potential for innovation in design and
deployment of knowledge process in the
system of higher education. If we add to the
creation of virtual learning space and a virtual
time, through the using of computers and
virtual libraries, it is easy to get an idea of the
needed virtual university management.
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Modalitati de construire a unui sistem
universitar orientat spre piata

Cercetarea corectd a pietei educationale
este esentiald pentru universitate intr-o
economie globala, cu o cerere tot mai sofisticata
si marcatd de criza economicd care se
prefigureaza tot mai amenintatoare in orizontul
de timp apropiat. Este evident o primd masura
de ascultare a clientilor actuali si potentiali ai
universitatii.

Fraza ,,calitate perceputa” este lipsita de
inteles fara cercetarea pietei. Cercetarea poate fi
folositd sa determine rezultatele ca vazute din
punct de vedere al clientului de servicii
educationale. Poate furniza date asupra imaginii
pe care o are institutia cu diferiti consumatori
sau grupuri potentiali de consumatori.
Universitatea are nevoie sa stie ce gandesc
despre ele diferite grupuri si de ce unii oameni
le folosesc, iar altii nu. Grupuri diferite de clienti
au nevoi specifice si cer forme specifice de
tratament.

Aceasta forma a discrimindrii sofisticate
a pietei este posibild doar daca institutia are
informatii clare, corecte si de mare acuratete.
Piata educationala are o serie de particularitati,
in sensul cd@ institutile educationale au
fenomenul interesant al unei populatii care se
miscd prin i In afara institutiei si apoi este
inlocuitd cu un nou grup. Intr-o astfel de piat,
reputatia este de o importanta vitala.

Reputatii le cer timp pentru a se
dezvolta si trebuie sa fie aparate. Ele se schimba
in timp, de aceea cercetarea pietei poate sa
prevada schimbarile in perceptia clientului
asupra unei institutii. Deoarece organizatiile nu
opereaza intr-o singura piatd, se impune analiza
procesului de segmentare a pietii pentru a
identifica cerintele fiecarui segment. Acest
aspect este evident si absolut necesar pentru
institutiile de invatdmant superior, unde adultii
care invata au perceptii, nevoi si cerinte diferite
de cele ale absolventilor.

Analiza se concentreazd atdt asupra
cerintelor clientilor, cit si asupra contextului
competitiv in care institutia actioneaza, pentru a
putea elabora o strategie avand ca piloni cele

Modalities to build a market-
oriented university system

The proper educational market
research is essential for university in a global
economy, with a more sophisticated demand
and marked by the economic crisis that is
threatening more in the near time horizon.

It is an obvious the first step of listening to
current and prospective customers of the
university.

The phrase "perceived quality" has
little meaning without market research.
Research can be used to determine the results
as seen in terms of customer service education.
Can provide the image that the institution with
various consumer groups and potential
consumers. University needs to know what
they think about different groups and why
some people use them, while others do not.
Different groups of clients have specific needs
and require specific forms of treatment.

This form  of  discrimination
sophisticated of the market is possible only if
the institution has clear, accurate and high
accuracy. The education market has a number
of peculiarities in the sense that educational
institutions have the interesting phenomenon
of a population that is moving through and
beyond the institution and then be replaced by
a new group. In such a market, reputation has
a vital importance.

The reputation requires time to
develop and must be defended. They change
over time, so market research can provide
changes in customer perception of an
institution. Because organizations do not
operate in a single market, it must analyze the
process of market segmentation to identify the
requirements of each segment. This is obvious
and absolutely necessary for higher education
institutions, where adult learners have
perceptions, needs and requirements different
from those of graduates.

The analysis focuses on both demand
and the competitive context in which the
institution acts in order to develop a strategy
with the two pillars as variables. Thus the
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doud variabile . Astfel strategia universitatii este
necesar sa se dezvolte incat organizatia sd se
poatd apdra Tmpotriva concurentei si sa poatd
maximiza atractivitatea sa fata de proprii clienti.

