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Abstract 

In the current context, organizations should reinforce their culture so that they may be classified as 

strong organizations, able to face the disturbances of the external environment and meet the customers' 

needs. The maintenance or change of corporate culture starts from the socializing skills of actors involved in 

business activities. Socializing skills ensure the transmission of attitudes, values, guidelines, behavioral 

trends, as well as aspirations and needs, since socialization is a communication process. With this 

opportunity, communication claims its status as a major component of the management process, as an 

answer to issues in the knowledge-based era. Studies show that any form of interaction is a cultural 

phenomenon and a company's efficiency and performance is correlated to these issues. 
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1. Introduction  
 

Globalization as a phenomenon has been favoured by technological process, especially by the 

strongest developed network, i.e. the internet, which facilitates human networking. For this reason, scientific 

and business circles have developed a contemporary concept, aiming at describing this knowledge revolution: 

informational economy or knowledge-based economy. The definition of the concept is not unanimously 

accepted, as it includes several phrases (digital economy, electronic economy, globalized economy), and the 

ramifications and importance of this phenomenon generate a range of orientations at an economic and social 

level. Globalized economy, based on the state-of-the-art tool ensuring human communication, i.e. the 

internet, has developed a continuous competition based on the acquisition of new methods or means creating 

new concepts, to the detriment of the purchase of top-flight machines. The pillars of knowledge-based 

economy or informational economy are e-commerce, technological changes, innovation. Though the new 

concepts cause opposite reactions, it has to be agreed that the new economy causes mutations regarding the 

organisation and management of a company or production processes.  

The term of globalization was launched by a Canadian specialist in mass media theory (Marshall 

McLuhan), and the phenomenon is considered by specialists to be the final phase of internationalization and 

implies the merger of national economies. In a suggestive definition proposed by Manoela Popescu in her 

work "Comunicare si Cultura Organizationala - o Abordare de Business", the principle of globalization is 

"the principle of competition in a whole which is more than the sum of parties, and the parties tend to 

emulate the whole". 

 

2. Communication - A Corporate Culture Strategy 
 

With the propagation of globalization, companies have begun to face a range of changes that implied 

the development of new skills in managers. Such skills primarily refer to the change of monolithic cultures 

into multicultural organizations. In this context, more and more specialists focus on the idea of 

communication competence and communication community.  

The communication competence refers to the skills and knowledge held by an individual in the 

communication process, in a wide meaning, without underlining the significance of logistic skills. Since it 

refers to business communication, this type of interaction regards the speakers' capacity of organising their 

language in order to meet the standards and requirements of each culture. Thus, every manager, employee or 
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business partner must adapt his/her discourse so that s/he should know exactly when to speak/what to 

speak/how to speak. 

Even though communication seen in a close interdependence with corporate culture is a novelty for 

companies, as the two elements are seen in few organizations as basic components of success, current trends 

show us that a great part of performance in organizations is due to the intangible factors lying at the base of 

their operation.  This is also validated by the fact that the members of each organization deal with any issue 

as being a "communication issue".  

Communication is frequently ignored, without considering all the aspects regarding its significance. It 

should take into account a range of aspects, from the company's organizational structure, degree of 

formalisation, hierarchical level of each member, degree of culture, cultural differences if they come from 

different environments, or regional differences (if they come from different regions) depending on the 

location of the branches (outside or within the country) or depending on the subordinate-manager 

relationship.  

Effective communication is characteristic of successful organizations, being the connecting bridge 

between employees, managers, the economic environment and the business relations established outside the 

company. Communication provides what specialists refer to as the "relational stock" (Manoela Popescu 45), 

i.e. the cooperation and partnership established both within the organization and outside it, providing the 

information required for the company's operation and development. All these make up a social structure 

which, aligned to the company's corporate structure, results in the achievement of performance and, 

implicitly, higher profits.  

