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Strategia de management trebuie sa aiba ca obiect
punerea intreprinderii turistice in pozitia de a cdstiga
in competitia pe care o opune concurentilor sai”
Autorul

Pentru practica manageriald este importanta
cunoasterea metodologiei de elaborare a strategiei
unei Tntreprinderi de turism, mai mult decat concep-
tele teoretice referitoare la acest domeniu. Strategia
intreprinderii reprezinta o pdarghie importanta de im-
pulsionare si sustinere a schimbarii de accente asupra
laturii creative a managementului organizatiei.

Pornind de la aceste premise, autorul face o tre-
cere In revistd a necesitatii adoptarii unei strategii de
management Th cadrul intreprinderii de turism din
Republica Moldova, descrie trasaturile definitorii ale
strategiei in viziunea unor autori, clasifica strategiile
dupa mai multe criterii, propune un model de mana-
gement specific Intreprinderii turistice, realizeaza ana-
liza comparativa a modului de formulare si a modului
de implementare a strategiei, caracterizeaza dificulta-
tile care apar in procesul de implementare a strategiei.

Cuvinte-cheie: strategie, management strategic,
strategii de management, piatd turistica, produse
turistice, servicii turistice.

JEL: M1, M11.

Introducere. Intre un viitor previzionat prin
extrapolarea trecutului si prezentului si un viitor
dorit de catre managementul Intreprinderii turistice,
apar, de cele mai multe ori, diferente. In aceste con-
ditii, pentru realizarea obiectivelor propuse, Tntre-
prinderea turistica trebuie sa-si desfisoare activitatea
pe baza unei strategii proprii, bine fundamentate sub
aspect economic si social.

Punctul de pornire, in elaborarea strategiei si
tacticii de activitate a Tntreprinderii, trebuie sa-l
constituie definirea cit mai exactd a misiunii aces-
teia, pornind de la conjunctura pietei turistice.

Carentele de pana acum, dezinteresul in rein-
vestirea profitului, slaba organizare, atitudinea de
»asteptare” nu au permis managementului Tntreprin-
derii asumarea de sarcini, competentd gi responsa-
bilitati atat de necesare dezvoltarii afacerii.
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“The management strategy should aim

placing the tourism enterprise in a position

to win the competition that opposes its competitors™
Author

For managerial practice it is important to know
the methodology of developing a tourism business
strategy, more than the theoretical concepts related to
this field. The enterprise strategy is an important
lever to boost and support the change of emphasis of
the creative side of the organization's management.

Based on these prerequisites, the author makes
an overview of the need to adopt a management stra-
tegy within the enterprise, describes the defining fea-
tures of the strategy in the view of some authors,
classifies the strategies according to several criteria,
proposes a management model specific to the tourism
enterprise, carries out the comparative analysis of
how to formulate and how to implement the strategy,
characterizes the difficulties that arise in the process
of strategy implementation.
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Introduction. Between a foreseeable future by
extrapolating the past and the present and a future
desired by the management of the tourism enterprise,
most of the time, there are differences. In these cir-
cumstances, in order to achieve the proposed objecti-
ves, the tourism enterprise has to carry out its activity
on the basis of its own strategy, well founded in eco-
nomic and social terms.

The starting point in the development of the com-
pany's strategy and tactics must be the definition of its
mission as accurately as possible, taking into account
the situation of the tourism market.

The deficiencies so far, disinterest in reinvesting
profits, poor organization, “waiting” attitude have not
allowed the management of the enterprise to take on
the tasks, competence and responsibilities that are so
necessary for the development of the business.
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Adaptarea ofensiva a unei intreprinderi turistice la
evenimentele specifice mediului extern inseamna
straduinta de a le exploata, de a profita de acestea, Tn
vederea stabilirii unui avantaj durabil fata de concu-
rentii ei. Din momentul in care tot mai multe intre-
prinderi adoptd atitudinea de adaptare ofensivd la
schimbare, concurentii lor, care continua s se adapteze
n mod defensiv, se-ndreapta, cu siguranta, spre esec.

Metode aplicate. La elaborarea prezentului arti-
colul, autorul a utilizat trei metode de cercetare, dupa
cum urmeaza:

1. Cercetarea fundamentali, care a permis eluci-
darea tendintelor actuale in domeniul manage-
mentului strategic Tn activitatea ntreprinderilor
de turism, reflectand, totodata, premisele schim-
barii atestate in domeniul cercetat. In cercetarea
fundamentala, au fost incadrate investigatiile sub
forma de studii teoretice, care au dus la formu-
larea unor concluzii practice stiintific argumentate.

2. Cercetarea pentru dezvoltare, care a avut ca
scop utilizarea acelor procedee si dispozitive, ce
pot influenta direct activitatea practica in dome-
niul implementarii strategiilor de management
n activitatea intreprinderilor de turism.

3. Cercetarea aplicativa, care a avut ca sarcind
furnizarea de date pentru directionarea activitatii
practice, In vederea cresterii muncii metodice.
Rezultate si discutii. Managementul strategic

este procesul prin care managerii stabilesc directia,
pe termen lung, a organizatiei, stabilesc obiectivele
de performanta specifice, elaboreaza strategii pentru
atingerea acestor obiective, tinind seama de circums-
tantele interne si externe si intreprind executarea
planului [1, p.313].

Raspunsurile, pe care trebuie sa le dea organiza-
tia la schimbadrile din mediu, necesitd masuri de modi-
ficare a activitatilor specifice, sau chiar de modificare
a mediului, toate acestea regasindu-se In cadrul stra-
tegiilor, de unde si apare nevoia unui astfel de demers.
Astfel, elaborarea unei noi strategii ajutd organiza-
tiile sd dea raspunsuri adecvate mediului si sa functio-
neze, in cadrul acestuia, in mod eficient [2, p.101].

Prin strategia organizatiei, desemnam ansam-
blul actiunilor de determinare a obiectivelor funda-
mentale ale organizatiei, pe termen lung, modalitatile
de realizare a acestora, actiunile de alocare a resur-
selor necesare, prioritatile si modalitatile de a ras-
punde schimbarilor de mediu, toate acestea in scopul
obtinerii avantajului concurential si asigurarii inde-
plinirii misiunii organizatiei [3, p.58].

