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SUMMARY:

The paper deals with a problem replete with present interest from both theoretical and mostly practical point of view, the one concerning communication particularities, approached in a global manner as part of a tourism enterprise in Romania.

On a global scale, tourism has become, at least in the latest years, an activity with a special impact on economic life, through the effects it generates on the work force market, through its action on the balance of payments and on the economic stability both in developed  as well as in developing countries.

The organizations from the domain are in an extremely fierce competition, in which the fight for clients takes place on multiple levels, one of these being that of communication (mostly external, but also internal ). The interactions between the client and the enterprise being numerous, the instruments and the communication modalities are various, each of them having elements of particularity, certain recommended conditions of use asking for competencies and human resources with certain abilities on the organizational level.

 These elements seem to be perceived also by the Romanian enterprises, often diagnosed as having problems of communication.

Global communication is not, as we would be tempted to believe, a research theme appeared in recent years. The origins of such an approach can be placed in the 60s – 70s being represented by the works of such researchers as C. Argys, T. Levitt, W. Nickels. Subsequently, in the 90s, the issue became of interest through the introduction of the concept of „integrated marketing communication”, belonging to D. Schultz, S. Tannenbaum and R. Lauterborn. The approaches, predominantly from the marketing field, have been conjugated with approaches from management, organizational behaviour, and organizational psychology. Unlike the intense preoccupations on the international level, on the national level the approaches of global communications are rare (D. Popescu, I. C. Popescu, Şt. Prutianu).

Under these circumstances the fundamental objective of our thesis is to propose a methodological system for the substantiation, elaboration and implementation of a strategy of global communication at S.C. THR Marea Neagră, correlated with practical realities. 

The research made for the achievement of this paper had a predominantly qualitative character. The orientation towards qualitative character allowed a better understanding of the causes which favour or block communication. First of all, it was the fact that, in our opinion, the science of communication may be considered (also) a social science (arguments in this respect have been brought especially during the first two chapters). A second reason for a qualitative research had a practical purpose, i.e. the possibility of making documentation at THR Marea Neagră, in fact the biggest tourism enterprise in Romania, and not on a sample of tourism enterprises, selected on statistic criteria. Also, we have not used quantitative research methods and techniques even in the case of THR Marea Neagră, because the objectives of the study cannot be covered through a qualitative research or, at least, we did not succeed to identify the design of such a research.

The present paper is structured in five chapters which emphasize elements of global communication strategic management as follows: 

Chapter I, named „The Image of Tourism Enterprise and Global Communication”, aims at establishing the role and place of communication in modern enterprise and also tackles the first component of global communication, i.e. institutional communication.

In the first subchapter we tried to explain the amazing evolution of the Internet on the communication actions of an organization. Lately, the world, dominated by the new IT technologies, has believed more intensely that they solved the problems of communication. It has been nothing else but a mirage, developed as a result of the illusions that persist in organizations about the characteristics and virtues of the communication act, among which we have found out that: it is easy to communicate, it is enough to utter a message; once a message has been received, it is obvious that it will be understood by the receiver in the same manner as the sender’s one; there is but only one form of true communication, i.e. the one a message is transmitted through. The internet and the new technologies, in general, cannot eliminate these problems. They offer only more rapid channels, of a higher capacity, but not the guarantee of a better communication.

In the second subchapter we made a short incursion in the specialized literature to identify the origin and the conditions in which the concept of „global communication” appeared.  The 80s and later, the 90s, introduced modern man into „communication society”.

By analysing more specialists’ opinions (T. Tukiainen, J. Gibb, B. Steyn, D. Popescu) our conclusion was that in the new conditions, the communication in and from organization, has to respond to the information need of different categories of stakeholders. Also, communication should not be unilateral, exclusively from the enterprise to the stakeholders, but to encourage the dialogue between the two parties. 

The multiplication of uttered messages, and the receivers’ plurality and diversity may lead to some contradictions between the disseminated images.

It may happen that an interference of image, between product communication and institutional communication on the one hand and, on the other hand, between internal communication and external communication should occur.

In order to avoid these contradictions, the enterprise has to have a strategic thinking about the image and to set coherence between the different actions of communication. 

We showed that this desideratum lead to the emergence, first in theory, then in practice too, of the concept of „global communication”.
The meanings and pragmatic dimensions associated with the term have not been materialized, so it does not surprise the variety of the points of view regarding the defining of global communication.