Communication, as a basic component of performance, implies a range of obstacles in the 

transmission of a message from the sender to the receiver. Besides supervising the activities taking place 

within the company, managers also aim at reducing these communication barriers, implementing a corporate 

culture that promotes a most effective communication. 

Starting from the idea that we live in an era of knowledge-based economy, information is a major 

production factor, along with the human factor. Information and communication are the characteristics of a 

strong organization, with a culture that is adjustable to the fluctuations of the business environment and is 

able to respond to environmental changes. 

 

3. The Employees' Communication-Oriented Behaviour  
 

The sudden changes in the external environment do not influence only the business environment, but 

all the sectors of the world.  

The avalanche of information, combined with technological propensity, has culminated in the latest years 

and has led humanity to an area where adjustment to progress seems to be the only way to survive. For instance, a 

regular watch includes more computing power than was available in the entire world in the 1960s. (Kim S. 

Cameron & Robert E. Quinn 2011) 

The same specialist, Kim Cameron, said in his work "Techniques For Making Organizations 

Effective: Some Popular Approaches” that the most frequent initiatives in terms of changes in an 

organisation are: staff reduction, retooling but both of them have proved to be unsuccessful when used 

isolated. In other words, it is believed that a structural change will never cause important changes regarding 

the performance of an organization if the manager won’t try to implement other strategies or to make a 

change in the mentality of his workers.  

Empirical studies show that not actions such as retooling, investments in assets or improvement of 

equipment result in the achievement of economic performances, but factors related to corporate culture or the 

strength of propagation of information, by establishing a top-flight communicational system.  

Starting from these results, we see that every company needs a strategy in order to be able to adapt to 

the turbulences of the economic environment. This strategic adjustment should be the major goal of the 

manager and his/her employees. As for Romanian companies, one cannot speak of a strategic orientation or 

an outline of an efficient strategic development plan. Unfortunately, many Romanian companies are 

psychologically conditioned by a bureaucratic system that removes strategic planning, the outline of strategic 

directions or the determination of goals.  

If we analyse foreign companies, especially those holding various branches, we may conclude that 

both corporate culture and strategic communication play a major part within a company. Communication is 

seen as a transaction, while communicational process itself works as a resource which is almost as important 

as human resource. In general, companies operate for two reasons: either because they intend to change their 

status, i.e. achieve new performances, increase their profits or reinforce their market image, or in order to 

overcome an undesirable situation, such as the absence of productivity or profit.    
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4. Information - An Integrating Factor 
 

Specialists treat effective communication strategies with the help of a new concept, i.e. neuro-

linguistic programming. Neuro-linguistic programming (NLP) works as when drawing up an action strategy. 

It begins with the company's analysis, and action directions will be subsequently outlined, with a view to 

achieving new objectives. Thus, a radiography of the company is drawn up, considering its material, human 

and financial resources that will be used for the achievement of goals. Neuro-linguistic programming 

considers the employees' physical and mental resources, especially focusing on human resource in the 

development of the new goals.  

As for NLP terminology, one does not talk of the failure of a strategy, but on an impasse. Like any 

strategy, communication strategy analyses the company's communication objectives or mission, but the most 

significant aspect is related to the adjustment to changes in the external environment. This adjustment is 

highly important, since NLP involves human resource.   

NLP-based strategies refer to the integration of several factors, such as: 

- Contaminating the company with other representative elements of its action environment (providers, 

customers, partners) 

- Resource analysis (especially human resource analysis) 

- Forecasting future events and correlating them to current changes 

- Outlining realistic, clear, precise objectives, adapted to the witnessed realities.  

This communication can be done not only verbally, i.e. traditionally, since the company constantly 

communicates with its employees, but also through the marketed products and services. In this context, 

communication is associated to strategic management, representing a major component of the company's 

strategy. A company's effectiveness is given by the mix between the participants in business activities 

(providers, employees, customers, intermediaries) and the defining cultural components of the company, 

harmonized by means of the communication strategy. Stakeholders are those who relate, establish 

connections, business relations and also manage to maintain such relations by using communication tools.  

