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Motto: Un negociator poate avea
succes §i recunoastere profesionald
n businessul turistic

numai atunci cand acesta

este dedicat profesiei.

(Conceput de autor)

Spiritul de negociator este calitatea nece-
sard unui om de afaceri in vederea lansarii
afacerii si obtinerii de performante. Obtinerea de
performante prezumd, Insd,o consolidare a
calitatilor si capacitatilor personale orientate
spre dezvoltarea strategica a intreprinderii turis-
tice. Daca este sa ne referim la businessul turis-
tic, atunci, acesta, cu sigurantd, nu face exceptie
de la aceasta cerinta. Fara o persoanad pregatita
si experimentatd in domeniul negocierii afa-
cerilor, este destul de complicat sa se obtina niste
rezultate benefice pentru intreprinderea turisticd.

In prezentul articol, autorul face o analizd
a rolului negociatorului in demararea tratati-
velor aferente businessului turistic, caracte-
rizand calitatile personale si profesionale ale
acestuia.

Cuvinte-cheie: negociere, negociator,
personalitate, tratative, business turistic.

JEL: M1, M16.

Introducere

Businessul turistic se dezvolta intr-un ritm
destul de accelerat. In acest context, trebuie si se
aiba in vedere rationamentele strategice care se
impun Tn modul de organizare si desfasurare al
negocierilor de afaceri.

Alegerea manevrelor strategice, aferente
procesului de negociere, presupune luarea in
considerare a unui numar din ce In ce mai mare
de variabile, asupra carora negociatorul trebuie
si se axeze. In acest caz, este vorba despre
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Motto: A negotiator can have
success and professional recognition
in the tourism business

only when he is dedicated

to the profession.

(Author’s formulation)

The spirit of a negotiator represents a
necessary quality for a businessman in order to
launch the business and obtain performances.
Achieving performance, however, presupposes a
consolidation of personal qualities and abilities,
in order to be directed towards the strategic
development of the tourism enterprise. If we are
referring to the tourism business, then it certainly
does not ignore this requirement. Without a
trained and experienced person in the field of
business negotiation, it is quite complicated to
get some results, which are beneficial for the
tourism business.

In this article, the author analyses the role
of the negotiator in starting the negotiations
related to the tourism business, characterizing
his personal and professionnal traits.

Keywords: negotiation, negotiator, per-
sonality, negotiations, tourism business.

JEL: M1, M16.

Introduction

The tourism business is developing in a
rather accelerated pace. In this context, we must
take into account the strategic reasoning that is
required in the way of organizing and conduc-
ting business negotiations.

The choice of the strategic manoeuvres
related to the negotiation process, implies taking
into account an increasing number of variables,
on which the negotiator must focus. We refer
here to the complexity of the economic, techno-
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complexitatea mediului economic, tehnologic,
socio-cultural, politic si institutional.

Deoarece multiple variabile evolueaza
intr-un ritm accelerat si nu, neaparat, intr-0
maniera previzibild, vor fi analizate calitatile, de
care trebuie sa dispuna un negociator, pentru a
face fata situatiei existente in mediul de afaceri
din sfera turismului.

Ceea ce se asteapta, in prezent, de la un
negociatorul-strateg, este nu numai formarea sa
ca un orator bun si rational, cunoscator al
domeniului turistic. El trebuie sa dispuna de
abilitati specifice de a prevedea evolutia schim-
barilor ce pot afecta businessul turistic; de a se
adapta la conjunctura mereu schimbatoare a
pietei turistice; de a exploata cele mai mici opor-
tunitdti pe care le ofera mediul extern al intre-
prinderii turistice; de a fi flexibil la schimba-
rile tehnologice, concurentiale, culturale, sociale
si economice.

Scopul cercetdrii consti 1in aprecierea
rolului negociatorului in identificarea noilor opor-
tunitati de dezvoltare a businessului turistic, reie-
sind din calitatile sale personale si profesionale.

Actualitatea temei propuse pentru inves-
tigare

Alaturi de manageri si de lider, negocia-
torul este unul dintre personajele care influen-
teaza puternic afacerile din mediul turistic. Astfel
se explica necesitatea de a intelege profilul unui
astfel de personaj, caracteristicile lui si modul de
actiune in diferite situatii.