Deosebit de important este analiza
factorilor critici ai succesului, factori care
reprezintd momente ale adevarului si sunt
indicatori care trebuie realizati de Universitate
in vederea satisfacerii clientilor si indeplinirii
misiunii. Factorii critici ai succesului intern®
pot include urmatoarele:

- Un sistem de admitere accesibil;

- Modalititi de invatare care vin in
intdmpinarea nevoilor studentilor;

- Echipele de imbunatitire a calitatii
functioneaza bine;

- Rate imbunatatite
examinarilor;

- Imbunitatirea modalitatilor de predare;

- Implicarea majoritdtii personalului in
echipe de imbunatatire a calitatii ;

- Rate Tmbunatatite in educatie si in forme
superioare (postuniversitare);

Factorii critici ai succesului extern pot
include :

- Accesul imbunatatit in institutie;

Satisfactie mai mare a clientilor datorita
modalitatilor de examinare ;

- Contributia imbunatatita a segmentului
de piata;

- Admiterea imbunatatita a minoritétilor
si a grupurilor dezavantajate;

- Reactie mai puternica la nevoile
comunitatii;

- Relatii mai intense cu mediul de
afacerti;

Analiza factorilor critici de succes,
interni §1 externi, evidentiazd modalitatile prin
care Universitatea se indreaptd spre calitatea
totala.

Pentru a construi un sistem universitar
orientat pe piatd, centrat pe calitate se impune ca
Universitatea sa respecte o serie de cerinte si
anume:

- Incadrarea in tendintele internationale
de dezvoltare. In societatea bazatd pe cunostinte
Universitatea are un rol tot mai evident de
partener principal al diferitelor organizatii din

de trecere a

university strategy is necessary to develop
such as organization to defend against the
competition and be able to maximize its
attractiveness compared to its own customers.

Particularly important is the analysis of
critical success factors, which represent
moments of truth and are indicators on which
the University should build the customer
performance and mission acomplishment.

The criticism factors of internal
success could include the following issues ':

- A system of accessible entrance;

- Learning modalities which come to
the needs of students;

- Teams to improve the quality are
working well;

- Improved
examinations;

- Improved methods of teaching;

- The involvement of most staff in
teams in order to improve quality;

- Rate improved in education and in
higher forms (post-university)

The criticism factors of external
success could include:

-Improving access in the institution;

- The biggest satisfaction of customers
because of the examination arrangements;

- Improved contribution to a market
share;

- Improved acceptance of minorities
and disadvantaged groups;

- Stronger reaction to community
needs;

- More
business zone;

The analysis of critical success factors,
internal and external both, outlines how the
University is heading towards total quality.

In order to build a market-oriented
university, centered on quality it requires the
University to comply with a series of demands
thus®:

- The framing in trends of international
development. In the knowledge-based society
University has a more obvious role of partner
of the various organizations in the economic
environment of business, as a result of that

rate  for  passing

intense relations with the
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mediul economic de afaceri, ca urmare a
cercetarilor care au fundamentat deciziile din
comert si industrie. Astazi, se considera ca
aceastd contributie a universitatii sa devind o
componenta intrinsecd misiunii ei. Universitatea
trebuie sa 1si dezvolte tot mai mult spiritul
intreprenorial, pentru a putea transfera spre
societate cat mai multe idei novatoare si noi
tehnologii.

- Asigurarea calitatii  principalelor
activitati ale universitatii - predare si cercetare.
Inalta calitate reflectatdi in  aceste activititi
atrage cei mai buni studenti §i face din
universitate un lider in cercetare din domeniu
lor, ceea ce conduce la extinderea granitelor
universitare 1n activitati economice $i sociale,

- Construirea  unui  sistem  de
management strategic evolutiv. Cercetatorii din
domeniu au ajuns la concluzia cd un plan
strategic bun trebuie sa fie evolutiv. Managerii
ar trebui sa raspunda unei strategii evolutive, nu
sa se concentreze pe o fantezie de stabilitate,
aceasta inseamnd ca organizatia trebuie sa-gi
dezvolte capacitatea de adaptare continua la
mediul extern, prin realizarea unor procese
strategice  flexibile si iterative.  Exista
urmatoarele argumente i1n favoarea acestei
viziuni:

- turbulentele din mediul extern;

- fluctuatiile evolutiilor departamentelor si
a personalului valoros;