Strategia unei Tntreprinderi corespunde ansam-
blului de decizii si actiuni care orienteaza, intr-un mod
determinat si pe termen lung, misiunea si activitatile
intreprinderii, precum si modul de organizare si
functionare al acesteia. Ea permite sa se traseze campul

The offensive adaptation of a tourism enterprise
to events specific to the external environment means
the effort to exploit them, to take advantage of them
in order to establish a lasting advantage over its com-
petitors. From the moment that more and more enter-
prises adopt the attitude of offensive adaptation to
change, their competitors which continue to adapt
defensively, are sure to fail.

Applied methods. When writing this article, the
author used three research methods as follows:

1. Fundamental research has allowed elucidating
the current trends in strategic management in the
activity of tourism enterprises, while reflecting
the prerequisites of the change in the researched
field. Fundamental research included investiga-
tions in the form of theoretical studies that led to
the formulation of some applied scientific sub-
stantiated conclusions.

2. Research for development aimed to use those
processes and devices that can directly influence
the practical work in the field of implementing
management strategies in the activity of tourism
enterprises.

3. Applied research was tasked with providing data
for directing practical work in order to increase
the methodical work.

Results and discussions. Strategic management is
the process by which managers set the organization's
long-term direction, set specific performance objec-
tives, develop strategies to achieve these goals, taking
into account internal and external circumstances, and
undertake the execution of the plan [1, p.313].

The responses the organization must give to envi-
ronmental changes require measures to modify spe-
cific activities, or even to modify the environment, all
of which being found in strategies, hence the exis-
tence of the need for such an approach. Thus, the
development of a new strategy helps organizations to
respond appropriately to the environment and effec-
tively function within it [2, p. 101].

Through the organization's strategy, we designate
the set of actions to determine the long-term objec-
tives of the organization, the ways to achieve them,
the actions to allocate the necessary resources, the
priorities and the ways to respond to environmental
changes, all in order to gain competitive advantage
and ensure the fulfilment of the mission of the orga-
nization [3, p.58].

An enterprise's strategy corresponds to a set of
decisions and actions that focus, in a determined and
long-term way, on the mission and activities of the
enterprise, as well as on how it is organized and ope-
rated. It allows tracing the field of action of the orga-
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de actiuni al organizatiei, in timp si spatiu, plecand de
la resursele existente si de la noile dotari, in functie de
evolutia mediului inconjurator [4, p.13].

Strategiile de management se pot aplica tuturor
intreprinderilor, indiferent de forma organizational-
juridica sau de obiectivele lor de ansamblu, dar noi vom
axa cercetarea pe directia intreprinderilor turistice.

Importanta si necesitatea crescdndd a adoptarii
unei strategii de management, in cadrul Tntreprinderii
turistice, sunt determinate de actiunea tot mai
puternicd a urmatorilor factori:

— accentuarea competitiei intre Tntreprinderile tu-
ristice pe pietele interne si externe;

— aparitia si extinderea noilor tehnologii informa-
tionale, care au condus la rapiditatea deservirii
consumatorilor-turisti, precum si la micsorarea
timpului de lansare a unor noi destinatii turistice;

— cresterea considerabild a calitatii produselor si
serviciilor turistice oferite pe piata turistica,
ceea ce a condus la ridicarea exigentelor consu-
matorilor fata de aceste produse si servicii,

— aplicarea de catre intreprinderile turistice a
invertorului turistic, care permite cresterea
productivitatii muncii si reducerea costurilor
(Anexa 1).

Ca regula, strategia este dedusa din mediul con-
curential, In care evolueazd intreprinderea turistica.
in aceste conditii, managerul elaboreazi strategia
identificand oportunitatile ce rezultd din mediul
extern, care influenteaza intreprinderea turistica, im-
plicand resursele umane, financiare, materiale si
informationale, de care dispune aceasta, avind ca
scop obtinerea unui avantaj.

Responsabilitatea pentru implementarea strate-
giilor de management trebuie sd revind unor per-
soane cu abilitdti specifice de strategi ai intreprin-
derii. Tntr-o agentie de turism, un singur patron poate
face totul, inclusiv elaborarea strategiei Tntreprin-
derii, chiar dacd acest proces nu este formalizat. La
cealaltd extremd, o intreprindere turisticd tur-opera-
toare poate angaja o echipa de profesionisti care pot
sa-si asume aceastd unica responsabilitate.

In cadrul intreprinderilor turistice, elaborarea si
implementarea strategiei constituie o repunere n
cauza a modurilor de a gandi si de a face, In sensul
ca o strategie, chiar elaboratd de un intreprinzator de
exceptie, are nevoie nu numai sa fie acceptata, dar si
implementata atunci cand este nevoie.

Este unanim recunoscut ca, in contextul actual
de evolutie rapida a mediului extern, multe reguli
generale devin inevitabil depasite. Astfel, intreprin-
derile trebuie sa anticipeze schimbarea si sa perceapa
transformarile de orice naturd, gratie unei strategii,
care sa fie ,,integratoare” si care sa tind cont de me-
diul extern instabil [5, p.120].
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nization in time and space, starting from the existing

resources, and from the new facilities, according to

the evolution of the environment [4, p.13].
Management strategies can be applied to all enter-

prises, irrespective of their organizational and legal

form or overall objectives, but we will focus the
research on the tourism enterprises.

The increasing importance and necessity of adop-
ting a management strategy within the tourism enter-
prise is determined by the stronger action of the follo-
wing factors:

- increasing competition between tourism enter-
prises in domestic and foreign markets;

- emergence and expansion of new information
technologies, which led to the speed of servicing
of the tourism-consumers, as well as the decrease
of the time of launching new tourism destinations;

- considerable increase in the quality of tourism
products and services offered on the tourism mar-
ket, which has led to the increase of consumers'
demands for these products and services;

- application of the tourism inverter by tourism
enterprises, which allows the increase of the
labour productivity and the reduction of costs
(Annex 1).

As a rule, the strategy is deduced from the com-
petitive environment in which the tourism enterprise
evolves. Under these circumstances, the manager
develops the strategy, thus identifying the opportuni-
ties that result from the external environment that
influences the tourism enterprise, involving its hu-
man, financial, material and informational resources,
with the aim of gaining an advantage.