Diversi specialisti au cautat sa inteleagd si
sa prefigureze personalitatea negociatorului.
Acest lucru s-a intamplat, deoarece, desi multi
oameni de afaceri au tehnici bune de negociere,
numai unii transforma aceste negocieri in
oportunitati pentru intreprindere. Acest subiect ii
intereseaza si pe tinerii cercetatori.

Investigand aceastd tema, credem cid vom
obtine anumite raspunsuri la intrebarea: care sunt
calitatile de care trebuie sd dispuna o persoand, ca
sa devina un negociator de performanta?

Printre alte argumente identificate, care se
impun pentru cercetarea acestei teme, se Tnscriu:

- intelegerea rolului negociatorului in pro-
cesul de demarare a tratativelor;

- elucidarea importantei persoanei-nego-
ciator;

- analiza tipurilor de personalitati parti-
cipante la procesul de negociere;

- identificarea calitatilor personale ale nego-
ciatorului;

logical, socio-cultural, political and institutional
environment.

As the multiple variables evolve in an
accelerated rate and not necessarily in a pre-
dictable manner, we will analyse the qualities
that a negotiator must have in order to cope with
the existing situation in the tourism business
environment.

What is currently expected from a strate-
gist-negotiator is not only his training as a good
and rational speaker, knowledgeable of the
tourism field, but he must also have the ability to
foresee the evolution of changes that may affect
the tourism business; to adapt to the ever
changing environment of the tourism market; to
exploit the smallest opportunities offered by the
external environment of the tourism enterprise;
to be flexible to technological, competitive, cul-
tural, social and economic changes.

The purpose of the research is to appre-
ciate the role of negotiator in identifying new
opportunities for the development of the tourism
business, based on his personal and professional
qualities.

Topicality of the theme proposed for
investigation

Along with managers and the leader, the
negotiator is one of the characters who strongly
influences the businesses in the tourism environ-
ment. This explains the need to understand the
profile of such a character, his characteristics and
how to act in different situations.

Various specialists have sought to under-
stand and describe the negotiator’s personality.
This took place because, although many busi-
ness people have some negotiation ideas, only a
few turn these negotiations into opportunities for
the enterprise. This topic is also interesting for
young researchers.

By investigating this topic, we believe
that we will get some answers to the question:
what qualities must a person have in order to
become a performance negotiator?

Among the other identified arguments,
which are required for researching this topic are:

- understanding the role of the negotiator in
the process of starting negotiations;

- elucidating the importance of the nego-
tiator;

- analysis of the types of personalities
participating in the negotiation process;

- identification of the negotiator’s personal
qualities;
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- estimarea gradului de pregatire a nego-
ciatorului.

Metodologia de cercetare

Metodologia de cercetare se va axa pe
demersurile dedicate documentarii, analizei
comparative, elaborarii de solutii si modele de
investigare a realitdtii, previzionarea unor eve-
nimente ce se refera la modul de organizare si
desfasurare a negocierilor in businessul turistic,
precum si in aprecierea rolului persoanei-
negociator in demararea acestui proces. Cer-
cetarea stiintifica va fi efectuatd prin prisma celor
trei factori de baza: cercetarea stiintifica funda-
mentald, cercetarea stiintifica aplicata si dezvol-
tarea tehnologica. Metodologia cercetarii va
implica: analiza si caracteristica domeniului
negocierilor aferent businessului turistic; institui-
rea si aplicarea unor principii si reguli de desfa-
surare a investigatiilor; precizarea instrumentelor
de lucru pentru culegerea, generarea si interpre-
tarea datelor, strategiilor de abordare si tratarca
analitica. Cercetarea realizatd comportd un carac-
ter aplicativ, deoarece se raporteaza la un dome-
niu concret i anume la businessul turistic.

Relevanta articolului. Investigarea acestei
teme va permite extinderea orizontului de cunos-
tinte privind modul de organizare si desfagurare
a negocierilor de afaceri specifice businessului
turistic, respectiv, prin deducerea anumitor
concluzii stiintifice.

