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Abstract: The sustainable development strategy is combining the interests of different audiences
(businesses, employees, partners, customers) around a common axis whose purpose is not only to make a
profit or margin. Abraham Maslow demonstrated in his works, that basic needs of the people can be ranked
at the elementary and basic, centered around their physiological and safety to those needs less material,
which start networking within a group (membership , respect), to personal development (self-esteem,
personal fulfillment). Maslow pyramid described the reasoning applied to an individual's needs, can be
adapted to a legal person such as a company. The most advanced companies go further and seek more than a
profit, focusing on the search for meaning and values in a responsible approach. This attempt to trandate
individual aspirations, illustrates the company's internal implications of such an approach: greater social
responsibility. Corporate social responsibility projects have gained increasing momentum, earning the
credibility of generating tools of involving society in the broad sense - employees, customers, employees, the
general public.
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1. Introduction

Because of different perception of the importance of corporate communication,
different categories of organizations, place this type of communication in a permanent
debate. When a company communicates with its environment very least, such is the case of
most small and medium businesses, corporate communication is predominant, if not the
only way communication with their environment. But when it's a very structured one, the
elements of corporate communications are very limited. The company is able to develop
the entire internal communication policy aimed at integrating employees and partners,
financial communication policy towards shareholders and financial bodies and, of course, a
political marketing communication directed to both categories of customers, experts and
the general public. In this context, corporate communication is not an insignificant
percentage in the making of the company, be it a human effort or financial plan.

Objective analysis of corporate communication enables understanding other forms

of operational communication, especially, can be a main information vector of the projects
assumed by the group. Keeping the general direction of corporate communication shall
coordinate other forms of communication, internal, financial and marketing.
Among the objectives of corporate communication, we can mention its role in supporting
other forms of operational communication, the ability to anticipate crisis situations the
company will cross, and the role of coordinating the various types of communication
within the company, in order to avoid inconsistency in management decisions.

However, new lines of communication are confirmed every day, around the socidl,
environmental and ethical values, inserted in the concept of sustainable development.

Until around 80s, social and economic progress were seen positively by the
majority of the world population. Between 1980 and 1990, and they have appeared severa
militants sensitive reactions to the various issues arising in society and proposing a strategy
of brutal separation with companies backed by consumers elections. Among them, were
rampant associations of environmental protection, the protection of consumers (especialy
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in developed countries), associations of human rights (especially in emerging countries),
and also appeared solidarity between countries for afair sharing of wealth.

Since the 90s companies were forced to adapt to new rules imposed by the
authorities for the protection of consumers' rights (ex: regarding alcohol and tobacco) and
in protecting the environment. Companies regrouped to create a powerful lobby or pressure
group in support of regulations less restrictive for their method of production.

Applying the theory of Abraham Maslow detailed in its work on a company, we
can implement individual needs to the needs of alegal entity, so (Figure no. 1):
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Figureno. 1. Maslow's pyramid for companies
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2. Sustainable development in ter ms of communication

Founded in 1983 and headed by former Norwegian Prime Minister, Mrs. Gro
Brudtland, World Commission on Environment and Development, responsible for the
creation of a legal base regarding sustainable development defined as "development that
meets the needs of the present without compromising the ability of future generations to
meet them" Few years later, in 1992 at the Summit in Rio de Janeiro, 178 countries have
set up "Agenda 21", a set of objectives for the XXI century that aimed three-axis core of
sustainable development: social equity , environment and economy.

The concept of sustainable development is known as the 3P: population (active
population available), planet (preserving the environment for future generations) and
profits (provides financial protection to shareholders).

In 2006 (June) this organization adopted a Sustainable Devel opment Strategy for an
enlarged European Union. This had the overall objective of continuously improving the
quality of life for present and future generations through the creation of sustainable
communities able to manage and use as resources efficiently and to tap the potentia
ecological and socia innovation economy to ensure prosperity, environmental protection
and social cohesion.

In 2007, during the Summit of Lisbon was signed the "Treaty of Lisbon", officialy
called "Treaty of Lisbon amending the Treaty on European Union and the Treaty
establishing the European Community"”, which includes several protocols change climate
and combat global warming, and a series of amendments on solidarity in matters of energy
supply and changes in energy policy.

