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Introduction and Methodology

1. Introduction

The thorough study of cultural management and marketing is not at all a whim of the

academic community; it is a real necessity of the contemporary world that requires cultural

organizations to obtain value not only by aesthetic criteria, but also by profit earning capacity

and efficiency. These instruments assist the artistic act by the use of modern and current

means, for the viable development of arts groups, of the audience; they also have a significant

input in the sector of cultural education. The purpose of cultural management and marketing

is not to transform the arts products in commercial goods devoid of artistic value, but to

heighten and emphasize their characteristics and to integrate them as proficiently and

efficiently as possible on an extremely dynamic and extended market. Therefore, it helps

“cultural progress”, as stated by Milena Dragićević Šešić (Šešić, 2002, 4) a well-known

researcher of the field, who had a major contribution in its development and whose work is

the basis of our research.

This thesis is made from two parts, i.e. its two large chapters: “Theatrical management

in Romania” and “Marketing practices in Romanian theatre”. Each chapter is divided in

theme-oriented subchapters. In the subchapters, we tried to size as suitably and as accurately

as possible the theoretical part and the case studies, in order to allow a balance of the two.

However, often, we had to pay more attention to the case studies, like in subchapter 1.3



“Benchmarks of Romanian theatrical management”- and in subchapter 2.2 “Marketing in the

Romanian theatre”. The theoretical dimension is also mainly present in subchapters 1.1 “Brief

historical introduction. Preamble”, 1.2 “Hindrances and interdependences. General outlook”

and 2.1 “Theoretical outlines. Where do we stand?”

The first chapter of the thesis focuses on the Romanian cultural management practices,

taking into account the subsidized theatres and the independent theatres. While the first two

subchapters approach the socio-political context of our operations, and discuss some

theoretical elements of general management, the third subchapter seeks to approach separately

the dimensions that put together the cultural management practices as such. Subsequently, we

chose to focus separate section on the “artist-manager” and on the Romanian schools of

cultural management. Then, according to on-site observations (substantiated by the interviews

we conducted) and to the bibliographic study, we proposed a classification of the management

practices in Romanian theatres; this classification follows three equally important and

meaningful directions for the researched field:

· Management of space

· Management of human resources

· Success management

The three specified subdivisions have a large share in the current Romanian practices and they

occupy a significant part of the workload assigned to a management team, irrespective of

whether they manage a subsidized theatre or an independent theatre. The subchapter “Success

management” regards mostly the indicators that drive the “success” or “failure” of a theatre,

but it also discusses the aspects deemed success by the main players of Romanian theatre

management. In order to obtain this part of the thesis we relied mainly on the information and

data supplied by theatres through the annual activity reports, the only public documents that



provide updated information on the economic status and on how the available resources of

Romanian theatres are managed.

The end of Chapter 1 includes the conclusions of our research and the potential measures that

should be taken in order to improve the performance of Romanian theatre management.

Unlike  the  first  chapter,  Chapter  2  aims  to  clarify  first  of  all  the  basic  notions  of

marketing and, in particular, of cultural marketing. The research we conducted for the writing

of the first chapter showed us a misunderstanding or a partial understanding of the basic

concepts of marketing, which is surprising, given the vastness and the accessibility of

specialized literature nowadays. Subsequently, we chose to reprise and describe in a

simplified form the basic notions and concepts frequent in the job of a cultural marketing

operator.

Regarding  the  practical  part,  we  continued  with  the  exemplification  of  the  notions  by

case studies that complete the elements of the marketing mix, as seen from the chapter

structure. Each marketing mix item is essential for the sound development of the marketing

strategy and it is presented and discussed in the thesis, but we need to emphasize the fact that,

in the dynamics of the Romanian cultural sphere, a key-problem is the price of the ticket;

hence the implications that pricing strategies have on Romanian theatrical practices. In

subchapter 2.2.4 “Price and pricing policies. What do we pay? What is the right price?”, we

approached this topic and sought to underscore the effects generated by the current traditions

of Romanian theatre, especially in the case of subsidized theatres.