Responsibility for the implementation of mana-
gement strategies should be given to people with
specific business strategy skills. In a travel agency, a
single manager can do everything, including the busi-
ness strategy, even if this process is not formalized.
At the other extreme, a tourism tour operator enter-
prise can hire a team of professionals to take on this
sole responsibility.

In the case of tourism enterprises, the develop-
ment and implementation of the strategy represents a
rethink of ways to think and do, in the sense that a
strategy, even developed by an exceptional entrepre-
neur, needs not only to be accepted, but also imple-
mented when needed.

It is unanimously acknowledged that, in the
current context of rapid evolution of the external
environment, many general rules are inevitably over-
come. Thus, enterprises have to anticipate change and
perceive transformations of any kind, thanks to an
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Tntr-o alta ordine de idei, problema strategici a
intreprinderilor nu mai este cea care tine de alegerea,
din cand in cand, a unui raspuns cat mai bun la mo-
dificarile timpului. Intreprinderile trebuie si puni in
practica un sistem integrat de strategii, care sa le per-
mitd, In permanentd, sd fie in ascultarea mediului, sa
emitd ipoteze raportate la tendintele cele mai proba-
bile de evolutie ale acesteia din urma, cu scopul de a-
si adapta mai bine i mai rapid strategia lor [6, p.31].

Modificarile mediului extern pot fi determinate
de trei factori generali:

— variatiile pietei turistice;

— preferintele clientelei;

— implicarile guvernului prin modificarea cadrului

normativ si legislativ.

La acesti factori generali, in opinia noastra, se
mai pot adduga si tendintele urmatoare ce caracte-
rizeaza mediul economic moldovenesc:

e aparitia si demararea crizelor politice;

e instabilitate economica;

e cresterea continud a ratei inflatiei, facand

exceptie de stabilitatea, chiar si intérirea leului;

o schimbarea regulilor de joc, in timpul jocului,

prin modificarea frecventa a cadrului legislativ;

e caracterul incomplet si contradictoriu al unor

acte normative si legislative.

Daca este sa caracterizam strategia, in aspectul
sau teoretic, Ovidiu Nicolescu si Ion Verboncu, in
manualul Managementul organizatiei, inteleg strate-
gia ,,ca ansamblul obiectivelor majore ale organiza-
tiei pe termen lung, principalele modalitati de rea-
lizare, Tmpreund cu resursele alocate, in vederea
obtinerii avantajului competitiv potrivit misiunii
organizatiei” [7, p.142].

Trasaturile definitorii ale strategiei, obligatorii
de intrunit, conform acelorasi autori, sunt:

a) strategia trebuie sa aibd in vedere realizarea
unor scopuri precise, specificate sub forma de
obiective;
strategia vizeazd perioade viitoare din viata
intreprinderii, dimensiunea temporard cea mai
des intdlnitd fiind cuprinsa intr-un interval de
trei-cinci ani;
continutul strategiei trebuie sa se rezume la ele-
mentele esentiale, menite sd asigure supravie-
tuirea si progresul intreprinderii;
demersul strategic trebuie s se bazeze pe abor-
darea corelativa (relatia reciproca) a intreprinderii
si a mediului in care Isi desfasoara activitatea;

e) intr-o anumitd masurd, strategia trebuie sa reflecte
interesele cel putin ale unei parti cointeresate;

f) prin strategie trebuie sd se proiecteze un com-
portament competitiv pentru intreprindere, care
ia in calcul atat evolutia contextuala, cat si cul-
tura intreprinderii intr-o abordare ameliorativa;

b)

c)

d)

“integrative” strategy that takes into account the un-

stable external environment [5, p. 120].

In other terms, the strategic issue of companies is
no longer related to the choice from time to time of
the best response to time changes. The enterprise
must put in place an integrated system of strategies
that will enable them to always listen to the envi-
ronment, make assumptions about the most likely
trends of the latter in order to better and more quickly
adapt their strategy [6, p.31].

Changes in the external environment can be
determined by three general factors:

— tourism market variations;

- customer preferences;

- government implications by modifying the nor-
mative and legislative framework.

To these general factors, in our opinion, we can
add the following trends characterizing the Moldovan
economic environment:

o emergence and the beginning of political crisis;

e economic instability;

e continuous increase of the inflation rate, despite
the stability, even the strengthening of the leu;

e changing the rules of the game during the game
by the frequent change of the legislative frame-
work;

e incomplete and contradictory character of some
normative and legislative acts.

If we characterize the strategy in its theoretical
aspect, Ovidiu Nicolescu and lon Verbonc, in their
work Organizational Management, present the stra-
tegy as “the set of major objectives of the organiza-
tion in the long term, the main ways of realization,
together with the allocated resources, in order to
obtain the competitive advantage according to the
mission of the organization” [7, p. 142].

The defining features of the strategy, mandatory
to meet, according to the same authors, are:

a) the strategy must aim at achieving specific goals,

specified as objectives;

the strategy targets future periods in the life of the
enterprise, the most common temporary dimen-
sion being between three and five years;

the content of the strategy must be confined to the
essential elements intended to ensure the survival
and progress of the enterprise;

the strategic approach must be based on the corre-
lation (reciprocal relationship) of the enterprise
and the environment in which it operates;

to a certain extent, the strategy must reflect the
interests of at least one stakeholder;

the strategy must design a competitive behaviour
for the enterprise, which takes into account both
the contextual evolution and the culture of the
enterprise in an ameliorative approach;

b)

c)

d)
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g) prin strategie se urmareste obtinerea unei siner-
gii combinate a resurselor umane, materiale,
financiare si informationale exprimate prin obti-
nerea unei valori addugate maximal posibile
pentru intreprindere;

h) prin maniera de conducere si implementare,
strategia trebuie sd aibd 1n vedere si sa inles-
neascd manifestarea unui comportament organi-
zational corespunzator culturii organizationale a
intreprinderii;

i) in orice demers strategic, trebuie sa se aibd in

vedere principiul finalitatii, conform caruia acti-

vitdtile initiate sd asigure atingerea obiectivului
propus;

cel mai important criteriu de evaluare a calitatii

strategiei 1l constituie obtinerea avantajului

competitiv.

Pornind de la cele mentionate, in opinia noastra,

strategiile eficiente trebuie sd asigure respectarea

anumitor principii, dupa cum urmeaza: [8, p.30].