- uzura fizica si morala a infrastructurii,

- managementul zilnic implicd multe
decizii individuale si nerestrictionate;

- Dezvoltarea caracteristicilor
universitatilor care au avut succes pe
termen lung. Aceste caracteristici se referd
la:

- sensitivitatea organizatiei la mediul
inconjurator si In special la considerentele
sociale;

- 0 puternicd coeziune si identitate
organizationald;

- vointa de a tolera abordarile
experimentale sau total neobisnuite;

- Stabilirea unei bune colaborari intre
nivelurile ierarhice Scurtarea  lanturilor
comunicationale §i a proceselor decizionale in

research that based decisions in trade and
industry. Today, it 1is considered that
contribution of the university to become an
intrinsic element of her mission. University
should develop more business spirit to be able
to transfer to the company the most innovative
ideas and new technologies.

- Quality assurance of the activities of
the university - teaching and research.

High quality reflected in these
activities attract the best students and make the
university a leader in their field of research,
which leads to increased academic boundaries
in economic activities and social.

- Construction of a strategic
management system evolving. Researchers in
the field have concluded that a good strategic
plan must be evolutionary.

Managers should answer to an
evolutionary strategy, not to focus on a fantasy
for stability, this means that the organization
must develop the ability to continue adapting
to the external environment, through processes
of strategic flexibility and iterative.

The following arguments in favor of
this vision are:

- whirls from the external environment;

- the departments evolutions  and
valuable stuff;

- physic and moral depreciation of
infrastructure;

- daily management involves many
individual and unrestricted decisions

- The developing characteristics of
universities that have been successful in
the long term. This features are related
to :

- the organization sensibility on the
environment and in particular to social
considerations;

- a strong organizational identity and
cohesion;

- willingness to tolerate
experimental approaches or totally unusual

- Establishment a good collaboration
between hierarchical levels. Shorten chains of
communication and decision-making

the
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scopul operationalizarii. O bund conducere a
universitatii se referd la conducerea de la nivelul
facultatilor si departamentelor, care are 1in
general un impact imediat. Exista o serie de arii
in care liderii universitatii pot avea o contributie
importantd la imbunatatirea relatiilor dintre
diferitele niveluri ierarhice, cum ar fi
consilierea tehnica si profesionala, oferirea unei
viziuni pe termen lung, asumarea rolului de
mediatori in conflictele interne, asumarea rolului
de prieten critic, rezolvarea aspectelor tehnice
ale conducerii, cunoasterea mediului extern al
organizatiei. Scurtarea lanturilor
comunicationale si a proceselor decizionale va
apropria relatiile dintre nivelurile ierarhice si la
va creste eficienta.

- Construirea congtienta a reputatiei §i a
imaginii institutiei de invatamant. Aceasta cere
investitii §i angajamente pe termen lung, dar o
reputatie puternicad este un important avantaj
strategic. Practica a demonstrat faptul ca si in
cazul ofertei institutiilor de invatamant superior
taxele universitare sunt asociate cu calitatea, iar
marimea acestora poate duce la atragerea mai
multor studenti. Construirea imaginii unei
universitti este foarte importantd atat prin
componenta tangibild (cladiri, terenuri pentru

campusul universitar, laboratoare, sisteme
informationale, etc.), cat mai ales prin

componenta intangibilda (imaginea universitatii,
pozitionarea ei n sistemul universitar, etc.).

- Investifiile in oameni. In cazul
universitatilor, investitiille in oameni sunt cele
mai eficiente, deoarece calitatea proceselor de
invatimant si cercetare depinde direct de
calitatea profesorilor si a cercetatorilor.

- Diversificarea surselor de venit.
Universitatile trebuie sd&  urmareasca
diversificarea surselor de venit prin apelarea la
noi activitdti cum ar fi: granturile de cercetare,
cursurile scurte comunitatii, prestarea de servicii
pentru comunitate si altele.