Although we inserted many of these points of view, for the continuation of our work we have subscribed to researcher Dan Popescu’s definition according to which „global communication represents the totality of actions that, essentially, aims at the conceptualization, conceiving and administration of the potential of communication in an enterprise”.

In the last part of the subchapter we tackled, at a very general level, the issue of the strategy of global communication, by identifying its main components (institutional communication, commercial communication and internal communication) and the main stages that have to be covered in order to configure a strategic approach of global communication.

In the third subchapter we deepened the aspects connected to the image and identity of tourism enterprise, as a starting point in global communication.

Communication is not the only one that contributes to the formation of the enterprise image. The quality of human resources, the way one dresses (the uniform), the way of interacting with clients, the way they speak on the phone, the way they answer the correspondence, all of them contribute to the formation of their image.

At the same time, organizational actions and activities have repercurtions on the enterprise image. An intense research activity, innovation actions, new products launching can be translated through dynamism.

The interest for the quality and safety of products inspire trust. Financial „health” is an essential image factor for shareholder and financial media. The social politics practiced by the enterprise determines, partly, the opinion the employees have about the organization they work for and this may contribute to the enterprise image propagated towards the external public. 

Also, the products or services offered to the public are image bearers. Advertising, conditioning (package, package inscriptions), design, visual merchandise represent vectors of enterprise image.

The price of the product is not neuter either in respect to the impact on image: a high price may show a high quality, a low price may show an inferior product. The use of the product or of services confirms or invalidates the previous perceptions. 

At the same time, an organizational image depends on the messages coming from different categories of public with which it comes into contact: consumers, purveyors, distributors, competitors etc. These messages express the opinion of diverse categories regarding the enterprise, influencing favourably or unfavourably its image.

At the end of the subchapter we emphasized the particularities of the formation of a tourism enterprise image, partly specific to an enterprise performing public services in general, due to the specific characteristics of their product (intangibility, simultaneity, disparity, perishable character, lack of property).

Modern enterprise communication, internal and external, in complex and changing conditions, is a measure which hardly can be considered the attribute of the enterprise.

The massages reaching the public may come up, for example, from the cooperation between: communicator, the enterprise which emits message; communication counselor (a specialized enterprise which is asked the support in the configuration of the actions undertaken by the communicator); a net of specialized performers.

Their role and competencies were presented in the last subchapter of the first chapter, underlying the fact that in Romania the communication process is unprofessionally performed, without a rigorous specialization of the participants.

Today’s enterprise, be it from the area of production, commerce or tourism, does not resemble yesterday’s enterprise any more. If we tried and found the best suited and synthetic explanation of the phenomena that have determined this differentiation, the answer should probably be „the new technologies”, as the innovative technologies have always represented a factor of change, progress, forcing mankind to learn before adapting.

Global technologies and networks of communications have transformed economic activities, leading to the growth of work productivity, to the creation of new economic opportunities and to the appearance of new work places.

This perspective is valid both in developing countries, like Romania, and also in developed countries, only in the conditions of the existence of a permissive legislation so that new opportunities can be exploited.

As the main actor of economic phenomena, the enterprise cannot stay away from these evolutions. The transition towards knowledge society shall divide enterprises in traditional organizations and modern societies which use the technology of information and communications.

On this ground, in the second chapter entitled „The Tourism Enterprise Restructured on the Basis of Communication and Information Technologies”, we pointed out the transformations taking place in the enterprise management (especially in its strategic dimension) under the impact of information technology and communication (ITC). This technology transfigures directly the processes of communication in an enterprise through the technical possibilities it offers, but also indirectly, by the mutations produced in the enterprise, the processes of communication being interdependent with some of its components. The starting point of all the strategic formulations is to clarify the enterprise identity and to determine its competitive advantage. In the classic approach, the enterprise was trying to identify the clients and the needs which they were trying to satisfy. In the conditions of a turbulent medium, a quasi-permanent presence in the “new economy”, the competencies and the resources of the enterprise have imposed as a more stable basis for the defining of the enterprise identity.

Taking into account this fact, in the first subchapter we presented the theory of economy and of management through resources and competencies, having as co-ordinates the following concepts:” resources”, “competencies”, “capabilities”, “organizational learning”, “the enterprise – a knowledge processor”, “routines”, “mutations”. Also in the first subchapter there were presented the main typologies of enterprise strategies based on the theory of resources: strategies of medium adaptation, strategies of intention. The second subchapter stresses the organizational strategic impact of information technology, communication and internet. In this respect, the management conform with the old methods, starting from the old models did not give results any longer, but the new method of management, the new models of formalizing the present-day economic world realities are hard to be identified, understood and applied. 