2.1. Theneed for global consistency.

a. The need for consistency between statements and actions. Since the company opts
for a policy of sustainable development, it exposes the strongest criticism from
various sections of the public and in particular from journalists. When aims to use
communication el ements environmental and / or ethical company becomes a model
for its sector of activity and its geographical sectors. Except for companies that aim
since its foundation these communication goals, any other companies cannot expect
the indulgence of the different categories of observers who, consciously or not, tend
to find a gap between declarations and achievements.

b. Consistency between different means of communication: corporate, marketing,
financial and domestic. Communication in a company engaged in sustainable
development projects need to be comprehensive in order to remain consistent. A
failure occurred in a single site / department can ruin all the company's efforts in
the whole group. In other words, the products of marketing strategies should be
linked to the ambitions displayed and production strategy, so the company to meet
its socia and environmental commitments.

2.2 Act before communicate

It isvery easy for a company to announce an action plan, with ideal targetsin terms
of environmental and / or social, with all the serious intentions and honest as possible. Just
as easlly, however, it can be accused of demagoguery unless communication aspects
mentioned above may not be demonstrated. It is therefore useful to trigger a new
environmental policy and / or socia resulted in positive and tangible results before the
intention to communicate.
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2.3 A modest communication

The magnitude reduction targets energy costs, reduce waste, objective contributes
to the collective good by protecting the environment, are as ambitious as they are long term
from 3to 5 years.

2.4. Choosing the appropriate media channels

To be and stay consistent with a policy of sustainable development, companies are
forced to abandon paper waste, used most often in direct marketing operations. Activity
reports can be easily and preferably posted online following the public concerned can
choose to print it in print, most often being used arecycled paper. Also in the same ideg, it
will be limited use of materials containing chlorine or heavy metals, and large street
banners used in advertising.

3. The main axes of communication on sustainable development

To sustain corporate communication for sustainable development , companies can
use various elements specific to the batch of products or services performed , facilities
registered office or units of production, administrative and commercia rules of recruitment
and commitments, even by supporting causes.

In products or services, communication can go, primarily from the environmental
benefits visible in the design and manufacture of packaging: material use reusable - glass
or wood (except those species of rare), use of equipment with low consumption fuel or
electric ones, reducing the size of packages, refusal to test the products made or used in the
company on animals.

Regarding the use of certain amenities and facilities of the company, the viewpoint
of sustainable development is preferable to inform the public on raw materials and
materials used in their construction - renewable - with indicators efficiency insulation
materials acoustic and thermal lift. Also in this regard, the company may be involved in
recycling reusable campaigns, and socia responsibility campaigns. Areas of interest for
both company employees and to the general public are generaly focused on children's
socia problems, with substantial involvement of human resources in the company.

Another important point in support of sustainable development is to avoid
discrimination in the recruitment of new employees, but also in choosing opinion leaders
within the organization.

Beyond all these positive aspects of communication and positioning companies ,
they need to be consistent and to ban any kind of misleading advertising and unfair
practices correlation doubtful against the vulnerable, especially the elderly and the poor.
Also addressing sustainable development does not need to push excessive consumption, be
it food or financial credits.

4. Conclusion

On the one hand, corporate communication remain a specific instrument of
intervention by public authorities and standardization bodies. On the other hand, can
address al target audiences of the company in a positive form of the company's evolution
various stakeholders - customers, suppliers, shareholders, financial institutions, employees
and even the general public.

With the diversification of development needs, especially in terms of ethics and
environmental protection, sustainable development concept has become nowadays an
opportunity for broadening the vision and increasing the credibility of companies, such as
they may accomplish their mission. Possible lines of communication ethics are analyzed
according to the main actors - employees, customers, and suppliers- especialy regarding
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fair trade. Consideration of environmental protection must be analyzed in its various
possible implications of using arguments based on production choices on offer, but also in
terms of characteristics and means of production facilities of the company.
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Rezumat: Strategia dezvoltarii durabile Tmbina interesele diferitelor categorii de public (firme,
salariati, parteneri, clienti) in jurul unei axe comune, a carei finalitate nu se rezuma doar la obtinerea unui
profit sau marja. Abraham Maslow a demonstrat, Tn lucrarile sale, ca nevoile fundamentale ale oamenilor
pot fi ierarhizate de la cele elementare si de baza, centrate in jurul nevoilor fiziologice si de siguranta, la
acele nevoi mai pusin materiale, care pornesc relationarea in cadrul unui grup (apartenenta, respect), pana
la implinirea personala (stima de sine, realizarea personald). Rationamentul piramidei descris de Maslow,
aplicata nevoilor unui individ, poate fi adaptat si unei persoane juridice, cum este o companie. Cele mai
avansate companii merg mai departe si cautd mai mult decat obtinerea unui profit, punand accent pe
cautarea unui sens si a unor valori, intr-un demers responsabil. Aceasta Tncercare de a transpune companiei
aspiratiile individuale ilustreaza implicatiile interne ale unui astfel de demers: o mai mare responsabilitate
sociald. Proiectele de responsabilitate sociala corporativd au capatat o tot mai mare amploare,
castigandu-si credibilitatea de instrumente generatoare de implicare a societdtii in sens larg — angajati,
clienti, colaboratori, public larg.

