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Managementul lantului de aprovizionare-
desfacere are drept scop satisfacerea nece-
sitatilor clientilor, obtinerea unor performante
inalte in cadrul organizatiei si identificarea
modalitatilor prin care intreprinderile continud
sd inoveze, sd invete si sd se dezvolte. In con-
secintd, obiectivele managementului lantului de
aprovizionare-desfacere constau n reducerea
costurilor, risipei, compresia timpului, flexibili-
tate Tn capacitatea de raspuns, reducerea timpu-
lui de livrare, eliminarea rupturilor de stoc etc.

Pentru atingerea obiectivelor si scopu-
rilor intreprinderii, luarea deciziilor manage-
riale corecte §i la timp, entitatile au nevoie de
un sistem de indicatori de performanta. Astfel,
intreprinderile identifica rezultatele prin stabi-
lirea gradului de satisfacere a nevoilor clien-
tilor, intelegerea proceselor cu care se con-
fruntd, identificarea problemelor, blocajelor,
pierderilor, fundamentarea deciziilor ce urmeaza
a fi adoptate, monitorizarea implementarii si
rezultatelor deciziilor luate etc.

Cuvinte-cheie: logisticd, managementul
lantului de aprovizionare-desfacere, indicatori-
cheie de performanta, performantd, eficientd,
eficacitate.

JEL: L21, M21, M41, O12.

Introducere

Managementul lantului de aprovizionare-
desfacere (Supply Chain Management — SCM)
reprezintd o modalitate eficace si eficienta prin
care firmele cautd sd-si asigure un avantaj
competitiv prin costuri reduse si nivel ridicat al
serviciului prestat clientilor. La nivel fundamen-
tal, managementul lantului de aprovizionare-
desfacere inseamna gestionarea fluxului de mar-
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Supply chain management is designed
to meet customer needs, achieve high perfor-
mance within the organization and identify the
ways in which companies continue to innovate,
learn and grow. As a result, the goals of the
support chain management are to reduce costs,
waste, time compression, flexibility in response
capacity, reduce delivery time, eliminate stock
breaks, etc.

In order to achieve business objectives
and goals, making sound and timely mana-
gement decisions, entities need a system of
performance indicators. In this way, businesses
identify results by determining how they meet
customers’ needs, understanding their pro-
cesses, identifying problems, bottlenecks, losses,
substantiating decisions to be taken, monito-
ring implementation and results of decisions
taken, etc.

Keywords: logistics, supply chain mana-
gement, key performance indicators, perfor-
mance, efficiency, effectiveness.

JEL: L21, M21, M41, O12.

Introduction

Supply Chain Management (SCM) is an
effective and efficient way for businesses to
secure a competitive advantage through lower
costs and high levels of customer service. At the
fundamental level, supply chain management —
disposal means managing the flow of goods,
data and financial means related to a product or
service, from the purchase of raw materials to
the delivery of the product to its final destina-
tion. This also includes coordination and colla-
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furi, date si mijloace financiare referitoare la un
produs sau serviciu, de la achizitionarea de
materii prime pand la livrarea produsului spre
destinatia finald. Aceasta include, de asemenea,
coordonarea si colaborarea cu partenerii din
lantul logistic, care pot fi atit furnizorii, inter-
mediarii, cat si clientii. In esenti, managementul
lantului de aprovizionare-livrare integreaza mana-
gementul ofertei si cererii pe interior si intre
companii.

In lumea modernd a afacerilor, forta con-
curentiald a unei firme rezida in crearea sau iden-
tificarea unui sistem managerial adecvat, eficace
si eficient, menit sa asigure performante inalte.
La nivel mondial, firmele cautd sd implementeze
managementul lantului de aprovizionare-des-
facere pentru a realiza performante ridicate.

Obiectivele principale urmarite in cadrul
cercetarii efectuate sunt:

v explicarea conceptului de management al
lantului de aprovizionare-desfacere, de
performantd a intreprinderii si a lantului
de aprovizionare-desfacere, precum si
instrumente de masurarea $i monitori-
zarea performantelor etc.;

v' abordarea subiectului cercetat, explicarea
termenilor ,,logistica” si ,,performanta”,
in literatura de specialitate;

v’ prezentarea si descrierea Indicatorilor-
Cheie de Performantda (KPI - Key
Performance Indicators);

v’ evaluarea si analiza performantelor intre-
prinderii prin aplicarea Indicatorilor-
Cheie de Performanta (KPI) in baza unor
exemple.

Metode de cercetare aplicate

Pentru realizarea scopului propus si a
obiectivelor mentionate, metodologia cercetarii
vizeazd un instrumentar metodologic specific
stiintelor sociale si economice. In acest sens, au
fost folosite metodologiile clasice de cercetare
academica si, anume, metoda cantitativa si cali-
tativa. De asemenea, autorii au aplicat metode
transversale de cercetare asupra aspectelor
teoretice, care s-au materializat prin procedee de
investigatie, observare si testare a conceptelor,
ideilor si teoriilor existente in domeniu. Tehnicile
specifice domeniului cercetat au inclus: analiza
criticd a literaturii de specialitate, sinteza, com-
paratia, problematizarea, analiza bibliometrica,
meta-analiza, utilizind aplicatia electronica
VOSviewer (instrument software pentru con-
struirea si vizualizarea retelelor bibliometrice).

boration with partners in the logistics chain,
which may be suppliers, intermediaries and
customers. In essence, supply Chain Manage-
ment delivery integrates Supply and demand
management both inside and between companies.

In the modern business world, the com-
petitive strength of a business is to create or
identify an adequate, effective and efficient
management system designed to ensure high
performance. Worldwide, businesses seek to
implement supply-chain management to achieve
high performance.

The main objectives pursued in the
research carried out are:

v" explain the concept of supply chain mana-
gement, of enterprise performance and
supply chain performance, performance
measurement tools and monitoring, etc.;

v refer to the subject under investigation,
the terms “logistics” and “performance”, in
the literature;

v" present and describe key performance
indicators (KPIs);

v' assess and analyse the performance of the
enterprise by applying key performance
indicators (KPIs) on an example.

Applied research methods

In order to achieve the proposed purpose
and its objectives, the research methodology
shall aim at a specific methodological toolbox
for social and economic sciences. In this respect,
traditional academic research methodologies,
namely the quantitative and qualitative me-
thods, have been used. The authors also applied
transversal research methods on theoretical
aspects, which materialized through investi-
gation, observation and testing of the concepts,
ideas and theories existing in the field. The
techniques specific to the field covered: critical
literature analysis, synthesis, comparison, pro-
blems, bibliometric analysis, Meta-analysis,
using the electronic application VOSviewwer
(software tool for building and viewing biblio-
metric networks).

Approach to the subject under inves-
tigation in literature

The literature study shows that there is a
limited number of publications dedicated to
performance measurement tools and indicators
that characterize supply-chain management.

Revista / Journal ,,ECONOMICA™ nr.1 (119) 2022



ECONOMIE, BUSINESS S| ADMINISTRARE / ECONOMICS, BUSINESS AND ADMINISTRATION

Abordarea subiectului cercetat in lite-
ratura

Studiul literaturii de specialitate releva ca
existd un numdr limitat de publicatii dedicat
instrumentelor de masurare a performantelor si
indicatorilor ce caracterizeazd managementul
lantului de aprovizionare-desfacere. Cu toate
acestea, managementul lantului de aprovizio-
nare-desfacere s-a dezvoltat vertiginos, ih ulti-
mii ani, Tn firmele din mediul de afaceri, fapt ce
a determinat nevoia de instrumente si de indi-
catori relevanti de masurare a rezultatelor, care
sa reflecte performanta in noul mediu. Obiecti-
vul masurarii performantelor in lantul de aprovi-
zionare-desfacere este de a evalua lantul de apro-
vizionare-desfacere, prin utilizarea unui numar
cat mai redus de instrumente si indicatori ,,cheie
de performantd” reprezentativi, care sd asigure
eficacitatea lor, cu costuri cat mai reduse.

Pentru realizarea cercetarii, a fost efec-
tuata o analiza prin intermediul Web of Science
(baza de date bibliograficd si bibliometrica in
format online, cuprinzand reviste stiintifice,
livrate prin intermediul internetului), setand
criteriul continerii termenilor ,,logistica” si ,,per-
formanta” in titlul cercetarii. Drept rezultat, in
perioada 1982-2022, au fost obtinute 752 de docu-
mente (dintre care: 405 articole, 286 de documente
de procedurda, 23 de articole; acces rapid, 11
recenzii etc.), care raspund acestor criterii,
publicate in 471 de surse (reviste, carti etc.) [11].