Like  in  the  first  part  of  the  thesis,  we  thought  it  would  be  helpful  to  write  a  series  of

conclusions of the chapter and to reprise the main topics of discussion, developed in the

section on marketing.



Overall,  the  thesis  seeks  to  obtain  a  “monograph”  of  the  Romanian  theatre  institution

after the year 2000, beyond the aspects that are visible in the media or in the specialized

journals and, especially, beyond the artistic value of each product, whether appreciated or not

by the audience. This does not mean that the artistic results of the theatres were ignored; on

the contrary,  we tried to see whether the artistic results relate in one way or another to good

managing and resource supervision practices.

2. Methodology

The nature of the researched topic, and especially the stage and the history of research

in Romania, required that we operate mainly with two research methods, the academic-

scientific one (and its specific rules), and methods that stem, for instance, from the journalistic

field of gathering, documenting and checking the data, sources, etc. The challenge of our

approach, based on a twofold (artistic and economic) perspective, was given by the balancing

and the conciliation of the two apparently opposing levels.

The paper integrates an effort many times bordering on detective work, however to the

aid  of  academic  research.  We  mean  here  the  decoding  of  the  information  from  the  primary

sources that we used, information that was available, but which has not been interpreted in a

scientific paper until now: the theatres’ annual activity reports, the final management

assessment reports, official documents released by the Ministry of Culture or by the European

Commission. The difficulty arose from the lack of an even form of execution of the reports by

the institutions; subsequently, for us, the collection and the systematization of the data turned

into a strenuous and slow, often exhausting effort. Then, another frequent problem of the

activity reports was the coherence of the specified information. More often than not, we found

conflicting pieces of information in the same document or incomplete information. This



required a cautious reading and interpretation of the reports, and many times we had to check

the statements included in the official documents from a larger number of sources.

In relation to the methodology, beyond the aforementioned general aspects, we need to

indicate the import of sociological methods and their application to our research approach. In

the research stage period (2014-2015) we conducted half-structured interviews with managers

of state theatres and of independent companies, as well as with representatives of marketing

and communication departments (see the annexes to the thesis). Furthermore, in 2012, a series

of preliminary focus-groups were conducted; their main objective was to survey the attitude

of the young generations in relation to theatre and theatrical products. In the same year, 2012,

a questionnaire was applied to the community of volunteers of the Temps D’Images Festival

(60 members); the questionnaire sought to investigate the attitude of the young in relation to

the  activity  of  cultural  volunteering.  The  response  rate  in  the  community  of  volunteers  was

rather low, but the interview conducted with Ana Mihăncean – coordinator of the volunteer

program in the Temps D’Ímages Festival – supplies us with an inside perspective, which was

extremely helpful during the writing of subchapter 2.2.3 “Promotion of cultural events”. In

2016, we applied another questionnaire to the managers of independent companies, whereby

we aimed to investigate the effects of crowdfunding campaigns on the non-governmental

organizations of Cluj-Napoca and their importance in the general funding scheme of the same.

The results can be seen in subchapter 2.2.3 “Promotion of cultural events”.

Of course, the amount of the aforementioned approaches was completed by an extended

bibliographical study that includes both texts in Romanian and texts in English. The

bibliographical sources in Romanian are very few and mainly oriented to theoretical

approaches. For this reason, we found it would help to include in our thesis as many relevant

examples and case studies from the Romanian area.  The selection of the case studies and of

the examples was limited, however, by the quantity of available data; therefore, national



theatres are the most present in our analyses. Although this limitation was first seen as a

weakness in our methodology, as our research progressed we found that the operational

models of national theatres are very similar or even identical to those of state theatres

subordinate to local authorities and, thus, relevant for the whole Romanian subsidized theatre

system. In order to balance the case studies and the financial analyses focused mainly on

national theatres, we conducted a number of interviews with representatives of state theatres

such as “Teatrul Tineretului” of Piatra Neamț, Odeon Theatre of Bucharest, Ariel Theatre of

Târgu Mureș.