Cuvinte-cheie: comunicare corporativa, responsabilitate sociald corporativa, dezvoltare durabila,
implicarea angajgilor.

Clasificare JEL: M14.

1. Introducere

Datorita perceptiei diferite asupra importantei pe care o acordd comunicarii
corporative diferitele categorii de persoane juridice, locul pe care il ocupa acest tip de
comunicare este mereu un subiect supus dezbaterilor. Atunci cand o companie comunica
foarte putin cu mediul sdu, cum este cazul majoritatii companiilor mici si mijlocii,
comunicarea corporativa este preponderentd, daca nu chiar unica modalitate de comunicare
a acestora cu mediul. Insi, cind este vorba despre o companie foarte structurati,
elementele de comunicare corporativa sunt foarte restranse. Compania este capabild sa
dezvolte o intreaga politici de comunicare internd destinatd angajatilor si partenerilor
integrati, o politicd de comunicare financiard destinatd actionarilor §i organismelor
financiare si, bineinteles, o politicd de comunicare de marketing, orientatd catre ambele
categorii de clienti, specialisti si publicul larg. In acest context, comunicarea corporativa
nu reprezintd decat un procent infim in procesul de comunicare realizatd de companie, fie
ca este vorba de un efort in plan uman sau financiar.

Analiza obiectivelor comunicarii corporative permite intelegerea sustinerii altor
forme de comunicare operationale, dar, ma ales, poate constitui un vector principa de
informare pentru proiectele transversale desfasurate de grup. Pastrand directia generala,
comunicarea corporativa asigura coordonarea celorlalte forme de comunicare, interna,
financiara si de marketing.

Printre obiectivele comunicarii corporative putem aminti rolul acesteia in susfinerea
altor forme de comunicare operationala, posibilitatea de a anticipa unele situatii de criza pe
care le va transversa compania, precum si rolul de coordonare a diferitelor tipuri de
comunicare in cadrul companiei, pentru a se putea evita incoerenta deciziilor de
management.

Cu toate acestea, noi linii de comunicare sunt confirmate in fiecare zi, in jurul
valorii sociale, de mediu si de etica, integrate in conceptul de dezvoltare durabila.

Péana in jurul anilor '80, progresele sociale si economice au fost percepute in mod
pozitiv de majoritatea populatiei globului. Intre 1980 si 1990, si-au facut aparitia reactiile
catorva militanti sensibili la diversele probleme aparute in societate §i care propuneau o
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strategie de rupturd brutala cu alegerile companiilor sustinute de consumatori. Printre
acestea, au luat amploare asociatiiler de protectie a mediului, cele pentru protectia
consumatorilor (mai ales in farile dezvoltate), asociatiile de protectie a drepturilor omului
(in specid, in tarile Tn curs de dezvoltare) si, de asemenea, a aparut solidaritatea intre tari
pentru o partajare echitabila a bogatiei.

Tncepand cu anii '90, companiile au fost nevoite si se adapteze noilor norme,
impuse de autoritati, in materie de protectia drepturilor consumatorilor (de exemplu, in
ceea ce priveste consumul de alcool si tutun) si in directia protectiel mediului. Companiile
S-au regrupat pentru a creea un lobby puternic sau grupuri de presiune, in sustinerea unor
reglementari mai putin restrictive pentru modul lor de productie.