In figura 1, este prezentati evolutia volu-
mului de publicatii, din domeniul logisticii, Tn
perioada 1998-2022, in care se observa un trend
constant In crestere, cu o mica diminuare in
anul 2020.
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However, supply chain management — has deve-
loped rapidly in business firms in recent years,
which has prompted the need for relevant results
measurement tools and indicators to reflect per-
formance in the new environment. The objective
of measuring performance in the supply chain is
to assess supply chain by using as few repre-
sentative “key performance” tools and indicators
as possible so as to ensure their effectiveness at
least cost.

In order to carry out the research, an
analysis was carried out through Web of Science
(bibliographic and bibliometric online database
comprising scientific journals delivered via
internet), setting the criteria for the content of
the terms “logistics” and “performance” in the
research title. As a result, 752 documents were
obtained between 1982 and 2022 (of which: 405
articles, 286 procedural documents, 23 articles;
quick access, 11 reviews, etc.) meeting these
criteria, published in 471 sources (magazines,
books, etc.) [11].

Figure 1 shows the evolution of the
volume of publications in the period 1998-2022,
showing a steady upward trend, with a slight
decrease in 2020.
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Figura 1. Evolutia publicatiilor, utilizind termenii ,,logistica” si ,,performanta”
in titlul cercetirii (1998-2022)/ Figure 1. Evolution of publications, using the terms “logistics”
and “performance” in the research title (1998-2022)
Sursa: prelucrata de autori in baza [11] / Source: processed by authors based on [11]
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Tn topul surselor, unde au fost publicate
cercetarile privind logistica si performanta, figu-
reaza: International Journal of Logistics Mana-
gement (27 publicatii), International Journal of
Production Economics (19 publicatii) si Inter-
national Journal of Physical Distribution and
Sustainability (18 publicatii) [11].

Autori mai relevanti, care au prezentat
cel mai mare interes Tn studiul logisticii in
relatie cu performanta, sunt Lai K. H. (9 publi-
catii), Cheng T. C. E. (8 publicatii) si Wang L.
(8 publicatii) [11].

Sub aspect geografic si al productivitatii
tarilor, cele mai multe cercetari au fost efectuate
de catre cercetatorii din China si SUA.

COUNTRY SCIENTIFC PRODUCTION

The top sources where logistics and
performance research have been published are:
International Journal of Logistics Management
(27 publications), International Journal of pro-
duction Economics (19 publications) and the
International Journal of Physical Distribution and
Sustainability (18 publications) [11].

The most relevant authors, who showed
the greatest interest in the logistics study
in relation to performance, are Lai K. H.
(9 publications), Cheng T. C. E. (8 publications)
and Wang L. (8 publications) [11].

In terms of geography and country
productivity, most research was carried out by
researchers from China and the US.

Figura 2. Distributia pe tari a cercetarilor aferente domeniului cercetat/
Figure 2. The country distribution of research related to the area under investigation
Sursa: prelucrata de autori in baza [11] | Source: processed by authors based on [11]

Cele mai frecvente cuvinte-cheie utilizate
in cercetarile stiintifice identificate sunt logis-
ticd, performantd logisticd, performantd, eva-
luarea performantelor, logistica reversibild,
masurarea performantelor, managementul lan-
tului de aprovizionare-desfacere, sustenabili-
tate, indicatori de performanta logisticd, mana-
gementul activitatilor logistice, lantul de apro-
vizionare-desfacere etc. [11].

Tn figura 3, sunt prezentate cele mai rele-
vante cercetari stiintifice pentru studiul termenu-
lui de logistici in legiturd cu performanta. in
varful clasamentului se situeaza cercetarea lui
Prajogo D., Integrarea si performanta lantului de
aprovizionare-desfacere: efectele relatiilor pe
termen lung, tehnologia informatiei si partajarea
si integrarea logistica.

El—

The most common keywords used in the
scientific research identified are logistics, logis-
tics performance, performance evaluation, per-
formance, reverse logistics, performance measu-
rement, supply chain management, sustaina-
bility, logistics performance index, logistics mana-
gement, supply chain, etc. [11].

In the figure below, the most relevant
scientific research for the study of the term
logistics in relation to performance is presented.
At the top of the ranking is the research of
Prajogo D., Supply chain integration and per-
formance: The effects of long-term relations,
information technology and sharing, and logis-
tics integration.
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Cele mai multe documente citate la nivel global/ Most Global Cited Documents

PRAJOGO D, 2012, INT J PROD ECON

GUNASEKARAN A, 2007, INT J PROD RES

LAI KH, 2012, OMEGA-INT J MANAGE S

GIMENEZ C, 2005, INT J OPER PROD MAN

LAI KH, 2002, TRANSPORT RES E-LOG

LAI KH, 2004, TRANSPORT RES E-LOG
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& CHO JUK, 2008, INT J PHYS DISTR LOG
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3 YANG CC, 2009, INT J PROD ECON

8 GREEN KW, 2008, SUPPLY CHAIN MANAG
FUGATE BS, 2010, J BUS LOGIST
PRAJOGO D, 2016, INT J OPER PROD MAN
BIEHL M, 2007, COMPUT OPER RES
SCHMITZ J, 2004, INT J PROD ECON
KHAN SAR, 2020, SUSTAIN DEV
LAI KH, 2004, INT J PROD ECON
PANAYIDES PM, 2007, IND MARKET MANAG
SHANG KC, 2005, TRANSPORT RES E-LOG
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Figura 3. Gruparea cercetirilor in domeniu pe autori /
Figure 3. Grouping research in the field on authors
Sursa: prelucrata de autori in baza [11] / Source: processed by authors based on [11]

Rezultate si discutii

Definitii si aborddri conceptuale

Un sistem de masurare a performantelor
lantului de aprovizionare-desfacere joacd un rol
important Tn gestionarea unei afaceri, deoarece
furnizeazd informatiile necesare pentru luarea
deciziilor. Dupa R.Kaplan [7], fard instru-
mente, nu se poate realiza nicio Tmbunatatire,
este esenfial sd masori lucrurile potrivite, in
momentul potrivit, intr-un lant de aprovizionare-
desfacere, astfel incat actiunea sa poata fi decisa
in timp util. Instrumentele si indicatorii de
masurare a performantelor nu evalueaza doar
performanta, acestea sunt, deseori, integrate cu
politica, strategia, obiectivele si multe alte as-
pecte comportamentale.

Sistemul de masurare a lantului de apro-
vizionare-desfacere trebuie sa ia, neaparat, in
considerare si dimensiunile performantei orga-
nizationale si a lantului luat in ansamblu, pentru
cd dacd nu existd o corelare intre acestea ori
una, ori cealaltd, ori amandoua au de suferit.

Scopul masurarii performantei organi-
zationale consta in [6]:

o identificarea rezultatelor, respectiv succe-
sului sau esecului;

e identificarea faptului daca nevoile clien-
tului sunt satisfacute;

o facilitarea Iintelegerii proceselor de
schimbare organizationald si confirmarea

a ceea ce se stie, sau dezvaluirea a ceea ce

nu se stie;
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Results and discussion

Definitions and conceptual approaches

A support chain performance measu-
rement system plays an important role in
managing a business as it provides the informa-
tion needed to make decisions. After R. Kaplan
[7], without tools, no improvement can be
achieved, is essential to measure the right things
at the right time in a supply chain, so that the
action can be decided in good time. Perfor-
mance measurement tools and indicators not
only measure performance, but they are often
integrated with policy, strategy, objectives and
many other behavioural aspects.

The measurement system of the supply
chain must necessarily take into account the
measurement of organizational performance,
and the supply chain taken as a whole, because
if there is no correlation between them, either
one or the other, or both suffer.

The purpose of the measurement of orga-
nizational performance is to [6]:

o identify the results, i.e. success or failure;

o identify whether the customer needs are
met;

e help the organization understand its pro-
cesses and confirm what is known, or
disclose what is not known;

o identify where there are problems, bottle-
necks, losses, etc. and where improvements
are needed;
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e identificarea locului unde exista proble-
me, blocaje, pierderi etc. si unde sunt
necesare Tmbunatatiri;
e asigurarea ca deciziile se bazeaza pe
fapte, nu pe presupuneri, emotie, credinta
sau intuitie;
e indicarea, dacd este cazul, a imbunata-
tirilor planificate s-au realizat.
Instrumentele traditionale de masurare a
performantelor in afaceri au fost, In cea mai
mare parte, financiare, pentru evaluarea ran-
damentului investitiilor, a fluxului de numerar si
a ratelor de profit. Cu toate acestea, instru-
mentele conventionale prezintd dezavantajul ca
se pot focaliza pe mediul intern al firmei, unde
se inregistreaza doar costuri si mai putin pe
mediul extern, unde apar rezultatele, care nu
reusesc sa includa indicatori intangibili, dar, in
principal, se axeazd pe indicatorii ce se referd la
situatiile trecute. Aceasta a determinat cerceta-
torii si firmele sd revizuiasca instrumentele si
indicatorii de masurare a performantelor, in
acest mediu economic nou, in care firmele
actioneaza in cadrul lanfului de aprovizionare-
desfacere [6].