- Mentinerea stabilitatii financiare a
universitatii. Managementul financiar trebuie sa
evidentieze integritatea, gestionarea cu grija
chiar si a sumelor foarte mici si o atitudine
retinuta fata de apelarea la credite. Principiile de
bazd ale managementului financiar se

processes in order to operate. Good
governance refers to the university leadership
from the faculties and departments, which are
generally an immediate impact. There are a
number of areas in which university leaders
can have an important contribution to
improving  relations  between  different
hierarchical levels, such as technical advice
and training, offering a vision long term,
assuming the role of mediators in internal
conflicts, assuming the role of friend critically,
solve the technical issues of leadership,
knowledge of the external environment of the
organization. Shorten chains of
communication and decision-making
processes will be appropriate relationships
between hierarchical levels and thus increase
efficiency.

- The conscious construction of reputation and
image of the institution of education. This
requires  investments and  long-term
commitments, but a strong reputation is an
important strategic advantage. Practice has
shown that in the case of supply of higher
education institutions university fees are
associated with quality and size can lead to
attracting more students. Building the image
of a university is very important both in the
tangible (buildings, land for the university
campus, laboratories, information systems,
etc.), as chosen by the intangible (image
university, positioning them in the university,
etc.).

- Investments in people. In the case of
universities, investments in people are most
effective, because the quality processes of
research and teaching depends directly on the
quality of teachers and researchers.

- Diversifying the sources of income.
Universities should aim to diversify income
sources through the new activities such as:
research grants, short courses of community
services for the community and others

-Maintain the financial stability of the
university. The financial management must
show integrity, with careful management of
even very small amounts being withheld from
using the credits. The basic principles of

Annals of the ,,Constantin Brancusi” University of Targu Jiu, Letters and Social Sciences Series, Issue 2/2010

108



Analele Universititii “Constantin Brancusi” din Targu Jiu, Seria Litere si Stiinte Sociale, Nr. 2/2010

concretizeaza in:

- monitorizarea cu atentie a surselor de

venituri individuale;

- nevoia de investi §i reinvesti in mod

constant;

- nevoia de a dezvolta politici de pret, ca

parte a strategiei institutionale;

- nevoia de a lua 1n considerare integrarea

verticald a activitatilor comerciale;

- mnevoia de a dezvolta capacitatile

profesionale si manageriale ale personalului

financiar - contabil.

- Realizarea de investitii in domeniul
comercial.

Investitile in domeniul comercial
creeazd dependenta fatd de activitatea unor
prestatori in anumite activitdti cheie: librarii,
centre de fotocopiere, edituri, centre de arta, etc.

- Transparenta si disponibilitatea datelor in
toate activitdtile universitatii.

- Mentinerea unei viziuni holistice asupra
universitatii. Practica manageriala a demonstrat
cd punctele slabe ale unei facultdti sau ale unui
departament pot avea efecte negative i asupra
altor componente ale universitatii. De aceea este
necesara abordarea unitard a strategiei si a
activitdtilor  strategice ale  universitatii.
Managementul strategic presupune un bun
leadership la varf, dar mai mult decat atat, el are
nevoie de o culturd organizationald care sa
creeze un simtdmant al scopului comun. $i mai
mult universitatile bune incurajeazd un climat
propice inovatiei si dezvoltarii, unde ideile
novatoare sunt sustinute.

- Transformarea esecurilor in succese.
Strategia de redresare trebuie sa fie realista si sa
contind obiective realizabile si bine programate
in timp. Economisirea poate constitui o buna
sursd de fonduri pentru investitii care ar putea
duce la redresarea economica a institutiei.

- Crearea unor evolutii de succes. Fiecare
eveniment de succes poate contribui, daca este
bine evaluat si integrat in viziunea strategica a
universitatii, la generarea unui alt eveniment de
succes. Evolutiile de succes se construiesc greu
si necesitd timp, dar le constituie coloana
vertebrald la  dezvoltarea oricirei mari
universitati. Prin respectarea cerintelor privind

financial management are as follows:
- to check carefully the sources of
individual income;
- the need to invest and reinvest in a
constant manner;
- the need to develop pricing policies as
part of institutional strategy;
- the need to consider the vertical
integration of business activities;
- the need to develop professional and
managerial capacities of financial —
accounting staff

- Realization of investments in the
commercial area.