Aplicand teoria detaliata de Abraham Maslow, in lucrérile sale, asupra une
companii, putem transpune nevoile individuale cétre nevoile unei entitati juridice, astfel
(Figuranr.l):
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{ misiune, *,
valori

Nevoi de r@pe(ft_,  Domeniul derespon Sabi_ﬁtate Nevoi de é‘tjmé,
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Figuranr. 1. Adaptarea piramidei lui Maslow unei companii

2. Dezvoltarea durabila in termenii comunicarii

In 1983 a fost fondatd si condusid de fostul prim-ministru norvegian, dna Gro
Brudtland, Comisia mondiala asupra mediului si dezvoltarii, responsabila cu crearea unei
baze legale in ceea ce priveste dezvoltarea durabild, definita ca fiind: ,,0 dezvoltare ce
raspunde nevoilor prezentului fard a compromite capacitatea generatiilor viitoare de a le
face fata”. Cativa ani mai tarziu, in 1992, in cadrul summit-ului de la Rio de Janeiro, 178
de state au infiintat ,,Agenda 217, un ansamblu de obiective pentru secolul XXI ce vizau
trei axe de baza ale dezvoltarii durabile: echitatea sociald, mediul inconjurator si economia.

Conceptul de dezvoltare durabila este cunoscut si sub forma celor 3P: populatie
(populatia activa disponibild), planetd (conservarea mediului pentru generatiile viitoare) si
profituri (asigura protectia financiara a actionarilor).

n iunie 2006 a fost adoptatd Strategia de Dezvoltare Durabila pentru o Uniune
Europeand extinsd. Aceasta a avut ca obiectiv general imbunatéfirea continud a calitatii
vietii pentru generatiile prezente §i viitoare prin crearea unor comunitdti sustenabile,
capabile sd gestioneze si sa foloseasca cat mai eficient resursele, precum si sa valorifice
potentialul de inovare ecologica si sociald al economiei in vederea asigurarii prosperitatii,
protectiei mediului si coeziunii sociale".

In 2007, in cadrul Summit-ului de la Lisabona, a fost semnat , Tratatul de la
Lisabona", denumit oficial ,,Tratatul de la Lisabona de amendare a Tratatului privind
Uniunea Europeand si Tratatul instituind Comunitatea Europeana", care cuprinde mai
multe protocoale privind schimbarile climatice si lupta impotriva incalzirii globale, precum
si o seriec de amendamente cu privire la solidaritatea in probleme legate de furnizarea de
energie si a schimbarilor in domeniul politicii energetice europene.

2.1. Nevoia globala de consecventa

a. Nevoia de consecventa intre declaratii si actiuni. Din momentul Tn care compania
opteaza pentru o politicd de dezvoltare durabild, se expune celor mai puternice
critici din partea diferitelor categorii de public si, in special, din partea jurnalistilor.
In momentul in care isi propune si utilizeze elemente de comunicare de mediu
si/sau etice, compania devine model pentru sectorul ei de activitate si sectorul ei
geografic. Cu exceptia companiilor care isi propun incad de la infiintare aceste
obiective de comunicare, oricare alte companii nu se pot astepta la indulgenta din
partea diferitelor categorii de observatori care, Tn mod constient sau nu, au tendinta
de a gasi un decalaj intre declaratii si realizari.

b. Consecventa intre diferitele modalitati de comunicare: corporativa, de marketing,
financiara si interna. Comunicarea, la nivelul unei companii angajata in proiecte de
dezvoltare durabila, este necesar sd fie globala, pentru a rdmane consecventd. Un
esec produs intr-un singur sediu/departament poate ruinatoate eforturile companiei,
in intregul grup. Cu dte cuvinte, strategiile de marketing al produselor trebuie
corelate cu ambitiile afisate si cu strategia productiei, astfel Incat compania sa isi
respecte angajamentele sociale si de mediu.

a. Actioneaza Tnainte sa comunici!