Masurarea performantelor poate fi defi-
nita ca procesul de cuantificare a eficacitatii si a
eficientei unei actiuni. Un instrument de masu-
rare a performantei este un set de indicatori
folositi pentru cuantificarea eficientei si/sau
eficacitatii unei actiuni [5]. In domeniul logis-
ticii, masurarea performantelor a fost conside-
ratd drept una dintre cele patru competente
»cheie”, celelalte trei fiind pozitionarea, inte-
grarea si flexibilitatea pentru a obtine o perfor-
manta comparabild la nivel mondial. Un sistem
de masurare a performantelor (SMP) ar trebui sa
furnizeze managerilor informatii suficiente
pentru abordarea unor aspecte, precum finantele,
procesele interne ale clientilor, inovatia si
imbunatatirea [4].

Problemele tipice intr-un sistem de masu-
rare a performantelor sunt [3]:

e strategia organizatiei si sistemul de masu-
rare a performantelor nu sunt conectate;

e accentul este pus primordial pe indicatorii
financiari;

e existd prea multe instrumente fara core-
lare reciproca si/sau incompatibile.
Modele de mdsurare a performantei

lantului de aprovizionare-desfacere
Tntreprinderile moderne folosesc o multi-
tudine de instrumente atdt calitative, cat si

BE—

e ensure that decisions are based on facts,
not on assumptions, emotion, belief or
intuition;

e show if the planned improvements have
been made.

Traditional business performance measu-
rement tools have been mostly financial to
measure return on investments, cash flow and
profit rates. However, conventional instruments
have the disadvantage of focusing on the
internal environment of the firm where only
costs are incurred and less on the external
environment, where results are produced and
evaluated, they fail to include intangible indi-
cators, but it focuses mainly on indicators that
relate to past situations. This led researchers and
firms to review the tools and indicators for
measuring performance in this new economic
environment in which firms operate in the
supply chain [6].

Performance measurement can be defined
as the process of quantifying the effectiveness
and efficiency of an action. A performance
measurement tool is a set of indicators used to
guantify the efficiency and/or effectiveness of
an action [5]. In the field of logistics, perfor-
mance measurement was considered one of four
“key” competences, the other three being posi-
tioning, integration and flexibility to achieve
comparable performance worldwide. A perfor-
mance measurement system (SMP) should
provide managers with sufficient information to
address issues such as finance, customer internal
processes, innovation and improvement [4].

Typical problems in a performance measu-
rement system are [3]:

e organization strategy and performance
measurement system are not connected;

o focus is primarily on financial indica-
tors;

o there are too many non-matching and/or
incompatible instruments.

Models to measure the supply chain
management performance

Modern companies use a variety of tools,
both qualitative and quantitative, which have
been accumulated over time to meet specific
operating requirements. Interest in performance
management led to an update of accounting
systems and an extension of non-cost perfor-
mance. The performance management system
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cantitative, care au fost acumulate in decursul
timpului pentru a indeplini cerintele specifice de
functionare. Interesul in managementul perfor-
mantei a dus la o actualizare a sistemelor con-
tabile si la o extensie a performantei non-cost.
Sistemul de management al performantei este
compus dintr-un set de indicatori utilizati pentru
a cuantifica atdt eficienta, cat si eficacitatea
actiunilor. Sistemul de masurare a performantei
permite managementului organizatiei elaborarea
si implementarea strategiei organizationale, care
ofera un flux informational relevant pentru
luarea deciziilor si un feedback relevant, acesta
facilitand deciziile si procesele de control.

Sistemele de masurare a performantei lan-
tului de aprovizionare-desfacere au evoluat si s-
au diversificat, iar principalele, dintre ele, sunt
prezentate n figura de mai jos.

Sisteme traditionale de masurare
a performantelor/

Traditional performance
measurement systems

shall be composed of a set of indicators used to
guantify both the efficiency and effectiveness of
the actions. The performance measurement sys-
tem allows the organization’s management to
develop and implement the organizational stra-
tegy, which provides a relevant information
flow for decision making and relevant feedback,
which facilitates control decisions and processes.

Support chain management performance
measurement systems have evolved and varied,
and the main are shown in the figure below.

Sisteme emergente de masurare
a performantelor/
Emerging performance
measurement systems

*Bazate pe sistemul contabil traditional/
Based on the traditional accounting system
*Bazate pe cost/eficienta/
Based on cost/efficiency
* Compromis intre performanta/
Compromise between performance
*Orientate spre profit/
Profit-oriented
*Orientare pe termen scurt/
Short-term orientation
*Prevalenta instrumentelor individuale/
Prevalence of individual instruments
*Prevalenta instrumentelor functionale/
Prevalence of functional tools
* Comparatia cu standardul/
Comparison with standard
«Evaluarea ca scop/
Evaluation as a purpose
+impiedica imbuniatitirea continua/
Prevents continuous improvement

*Bazate pe strategia companiei/
Based on company strategy

*Bazate pe valori/
Value-based

* Compatibilitatea performantei/
Performance compatibility

» Orientate spre consumator/
Toward the consumer

*Orientare pe termen lung/
Long-term orientation

*Prevalenta instrumentelor de echipa/
Prevalence of team tools

*Prevalenta instrumentelor transversale/
Prevalence of cross-cutting tools

* Monitorizarea imbunatatirii/
Monitoring improvement

eEvaluarea si implicarea ca scop/
Assessment and involvement as purpose

* Subliniaza imbunatatirea continua/
Emphasizes the continuous improvement

Figura 4. Evolutia sistemelor de masurare a performantelor/
Figure 4. The evolution of performance measurement systems
Sursa: adaptata de autori in baza [2]/ Source: adapted by authors based on [2]

La randul lor, sistemele emergente de
masurare a performantei pot fi grupate in doua
categorii distincte [8]:

Primele sunt cele care pun accentul pe
autoevaluare, de exemplu: Premiul Deming in
Japonia si Asia, Premiul Baldrige in Statele
Unite ale Americii si Fundatia Europeana pentru
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In turn, emerging performance measu-
rement systems can be grouped into two distinct
categories [8]:

The first are those focusing on self-
assessment, for example: The Deming Award in
Japan and Asia, the Baldrige Award in the
United States, and the European Foundation for
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Premiul de calitate EFQM (the European
Fondation for Quality Management), Model de
excelentd in Europa.

Din a doua categorie fac parte cele con-
cepute pentru a ajuta managerii sd mdsoare
si sa imbundtiteasca procesele de afaceri,
de exemplu: Piramida de performanta, cadrul
Balanced Scorecard, Procesul de masurare a
performantelor Cambridge si prisma de per-
formanta.

In prezent, complexitatea gestionarii unei
organizatii impune ca managerii sa poatd ma-
sura performanta si sa analizeze impactul dife-
ritelor dimensiuni ale performantei asupra exce-
lentei organizationale. Multi specialisti din do-
meniu au Inceput sa vorbeascd despre impor-

the quality Award using EFQM, model of
Excellence in Europe.

The second category is those designed to
help managers measure and improve business
processes, for example: Performance pyramid,
Balanced Scorecard, Cambridge performance
measurement process and performance prism.

The complexity of managing an orga-
nization today requires managers to be able to
measure performance and analyse the impact of
different performance dimensions on orga-
nizational excellence. Many specialists in the
field have started to talk about the importance of
measuring as a means of communication. Table
1 summarizes the main emerging performance
measurement systems.

tanta masurarii ca mijloc de comunicare. Tabelul
1 rezuma principalele sisteme emergente de
masurare a performantelor.