1. Principiul atingerii obiectivului. Obiectivele
clare, decisive si previzibile sunt menite sa asi-
gure continuitatea Tn intervalul de timp aferent
aplicarii strategiei si sd dea fortd intreprinderii
turistice In confruntarea cu oponentii sai.

2. Principiul concentririi eforturilor. Intr-o con-
fruntare, trebuie asiguratd concentrarea unor
forte net superioare celor ale oponentului, Tntr-o
maniera decisiva si la locul oportun.

3. Principiul tacticii neasteptate. Tactica constd In
lovirea oponentului la momentul si in modul
pentru care acesta nu este pregatit.

4. Principiul flexibilitatii. Strategia ntreprinderii
turistice trebuie conceputd astfel, incat sa per-
mitd flexibilitatea de manevra si alegerea
pozitiilor avantajoase.

5. Principiul ofensivei concentrate. Ofensiva tre-
buie asiguratd prin exercitarea initiativei in
exploatarea avantajelor proprii si a slabiciunii
oponentului.

6. Principiul protectiei. Protectia prezuma asigu-
rarea securitatii impotriva surprizelor venite din
partea oponentului.

In aceste conditii, managementul strategic al
intreprinderii turistice trebuie sa inglobeze o forma
de conducere si gestionare a resurselor umane, finan-
ciare, materiale si informationale, prin care top-
managerii asigurd evolutia si performanta intreprin-
derii, pe termen lung, sens in care accentul se pune
pe formularea riguroasa a strategiei, ea reprezentand,
practic, un instrument al conducerii, o cale sau un
mijloc principal de orientare si concentrare a efortu-
rilor, in vederea realizarii scopurilor si obiectivelor
sale economice si sociale.

Strategia trebuie sa serveasca drept fundament
pentru elaborarea politicilor particulare, proprii fie-

)
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g) the strategy seeks to achieve a combined synergy
of human, material, financial and informational
resources expressed by obtaining a maximum
value added for the enterprise;

by the management and implementation manner,

the strategy must consider and facilitate the ma-
nifestation of organizational behaviour corres-
ponding to the organizational culture of the
enterprise;

i) any strategic approach should take into account
the principle of finality, according to which the
activities initiated have to ensure the achievement
of the proposed objective;

the most important criterion for evaluating the
quality of the strategy is to obtain the competitive
advantage.

Based on the above mentioned, in our opinion,

effective strategies must ensure compliance with
certain principles as follows: [8, p.30].

1. The principle of achieving the goal. Clear, deci-
sive and predictable goals are designed to ensure
continuity in the timing of strategy implemen-
tation and to give force the tourism enterprise for
confronting its opponents.

2. The principle of concentrating efforts. In a con-
frontation, it is necessary to ensure the concen-
tration of some forces that are superior to those of
the opponent, in a decisive manner and in the
right place.

3. The principle of unexpected tactics. Tactics con-
sists in hitting the opponent at the time and in the
way which it is not ready.

4. The principle of flexibility. The tourism enter-
prise strategy must be designed to allow for flexi-
bility of manoeuvre and the choice of advan-
tageous positions.

5. The principle of concentrated offensive. The
offense must be ensured by exercising the ini-
tiative in exploiting own advantage and the oppo-
nent's weakness.

6. The principle of protection. Protection means
ensuring security against surprises coming from
the opponent.

Under these circumstances, the strategic mana-
gement of the tourism enterprise should include a
form of management with human, financial, material
and informational resources, through which top ma-
nagers ensure the evolution and performance of the
enterprise in the long run, with emphasis on the for-
mulation of a rigorous strategy, which is practically
an instrument of leadership, a way or a main means of
focusing and concentrating efforts to achieve its
economic and social goals and objectives.

The strategy must serve as the basis for the deve-
lopment of the particular policies that each tourism

h)

)
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carei intreprinderi turistice. Politicile se concen-
treazd, de obicei, In planul anual al intreprinderii si
in programele speciale pe anumite domenii: de pro-
ductie, IT, financiar-contabil, marketing, resurse
umane etc. si definesc o anumitd marja de libertate
de actiune 1n jurul axei constituite de strategie.
Realitatile vietii organizationale pun in evidenta
o varietate mare de strategii ce contureaza, in fapt,
calea prin care intreprinderile turistice pot sa-si asi-
gure indeplinirea obiectivelor si adaptarea la un me-
diu aflat in continua migcare. Aceasta diversificare se
datoreaza multitudinii factorilor de influenta, plecand
de la specificul Intreprinderii turistice pana la carac-
teristicile particulare ale mediului in care actioneaza
fiecare. Decizia pentru un tip sau altul de strategie
ori pentru o combinare a mai multora raméane la
discretia managementului intreprinderii [9, p.24].
Clasificarea strategiilor poate fi realizatd dupa
mai multe criterii. Autorul prezinta (in tabelul 1) cri-
teriile dupa care poate fi realizata aceasta clasificare

enterprise has. Policies usually focus on the com-
pany's annual plan and special programs on specific
areas: production, IT, financial accounting, marke-
ting, human resources etc. and define a certain margin
of freedom of action around the axis of the strategy.

The realities of organizational life highlight a
wide variety of strategies that in fact outline the way
tourism enterprises can achieve their goals and adapt
to a continually evolving environment. This diver-
sification is due to the multitude of factors of influ-
ence, starting from the specifics of the tourism enter-
prise up to the particular characteristics of the envi-
ronment in which each one acts. The decision for one
or another strategy or for a combination of several
ones remains at the discretion of the management of
the enterprise [9, p. 24].

The classification of strategies can be done by
several criteria. The author presents in table 1, the
criteria by which this classification can be made in a
tourism enterprise.

ntr-o intreprindere turistica.

Tabelul 1/Table 1

Clasificarea strategiilor dupa criteria / Classification of strategies by criteria

er.\l;rt./ Criterii/ Criteria Caracteristici/ Characteristics
1 2 3

Dupa nivelul de ierarhizare
a obiectivelor/
According to the level
of goals hierarchy

strategii de ansamblu ale Tintreprinderii de turism, care se
concentreaza asupra portofoliului de afaceri;/ overall tourism
enterprise strategies that focus on the business portfolio;

strategii de afaceri, care sunt stabilite de managementul ntre-
prinderii de turism;/ business strategies, which are set by the
management of the tourism enterprise;

strategii functionale, care se stabilesc la nivelul domeniilor func-
tionale ale intreprinderii de turism (de productie, IT, financiar-
contabil, marketing, resurse umane etc.)/ functional strategies
that are set at the level of functional areas of the tourism enter-
prise (production, IT, financial-accounting, marketing, human
resources, etc.).