ITC allows managers to use  some solutions/applications based on interactivity, support in decision taking, to use organizational memory for the information and knowledge capitalization etc. Organizational processes and relations are reanalyzed and structured so that they facilitate the information fluxes and provide organizational coherence (the information should be provided in the right time and to whom needs it). Moreover, we discuss problems like: the degree of centralization/decentralization (vertically and horizontally); the formalization and standardization of procedures etc.

     Reorganizing the activities also means jobs redefining, hence changes regarding persons roles. The main effects hint at: a degree of specialization (ITC modify the advantage of specializations), diversification of tasks (through the inclusion of expert appraisement in dedicated informatics applications) and of responsibilities (ITC modifies modes, operators and survey).

These mutations must be answered in compensation and on the management level. For any type of management the problem of instrument and of the arsenal of methods and techniques used is essential.

In spite of the abundant literature dedicated to management under new conditions, determined by the use of informatics and communication technologies, the papers that focus on methods, systems, models, techniques are very few. 

In this subchapter we made a selection of “classical” methods which, we believe, remain useful and effective in the conditions of the management of an organization that uses on a large scale ITC or it has this as a purpose. The three methods of management we referred to were: reengineering, benchmarking and balanced scorecard.

The processes of ITC have revolutionized tourism too, generating new models of business, changing the structure of the channels of distribution specific to tourism and redesigning all the processes that belong to this industry, and influencing the providers of tourist packs, destinations and stakeholders.

Firstly, the information technology has totally modified the way information is transmitted. Hence, it has changed the way the tourist services are provided, e-tourism knowing an explosive development especially in North American countries and Western Europe.

In Romania, e-tourism has not known the same development, among the causes that we identified being: the impossibility of access to ITC of tourism enterprises, especially in rural areas; level of education and available human resources and rapid evolution of technologies. In spite of these, the use of ITC is the best, the cheapest way to attract consumers, even from abroad, allowing the avoidance of intermediaries and the reserve afferent to them.

The objective of the third chapter, entitled “The Tourism Enterprise Market and Communication” was the profound study of the aspects regarding commercial communication and internal communication. In the first subchapter we make a deep study of the relevant literature about tourism market, in general, the tourism enterprise market, in particular, the main elements discussed being: the structuring of these markets, the criteria of segmentation, and, at the end of the subchapter, there are a few considerations about the process of purchasing of the tourism service.

The second subchapter has deepened the problem of communication in marketing, and it was continued, in a logical sequence, in the next two subchapters in which there were presented the main techniques which can be used in commercial communication, divided in promotional techniques (public relations, event communication, direct marketing) and continuous communication techniques ( brand, environmental designer, organizational clothing).

In the last subchapter we present, in the first part, the main techniques of internal communication: internal public relations, various oral communication techniques (individual conversation, the meeting, information reunion, decision-making reunion), techniques of written communication (information note, ideas box, journal enterprise, the display, reunion account, letter to staff), communication techniques based on informatics and audiovisual communication means.

In the end of the subchapter we insisted on negotiation in tourism projects, an aspect less discussed in the papers on management and on communication in tourism enterprise.

Today’s tourism activity implies a series of partnerships, during which there are a variety of concords, and their consolidation is accomplished through negotiation.

     Essential for the success of a partnership is the quality of the negotiation of a mutual agreement which should be transmitted by means of symbols, that means an efficient communication. 

The fourth chapter, entitled “The Diagnosis of the Tourism Enterprise” C.S. THR Marea Neagră J.C. Eforie Nord” , followed a diagnosis for the company under practical study, S.C. THR Marea Neagra J.C. Eforie Nord.

The company is a legal person registered with the Trade Register Office under number J13/696/1991 and works as a joint stock company according to Law 31/1990 republished, having as its main activity internal and international tourism, public alimentation, entertainment. According to C.A.E.N., the main activity of the company is “Hotels” (code C.A.E.N. 5510).

It is a company whose codes are transactioned on a regulated market, conform to the terminology referred to in Law 297/2004 regarding capital market, being registered at the National Commission of Movable Assets - Department on Disposal of Movable Assets. 

The company shares are registered and have been transactioned on Bucharest stock exchange since 2002, having “EFO” as a symbol. The shareholders are registered at the Central Trustee conform to the contract nr. 56.246/21.03.2005.