Regarding the independent sector, we also selected theatre companies that operate

according  to  models  that  are  different,  but  relevant  and  important  for  Romanian  theatre

practices. These are the Teatru Fix Café-Theatre of Iași, the ColectivA Association of Cluj-

Napoca – part of the Paintbrush Factory federation, the Reactor de Creație și Experiment

Association, Cluj-Napoca and the artistic groups derived from DramAcum, which are active

in Bucharest and in other parts of the country.

We made these choices because we considered them representative for the Romanian

theatre environment or because, by the nature of their activities, they set in motion a number

of directions for the development of Romanian cultural management and marketing.

We need to add that we did not insist on the management and marketing design of the

Sibiu “Radu Stanca” Theatre by choice, although, where this was necessary, we emphasized

the importance and the outstanding input of the activity of this theatre in Romania. The reason

of our decision is the exhaustive approach of the topic in the doctoral thesis of Lavinia Alexe

(2012) and in the research conducted by Cristian Radu and Ion Tomuș (see the bibliography).

Moreover, the reports and the materials obtained after the closing of the 2007 Sibiu European

Cultural Capital program were a long time under the scrutiny of the theatrical community;



subsequently, in my opinion, a reprise of the topic in this thesis would be redundant.

Therefore, I assigned importance to the discussion of the case of Romanian theatres that did

not stand out so clearly by their applied cultural policies and who are still searching for their

institutional “identity”.

This doctoral thesis aimed to examine the cultural management and marketing practices

in the Romanian space after the year 2000 and to obtain a representation as faithful as

possible of the current situation in Romanian theatres. Our resources during the research stage

(human and financial resources) did not allow an exhaustive treatment of the topic, especially

in the marketing section, where there is an acute need of a wide sociological and statistical

study, for an improved definition of the theatre consumer in Romania. The available audience

surveys (Cultural Consumption Barometers and the Cultural Consumption Eurobarometer)

fail to provide the whole picture that a specific marketing survey would otherwise deliver.

Despite the fact that the methodology was adapted to our research possibilities, in our

opinion the applied methods were correctly put to assist academic research and they comply

with the prescribed rigors.



Selective Bibliography

Abbing, Hans. Why are artist poor? The exceptional economy of arts. Amsterdam:

Amsterdam University press, 2002.

Alexe, Lavinia. Programele cu misiune culturală și efectele acestora asupra vitalității

culturale urbane: Studiu de caz Programul Sibiu Capitală Culturală Europeană 2007

[Programs with a Cultural Mission and Their Impact on Urban Cultural Vitality:

Case Study the 2007 Sibiu European Cultural Capital]. Bucharest: Unpublished

doctoral thesis, BCU Bucharest, 2012.

Arms, Brigitte. Marketingul local [Local Marketing]. Bucharest: Editura All, 2008.

Babias, Marius. Recurerirea politicului: economia culturii în societatea capitalistă

[Reconquering the Political: the Economics of Culture in Capitalist Society]. Cluj-

Napoca: Idea Design&Print, 2007.

Baker, Michael. J. Marketing. An introductory text. London: MacMillan, 1991.

Baker, Michael.J. Marketing. Critical Perspectives on Business and Management. Routledge,

2003.

Balaure, Virgil. Marketingul în procesul dezvoltării economice și sociale: 1971-2001. 30 de

ani de marketing în România [Marketing in the Economic and Social Development:

1971-2001. Thirty Years of Marketing in Romania]. Bucharest: A.S.E Bucharest,

2002.

Becuț Anda, Chelcea Liviu, Dobraca Lucian . Sectorul cultural din România: Infrastructură,

resurse, consum [The Romanian Cultural Sector: Infrastructure, Resources,

Consumption]. Iași: Polirom, 2007.



Becuț Anda, Chelcea Liviu, Stroe Monica. Diagnoza sectorului cultural: instrument pentru

managementul culturii [Diagnosis of the Cultural Sector: Instrument for the

Management of Culture]. Iași: Polirom, 2009.

Bell, Daniel. The cultural contradictions of capitalism. New York: Basic Books , 1996.

Bennett, Susan. Theatre Audience. A theory of production and reception. Routledge, 1997.