Tabelul 1/Table 1

Sisteme emergente de masurare a performantei — referinte /
Emerging performance measurement systems — references

Sisteme de masurare a performantelor si abordari/
Performance measurement systems and approaches

Referinte/
Reference

Analiza strategicd a masurdrii si tehnica de raportare
(SMART)/

Strategic measurement analysis and reporting
technique (SMART)

Lynch si Cross 1991; McNair si altii 1990/
Lynch and Cross 1991; McNair and others
1990

Chestionarul de mésurare a performantei (PMQ)/
Performance measurement questionnaire (PMQ)

Dixon si altii 1990/
Dixon and others 1990

Rezultate si matricea determinantilor (R&DM)/
Results and determinants matrix (R&DM)

Fitzgerald si altii 1991; Fitzgerald si Moon 1996/
Fitzgerald and others 1991; Fitzgerald and
Moon 1996

The Balanced Scorecard (BSC)/
The Balanced Scorecard (BSC)

Kaplan si Norton 1992, 1996, 2000/
Kaplan and Norton 1992, 1996, 2000

Comparativ Business Scorecard (CBS)/
Comparativ Business Scorecard (CBS)

Kanji 1998; Kanji si Moura e Sa 2002/
Kanji 1998; Kanji and Moura e S& 2002

Procesul de Masurarea Performantei Cambridge (CPMP)/
Cambridge performance measurement process (CPMP)

Neely si altii 1996, 2000; Bourne si altii1998,
2000/

Neely and others 1996, 2000; Bourne and
others 1998, 2000

Sisteme consistente de masurare a performantei (CPMS)/
Consistent performance measurement systems (CPMS)

Flapper si altii 1996/
Flapper and others 1996

Sisteme integrate de masurare a performantei (IPMS)/
Integrated performance measurement systems (IPMS)

Bititci si altii 1997, 1998/
Bititci and others 1997, 1998

Sisteme dinamice de masurare a performantei (DPMS)/
Dynamic performance measurement systems (DPMS)

Bititci si altii 2000/
Bititci and others 2000

Cadrul integrat de masurare a performantei (IPMF)/
Integrated performance measurement Frame (IPMF)

Medori 1998; Medori si Steeple 2000/
Medori 1998; Medori and Steeple 2000

Sursa: adaptat de autori Tn baza [2]/ Source: adapted by authors based on [2]
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Tn literatura de specialitate sunt prezentate
mai multe criterii de clasificare si tipuri de KPL
Unii autori grupeaza KPI in: indicatori can-
titativi §i calitativi;, individuali si de grup,
financiari si nonfinanciari; strategici si tactici
[9, p. 9-10]. Alti cercetatori grupeaza KPI in
functie de beneficiile functionale si emotionale
[1, p. 429-430]. Tn continuare, vor fi analizati
o parte din acesti indicatori.

Masurarea valorii livrate la consumator

Cercetatorul roman, Virgil Popa, in ,,Mana-
gementul lantului de distributie/ aprovizionare
pentru un raspuns eficient consumatorului”, a
evidentiat sapte indicatori-cheie de performanta
(KPI — Key Performance Indicators), ce se
recunosc atdt pentru producitori, cat si pentru
detailisti [1, p. 429]:

A. Indicatori referitori la beneficiile func-
tionale:

1. Satisfactia consumatorului;

2. Indicii de distantd ai satisfactiei consu-
matorilor;

3. Entuziasmul consumatorului;

4. Satisfactia consumatorului explorativ.

B. Indicatori referitori la beneficiile emo-
tionale:

5. Valoarea privilegiata la consumator;

6. Indicele de distanta al valorii privilegiate;

7. Partea de "amintire” la consumator.
Masuri functionale versus mdsuri emo-

tionale

Pentru estimarea sau masurarea valorii
livrate catre consumator, sunt cunoscute doua
tipuri de valori: valoarea ,,functionala” si valoa-
rea ,,emotionala” [1, p. 429-430].

o Valorile functionale livrate la conSu-
matori sunt beneficii fizice, pe care con-
sumatorul le primeste de la performanta
produsului/serviciului furnizat si/sau ca-
nalul de distributie. Consumatorul poate
sa identifice beneficiile individuale, nu-
mai cand el are componentele de baza ale
produsului/serviciului sau canalului de
distributie oferit.

o Valorile emotionale livrate consumatorilor
constau in experienta pe care consuma-
torul o gaseste in consumatia produsului/
serviciului sau canalul de distributie
oferit. Experienta vine de la memoria
consumatorilor ce au fost angajati intr-un
nivel emotional cu produsele/serviciile
oferite de acelasi gen, fie ca sunt furnizate
de aceeasi intreprindere, fie cd au fost
furnizate de o alta intreprindere.
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Several classification criteria and types
of KPI are presented in literature. Some authors
group KPIs in: quantitative and qualitative
indicators; individual and group; financial
and non-financial; strategic and tactical [9,
p. 9-10]. Other researchers group KPIs accor-
ding to functional and emotional benefits
[1, p. 429-430]. Part of these indicators will be
analysed below.

Measure the value delivered to the con-
sumer

Romanian researcher Virgil Popa, in
“Supply chain management for efficient con-
sumption response”, highlighted seven key per-
formance indicators (KPIs), recognized for
producers and retailers alike [1, p. 429]:

A. Indicators relating to functional bene-
fits:

1. Consumer satisfaction;

2. Distance indications of consumer satis-
faction;

3. Consumer enthusiasm;

4. The satisfaction of the exploratory con-

sumer.

B. Indicators on emotional benefits:
The value preferred by the consumer;
Distance index of the inside value;

7. The “memory” part to the consumer.
Functional measures versus emotional

measures

For the estimation or measurement of the
value delivered to the consumer, two types of
values are known: The “functional” value and
the “emotional” value [1, p. 429-430].

e Functional values delivered to consumers
are physical benefits that the consumer
receives from the performance of the
product/service provided and/or the
distribution channel. The consumer can
identify the individual benefits only when
he has the basic components of the
product/service or distribution channel
offered.

e Emotional values delivered to consumers
are the experience the consumer finds in
the consumption of the product/service or
the channel provided. Its experience
comes from the memory of consumers
who have been emotionally engaged with
products/services offered by the same
kind, whether they are provided by the
same company or provided by another
company.

oo
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Valoarea livratd consumatorilor cuprinde 0
combinatie a beneficiilor functionale si emo-
tionale, deci, Tmpreund trebuie si masurate.
Masurarea concomitentd a ambelor valori ar
manifesta un grad de obiectivitate foarte Tnalt.

A. Indicatori (KPI) recomandati pentru
valoarea functionala [1, p. 430-431]:

Acesti indicatori au la baza locul unde
consumatorul plaseaza acea valoare a pro-
dusului/canalului ce simbolizeaza toate valorile
functionale, pe care el se asteaptd sd o pri-
measca. Baza determindrii valorii functionale
livrate spre consumator este 0 apreciere gene-
rala a satisfactiei. Acesti indicatori recomandati
pentru valoarea functionala sunt:

1. Satisfactia consumatorului  reprezinta
evaluarea nivelului de multumire a con-
sumatorului in termeni functionali, cum
ar fi: performanta, calitatea sau serviciile
pentru client; de asemenea, monitorizarea
schimbdrii in nevoile consumatorului si
prognoza directiei celor mai importante
necesitati ale consumatorului; cum pot fi
alocate sursele limitate mai bine pentru a
maximiza valoarea livrata.

2. Indicele de distanta al satisfactiei con-
sumatorului — este un indicator care
masoara distanta relativa dintre valoarea
functionala a produsului/ canalului nostru
si cea a produsului/ canalului concuren-
tului, ce indica oportunitatile care atrag
consumatorii intreprinderilor rivale.

3. Entuziasmul consumatorului — caracte-
rizeazd nivelul de loialitate si atasa-
ment al consumatorului fatd de un
produs/canal.

4. Satisfactia consumatorului explorativ —
constituie un indicator bazat pe satisfac-
tia consumatorilor, dar cu diferite sco-
puri. Acest indicator aditional ajuta sa
identifice nevoile consumatorului, care
nu au fost satisfacute de niciunul din
produsele/canalele existente disponibile
lui, care, adesea, rezultd din comporta-
mentul de schimbare Tntre produse/ ca-
nale, in ordinea Tn care satisfac aceste
nevoi intamplatoare, prin combinarea
avantajelor unor variate produse/ canale;
performanta, de asemenea, contribuie,
uneori, la identificarea unor nevoi ne-
definite, care, fara relevanta pentru con-
sumatori, pot da noi oportunitati in ter-
meni de inovatie.

The value delivered to consumers inclu-
des a combination of functional and emotional
benefits, so, together they must also be measu-
red. Measuring both values at the same time
would have a very high degree of objectivity.

A. Recommended indicators (KPIs) for
functional value [1, p. 430-431]:

These indicators are based on where the
consumer places that value of the product/
channel that symbolizes all the functional
values he expects to receive. The basis for
determining the functional value delivered to
the consumer is a general appreciation of satis-
faction. These recommended indicators for
functional value are:

1. Consumer satisfaction is an assessment
of the level of consumer satisfaction in
functional terms, such as: performance,
quality or customer service; it is also
monitoring the change in consumer needs
and forecasting the direction of the most
important consumer needs; how limited
sources can be better allocated to maxi-
mize delivery.

2. Consumer satisfaction distance Index — is
an indicator that measures the relative
distance between the functional value of
our product/channel and that of the
competitor’s product/channel, which indi-
cates the opportunities that attract con-
sumers to rival businesses.

3. Consumer enthusiasm — characterizes the
level of loyalty and attachment of the
consumer to a product/channel.

4. Exploratory consumer satisfaction — is an
indicator based on consumer satisfaction,
but with different purposes. This addi-
tional indicator helps to identify the needs
of the consumer that have not been met
by any of the existing products/channels
available to him, which often result from
switching behaviour between products/
channels in the order in which they meet
these occasional needs, by combining the
benefits of wvarious products/channels;
performance also sometimes helps to
identify undefined needs which, irelevant
to consumers, can give new opportunities
in terms of innovation.