Dupa orizontul de timp/
According to the time
horizon

strategii pe termen lung, care au la baza evolutia intreprinderii de
turism pe 0 durata de la 5 1a 10 ani;/ long-term strategies, which are
based on the development of the tourism enterprise for a 5 to 10
year long term;

strategii pe termen mediu, care sunt cel mai des utilizate si vizeaza
ntreprinderea de turism pentru perioade mai mici de timp, de la3 la5
ani;/ medium-term strategies that are most commonly used and target
the tourism enterprise for shorter time periods, from 3 to 5 years;
strategii pe termen scurt, caracteristice, de regula, agentiilor de
turism, axate pe rezultate imediate si care nu poseda mijloace pentru
o dezvoltare de anvergura./ short-term strategies, typically specific
for tourism agencies, focused on immediate results and lacking the
means for a far-reaching development.
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Continuarea tabelului 1 / Continue the table 1

3

Dupa dinamica
principalelor obiective/
According to the dynamics
of the main objectives

strategii ofensive de crestere sau dezvoltare, a Tntreprinderii de
turism, care au drept obiective: sporirea volumului vanzarilor,
incasarilor si profitului, diversificarea serviciilor, valorificarea
noilor destinatii turistice;/ offensive growth or development stra-
tegies of the tourism enterprise, which have as objectives:
increasing the volume of sales, revenues and profit, diversifying
services, valorization of new tourism destinations;

strategii de stabilitate, care urmaresc mentinerea situatiei curente,
consideratd satisfacatoare;/ stability strategies, which aim at
maintaining the current situation, considered satisfactory;
strategii defensive, care se aplica in cazul in care intreprinderea
de turism este nevoitd sd-si diminueze volumul de activitate,
pentru a depasi o situatie de criza;/ defensive strategies, which
are applied if the tourism company has to lower its volume of
activity to overcome a crisis situation.

Dupa comportamentul
fata de parteneri/
According to the

behaviour towards
partners

strategii concurentiale, indreptate spre cautarea avantajelor com-
petitive In formarea pachetului de servicii turistice;/ competitive
strategies aimed at finding competitive advantages in forming the
package of tourism services;

strategii colaborationiste, bazate pe relatii privilegiate cu parte-
nerii externi, inclusiv aliante cu unele intreprinderi concurente;/
collaborative strategies based on privileged relationships with
external partners, including alliances with competing enterprises.

Dupa modul de dobandire
a avantajului competitiv/
According to the
way of gaining
competitive advantage

strategii de dominare prin costuri reduse, care se bazeazd pe
accesul privilegiat la furnizorii de servicii turistice;/ low cost
domination strategies, which are based on privileged access to
tourism service providers;

strategii de diferentiere, In care accentul se pune pe imaginea de
marca comerciala, calitate si valoarea atribuita produsului turis-
tic;/ differentiation strategies, where the focus is on the brand
image, quality and value attributed to the tourism product;
strategii de nisd, care se bazeaza pe ideea ca intreprinderea este
capabila sa serveasca un segment de piatd mai bine decat concu-
rentii./ niche strategies, which are based on the idea that an enter-
prise is able to serve better a market segment than competitors.

Dupa receptivitatea
la schimbare/
According to

responsiveness
to change

strategii axate pe imitatie, care se bazeaza pe copierea creativa a
strategiilor unor ntreprinderi de turism concurente, considerate a fi
cele mai bune;/ imitation-based strategies, which are based on the
creative copying of the strategies of competing tourism companies
considered to be the best;

strategii inovationale, care urmaresc imbunatitirea pozitiei pe
piata a intreprinderii de turism prin inovare, valorificarea de noi
destinatii turistice, implementarea tehnologilor avansate./ inno-
vative strategies that aim to improve the market position of the
tourism enterprise through innovation, valorization of new tou-
rism destinations, implementation of advanced technologies.
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Continuarea tabelului 1 / Continue the table 1

Dupa pozitia detinuta
pe piatd/
According to the position
held on the market

strategia liderului, specifica tur-operatorilor ce detin cea mai mare
parte din piatd, printr-0 pozitie dominanta;/ the leader's strategy,
specific to tour operators who hold most of the market, through a
dominant position;

strategia secundului, specificd tur-operatorilor aflati in umbra
liderului, dar care urméaresc marirea segmentului de piata prin
atacarea lui;/ the strategy of the second, specifying the tour
operators who are in the shadow of the leader, but who aim to
increase the market segment by attacking it;

strategia pasnicului, bazatd pe cdutarea unei nise ugor de domi-
nat, care sd prezinte un potential de profit, fard a fi atractiva
pentru concurentd./ peaceful strategy, based on searching for an
easily dominated niche, with a potential for profit, without being
attractive for competitors.

Dupa tipul si prioritatea
obiectivelor/
8. According to the
type and priority
of objectives

strategii economice, care se bazeaza, preponderent, pe luarea in
considerare a cerintelor pietei turistice;/ economic strategies, which
are based mainly on taking into account the requirements of the
tourism market;

strategii informationale, care vizeaza reproiectarea sistemului infor-
mational al Intreprinderii turistice;/ information strategies, aimed at
redesigning the information system of the tourism enterprise;
strategii manageriale, bazate pe remodelarea sistemului de manage-
ment al Tntreprinderii turistice;/ managerial strategies based on the
remodelling of the management system of the tourism enterprise;
strategii organizationale, axate pe modernizarea internd a intre-
prinderii turistice;/ organizational strategies, focused on the inter-
nal modernization of the tourism enterprise;

strategii de restructurare, care vizeazd redimensionarea activitatii
intreprinderii turistice in vederea supravietuirii si evitarii preludrii
controlului de catre alte ntreprinderi concurente/ restructuring
strategies, aimed at resizing the tourism enterprise’s activity in order
to survive and avoid taking control by other competing enterprises.