THR Marea Neagră S.A. was founded in 2004 through absorption by Eforie S.A. of four companies, namely: Carmen Silva S.A., Mioriţa Estival 2002 S.A., Venus S.A. and Saturn S.A., thus being set up one of the biggest tourism societies in Romania, which also holds an important market quota.

The new born company changed its name from Eforie S.A. into THR Marea Neagră S.A., in 2005, conform to the Settlement of the judge delegated at Constanta Department of Commerce Registry number 10.687/24.01.2005, thus the fusion operation being formally closed.  

In October 2006, THR Marea Neagră S.A., fusioned by absorption with S.C. Prodprest S.A. Eforie Nord, a company whose 51,29% shares were held by THR Marea Neagră S.A.. The fusion was approved in the meeting of the general assembly of shareholders on 11 August 2006.

The majority shareholder of the company (77, 4%) is SIF Transilvania. All the shares of the company are nominative, ordinary, dematerialized and invisible with a nominal value of 0, 1 RON/ share. In the first semester of 2008, the shares had an average quotation of 1, 74 lei/share, the maximum value of 1, 97 lei/share being registered on 3 January 2008, and the minimum one of 1,27lei/share on 24 April 2008. The price evolution of THR Marea Neagră SA was decisively influenced by the unfavorable conjuncture which affected the capital market on the whole (especially in the second part of 2008).

The company is administered by an Administration Council made up of three members. All the members of the Council were elected at the proposal of the majority shareholder S.I.F. Transilvania. 

The executive leadership of the company is provided by a general manager, deputy general manager, economic manager, legal manager, marketing manager, technical manager, development manager.  The company is functionally organized on profit centers like: Eforie profit center, Venus profit center, Saturn profit center.

The main capacities of accommodation and public alimentation directly administered by the company and which have been functional since 2008 consist in:

· Accommodation units – 6 3-star hotels, with a total capacity of 2980 accommodation places;20 2-star hotels, with a total capacity of 6822 accommodation places ; 2 1-star hotels with a total capacity of 720 accommodation places; 3 3-star villas, with a total capacity of 16 accommodation places; 

· Public alimentation units -6 3-star restaurants with a total capacity of 4045 sits; 16 2-stars restaurants with a total capacity of9328 sits; one 1-star restaurant with a total capacity of 350 sits; 3 2-star buffets with a total capacity of 465 sits; one 1-star buffet with a total capacity of 60 sits; 5 3-star day bars with a total capacity of 446 sits; 4 2-stars day bars with a total capacity of 295 sits;

· Entertainment units – 2 aqua-parks, Balada and Cleopatra, with a total capacity of 650 sits;

· Balnear treatment units – 3 treatment basis, Hora, Balada and Sorena, with a total capacity of 4500 procedures/day.

We showed that one could speak of a high level of specialization regarding the company under discussion.

Under these conditions a problem of coordination comes up, although interdependencies are not at their best. The mechanisms of coordination are those specific to a rather small company: mutual adjustment, direct supervising and standardization. 

In the second subchapter there was made an analysis of THR Marea Neagră from the point of view of contingency. In the third subchapter we inserted more analysis for the diagnosis of the competitiveness of the analyzed society.

 An essential element in the substantiation of any strategic recommendation is the analyses of all the elements which may influence in the present or might affect in the future the implementation of these recommendations respectively the carrying-out of diagnosis analysis, an extremely laborious process if we take into account the methodological content of diagnosis and multiplicity of the investigations which they ask for.

We have subscribed and reiterate specialists’ statement according to which everything communicates in a company. Faithful to this approach, we analyzed the enterprise micro and macro environment, capitalization and risk.

The conclusions of the diagnosis study were synthesized in SWOT analyses of the enterprise, out of which we can remember as benchmarks:

· Landmarks – very solid market quota, very good financial situation ( with reasonable levels of capitalization, with an excellent level of liquidities, without the imminence of some risks, with a very low level of liability);

· Weak marks – the predominance of mutual adjustment and of direct supervising, as mechanisms of coordination disfavoring standardizations; reminiscences of organizational culture previous to 1989;

· Opportunities – business tourism development which can diminish the negative impact of seasonal activity; the support, on governmental level, of social tourism programmes; possibilities offered by ITCI to attract tourists and to promote services. 

· Threats – very intense competition in Romanian hospitality industry, especially in coastal area; the migration of the qualified staff towards West European countries; the possibility of losing the contracts of providing tourism services made with the National House of Pensions and Other Rights of  Social Insurances;  illegal tourism; economic crisis that will affect Romania in 2009, will reverberate on an individual level, through the diminishing of expenditures allocated for holidays; low buying power of Romanians. Enterprise diagnosis is a very important step in the process of configuration of global communication strategy.