B. Recommended emotional

cators [1, p. 431]:

These indicators of a qualitative nature
are based on non-functional values which it can
expect and perceive.

value indi-
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B. Indicatori recomandati ai valorii emo-
tionale [1, p. 431]:

Acesti indicatori de natura calitativa au
la baza valorile nonfunctionale la care el poate
sa se astepte, sa le perceapa.

5. Valoarea privilegiata la consumator -
evalueaza valorile/emotiile pozitive ale
consumatorului, care cuprind un uz situa-
tional (o situatie unde produsul/canalul
poate fi folosit) si dau putere acestora in
asociatie cu produsul/canalul in discutie.
Un exemplu al emotiei situationale aso-
ciate poate servi: un tort care poate genera
idei despre familie, momente de ani-
versare, o obligatie sau dragoste.

6. Indicele de distanta al valorii privilegiate
— masoara distanta relativd intre doud
produse/canale si acesta, in relatie cu un
produs/canal al competitorilor, Tn termeni
de indicatori ai valorii privilegiate, indica
potentialul pentru care produsul/canalul
nostru retine consumatorul produsului/
canalului concurent: acest indicator, ce
poate fi utilizat in actiuni comerciale, cauta
sa ,,achizitioneze” noi consumatori de la
concurenti.

7. Partea de memorie a consumatorului —
evalueaza oricare produs/canal intr-o
folosire situationald. Consumatorul ga-
seste mai multe asemanari, astfel ca se
poate determina ce produs/canal domi-
na perceptia consumatorului.

Tn literatura de specialitate, sunt pre-
zentate doud abordari principale pentru ela-
borarea KPI: abordarea de proces si abordarea
functionala [9, p. 10-11]. Ele sunt prezentate in
figura 5.

Business -
procesele /

Obiectivele
organizatiei /

Obijectives of the
organization

Business -
processes

Structura
organizatiei /

Obiectivele
organizatiei /

Objectives of the
organization

Organisation
structure

Abordarea de proces /Process approach

5. Privileged Consumer value — evaluates the
positive values/emotions of the consumer,
which include a situational use (a situa-
tion where the product/channel can be
used) and give them power in association
with the product/channel in question: An
example of the associated situational
emotion can be: a cake can generate ideas
about family, anniversary moments, an
obligation or love.

6. The distance index of the privileged value
— measures the relative distance between
two products/channels and this in relation
to a competitor product/ channel in terms
of value indicators, which indicates the
potential our product/channel retains the
consumer of the competing product/
channel: this indicator, which can be used
in commercial shares, seeks to “buy” new
consumers from competitors.

7. Consumer memory — evaluates any pro-
duct/channel in a situational use. The
consumer finds several similarities, so
it can be determined which product/
channel dominates the consumer’s per-
ception.

Two main approaches to the development
of KPI are presented in the literature: the
process approach and the functional approach
[9, p. 10-11]. They are shown in figure 5.

Obiectivele
business -
proceselor /

Objectives
of the business
processes

Atributii
functionale /

Functional tasks

Abordarea functionald/Functional approach
Figura 5. Abordiri pentru elaborarea KPI/ Figure 5. Approaches for the development of
KPIs Sursa: adaptata de autori in baza [9, p.10.]/ Source: adapted by authors based on [9, p.10.]
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Tn conformitate cu abordarea de proces,
pornind de la misiunea, strategia si obiectivele
intreprinderii, sunt descrise toate procesele de
business, sunt propuse directiile de optimizare si
sunt formulate obiectivele fiecarui proces de
afaceri. Acestea sunt formulate n termeni
generali, ca obiective-tinta, pentru care se
elaboreaza KPI separat, fara a se face referire la
indicatori specifici, termeni de implementare
si standarde.

Astfel, obiectivele procesului de afaceri
,»vanzari” sunt: cresterea portofoliului de clienti,
mentinerea bazei de clienti. Deci, KPI vor
indica: numarul de clienti noi, % din vanzarile
catre clienti noi, numdrul de apeluri repetate.
Fiecare angajat, indiferent de nivelul ierarhic,
primeste setul de KPI, care formuleaza
obiectivele, rezultatele si evalueaza performanta
acestora pe o anumitd perioada de timp (luna,
trimestru, an).

Abordarea functionala a elaborarii KPI
este mai simplu de implementat, deoarece nu
necesita o formalizare detaliatd a proceselor de
afaceri. Aici, pe baza obiectivelor organizatiei,
in ansamblu, in functie de structura si functiile
atribuite, sunt elaborati KPI pentru fiecare
subdiviziune, apoi, in baza acestora si descrierea
locului de muncd sunt elaborati KPI pentru
fiecare angajat. De obicei, Tn activitatea practica,
KPI sunt formulati incorect, iar ca rezultat, nu
are un efect pozitiv. Un exemplu de KPI
incorect ,.cresterea vanzarilor” — nu sunt spe-
cificate unitatile de masurd, adica in ce moneda
se efectueaza acestea sau, pur si simplu, in
bucati. Ca atare, este necesar sd se ia in con-
siderare procentul de returnare a produselor si,
de asemenea, sa se indice modul in care este
masurata cresterea vanzarilor: in procente sau in
unitdti monetare. Formularea corectd este, de
exemplu, KPI pentru departamentul de vanzari
in luna curentd: cresterea vanzarilor cu 2% fata
de luna precedentd sau cresterea vanzarilor cu
200 mii lei, comparativ cu luna precedenta.

La baza elaborarii KPI ar trebui sa stea
asemenea, principiul echilibrarii (prioritizarii)
indicatorilor-cheie de performanta.

In literatura de specialitate [1, p. 447-
449], Indicatorii-Cheie de Performanta (KPI),
in scopul aprecierii lantului logistic, se clasifica

El—

In line with the process approach, taking
into account the mission, strategy and objectives
of the enterprise, all business processes are
described, the directions for optimization are
proposed and the objectives of each business
process are formulated. They are formulated in
general terms as targets, for which separate
KPIs are developed, without reference to
specific indicators, terms of implementation and
standards.

For example, the objectives of the “sales”
business process are: increasing the customer
portfolio, maintaining the customer base, KPI
will be: number of new customers, % of sales to
new customers, number of repeated calls. Each
employee, regardless of the hierarchy level,
receives the set of KPIs, which formulate goals,
results and evaluates their performance over a
specific period of time (month, quarter, year).

The functional approach to KPI deve-
lopment is easier to implement as it does not
require detailed business process formalization.
Here, based on the objectives of the organi-
zation as a whole, depending on the structure
and functions assigned, KPIs are developed for
each subdivision, then on the basis of these and
the job description KPIs are developed for each
employee. Usually, in practical work, KPI is
incorrectly formulated and, as a result, it does
not have a positive effect. An example of an
incorrect “Top line Growth” KPI - units of
measurement are not specified, i.e. in which
currency or simply in pieces. It is also necessary
to take into account the percentage of return of
products and also to indicate how sales growth
IS measured: in percentage or in monetary units.
The correct wording is, for example, KPI for
sales in the current month: sales increase by 2%
compa-red to the previous month or sales
increase by MDL 200 thousand compared to the
previous month.

The basis for the development of KPIs
should be the principle of the possibility of
cause-effect analysis, as well as the principle of
balancing (prioritization) key performance
indicators.

In literature [1, p. 447-449] key perfor-
mance indicators (KPIs) for the purposes of the
logistics chain are classified into three types of
performance indicators (table 2):
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in trei tipuri (tabelul 2):
- indicatorii afacerii (1A);
- indicatorii implementarii (I1);
- indicatori optionali (l10).

A. Indicatorii afacerii (1A)

Obiectivul principal al implementarii
ECR (Eficient Consumer Response — Raspuns
Eficient pentru Consumator) este oferirea unei
valori mai bune consumatorilor si prin aceasta
imbunatatirea performantei afacerii. Perfor-
manta efectiva poate fi masurata folosind un
set de indicatori ai afacerii. Din multitudinea
de indicatori ai afacerii disponibili, comitetul
pentru scorecard-ul global al GCI (Global
Commerce Initiative — Initiativa de Comert
Global) a ales un numar limitat de indicatori,
in conformitate cu principiile: furnizarea infor-
maiilor despre impactul ECR; colectarea usoard
a datelor; compatibilitatea cu alte programe
globale la nivel de industrie; masurarea bene-
ficiilor obtinute prin ECR.

B. Indicatori de implementare (1)

Indicatorii de implementare sunt proiectati
sd masoare nivelul in care compania a adoptat
standardele globale definite de GS1. GS1
furnizeazd standardele prin care procesele si
tranzactiile colaborative de afaceri pot avea loc
intre partenerii comerciali. Acestia acopera:
identificarea articolelor; identificarea locatiilor;
mesajele electronice; sincronizarea datelor.