Bernstein, Joanne Scheff. Arts marketing insights: the dynamics of building and retaining

performing arts audiences. San Francisco: John Wiley&Sons Inc, 2007.

Blau, Herbert. The dubious spectacle: extremities of theatre. Minnesota:  University  of

Minnesota Press, 2002.

Blyth, Jim. Esențialul în marketing [Essentials of Marketing]. Bucharest: Rentrop&Straton ,

2005.

Bourdieu, Pierre. Economia Bunurilor Simbolice [The Economics of Symbolic Goods].

Bucharest: Meridiane, 1986.

Brătianu, Constantin. Capitalul intelectual organizațional [Intellectual Organizational

Capital]. Bucharest: Editura A.S.E, 2009.

Byrnes, William. Management and the arts. Oxford: Focal Press, 2009.

Cîntec, Oltita. Hermeneutici Teatrale [Theatrical Hermeneutics]. Iași: Niculescu, 2010.

Cîntec, Oltița. Cultura ca piață: elemente teoretice și practice de management și marketing

cultural [The Culture as Market: Theoretical and Practical Elements of Cultural

Management and Marketing]. Iași: Editura Universității "Alexandru Ioan Cuza”,

2012.



Cojanu Valentin, Croitoru Carmen, Becuț Anda. Sectoarele culturale și creative din România.

Importanța economică și contextul competitiv [Cultural and Creative Sectors in

Romania. Economic Importance and Competitive Context]. Bucharest: Pro

Universitaria, 2015.

Corbeanu, Aura. Formare si reformare prin teatru [Train and Reform through Theatre] .

Bucharest: Cheiron, without year.

Costin, Cornelia. Impactul culturii asupra calității vieții: delimitări conceptuale și

metodologice pentru descifrarea unor implicații ale politicilor culturale asupra

calității vieții [The Impact of Culture on the Quality of Living: Conceptual and

Methodological Outlines for the Deciphering of some Implications of Cultural

Policies on the Quality of Living]. Craiova: Editura Universității, 1996.

Cristian, Popescu Theodor. Surplus de Oameni, Surplus de Idei [Too Many People, Too Many

Ideas]. Cluj-Napoca: Eikon, 2012.

Croitoru Carmen, Becuț Anda. Baromentru de consum cultural 2012. Cultura și noile

tehnologii între sedentarism și activism cultural [2012 Cultural Consumption

Barometer. Culture and New Technologies between Cultural Sedentism and Activism].

Bucharest: ProUniversitaria, 2012.

—. Baromentru de consum cultural 2014. Cultura între global și local [2014 Cultural

Consumption Barometer. Culture between the Global and the Local]. Bucharest:  Pro

Universitaria, 2014.

Croitoru Carmen, Becuț Anda, Ceobanu Ioana. Barometru de consum cultural 2015 [2015

Cultural Consumption Barometer]. Bucharest: Pro Universitaria, 2015.

Dobrescu, Caius. Inamicul impersonal [The Impersonal Enemy]. Pitești: Paralela 45, 2001.



Florea, Mihai. Scurta istorie a teatrului românesc [Brief History of Romanian Theatre].

Bucharest: Meridiane, 1970.

Jacobs, Tom. "Arts Organizations Search for the Missing Audience.” Pacific Standard

Magazine, 13 01. 2015.

James Heilbrun, Charles Gray. The economics of art and Culture. Cambridge University

Press, 2004.

Johnson, Louise. Cultural Capitals. Revaluing the arts, remaking urban spaces. Ashgate

Publishing Limited, 2009.

Kalman, Reka. Managementul organizațiilor culturale și comerciale [Management of

Cultural and Commercial Organizations]. Cluj Napoca: unpublished doctoral thesis,

BCU Cluj-Napoca, 2012.

Kein, Armin. Managementul Proiectului cultural [The Management of the Cultural Project].

Timișoara: Fundația Interart Triade, 2005.

Klaic, Dragan. Resetting the stage. Public theatre between the market and democracy.

Amterdam: Intellect.Ltd, 2012.

Kotler, Philip. Managementul Marketingului [Marketing Management]. Bucharest Teora,

2008.