Sursa: elaborat de autor / Source: developed by author

Elaborarea strategiei unei intreprinderi de tu-
rism este un proces de extrema complexitate, tinand
cont de multitudinea factorilor interni si externi ce
trebuie avuti in vedere, de interdependentele si lega-
turile de conditionare dintre acestia, precum si de
impactul favorabil sau nefavorabil pe care pot sa-I
exercite asupra intreprinderii. Toate aceste aspecte
trebuie analizate in profunzime, intercorelate si inter-
pretate pentru formularea unor strategii pertinente si
coerente, care vor asigura viitorul intreprinderii.

Modelele de analiza strategica cele mai cunos-
cute 1n teoria economica sunt modelul ,,Boston
Consulting Group”, modelul lui A.D. Little, modelul
McKinsey. Logica acestor modele se bazeazd pe
relatia piata-volum/ cost minim — profit [10], [11].

Tn ceea ce priveste analiza strategica a intreprin-
derilor, cel mai cunoscut model apartine lui Michael
Porter. Acest model ia in considerare universul concu-

Developing a tourism enterprise strategy is a pro-
cess of extreme complexity, taking into account the
multitude of internal and external factors that have to
be considered, the interdependencies and conditioning
links between them, as well as the favourable or unfa-
vourable impact they can exert on the enterprise. All
these aspects must be thoroughly analysed, inter-
related and interpreted in order to formulate pertinent
and coherent strategies that will ensure the future of
the enterprise.

The most popular strategic analysis models in the
economic theory are the “Boston Consulting Group”
model, A.D. Little model, McKinsey model. The
logic of these models is based on the market — volu-
me/ minimum cost — profit ratio [10], [11].

In terms of strategic enterprise’s analysis, the
most well-known model belongs to Michael Porter.
This model takes into account the competitive busi-
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rential al intreprinderilor: concurentii actuali si poten-
tiali, produsele substituibile, clientii furnizori [12].

Folosirea uneia dintre metode depinde foarte
mult de scopul urmdrit de managementul intreprin-
derii turistice. Tn cazul Intreprinderilor turistice, prac-
ticarea managementului strategic presupune cel putin
realizarea unui diagnostic intern pe principiul cauza-
efect si identificarea oportunitatilor/amenintérilor din
mediul sau de actiune, crearea conditiilor punerii in
practica a unui sistem de planificare strategica.

Procesul de planificare strategica intruneste mai
multe functii:

— permite managerilor de diferite niveluri ierar-
hice sd schimbe informatii si sd-si confrunte
interpretarile referitoare la diferite fenomene;

— furnizeaza baza de plecare in elaborarea unei
viziuni strategice. Administrarea eficientd a pro-
cesului de planificare strategica depinde de apli-
carea unui sistem de sanctiuni/recompense, care
sa Incurajeze asumarea riscului si implicarea
efectiva a personalului in punerea in aplicare a
diferitelor actiuni.

Proiectarea si implementarea strategiei pot fi
prezentate si ca o succesiune de etape, cum ar fi:

e determinarea obiectivelor strategice, care tre-
buie exprimate Tn termeni cantitativi;

o stabilirea obiectivelor strategice, in baza de sar-
cini concrete;

e evaluarea internd a intreprinderii de turism, in
termeni de resurse si performanta;

e evaluarea externa, efectudnd analiza mediului
extern al Tntreprinderii de turism;

e prevederea performantelor viitoare, pe baza
evaluarii interne si a celei externe;

e analiza diferentelor majore dintre rezultatele
planificate si cele prevazute;

o identificarea si evaluarea diferitelor variante stra-
tegice pentru a diminua eventualele diferente
aparute si a putea realiza obiectivele strategice;

o selectarea uneia dintre variantele strategice
preconizate;

e pregatirea planului final al Tntreprinderii turis-
tice, divizat Tn trei etape — pe termen scurt,
mediu si de durata;

e implementarea strategiei alese;

e cvaluarea performantelor realizate, ca urmare a
aplicarii strategiei.

In aceste conditii, in opinia noastra, modelul
managementului strategic al Tntreprinderii de turism
poate fi prezentat ca in Anexa 2.

Importanta parcurgerii acestor etape rezida in
faptul ca performantele prezente si viitoare sunt afec-
tate de strategiile trecute si actuale, iar intreprinderea
urmeaza a fi modernizata.
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ness world: current and potential competitors, substi-
tutable products, supplier customers [12].

The use of one of the methods depends very
much on the purpose pursued by the management of
the tourism enterprise. In the case of tourism enter-
prises, the practice of strategic management implies at
least the realization of an internal diagnosis on the
cause-effect principle and the identification of the
opportunities / threats in its environment, the creation
of the conditions for the implementation of a strategic
planning system.

The strategic planning process has several func-
tions:

— allows managers at different hierarchical levels to
exchange information and confront interpreta-
tions of different phenomena;

— provides the basis for starting a strategic vision.
Effective management of the strategic planning
process depends on the application of a sanction /
reward system that encourages risk-taking and
the effective involvement of staff in the imple-
mentation of different actions.

The design and implementation of the strategy can
also be presented as a succession of stages, such as:

o determination of strategic objectives, which must
be expressed in quantitative terms;

e establishing strategic objectives based on con-
crete tasks;

o internal evaluation of the tourism enterprise in
terms of resources and performance;

o external evaluation, analysing the external envi-
ronment of the tourism enterprise;

e provision for future performance,
internal and external evaluation;

o analysis of the major differences between planned
and expected outcomes;

¢ identifying and evaluating the different strategic
variants to mitigate potential differences and
achieve strategic objectives;
selecting one of the strategic options envisaged;
preparing the final plan of the tourism enterprise
divided into three stages — short, medium and
long term;
implementation of the chosen strategy;
evaluation of the performance achieved as a
result of the implementation of the strategy.

In these circumstances, in our opinion, the stra-
tegic management model of the tourism enterprise
can be presented as follows Annex 2.

The importance of going through these stages lies
in the fact that present and future performance is
affected by past and present strategies, and the enter-
prise has to be modernized.

The strategic management process does not end
with the formulation of the strategy. The successful

based on
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Procesul de management strategic nu se incheie
odatd cu formularea strategiei. Formularea cu succes
a unei strategii nu garanteaza si succesul imple-
mentarii ei si este, intotdeauna, mult mai greu sa faci
ceva, decat sa spui ce ai de gand sa faci.