The investment in commercial area
creates dependency towards activities of
providers in certain key activities: libraries,
photocopying centers, publishing houses, art
centers, etc

- Transparency and availability of data
in all university activities

- Maintain a holistic vision of the
university. The management practice has
shown that managerial weaknesses points of a
faculty or a department may have negative
effects on other components of the university.
It is therefore necessary to approach a uniform
strategy and strategic activities of the
university. The strategic management requires
a good leadership at the top, but more than
that, he needs an organizational culture in
order to create a feeling of common purpose.
And more, the good universities encourages a
climate of innovation and development, where
innovative ideas are supported.

- Turning failures into successes.
Recovery strategy must be realistic and
contain achievable targets well-programmed
time. Saving can be a good source of funds for
investment which could lead to economic
recovery of the institution.

- Creation of successful developments.
Each event can contribute to success, if well
evaluated and integrated into the strategic
vision of the university, creating another
successful event. Successful developments are
built tough and takes time, but they constitute
the backbone of any large university
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crearea unui sistem universitar orientat spre
piatd, universitatea isi creeazd o personalitate
distincta in peisajul educational national si
european si-1 permite dezvoltarea Intr-un mediu
puternic concurential. Un rol important la
nivelul universitatii care permite crearea unui
sistem universitar orientat spre piatd este cultura
calitatii.

Cultura calitatii  reprezintd, totalitatea
cunostintelor acumulate sau recunoscute, ale
valorilor referitoare la calitate, pe baza carora
organizatia 1si dezvoltd propria capacitate de
supravietuire In mediul sdu exterior si isi
administreaza propriile activitdti interne si este
bazatd pe o noud filosofie de conducere si
organizare, la care trebuie sa participe intregul
personal.

De remarcat este faptul ca specialistii au
demonstrat cd nu tehnologia, dotarea tehnica
reprezintd in primul rdnd cheia imbunatatirii
continue a calitdtii, ci managementul de varf,
cel care trebuie sa schimbe mentalitati si sa
formeze o culturd adecvata specificului
universitatii pentru a obtine performante in
domeniul calitatii serviciilor de invatamant, fata
de cele similare ale concurentei.

De aceea conducerea calitatii a devenit o
problemd de maxima importantd pentru
universitate care a adoptat metode noi de
cercetare a pietei fortei de munca, de control, de
organizare §i planificare vizand mbunatatirea
calitatii serviciilor educationale in concordanta
cu cerintele clientilor.

Trasaturile specifice culturii calitatii pot fi
sintetizate astfel :

- existenta unei traditii adanc inradacinata
si in acelagi timp cultivatd prin metode
specifice;

- schimbarile de cultura sunt de durata, in
functie de existenta unei traditii si de metodele
folosite de catre conducerea de la nivelul
societdtii, de la institutiile statului si pana la
fiecare organizatie.

Valorile culturii calitatii care promoveaza
calitatea si se regasesc in filosofia si politica
conducerii organizatiei se concretizeazd 1in:
valori manageriale, valorile personalului,
valorile referitoare la clienti.

development.

Through compliance requirements by
creating a market-oriented university system,
the university is creating a distinct personality
in the educational landscape of national and
European level and allows development in a
highly competitive environment.

An important role at the university
level that allows the creation of a university
system is market-oriented culture of quality.

The quality culture is all the
accumulated or recognized knowledges, the
values of the quality on which the organization
develops its own capacity for survival in its
external environment and manage their own
internal activities and is based in a new
philosophy of university characteristics, versus
the specific ones of the oposite.

Noteworthy is that specialists have
shown that technology, technical endowment
is primarily a key to improving further the
quality, but top management, who must
change their mentality and culture to form an
appropriate university for specific
performance to obtain the quality educational
services, similar to those of competition.

Therefore the quality management
became an issue of most importance for the
university that has adopted new methods of
market research employment, control,
organization and planning to improve the
quality of educational services in accordance
with the requirements of customers.

Culture-specific quality traits can be
summarized as follows:

- there is a tradition deeply rooted in
the same time cultivated by specific methods;

- changing culture is long period,
depending on the existence of traditions and
methods used by the management of society,
from state institutions and to each
organization.

Cultural values that promote quality
and quality are found in philosophy and
political leadership in the organization itself:
managerial values, the staff values, the values
related on the customer.