C. Indicatori optionali (10)

Pentru acele companii care doresc si
masoare si sa faca benchmarking-ul perfor-
mantei afacerii lor In mai multe detalii, se includ
si un numar de indicatori optionali. Sunt numiti
»optionali”, deoarece nu fac parte din setul
standard de indicatori colectati de GCI in
Sondajul anual de conformitate. Acesti indi-
catori optionali sunt luati dintr-un set mai larg
de indicatori suportati de APQC (American
Productivity and Quality Center — Centrul
American de Productivitate si Calitate), o orga-
nizatic care incurajeazd utilizareca de bench-
marking-uri dupa ,,standarde deschise”.
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- business indicators (BI);
- implementation indicators (I1);
- optional indicators (Ol).

A. Business indicators (BI)

The main objective of the implementation
of the ECR (Eficient Consumer Response) is to
provide better value to consumers and thereby
improve business performance. Actual perfor-
mance can be measured using a set of business
indicators. From the multitude of business
indicators available, the GCI (Global Commerce
Initiative) Panel has chosen a limited number of
indicators according to the following principles:
providing information on the impact of ECR;
easy data collection; compatibility with other
global industry programs; Measure the benefits
obtained through the ECR.

B. Implementation indicators (1)

Implementation indicators are designed to
measure the level the company has adopted the
global standards defined by GS1. The GS1
provides standards through which collaborative
business processes and transactions can take
place between trading partners. These cover:
identification of items; identification of loca-
tions; electronic messages; synchronization of
master data.

C. Optional indicators (Ol)

For those companies that want to measure
and benchmark their business performance in
greater detail, they also include a number of
optional indicators. They are called “optional”
because they are not part of the standard set
of indicators collected by the GCI (Global
Commerce Initiative) in the Annual Compliance
Survey. These optional indicators are taken from
a wider set of indicators supported by the
American Productivity and Quality Center
(APQC), an organization that encourages the
use of benchmarking by “open standards”.
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Tabelul 2/ Table 2

Gruparea Indicatorilor-Cheie de Performanta (IA, I1, 10)
Grouping of key performance indicators (Bl, 11, Ol)

Numar Numar Numairu
ul KPI/| Numele KPI 1A/ {ul KPI/ Numele KPI 11/ I KPI/ |Numele KPI 10/
KPI KPI name Bl KPI KPI name I1 KPI KPI name Ol
number number number
1 2 3 4 5 6
% de unitati de consum cu
Global Trade Item Number Piese defecte per
IA 01/ |Rata cresterii anuale/| 1101/ [(GTIN)/ 10 01/ |milion/
BI01 [Annual growth rate 1101 (% of consumption units with | Ol 01 |Defective parts per
Global Trade Item number million
(GTIN)
Nivelul serviciilor
furnizorului / Rata
de acoperire a
comenzilor la % de cutii / pachete cu Global Rata.anuala de
centrul de Trade Item Number (GTIN)/ rotatic a
IA 02/ |distributie al 11 02/ % Boxes / packages with 10 02/ |inventarului total/
B102 |clientului/ no2 |2 P g Ol 02 |Annual rotation rate
. . Global Trade Item number
Provider service of the total
(GTIN) .
level / order inventory
coverage rate at the
customer’s
distribution center
Nivelul serviciilor % de articole de produse Ir{vecmrea anuala
. . S a inventarelor ca
magazinului/ Rata finite cu Global Trade Item % din inventarul
IA 03/ |de acoperire a 11 03/ |[Number (GTIN)/ 10 03/ t(;)tall
Bl 03 |comenzilor/ 11 03 |% of finished goods with Ol 03 .
; Annual aging of
Service level shop/ Global Trade Item number . .
inventories as % of
order coverage rate (GTIN) .
the total inventory
% de paleti / Incarcaturi
etichetate cu Serial Shipping
IA 04/ |Livrarea la timp/ I1 04/ |Container Code (SSCC)/ 10 04/ |Rata returnarilor/
Bl 04 |Delivery on time 11 04 |% Pallets/loads labeled Serial | O104 |Return rate
Shipping container Code
(SSCC)
% de locatii de expediere sau
Rata comenzilor receptie cu Global Location Rotatia activelor/
IA 05/ |[perfecte/ 11 05/ |Number/ 10 05/ The rotation of
BI 05 |The perfect order 11 05 |% locations by Shipping or Ol 05
g . assets
rate receiving with Global
Location number
Acoperirea inventa- % de comenzi tranzactionate
rquFde materii prin EDI utilizand EANCOM, Recuperarea
1A 06/ rime si materiale/ I1 06/ |web-edi, X-12, Tradacoms 10 06/ activglor/
Bl 06 [P y I1 06 |sau formate standard GS1 Ol 06

Coverage of the
inventory of raw

XML/

Recovery of assets
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Continuarea tabelului 2/ Continuation of table 2

1 2 3 4 5 6
% of orders traded via EDI
materials and using EANCOM, Web-edi,
materials X-12, Traadars or standard
GS1 XML formats
ﬁ%‘;ﬂzﬁii de % de facturi tranzactionateprin
L EDlutilizand EANCOM, web-
produse finite la .
roducator/furnizor edi, X-12, Tradacoms sau
1A 07/ ;’ 11 07/ [formate standard GS1 XML/ | 10 07/ |Zile platibile/
Bl 07 11 07 |% of invoices traded via EDI | Ol 07 |Days payable
Coverage of the . .
inventory of finished using EANCOM, web-edi, X-
y 12, Tradacoms or GS1 XML
products by the
. standard formats
producer/supplier
% de expedieri pentru care un
L aviz de expediere a fost
Acoperirea inventa- L e
rului 1a centrul de transmis prin EDI utilizand
D EANCOM, web-edi, X-12, . .
distributie al Tradacoms sau formate Timpul de ciclu
IA 08/ |(detailistului/ 11 08/ 10 08/ |cash to cash/
standard GS1 XML/
Bl 08 |Coverage of 11 08 . . Ol 08 |Cash to cash cycle
) % of shipments for which a ;
inventory at - . . time
retailer's distribution shipping notice was sent via
center EDI using EANCOM, Web-
edi, X-12, Traadars or
standard GS1 XML formats
% de receptii pentru care un
Acoperirea inventa- aviz de receptie a fost
ruluip la magazinul tranzactionat prin EDI Valoarea adaugata
1A 09/ detailistulu?/ 11 09/ |utilizdnd EANCOM, web-edi, | 10O 09/ [pe angajat/
BI 09 Inventory coverage 11 09 |[X-12, Tradacoms sau formate | Ol 09 |Value added per
at the ret);iler‘s sh% standard GS1 XML/ employee
P % of receipts for which a
receipt
was transacted via EDI using
EANCOM, Web-edi, X-12,
Tradacoms or GS1 XML
standard formats
% de vanzari cu date master
sincronizate Tntre partenerii
comerciali prin GS1 Global
Rupturile de stoc la Data Synchronization Dependenta de
IA 10/ [raft/ POS/ 1110/ |Network (GDSN)/ 10 10/ [primii 10 furnizori/
Bl 10 |[Shelf/POS stock I1 10 |% Sales with synchronized Ol 10 |Dependence on top
breaks master data between trading 10 suppliers
partners via GS1 Global data
Synchronization Network
(GDSN)
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Continuarea tabelului 2/ Continuation of table 2

1 2 3 4 5 6

% de vanzari cu date master P£Op ?rjg;a datorata
incarcate Intr-o colectie de zgﬁﬁn |?or due;é)rjf

IA 11/ |Timpul de raspuns/ | 1111/ |date certificatda GS1/ 10 11/ an/ P

Bl 11 |Response time 111 |% Sales with master data Ool11 h 7 sales due
loaded into a GS1 certified Share of sales du
data collection to new products < 1

year

% de SKU active Tn care
datele master au fost

Costurile de sincronizate utilizand GS1 Timpul aflarii pe

distributie (% din Global Data Synchronization piatd a produsele
IA 12/ |valoarea I1 12/ |Network/ 10 12/ |noi/

Bl 12 |vanzarilor)/ 11 12 |% of active SKUs where Ol 12 |Time of placing on

Distribution  costs master data has been the market of new

(% of sales value) synchronized using global products

GS1 Data Synchronization
Network

% de GTIN care sunt
catalogate consistent cu un
cod GS1 Global Product

Exactitatea Classification (neutilizand % de noi p_roduse
IA 13/ facturirii/ I1 13/ |combinatia 9999)/ 10 13/ |lansate la timp/
BI 13 Invoice accuracy 11 13 |% of GTIN that are Ol 13 |% of us products

consistently rated with a GS1 released on time
Global product classification
code (not using combination
9999)
5 -