Implementarea strategiei este fundamental
diferitd de formularea strategiei prin modul de ac-
tiune. In acest context, se propune analiza compa-
rativd a modului de formulare si a modului de imple-
mentare a strategiei.

formulation of a strategy does not guarantee the success
of its implementation, and it is always much harder to do
anything than to say what you are going to do.

Implementation of the strategy is fundamentally
different from strategy formulation through action. In
this context, it is proposed to carry out the compa-
rative analysis of the ways of formulation and imple-
mentation of the strategy.

Tabelul 2/Table 2

Studiul comparat privind formularea si implementarea strategiei /
Comparative study on strategy formulation and implementation

Formularea strategiei /
Strategy formulation

Implementarea strategiei /
Strategy implementation

Reprezinta pozitionarea fortelor nainte de actiune/
Represents the positioning of forces before action

Reprezinta mobilizarea fortelor in timpul actiunii/
Represents the mobilization of forces during the action

Pune accentul pe eficacitate/ Puts emphasis on
efficiency

Pune accentul pe eficientd/ Emphasizes efficiency

Este un proces intelectual/ Represents an intellec-
tual process

Este un proces operational/ Represents an operational
process

Cere o buni intuitie si capacitate de analiza/

Cere o motivare speciala si capacitate de conducere/

Requires a good intuition and analytical capacity

Requires a special motivation and leadership capacities

Necesitd coordonarea intre cativa participanti/

Requires coordination between several participants

of people

Necesita coordonarea intre un numér mare de per-
soane/ Requires coordination between a large number

Sursa: elaborat de autor / Source: developed by author

Implementarea cu succes a strategiei necesita

luarea in considerare:

a specificului Tntreprinderii turistice;

a contextului n care se face punerea Tn aplicare
a strategiei;

a complexitatii sarcinilor care urmeazd sa fie
indeplinite;

a gradului de incertitudine asociat mediului extern;
a necesitatii de rapiditate a actiunii;

a stilului de evaluare si control.

De asemenea, trebuie avut In vedere faptul ca
amploarea adaptarilor structurale depinde de amploa-
rea schimbarii strategiei.

Experienta internationald a ardtat ca succesul
unei strategii depinde, in mare masurd, de felul in
care aceasta asigura legdtura dintre strategie si per-
soanele responsabile de implementarea ei. Dificul-
tatile care apar in aceastd zona de contact sunt pro-
vocate de doua cauze:

— prima cauzd, o reprezintd complexitatea proce-
sului managerial, care necesitd actiuni concrete
ale tuturor functiilor manageriale si la care tre-
buie sa participe managerii de toate nivelurile;

— a doua cauzd, rezultd din faptul cd intreprin-
derea presupune si un anumit numar de oameni,

VVV VYV VYV

The successful implementation of the strategy

requires consideration of:

» the specificity of the tourism enterprise;
the context in which the strategy is implemented;
the complexity of the tasks to be performed,
the degree of uncertainty associated with the
external environment;
the need for speed of action;
the style of evaluation and control.

It should also be borne in mind that the extent of
structural adaptations depends on the extent of the
change of the strategy.

International experience has shown that the suc-
cess of a strategy depends largely on how it links the
strategy with those responsible for its implementa-
tion. The difficulties that arise in this contact area
come from two causes:

— the first cause is the complexity of the mana-
gerial process, which requires concrete actions of
all managerial functions and must be attended by
managers at all levels;

the second cause is that the company also invol-
ves a certain number of people, each with a range
of feelings and aspirations for their own future.

>
>
>
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fiecare avand o gama de sentimente si aspiratii

de viitor proprii.

Concluzie. In conditiile de tranzitie, perspectiva
unor schimbari determina, in mod natural, o stare de
incertitudine accentuatd si de neincredere la persoanele
care se simt implicate. De cele mai multe ori, aceste
stari individuale se transformd in opinii colective, de
masa. Survine o stare de opozitie fata de conceptul stra-
tegic, ale carui continut gi sanse de reusitd nu sunt
cunoscute. Implementarea strategiei trebuie sa depa-
seasca procedeele manageriale traditionale si s inclu-
da, in pregatirea strategiei, mijloacele necesare pentru a
limita efectele unor astfel de stari si, in plus, sd gene-
reze o atitudine colectiva favorabilad procesului strategic.

Raspunsurile, pe care trebuie sa le dea intreprin-
derea turistica la schimbarile mediului extern, nece-
sitd masuri de modificare a activitatilor specifice,
toate acestea regasindu-se in cadrul strategiilor de
management al Tntreprinderii. Astfel, elaborarea unei
noi strategii va ajuta intreprinderile de turism sa dea
raspunsuri adecvate mediului si sd functioneze in
cadrul acestuia in mod eficient.

In masura in care, intr-o intreprindere turistica,
va exista o strategie explicita, este evident ca o core-
latie puternica intre strategie si procesele operatio-
nale va fi inevitabili. In caz contrar, procesul de
formulare a strategiei nu va fi decat, pur si simplu,
un exercitiu de stil.

Pentru ca strategia sia fie implementatd, este
necesar ca ea sa fie inteleasa de toti cei care participa
la punerea sa Tn aplicare, fapt care contribuie la o
mai buna orientare a eforturilor individuale si colec-
tive catre activitatile ce prezinta interes pentru intre-
prinderile turistice, pentru realizarea obiectivelor,
scopului si misiunii acesteia. Din aceasta cauza, din
momentul in care o strategie este considerata expli-
citd, o corelatie puternica intre strategie si operatii se
impune cu o fortd majora.

In aceste conditii, sistemul de management stra-
tegic al intreprinderilor turistice trebuie sd se caracte-
rizeze prin asumarea de riscuri §i incertitudini, sa
acorde locul primordial factorilor economici si sa
creeze noi comportamente la nivelul decidentilor si al
executantilor, axate pe valorile economiei de piata.

Propuneri si recomandari:

1. Marile provocari tehnologice si comerciale, pe
care mediul extern le lanseazd Intreprinderilor
turistice, impun o alegere riguroasa a strategiilor.