At the same time, diagnosis analysis rise problems of communication. We made a few references on these matters at the end of the fourth chapter. 

The fifth chapter entitled “C.S. THR Marea Neagră J.C. Eforie Nord Global Communication Strategy”, is, mostly in the second part, a concentrated answer to the fundamental objective of the paper. 

The approach was from general to particular: the presentation of the strategic elements regarding the elaboration of the enterprise strategy, then the stressing out of the aspects specific to the strategies of institutional commercial and internal communication, harmonizing them in the strategy of global communication.

We presented more structuring models of this intercession, by focusing on the strategy of global communication.

By analyzing them in comparison, our opinion was that the approach for the elaboration of the strategy of global communication must be initiated with an analysis and a diagnosis of the enterprise and of the communication process previously developed, continued with the choice of a positioning/placement and with the fixation of the objectives of global communication. Starting from these, the specific strategies of communication should be configured. Once strategies finalized, one could return to the configuration of the strategy of global communication, settling the additional messages (for the completion or harmonization of the diverse partial strategies), relevant means and their application according to schedule. The approach should result in a stage of control – evaluation.

In the end we made a diagnosis of the communication activity at THR Marea Neagră and we formulated a few recommendations for the creation of a strategy of global communication.

The institutional communication at THR Marea Neagră has, from our point of view, more failures, some of them having enough relevant justifications.

The analyzed society owns hotels and villas of one to four stars (following the recent restructured actions), as well as restaurants of different categories. In these conditions, the problem of creating an image of the company, which should be, at the same time, an umbrella for all these subdivision, is not at all simple. We underlined that it is easier and more efficient that each hotel, villa or restaurant should built a personal image, images which subsequently, can be personalized by using a common logo, common colors for arranging the spaces and staff clothing, the shaping of a common organizational culture.  

At the end of our paper we presented the main conclusions, in fact a synthesis of our personal contributions, structured on two levels: theoretic and pragmatic.

On the theoretical level, our point of view about the previously presented problems was that a global communication strategy should not be considered as a succession of independent actions, dispersed as “a tentaculated monolith”, with synchronized elements, with numerous synergic effects. 

The originality of our thesis may be generated by the predominantly managerial approach, fact that gives consistency to our research. Thus we break away from the ones (a majority) who consider communication a privilege of marketing and a study object for the specialists in the domain while management is considered to deal only with internal communication. We sustain, through adequate arguments, that in an organization, especially a tourism one, the quality of communication management represents the key to success.

Our impression, made as a result of some insufficient analytical analysis, it is true, is that of a slightly chaotic communication. It may be only a subjective perception. However, at least on behalf of the company, there cannot be brought arguments that things stay differently, at company’s level being no preoccupation for the evaluation and quantification of the effects of communication.

For the trimming of some of the mentioned problems, for a strategic elaborated approach regarding global communication at THR Marea Neagră, our proposals of improvement  were: the incorporation of a communication department or the signing of a contract of externalizing of these activities with a specialized agency; the elaboration of a strategy, and then the more serious preoccupation of the superior management regarding its implementation and control; the carrying out of a rigorous analysis of the present internal organizing context, eventually accompanied by an organizational reengineering; the making of a guide of internal communication; a rigorous audit of actual external communication; the preoccupation for the implication of all  stakeholders (especially the internal ones) in  configuring and implementing  the communication strategy. 

The paper ends with a conclusion chapter, in fact a reiteration of some aspects discussed along the thesis. In the end of the conclusions we underlined that we do not have the pretension of a total analysis, development and interpretation of the aspects connected with communication in tourism enterprise, as the problem of the research theme is very vast.

Starting from this idea, we thought of continuing the research for the elaboration of two studies, regarding aspects less known in the specialty literature, namely: ethics in tourism enterprise communication, which, as it has come out from the doctoral thesis, is a problem of high actuality and with a powerful impact on the mode of perception of the tourism enterprise. Therewith, it paradoxically continues to remain on the “outskirts” of scientific and applicative researches. The second study that we have thought to elaborate and for which we have already started a vast documentation, refers to tourism enterprise communication in critical situations. In this study we consider that we will approach aspects referring to the types of crises to which a tourism enterprise is exposed and the forces that determine them, communication methods and techniques specific to each of these situations.
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