Rata pierderii din Indicator GUSI (nu este fnca IgnggtgoTlnpbrSSgtS/e
1A 14/ i 1a detailist/ Il 14/ |gata, va rugam ignorati)/ 10 14/ % of new products
Bl 14 [dtocur la detaili I 14 |GUSI indicator (not ready yet,| OI 14 | /P

Retail stock loss rate . released in the

please ignore) budget

10 15/ |Cota de piata/

Ol 15 |Market share
Cresterea cotei

10 16/ |comerciale/

Ol 16 |Increase of the
trade share
Cresterea

1017/ gur]il?mvllui clientilor

ol 17 9€ aza/

Increase number of
base customers

Sursa: adaptat de autori in baza [1, p. 447-449] / Source: Adapted by authors on the basis [1,

p. 447-449]

Aplicarea KPI in activitatea practica

Componenta, numarul si continutul indi-
catorilor KPI sunt intotdeauna individuale pentru
fiecare entitate si corelati cu strategia de dez-

BE—

work
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KPIs are always individual for each entity and
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voltare. Sistemul KPI actioneazi ca un instru-
ment de implementare a strategiei, deoarece
transpune aceasta n actiuni specifice si masu-
rabile pentru fiecare angajat. Indicatorii-cheie
KPI ar trebui sa fie direct legati de obiectivele
tactice si strategice ale entitdtii si ale fiecarui
departament sau subdiviziune. Oricat de ambi-
tioase ar fi obiectivele managerilor si actionari-
lor, indicatorii de neatins nu sunt permisi. Mari-
mile bugetate/prognozate ale KPI trebuie sé fie
realiste pentru a incuraja activitatile si a permite
evaluarea eficacitatii activitatii entitatii in an-
samblu, subdiviziunilor si a fiecarui angajat.

Dupa detalierea KPI la nivelul superior si
transferarea la nivel de departamente si anga-
jati, este posibild motivarea personalului pentru
atingerea obiectivelor strategice. Ca urmare,
indicatorii KPI pot fi utilizati pentru calcularea
partii variabile a salariului, care depinde de
rezultatele activitatii.

Marimea salariului unui manager vanzari
online se stabileste in functie de obligatiile
atribuite acestuia si gradul de realizare a lor.
Totodata, obligatiile managerului vanzari online
trebuie corelate cu obiectivele strategice si tactice
ale departamentului de marketing, in baza carora
se formuleaza obiectivele sale personale, a céror
realizare le poate influenta cu siguranta.
Indicatorii KPI, stabiliti managerului dat, trebuie
formulati in asa mod, incat sa fie usor calculati si
apreciati. Ca exemplu, pot fi stabiliti 4-6 indi-
catori de performantd a unui angajat al depar-
tamentului de marketing: extinderea clientelei-
tintd; atragerea de noi clienti, cresterea numarului
acestora; cresterea nivelului de fidelizare a
clientilor, cresterea numarului de cumparaturi
repetate; cresterea gradului de ‘fincredere 1n
companie [10].

Utilizarea indicatorilor KPI pentru moti-
varea personalului presupune stabilirea bonu-
surilor in functie de realizarea indicatorilor.
Astfel, salariul managerului vanzéri online in
marime de 10000 lei poate fi divizat in:

a) salariul de baza — marime fixa (70%) —

7000 lei;

b) prime pentru indeplinirea planului (flexi-
bil) (30%) — 3000 lei;
¢) bonusuri pe baza KPI-ului.

Stabilirea salariului managerului vanzari
online poate fi determinat urménd urmétoarele
etape:

Etapa 1. Selectarea indicatorilor KPI-
cheie, care caracterizeaza eficienta manage-
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linked to the development strategy. The KFPI
system acts as a tool for implementing the stra-
tegy, as it translates it into specific and measu-
rable actions for each employee. Key KPIs
should be directly linked to the tactical and stra-
tegic objectives of the entity and each depart-
ment or sub-division. No matter how ambitious
the objectives of managers and shareholders may
be, the unattainable indicators are not allowed.
The budgeted/forecast sizes of KPIs shall be
realistic to encourage activities and enable the
assessment of the effectiveness of the entity’s
business as a whole, of the subdivisions and of
each employee.

After the high-level details of KPI and the
transfer to department and employee level, it is
possible to motivate staff to achieve strategic
objectives. As a result, KPI indicators can be
used to calculate the variable part of the salary,
which depends on the work output.

The salary size of an online sales manager
shall be determined according to the obligations
assigned to him and the degree of his or her
achievement. In turn, the obligations of the on-line
sales manager must be linked to the strategic and
tactical objectives of the marketing department,
which are based on which his personal goals are
formulated, the realization of which can certainly
influence them. The KPIs set to the given
manager must be formulated in such a way that
they are easily calculated and appreciated. As an
example, 4-6 performance indicators of a mar-
keting employee can be established: expanding
the target customer; attracting new customers,
increasing their number; increasing customer
loyalty, increasing the number of repeated pur-
chases; increasing trust in the company [10].

The use of KPIs to motivate staff involves
setting bonuses according to the output of the
indicators. Thus, the salary of the online sales
manager in a size of MDL 10000 can be divided
into:

a) basic salary — fixed size (70%) — MDL

7000;

b) premiums for the implementation of the

plan (flexible) (30%) — MDL 3000;

c) bonus based on the KIP.

The salary setting of the Online Sales
Manager can be determined by following the
following steps:

Stage 1. Selection of key KPIs that cha-
racterize the efficiency of the on-line sales

— |
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rului vanzari online. Acestia pot fi determinati
relativa
(coeficient). Tipuri de asemenea indicatori sunt

atdt ca madrime absoluta,

prezentate Tn tabelul 3.

cat si

manager. They can be determined as both
absolute and relative size (coefficient). Types of
such indicators are shown in table 3.

Tabelul 3/Table 3

Componenta indicatorilor KPI aferenti managerului vanzari si modul de calcul /
The composition of the KPI indicators for the Sales Manager and the method of calculation

Indicator
Indicatori KPI/ absolut/ Indicator relativ/| Mod de calcul, %, coeficient/
KPI indicators absolute relative indicator| calculation mode, %, target
indicator
Clienti noi/ Numar/ CRR (rata de (Numarul de clienti la sfarsitul
New customers Number retinere a perioadei — Numarul de clienti
clientului) 85%- |noi) / Numarul de clienti la
90% / Tnceputul perioadei/
CRR (Customer |(Number of customers at end of
Retention Rate) |periods - Number of new
85%-90% customers) / Number of customers
at the beginning of the period
Clienti pierduti/ Numar/ CR (rata de Numarul de clienti pierduti /
Customers lost Number schimb) Numarul de clienti la inceputul
10%-15% / perioadei/
CR (Churn rate) |Number of clients lost / number of
10%-15% clients beginning of period
Comenzi repetate de la Numar/ RPR (rate de Numarul de clienti mai mult de o
clientii existenti Number achizitie repetate)/|procurare / Numarul de clienti in
(loialitatea)/ RPR (Repeat cursul perioadei/
Repeated orders from Purchase Rates) |[Number of clients more than one
existing customers (loyalty) purchase / number of clients
during the period
Recomandari/recenzii Numar/ - Numarul de recenzii pozitive /
pozitive scrise pe site/retele Number numarul de recenzii negative/
sociale dupa achizitionarea Number of positive reviews /
unui produs/serviciu/ number of negative reviews
Recommendations/positive
reviews written on the
site/social networks after
purchasing a
product/service

Sursa. adaptatd de autori in baza [9, p. 80] / Source: adapted by authors based on [9, p. 80]

Etapa 2. Determinarea ponderii fieca-
rui indicator KPI. Cea mai mare pondere
trebuie atribuitd indicatorului prioritar, care
poate fi:

a) numarul de utilizatori (clienti) noi — 60%;
b) numarul de comenzi repetate de la clientii

existenti — 20%;

€) numarul de recomandari si recenzii pozitive
scrise pe site/retele sociale dupa achi-

zitionarea unui produs/serviciu — 20%.

El—

Stage 2. Determination of the weight
of each KPI indicator. The highest weight
shall be assigned to the priority indicator. For
example, it can be:

a) number of new users (customers) — 60%;
b) number of repeated orders from existing

customers — 20%:;

¢) number of positive recommendations and
reviews written on the website/ social
networks after purchase of a product/

service — 20%.
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Etapa 3. Stabilirea pe baza de analiza a
marimilor-tintd pentru indicatorii KPI atri-
buiti managerului vanziri online.

Pentru fiecare indicator KPI atribuit
managerului vanzari online sunt stabilite marimi
de prognoza pentru o perioada, care poate fi o
luna, trimestru sau an, avand ca baza cuantumul
realizat in perioadele precedente (tabelul 4).