 
5. Corporate Policy on Corporate Culture 

 
Communication as a whole refers to two aspects: informing consumers and potential customers on the 

company's services and products, on the one hand, and motivating these customers in approaching new 

attitudes and positive behaviours regarding their products and services. (An example would be when a 

company aims at increasing its profits by 10% and the only way to do it is by increasing revenues, i.e. sales. 

Such a goal may be attained by stimulating customers and intensely promoting the company. In both cases, 

communication holds the most important role.) As of this moment, the manager aims at defining the cultural 

policy and the communication strategy lying at the basis of these objectives. Debates in the field of business 

frequently refer to pricing policies, promotion policies, product policies, but all these fall under a more 

complex category, i.e. cultural policy. All these integrate the achievement of the same objectives: promoting 

rules, rituals, guidelines of conduct, expressing a company's visibility through the clothes, classifying goals, 

establishing a value system. Cultural policies are more and more frequently approached, but this aspect is not 

completely novel. Managers aim at outlining a general action of the company, a consistent action aiming at 

harmonizing all the other actions of the company, thus influencing all the elements determining the 

company's operation. When defining this process, the terminology of corporate policy is used, integrating the 

same elements as corporate culture. To this purpose, cultural policy is seen in pricing policies, sales policies, 

storage policies or social policies. Social policy starts from the creation of social reality, so that, besides 

human nature, communication is the critical factor in personality development. 

Communication has been looked at with interest from the oldest times, when noblemen or rich 

companies took classes of conversation, as communication was considered a major component of human 

efficiency. Nowadays, this communication skill is what we call the art of conversation. More and more 

researchers and publications deal with business language. Studies show that the first five minutes of a 

conversation are decisive, since the speaker is more attentive and interested in the message. Thus, the 

techniques listed as useful when performing a business discussion include: 

- The technique of respect for the speaker (the speaker should be addressed respectfully) 

- The technique of de-tensioning the atmosphere (a friendly, kind approach, not excluding 

compliments or jokes) 

- Stimulating imagination - it implies asking several questions on the relevant topic.  
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- Nodding - this technique triggers a positive attitude and is frequently interpreted as a form of 

approval from the speaker. Likewise, it acts as a binding agent between the two, providing fluidity to the 

conversation.  

- The "accrochage" technique - the speaker refers to certain events of common interest in order to start 

the initial debate, which will result in a debate of the issue at stake.  

- The direct approach technique - such a technique is effective when participants are members of the 

same company and, hence, formality is lower and the issue is not very important.  

 

6. Conclusions 
 

As shown by its name, corporate culture refers to the organization as a whole and is represented by a 

complex with a certain internal consistency, with relations between its components, not a disparate collection 

of various features; in other words, corporate culture forms a whole where each element is compatible with 

others. Corporate structure and corporate culture are different, but also interdependent. Unlike structure, 

corporate structure is not defined and formalized through explicit organizational charts and procedures. As a 

country's inhabitants are bearers of a national culture, corporate culture finds support in the individuals that 

make it up; it does not exist outside of the individuals who share it.  

Scientific literature provides many examples of companies that have been compelled to undergo 

major cultural changes, due to mutations in their external environment. Renowned companies such as IBM, 

Nestle, Rank Xerox proved that cultural change was a prerequisite for survival, a premise of development. 

Culture is usually changed at the same time with corporate culture - this implies changes in both the 

organizational chart, and the mentality of employees.  

In other words, a company's "personality" helps increase its effectiveness only if adjusted to its 

environment. One cannot talk of a long-lasting success without a strong, sincere, open "personality", based 

on techniques that generate results, without taking its partners into account; there is no shorter way to obtain 

the desired results in any conditions. 

By analogy with human effectiveness, the effectiveness of organizations should start from inside 

outwards, that is, every entity should establish its goals according to its "personality", following a balance 

between its resources and production, turnover, added value. 
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