—. Marketing în sectorul public [Marketing in the Public Sector]. Bucharest: Meteor Press,

2008.

—. Principiile marketingului [Principles of Marketing]. Bucharest: Teora, 2004.

Lange, Candy. "Visibility and involvement in effective arts marketing.” Marketing

intelligence and planning, 2010: Vol 28. Issue 5.



Lehmann, Hans-Thies. Teatrul Postdramatic [Post-dramatic Theatre]. Bucharest: Unitext,

2009.

Livingstone, Sonia. Audiences and publics: When the cultural engagement matters for the

public. Bristol: Intellect, 2005.

Malița, Liviu. Viața în și după comunism [Life during and after Communism]. Cluj-Napoca:

Efes, 2006.

Marian, Matei. "Un spațiu de exprimare de forță internațională.” ["A Space of Expression of

International Vigor"] Dilema Veche, 23 02. 2012.

Matei, Soriin Adam. Schimb de idei [Exchange of Ideas]. Iași: Institutul European, 2011.

Matei, Sorin-Adam. Boierii minții. Intelectualii români între grupurile de prestigiu și piața

liberă a ideilor [The Aristocrats of the Mind. The Romanian Intellectuals between

Prestigious Groups and the Free Market of Ideas]. Bucharest: Compania, 2004.

Nancy Lee, Philip Kotler. Social Marketing. Influencing behaviors for goods. London: Sage

Publications, 2005, 2012.

Napoli, Philip. M. Audience Economics. Media institutions and the audience marketplace.

New York: Columbia University Press, 2003.

Oliver, Sandra. Strategii de relații publice [Public Relation Strategies]. Iași: Polirom, 2009.

Öztürk, Maya Nonitchkova. "Cultivating Spaces. Artifact and agency in the case of theatre

before and beyond the scene.” Sagepub, 2013.

Paina, Nicoleta. Management-marketing. Interferențe culturale, organizaționale, decizionale

[Management-marketing. Cultural, Organizational, Decision-Making Interferences].

Cluj Napoca, 2002.



Panait, Laura Ioana. Artă și spațiu public [Art and Public Space]. Cluj-Napoca: unpublished

doctoral thesis, BCU Cluj-Napoca, 2012.

Pedestru, Mihai. Generația Digitală și condiția de spectator de teatru [The Digital

Generation and Theatre Spectatorship]. Cluj Napoca: unpublished doctoral thesis,

BCU Cluj Napoca, 2012.

Popescu, Marian. Oglinda spartă: despre teatrul românesc după 1989: critică teatrală,

polemici, puncte de vedere [The Shattered Mirror: about the post-1989 Romanian

Theatre: Theatrical Criticism, Poemics, Points of View]. Bucharest: Unitext, 1997.

Popescu, Theodor-Cristian. Surplus de oameni sau surplus de idei [Too Many People or Too

Many Ideas]. Cluj Napoca: Eikon, 2012.

Runcan, Miruna. Modelul teatral românesc [The Romanian Theatrical Model]. Bucharest:

Unitext, 2000.

Šešić, Milena Dragićević-. Arts management in turbulent times. Adaptable Quality

Management. Amsterdam: European Cultural Foundation Boekmanstudies, 2005.

Šešić, Milena Dragićević. Cultura: management, mediere, marketing [Culture> Management,

Mediation, Marketing]. Timișoara: Fundația Interart Triade, 2002.

Ubersfeld, Anne. Termeni cheie ai analizei teatrului [Key Terms of Theatre Analysis].

Bucharest: Institutul European , 1999.

Weber, Max. Etica protestantă și spiritul capitalismului [The Protestant Ethic and the Spirit

of Capitalism]. Bucharest: Humanitas, 2003.

—. Teorie și metode în științele culturii [Theories and Methods in Cultural Sciences]. Iași:

Polirom, 2001.



Zbuchea, Alexandra. Marketing Muzeal pentru non-marketeri [Museum Marketing for Non-

marketers]. Bucharest: Tritonic, 2014.

Zecheru, Vasile. Management în cultură [Management in Culture]. Bucharest: Litera

International, 2005.