Stage 3. Analysis-based determination
of target sizes for KPIs assighed to the on-line
sales manager.

For each KPI assigned to the on-line sales
manager, forecast sizes are set for a period,
which may be one month, quarter, or year, based
on the amount realized in the previous periods
(table 4).

Tabelul 4/ Table 4

Prognoza lunara a indicatorilor KPI/ Monthly forecast of KPI indicators

Marimi de baza Mirime Modificare
Indicatori KPI/ (media lunara)/ rosnozati/ (majorare)/
KPI indicators/ Basic sizes pr égcted < Change
(monthly average) P (increase)
Numarul de clienti noi/ 110 138 +2506 (+28)
Number of new customers
Clienti (comenzi) care au procurat repetat/ 0
Customers (orders) who have bought repeatedly 25 29 +15% (+4)
Clienti care au scris aviz / recomandari
pozitive pe site / retele sociale/ 0
Customers who have written positive 40 48 +20% (+8)
review/feedback on the site/social networks

Sursa: adaptat de autori in baza [9, p. 81] / Source: adapted by authors based on [9, p. 81]

Etapa 4. Determinarea indicatorilor
KPI si a coeficientului de eficienta

Pentru determinarea remuneratiei mana-
gerului Tn baza indicatorilor KPI, se calculeaza
nivelul de realizare a acestora si coeficientul de
eficienta (tabelul 5).

Stage 4. Determination of the KPIs and
the efficiency coefficient
For the determination of the manager’s
remuneration on the basis of KPI indicators,
their output level and efficiency coefficient are
calculated (table 5).
Tabelul 5/ Table 5

Calculul indicatorilor KPI si al coeficientului de eficienti/
Calculation of KPI indicators and efficiency coefficient

Indice de
Pondere | Mairime | Marime | depasire a | Coeficient
Indicatori KPI/ KPI/ | prognozata/ | efectiva/ | prognozei/ KPI/
KPI indicators KPI Expected | Actual Forecast KPI
weight size size overflow | coefficient
index
Numarul de clienti noi/ 0.6 138 158 1.145% 0,687
Number of new customers
Clienti (comenzi) care au procurat
repetat/ Customers (orders) who have 0,2 29 28 0,966% 0,193
bought repeatedly
Clienti care au scris aviz/ recoman-
dari pozitive pe site/ retele sociale/
Customers who have written positive 0,2 48 59 1,229% 0,246
review/feedback on the site/social
networks

Sursa: adaptat de autori in baza [9, p. 81] / Source: adapted by authors based on [9, p. 81]
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Formula de calcul al coeficientului KPI
este urmatoarea:

The formula for calculating the coeffi-
cient KPI shall be as follows:

Coeficient KP1/ KPI coefficient = Pondere KPI/ KPI weight %

x [Indicator efectiv KP1 / effective KPI : Indicator bugetat KP1/ Budgeted KPI]

Coeficientul de eficienta se stabileste prin
suma coeficientilor KPI. Ca urmare, pentru
managerul vanzari acest coeficient de eficientd
KPI constituie 1,126 (0,687 + 0,193+ + 0,246).
Desi pentru indicatorul ,,Clienti (comenzi) care
au procurat repetat” nu a fost realizat, coefi-
cientul de eficienta total este unul peste unitate,
managerul si-a atins obiectivele bugetate.

Etapa 5. Calcularea remuneratiei
avand ca baza indicatorii KPI

Bonus pentru indeplinirea KPI1 = 3000 x
% 0,126 = 378 lei

Remunerarea totald =
+ 378 = 10378 lei

Dacd coeficientul KPI este mai mic de
99%, valoarea bonusurilor poate fi micsorata.

Concluzii

Indicatorul-Cheie de Performanta este un
instrument pentru masurarea obiectivelor-tinta
ale intreprinderii, fiind utilizati concomitent sau
ca alternativa la sistemele MBO (Management
by Objective), BSC (Balanced Scorecard) sau
BPM (Business Performance Management).
Indicatorii utilizati pentru gestionarea si eva-
luarea performantei intreprinderii trebuie sa fie,
in mod clar, corelati cu obiectivele acesteia.
Principalele caracteristici ale indicatorilor-cheie
de performanta (KPI) sunt:

1. Aplicarea indicatorilor KPI ofera mul-
tiple avantaje: permit concentrarea atentiei
proprietarilor si managementului asupra facto-
rilor-cheie ai afacerii; sunt utilizati pentru sta-
bilirea obiectivelor subdiviziunilor si manage-
rilor; oferd o oportunitate de a evalua contri-
butia individuala la atingerea obiectivelor;
servesc ca baza pentru dezvoltarea programelor
motivationale ale personalului; permit corelarea
obiectivelor companiei cu cele ale personalului.

2. Formularea si gestionarea activitatii pe
bazd de KPI au la baza unele principii, precum:
orientarea spre obiectivele strategice ale enti-
tatii; fiabilitatea informatiei privind KPI; nivelul
de complexitate al calculelor trebuie sa le fie clar
pentru factorii de decizie si angajati; valoarea
KPI trebuie sa fie disponibila in timp real;
realizabilitatea valorii KPI planificate; posi-
bilitate pentru utilizare in tabloul de bord (BSC);

.....

7000 + 3000 +

El—

(1)

The coefficient of efficiency shall be
determined by the sum of the coefficients KPI.
Therefore, for the Sales Manager this KPI
efficiency coefficient is 1,126 (0,687 + + 0,193
+ 0,246). Although for the indicator “customers
(orders) that have been bought repeatedly” has not
been achieved, the total efficiency coefficient is
one over the unit, the manager has achieved his
budgeted objectives.

Stage 5. The calculation of remunera-
tion based on KPI indicators

Bonus for KPI fulfilment =
x 0,126 = MDL 378

Total remuneration =
+ 378 = MDL 10378

If the KPI coefficient is less than 99 %,
the value of the bonuses may be reduced.

Conclusions

KPIs are a tool for measuring enterprise
targets, and are used simultaneously or as an
alternative to MBO (Management by Objec-
tive), BSC (Balanced Scorecard) or BPM
(Business Performance Management) systems.
The indicators used to manage and assess the
performance of the undertaking must be clearly
linked to its objectives. The main features of the
key performance indicators (KPIs) are:

1. Applying KPIs offer multiple advan-
tages: it allows owners and management to
focus their attention on key business factors; it
is used to set goals of subdivisions and mana-
gers; it provides an opportunity to assess the
individual contribution to achieving objectives; it
serves as a basis for developing motivational
staff programs; enables you to match your
company's goals with those of your staff.

2. The formulation and management of
the KPI business are based on some principles:
focus on the entity’s strategic objectives; relia-
bility of the KPI information; the level of com-
plexity of the calculations is clear to decision-
makers and employees; the value of KPI must be
available in real time; the realizable value of
the planned KPI; possibility for use in the
scoreboard (BSC); provide the possibility of
verifying the result; the application of the KPI
does not create conflicts within the entity.

3000 x

7000 + 3000 +
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tatului; aplicarea KPI sa nu creeze conflicte In
cadrul entitatii.

3. Implementarea sistemului de indicatori-
cheie (KPI) trebuie sa fie organizata in baza unor
etape clare, cum ar fi: formularea strategiei
entitatii; elaborarea unui tablou de bord (BSC);
definirea KPI in corelare cu BSC pentru fiecare
subdiviziune §i angajat;, elaborarea unui regu-
lament de motivare a personalului; dezvoltarea
unui sistem automatizat de prelucrare a datelor;
control, monitorizare si ajustare periodicda a KPI.

4. Activand intr-un mediu instabil si ambi-
guu, indicatorii KPI trebuie ajustati periodic si
revizuiti pentru a schimba rapid obiectivele pentru
subdiviziunile si angajatii intreprinderii.

5. Colectarea si prelucrarea informatiei
privind KPI reprezinta un proces dificil si
complex, de aceea se recomanda aplicarea unor
tehnologii si sisteme automatizate. Printre acestea
ar fi 1C: Gestiunea KPI, ,,KPI Monitor”, KPI
,,Drive”, SAP Success Factors etc.

3. The implementation of the key indi-
cator system (KPI) must be organized in clear
stages: formulation of the entity's strategy; deve-
lopment of a scoreboard (BSC); definition of
KPI in conjunction with BSC for each sub-
division and employee; development of a staff
motivation regulation; development of an auto-
mated data processing system; regular control,
monitoring and adjustment of KPI.

4. Enabling in an unstable and ambi-
guous environment KPIs should be periodically
adjusted and reviewed to rapidly change goals
for business subdivisions and employees.

5. The collection and processing of infor-
mation on KPIs is a difficult and complex
process, and therefore the application of auto-
mated technologies and systems is recom-
mended. These include 1C: KPI management,
“KPI' Monitor”, KPI “Drive”, SAP Success
Factors etc.
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