2. Strategia aleasd trebuie sd fie realistd, adica
accesibild Intreprinderii de turism, tinand cont
de situatia ei actuala si de resursele sale, care
pot fi mobilizate;

3. Problema majord a unei iIntreprinderi turistice
este de a sti sa se adapteze, in permanentd, la
evolutiile pietei.
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Conclusion. Under the transition process, the
prospect of a change naturally determines a state of
marked uncertainty and mistrust in people who feel to
be involved. Most of the times, these individual states
are transformed into collective and mass opinions.
There is a state of opposition to the strategic concept,
whose content and chances of success are unknown.
Implementation of the strategy must go beyond the
traditional managerial processes and include in the
preparation of the strategy the necessary means to
limit the effects of such states and, moreover, to gene-
rate a collective attitude favourable to the strategic
process.

The responses the tourism enterprise must make
to the changes in the external environment require
measures to modify specific activities, all of which
are found within the company's management strate-
gies. Thus, the development of a new strategy will
help tourism companies to provide adequate respon-
ses to the environment and work effectively within it.

To the extent that in a tourism enterprise there
will be an explicit strategy, it is obvious that a strong
correlation between the strategy and the operational
processes will be inevitable. Otherwise, the process
of formulating the strategy will be just a simple
exercise of style.

In order for a strategy to be implemented, it is
necessary for it to be understood by all those involved
in its implementation, which contributes to a better
orientation of individual and collective efforts to-
wards activities of interest to tourism enterprises, in
order to achieve objectives, purpose and mission. For
this reason, once a strategy is considered explicit, a
strong correlation between strategy and operations is
imposed with force.

Under these conditions, the strategic management
system of tourism enterprises must be characterized
by taking risks and uncertainties, giving the primary
role to economic operators and creating new beha-
viours for decision-makers and executors, based on
market economy values.

Proposals and recommendations:

1. The major technological and commercial challen-
ges that the external environment puts on tourism
enterprises require a rigorous choice of strategies.

2. The chosen strategy must be realistic, that is,
accessible to the tourism enterprise, taking into
account its current situation and its resources that
can be mobilized;

3. The major issue of a tourism enterprise is to know
how to constantly adapt to market developments.

4. As the external environment in which the tourism
enterprise operates evolves rapidly, in a discon-
tinuous and unpredictable way, decisions concer-
ning the future of the enterprise must be taken



BUSINESS S1 ADMINISTRARE / BUSINESS AND ADMINISTRATION

Tntrucat mediul extern, in care intreprinderea tu-
risticA activeaza, evolueaza rapid, intr-un mod
discontinuu si putin previzibil, deciziile ce pri-
vesc viitorul intreprinderii trebuie luate de respon-
sabilii operationali, transpunandu-le in practica.

O strategie clar definita poate servi ca un ghid
precis la fixarea prioritatilor in materie de alo-
care a resurselor umane, financiare, materiale si
informationale, mai ales cd acestea tot timpul
sunt limitate;

Pentru a releva provocarea organizationald im-
pusd de evolutiile social-culturale, care se tra-
duc prin aspiratiile oamenilor la o noud forma
de organizare a muncii, devin esentiale cres-
terea participarii lor la deciziile care i privesc si
acordarea unei mai mari autonomii.

. Este necesara urmarirea permanentd a evolutii-

lor intreprinderilor concurente, cu scopul de a
depista cat mai repede orice indiciu, care per-
mite sa se observe o schimbare a strategiei, pen-
tru ca sd se reactioneze in consecinta.

Profitdnd sistematic de exploatarea evenimen-
telor in vederea obtinerii unui avantaj durabil
fata de concurentii ei, intreprinderea turistica
trebuie sa transforme aceste evenimente in opor-
tunitati concrete pentru sine si in amenintari reale
pentru concurentii ei.

by the operational managers, translating them
into practice.

. A clearly defined strategy can serve as a clear

guide to prioritizing the allocation of human,
financial, material and informational resources,
especially as they are limited at all the time;

. To highlight the organizational challenge impo-

sed by social-cultural developments, which are
translated into people's aspirations to a new form
of work organization, it is essential to increase
their participation in the decisions that concern
them and to grant them a greater autonomy.

It is necessary to constantly monitor the progress
of competing enterprises, in order to identify as
soon as possible any indication that a change of
strategy is observed in order to react accordingly.

. Taking advantage systematically of the exploita-

tion of events in order to obtain a lasting advan-
tage over its competitors, the tourism enterprise
must turn these events into concrete opportunities
for itself and into real threats to its competitors.

Anexa/Annex 1

Mecanismul de functionare a pietei turistice cu suportul aplicatiilor I'T/
The functioning mechanism of the tourism market with the support of IT applications

Tntreprinderi Structuri Unitati Asociatii Structuri Companii
de transport/ de cazare/ de alimentare/ de ghizi/ de agrement/ de asigurare/
Transport Accommoda- Food Associations Recreational Insurance
enterprises tion structures structures guides structures companies

= N

~ Sisteme < —»|  Site derezerviri |«
de distributie globale/ > Tur-operator/ < hoteliere/
Global Distribution Tour-operator Hotel booking site
Systems
A
v
Sistem operational
invertor 1T/
Operational system
IT inverter
v
Agentia Clienti L
de turism/ < corporativi/ < > Consgmatoru-turlstl/
> Tourism agency > Corporate clients Tourism consumers
r'Y [ ¥

Sursa: elaboratd de autor | Source: developed by author
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Anexa/Annex 2
Modelul managementului strategic al intreprinderii de turism/
Strategic management model of tourism enterprises

Efect'uarea. Identificarea Elaborarea $tabi|irea obiec- Masurarea
analizei mediu- - tivelor pe termen .
lui intern/ pgnctlelor {)Q{tt/% detaaittl.u.lg l;e / scurt, mediu si slfevaluatrela y
H $1 vulneraoile VI 3 : criormantelor;
" P?;ftc;rrrﬁélng —»| Identification | Development [ dzr?;rtat%e?jﬁt;l £ pMeasurerﬁent
environment of strengths and of actiyities and I’ong-term and performance
analysis weaknesses tactics goals evaluation
ey | [ o [t i
integrat o S o Concretizarea Examinarea directiilor
destrteqy |, "ot o] | nomeni | | i || perseciveon | | e eavoare
Integrated externalg “ of the main Implementation Examining Establishing
strategy environment opportunities of the mission perspectives dz\_/elopment
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