Rezultate si discutii

Negociatorul are un rol central in procesul
negocierii comerciale internationale in domeniul
turismului. Studiile de specialitate si experienta
practica denota cé reusita acestui proces depinde,
intr-o mare masura, de o succesiune de calitati si
trasaturi de personalitate. Deci, negociatorul este
0 personalitate, care ,, trebuie sa-si alinieze valo-
rile personale la principiile corecte, astfel, incat
acestia vor fi eliberati de perceptii gresite si de
prejudecdti eronate” [5, pag. 52].

Personalitatea, 1n opinia cercetatorului
roman loan Popa, reflectd, din punct de vedere
socio-psihologic, natura intima a unei persoane,
eul individual al acestuia, pe cand stilul este
modul in care acea persoand se manifestd in
exterior, in interactiune cu celelalte persoane.
Stilul este descrierea personalititii, asa cum se
manifestd aceasta Intr-un timp, spatiu si un
context dat [7].

Tipurile de personalitate au fost iden-
tificate si descrise de Karl Leonhard [4], fiind
elucidate Tn tabelul 1.
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- estimation of the negotiator’s level of
training.

Research methodology

The research methodology will focus on
the approaches dedicated to documentation,
comparative analysis, development of solutions
and models for investigating reality, forecasting
of some events that refer to the way of
organizing and conducting negotiations in the
tourism business, as well as in appreciating the
role of the negotiator in starting this process.
Scientific research will be carried out through
the three basic factors: fundamental scientific
research, applied scientific research and techno-
logical development. Research methodology will
involve: analysis and characterization of the
field of negotiations related to the tourism
business; establishment and application of some
principles and rules for conducting investiga-
tions; specification of working tools for collec-
ting, generating and interpreting data, approach
strategies and analytical approach. The carried
out research has an applicative character,
because it refers to a specific field, namely the
tourism business.

Relevance of the paper. Investigation of
this topic will allow to broaden the horizon of
knowledge regarding the way of organizing and
conducting business negotiations specific to the
tourism business, respectively by formulating
certain scientific conclusions.

Results and discussions

The negotiator plays a central role in
the process of international trade negotia-
tion in the field of tourism. Specialized stu-dies
and practical experience show that the success of
this process depends, to a large extent, on a
series of qualities and personality traits. So, the
negotiator is a personality, which “must align
his personal values with the correct principles,
so that they will be released from misperceptions
and misconceptions™ [5, p. 52].

According to the Romanian researcher
loan Popa, personality reflects, from a socio-
psychological point of view, the intimate nature
of a person, his own self, while the style is the
way in which that person manifests externally,
in interaction with the other people. The style is
the description of the personality, as it manifests
itself in a given time, space and context [7].

The personality types were also identified
and described by Karl Leonhard [4], being
elucidated in table 1.

