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ABSTRACT  

Organization management is about planning, organizing, motivating and controlling. All these 

areas need to be activated to have an internal communication process that is designed to ensure the 

smooth and effective realization of the goals. This is not always the case. There are many distractions 

and conflicts in the communication process. Management should therefore develop a system of 

effective communication tailored to the specific nature of the organization. When creating, it is 

important to be aware of the important factors, the culture of the organization and the attitude of the 

members of the organization to the quality of the communication process. 

 

Keywords: Strategy, communication, organization 

 

 

 

1.  INTRODUCTION 

 

Organization should be able to develop effectively and to achieve the goals it should 

have an appropriate strategy that determines its functioning. One of the concepts that is now 

particularly recognized as a leading school of resources and competence. The focus here is on 

what is happening inside the company, especially on the valuable and unique resources of 

employees - their knowledge and skills. Unlike material resources - repetitive appropriately 

human resources can contribute to increasing market competitiveness and success. It is a 

process of planning, organizing, motivating, and controlling, that is, everything that goes into 

business management. For communication smoothly and efficiently between each element of 

the management process. The very concept of communication is a field of research interest for 

many different disciplines such as psychology, sociology, medicine or management. In 
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organization, communication is considered in many different areas and levels, including: 

external and internal communication, horizontal and vertical communication, oral or written 

communication. Internal communication as the predestination of all other communication in 

the organization is crucial. The concept of communication is of interest to other sciences, such 

as psychology or sociology. Generally, communication is the process of transmitting 

information from one person to another (Griffin, 592). It is therefore impossible to interact 

without communication. Also in the organization plays a small role. Communication behavior 

in an organization serves to achieve the goals and objectives of the organization and its 

effectiveness at various levels and in different areas, in particular by managers (Kożusznik, 

183). 

The situation that disturbs communication is conflict. Frequent pressures that interfere 

with proper communication are the pressure of time that causes negligent and inaccurate 

information. Management staff are required to effectively implement communication 

methods, min. Selecting the right communication channel, also adjusting the vocabulary to 

the audience so that it is understandable. 

 

 

2.  STRATEGY OF COMMUNICATION IN ORGANIZATION 

 

Each stream adds up to the understanding of the communication phenomenon according 

to the feelings expressed at certain times and places. 

We define strategic communication — for the sake of our empirical research — as the 

choice of a communication style (nature of messages, definition of sensitive items, targets and 

media) made by management, a choice that is put into practice by the various communication 

players. A parallel can be drawn when calling strategic planning into question. H. Mintzberg 

(1994) insists on the distinction between intentional, deliberate, emergent and eventually 

realised strategy. This procedure can be applied to strategic communication; from a static 

intention i.e. communication strategy, we are moving toward a transformed, constructed 

reality — strategic communication. These styles of communication are linked to the company 

government modes (Martinet, 1984).  

Thus, the transmission of orders characterises the command style, co-ordination 

requirements characterise the transaction model, (with controlled communication, the need for 

feed-back, upward communication and negotiation-style communication), finally open, 

transparent, multi-level, transversal communication based on trust characterises the animation 

model. But the government modes are not sufficient to handle communication, especially on 

an international level, because they hardly take into account international multiplicity, which 

is a factor of additional complexity. International aspects are an integral part of the 

intercultural question. But how should culture be defined? This term is so polysemic that it 

covers the ideas present in a society, concepts, ideologies, values, attitudes, goals, norms, 

behaviour, symbols, rites, habits and myths at the same time (Livian and Louart, 1993) 

because of its many meanings, wouldn’t it be preferable to use the word in the plural? 

Companies contend with a patchwork of culture: national culture, social culture or status 

(skilled worker, technician, clerical worker, manager etc.) historical culture (by company unit) 

and professional culture. These different sub-groups overlap and are brought together within 

the corporate culture. These different behavioural patterns influence organisation members’ 

reactions. Culture determines attitudes towards information and communication processes and 
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systems (Brown and Starkey, 1994). In the mid-80s, anthropological culture was introduced 

into the managerial field and transformed in corporate culture. E H. Schein (1986) gives it a 

classic definition A pattern of basic assumptions — invented, discovered or developed by a 

given group as it learns to cope with its problems of external adaptation and internal 

integration — that has worked well enough to be considered valid and therefore, to be taught 

to new members as the correct way to perceive, think and feel in relation to those problems. 

Consequently, corporate culture is a frame of thought, a system of values and rules and a 

relatively organised system of shared meanings (Bournois, 1996).  

The advantage of this concept lies in its integrative and unifying character that allows 

the emergence of a fixed identity. Moreover culture plays a fundamental part in the setting of 

an effective communication system (Brown and Starkey, 1994). It provides in fact, a common 

code of information transmission and an outline for signal interpretation and as a result makes 

it possible to increase convergence, coordination, and the speed of the decision- making 

process. It contributes to reducing the uncertainty of how to react. It enables time saving. 

Given the fact that each culture determines a message perception and understanding mode, the 

more different the culture, the more difficult intercultural communication is. Consequently, if 

corporate strategy consists in bringing together and coordinating people on a project, then 

communication is a tool which is both complex and necessary for action. We mainly focus on 

organisational culture and on local national culture because they both influence the 

communication system of the company. Conversely, communication within a culturally 

diversified group is a means used by companies to make its culture, and multinational 

identity, evolve (Laurent, 1989). Cultures and cultural differences have an effect on 

communication styles and therefore influence the form of employee-directed communication.  

 

 

3.  CONCLUSIONS          

        

Strategic communication with employees in large European companies is a growing 

concern: in fact, in this era of continual restructuring, the acceptance of changes through 

communication is of great importance. Furthermore, some companies are becoming involved 

in social dialogue at a European level and European Works Councils have been formed, 

which make up an information and communication procedure destined to facilitate the 

exchange of opinions. In organisation theories, different streams convey different goals: 

transmitting orders for the classical stream, motivating for the humanistic relations stream, 

adapting to the environment for the contingency approach, establishing power places for the 

sociological analysis school, integrating employees for the cultural approaches school 

(Bachelet, 1996) adapting communication to external contingencies, in the case of population 

ecology theories, reducing dependency factors, for the resource-based approach, or 

developing communicational consensus, for the institutional school (Euske and Roberts, 

1987). 
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