The managerial values’ are illustrated

Annals of the ,,Constantin Brancusi” University of Targu Jiu, Letters and Social Sciences Series, Issue 2/2010

110



Analele Universititii “Constantin Brancusi” din Targu Jiu, Seria Litere si Stiinte Sociale, Nr. 2/2010

Valorile manageriale *se exprimi prin
urmatoarele variabile:

- pentru conducerea universitatii crede in
imbunatatirea calitatii;

- conducerea universitatii  considera
calitatea ca fiind o valoare strategicd in lupta
concurentiald;

- calitatea trebuie sd fie o valoare
organizatorica centrala factorii de decizie;

Valorile personalului angajat
sintetizate astfel;

- toti angajatii trebuie sa fie responsabili
pentru calitatea activitdtii lor;

- toti angajatii trebuie sa facd efortul
pentru realizarea serviciilor bine de prima data,
intelegand cerintele clientilor interni si externi,

-aplicarea 1n practicd a principiului
,»,zero defecte” de fiecare angajat;

-implicarea totala a angajatilor este
vitald In procesul de Tmbunétatire a calitatii;

-rezolvarea in mod continuu a
problemelor curente si pe termen lung trebuie sa
fie o obignuinta.

Valorile referitoare la clienti se
concretizeaza in urmatoarele;

- Intdietatea clientului,
deplind a cerintelor acestuia,
importantd  primordiala  pentru
succesului unei universitati;

- Intelegerea clientilor interni si externi
este cruciald pentru toti cei implicati direct sau
indirect in realizarea calitatii.

Formarea unei culturi a calittii este o
conditie esentiald pentru imbunatatirea continud
a calitdtii §i creeazd premisele pentru
implementarea principiilor managementului
calitatii totale la nivelul universitatii. Astfel
formarea unei culturi a calitatii presupune
activitati de sensibilizare, instruire continua, de
motivare a personalului, de realizare a unei
structuri organizatorice bine documentate care
sa aplice o politicd a calitatii in interesul
clientilor si implicit al universitatii.

pot fi

satisfacerea
este de o
asigurarea

Concluzii:

Intr-o economie bazati pe cunostinte,
care se caracterizeazd prin transformarea
cunostintelor In materie primd, capital, produse,

by the following variables:

- university's leadership believes in
quality improvement;

- university management considers
quality as a strategic competitive struggle;

- the quality should be a central
organization for the decision factors.

Staff values can be summarized as
follows;

- all employees should be responsible
for the quality of their work;

- all employees must make an effort to
achieve better services for the first time,
understanding the internal and external
customers;

- practical implementation of the
principle of "zero defects" of each employee;

- total employee involvement is vital in
improving the quality;

- the primacy of customer, the full
satisfaction of the requirements, it is of
primary importance for the success of a
university;

- understanding internal and external
customers is crucial for all those involved
directly or indirectly in achieving quality;

Formation of a culture of quality is a
prerequisite for continuous improvement of
quality and creates preconditions for
implementation of total quality management at
the university.

Thus the formation of a culture of
quality involve uprising of activities, training
continues to motivate staff to achieve a well-
documented organizational structure to
implement a policy of quality and customer
interest in default of the university.

Conclusions:

In a knowledge-based economy, which
is characterized by transforming knowledge
into raw materials, capital, products, key
factors of production economy, the University
has a central role.

A European knowledge society
involves centering the universities as centers
for cancellation of creativity and innovation.
Universities should allow increased global
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factori de productie esentiali ai economiei’,
Universitatea are un rol central.

O societate europeand a cunoasterii
presupune centrarea pe universitati, ca centre de
radiere a inovarii §i creativitatii. Universitatile
trebuie sa permitd cresterea stocului global de
cunostinte, asimilarea, adaptarea si crearea
noilor tehnologii. La toate acestea se adauga
necesitatea promovarii unei culturi a calitatii,
care sa contribuie la dezvoltare si consolidare n
mediul academic si economic.
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stock of knowledge, assimilation, adaptation
and creation of new technologies. In all this is
added the need to promote a culture of quality
that  contributes to developing and
consolidating the academic and economic
area.
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