Este foarte simplu pentru o companie sd anunte un plan de actiune, cu obiective
ideale Tn termenii protectiei mediului si/sau sociali, cu toate intentiile serioase si in mod cat
se poate de sincer. La fel de usor, insd, aceasta poate fi acuzatd de demagogie daca
aspectele comunicationale enuntate nu pot fi demonstrate. In consecinti, este utila
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declansarea unei noi politici de mediu si/sau sociald, soldata cu rezultate pozitive si
tangibile, Tnainte de a-si comunica intentia.

b. O comunicare modesta
Amploarea obiectivelor de reducere a costurilor energetice, reducerea risipei,
obiectiv ce contribuie la binele colectiv prin protejarea mediului, sunt atat de ambitioase cu
cat sunt pe termen lung, de la 3 pana la 5 ani.

c. Alegerea canalelor media corespunzatoare
Pentru a putea fi si a rdmane consecvent cu o politica de dezvoltare durabila,
companiile sunt nevoite sa renunte la risipa de hartie, utilizata de cele mai multe ori in
operatiunile de marketing direct. Rapoartele de activitate pot fi, cu usurinta si de preferat,
afisate online, urmand ca publicul interesat sa poata opta pentru imprimarea acestuia pe
suport tiparit, de cele mai multe ori fiind utilizatd o hartie reciclatd. De asemenea, in
aceeasi idee, va fi limitata folosirea materialelor ce confin clor sau metale grele, cat si a

bannerelor stradale de mari dimensiuni utilizate in advertising.

3. Principalele axe de comunicare privind dezvoltarea durabila

Pentru a-si sustine o comunicare corporativa in spiritul dezvoltarii durabile,
companiile pot utiliza diferite elemente specifice referitoare la lotul de produse sau servicii
realizate, facilitatile de sediu social sau ale unitatilor de productie, administrative sau
comerciale, la normele de recrutare a personalului si la angajamentele asumate, chiar si
prin sustinerea unor cauze.

La nivelul produselor sau serviciilor sale, comunicarea poate pleca, in primul rand,
de la avantajele ecologice vizibile, in proiectarea si fabricarea ambalajului: utilizarea
materiilor prime refolosibile — sticla sau lemn (mai putin cele de esenta rara), folosirea
echipamentelor cu un consum mic de combustibil sau a unora electrice, reducerea marimii
ambalgelor, refuzul de a testa produsele, realizate sau folosite in cadrul companiei, pe
animale.

In ceea ce priveste folosirea anumitor dotari si facilititi ale companiei, din punct de
vedere al dezvoltarii durabile, este de preferat a se informa publicul cu privire la materiile
prime si materialele folosite la constructia acestora — din surse regenerabile — cu indicatori
de eficientd a materialelor de izolare fonica si termica ridicati. Tot in acest sens, compania
poate fi implicata in campanii de reciclare a deseurilor refolosibile, precum si in campanii
de responsabilitate sociald. Ariile de interes, atat pentru angajatii companiei, cat si pentru
pentru publicul larg sunt, in general, axate pe probleme sociale ale copiilor, cu o implicare
masiva a resurselor umane din companie.

Un alt punct important in sustinerea dezvoltarii durabile il constituie evitarea
discrimindrii in recrutarea noilor angajati, dar si in alegerea liderilor de opinie din cadrul
organizatiei.

Dincolo de toate aceste aspecte pozitive ale comunicarii si pozitionarii companiilor,
acestea trebuie sa fie consecvente si in a interzice orice tip de publicitate mincinoasa,
precum si practicile indoielnice de corespondenta abuzivd Impotriva persoanelor
vulnerabile, Tn special persoanele in varsta si pe cei saraci. De asemenea, abordarea
dezvoltarii durabile nu are nevoie sa impinga la consumul excesiv, fie ca este vorba de
alimente sau de credite financiare.

4. Concluzii
Pe de o parte, comunicarea corporativa ramane un instrument specific de interventie
din partea autoritafilor publice si a organismelor de standardizare. Pe de alta parte, se poate
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adresa tuturor categoriilor de public-tinta ale companiei, intr-o forma pozitiva diferitilor
actori interesati de evolutia companiei — clienti, furnizori, actionari, institutii financiare,
angajatilor si chiar publicului larg.

Odata cu diversificarea nevoilor de dezvoltare, In special in ceea ce priveste etica si
protectia mediului, conceptul de dezvoltare durabilda a devenit, in zilele noastre, o
acestea putandu-si implini misiunea. Posibilele axe de comunicare etica sunt analizate in
functie de principalii actori — salariati, clienti furnizori —, in special in ceea ce priveste
comertul echitabil. Luarea in considerare a protectiei mediului trebuie analizatd si din
perspectiva diferitelor sale implicatii ale folosirii argumentelor posibile, plecand de la
alegerile facute din oferta de productie, dar si in ceea ce priveste caracteristicile
instalatiilor si mijloacelor de productie ale companiei.
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