— =



ECONOMIE, BUSINESS S| ADMINISTRARE / ECONOMICS, BUSINESS AND ADMINISTRATION

Tabelul 1/Table 1

Specificatia tipurilor de personalitate/ Specification of personality types

Nt Tipuri de personalitati/ L. .
crt./ - ’ Caracteristica/ Characteristic
No Personality type
. . Lauda de sine, comportament asertiv, tendintd de auto-
Fire demonstrative/ s NS . . ° .
1. . compatimire, pripeald in decizii./ Praise of self, assertive
Demonstrative nature . . . ) .
behaviour, tendency to self-pity, hastiness in decisions.
2 Fire hiperexacta/ Verificari nesfarsite, asigurari excesive, minufiozitate exagerata./
" | Hyper-exact nature Endless checks, excessive insurance, exaggerated thoroughness.
Sensibilitate, predispozitia de a se simti cu usurintd jigniti, setea
3 Fire hiperperseverenta/ de prestigiu personal, continua banuiala etc./ Sensitivity,
" | Hyper-persevering nature | predisposition to feel easily offended, thirst for personal prestige,
continuous suspicion, etc.
. a A s Predominatia instinctelor si sentimentelor asupra considerentelor
Fire nestapanita/ . ’ : PR . .
4. rationale./ Predominance of instincts and feelings over rational
Unstoppable nature e .
considerations.
Pozitivista prin excelentd, subestimeaza necazurile vietii, este
T mereu in actiune, manifestd bogatie de idei si de sentimente,
Fire hipertimica/ L o ’ ? ;
5. : superficialitate./ Positivist par excellence, underestimates the
Hypertensive nature e . : A .
troubles of life, is always in action, rich in ideas and feelings,
superficiality.
Severitate, investire puternica in evenimente triste, ritm de gandire
6 Fire distimica/ sau actiune mai scazut, altruist, sobru, sistem etic riguros./
" | Dysthymic nature Severity, strong investment in sad events, lower thinking or action,
altruistic, sober, rigorous ethical system.
Fire labila/ Presupune alternanta starilor hipertimice cu cele distimice./
Labile nature Implies the alternation of hypertensive states with dysthymic ones.
. o Reactie excesiv de intensa fata de diferitele intamplari din viata,
Fire exaltata/ L . X ’ . . . :
8. disperare./ Excessively intense reaction to different life events,
Exalted nature .
despair.
. L Posibilitatea supracomensarii, atitudine de sigurantd de sine,
Fire anxioasa/ y Lt . ;
9. ; arogantd. /Possibility of overcompensation, self-assurance,
Anxious nature
arrogance.
10 Fire emotiva / Sentimentalism, milos, impresionabil in fata artei, naturii./
" |Emotional nature Sentimental, merciful, impressionable in front of art, nature.
Orientare dominanta spre lumea perceptiei si nu a imaginatiei,
. . sociabilitate, atractie pentru noi caldtorii, noi experiente,
Fire extrovertita/ ) . . . X ;
11. influentabil./ Dominant orientation towards the world of
Extroverted nature ’. . L Lo .
perception and not imagination, sociability, attraction for new
journeys, new experiences, easily influenced.
Preponderenta reprezentérilor fatd de perceptii, a unei scazute
influente a evenimentelor exterioare asupra propriilor ganduri,
.. o indepartare de realitate, lume proprie, Inclinatie spre viata
Fire introvertita/ ndepar ’ prop . HE - Sp ;
12. launtrica./ Preponderance of representations with regard to

Introverted nature

perceptions, of a low influence of external events on one's
thoughts, departure from reality, one's own world, inclination
towards the inner life.

BEl—

Sursa: adaptat de autor dupa Karl Leonhard [4]/ Source: adapted by author according
to Karl Leonhard [4]
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Totodata, Curry Jeffery Edmund a realizat
o altd analiza a persoanelor, care, in opinia sa,
trebuie sa fie tinute departe de participarea la
procesul de negocieri. In tabelul 2, sunt
caracterizate persoanele care ,,nu au stofa” de

At the same time, Curry Jeffery Edmund
carried out another analysis of people who, in
his opinion, must be far from participating in the
negotiation process. In table 2, are characterized
people who have nothing to do with negotiation.

negociatori.
Tabelul 2/ Table 2
Tipuri umane care nu sunt recomandate pentru calitatea de negociator/
Human types that are not recommended for negotiating quality

Nr. . .
crt./ Tipuri umane/ Caracteristica/ Characteristic
No. Human types

1 2 3

Tip uman care se plange intotdeauna de ceva, chiar si in cazul in
care au conditii foarte bune de lucru. Atat deplasarea, cét si stresul
negocierilor, li se vor parea insuportabile./ Human type who always
complains about something, even if they have very good working
conditions. Both the displacement and the stress of the negotiations
will be unbearable.

1 Plangiretii/
" |Whiners

Spiritul de unitate este indispensabil Tn negocieri, iar persoanele
care 1si stabilesc singure planul de actiune sau care vor si iasd in
evidenta vor submina efortul colectiv al echipei de negociatori./
The spirit of unity is indispensable in the negotiations, and
the people who establish their action plan alone or who want
to stand out will undermine the collective effort of the negotiating
team.

5 Complotistii/
" | Connivers

Indiferent de tipul bigotismului (rasial, cultural, discriminare ntre

Bigotii/ sexe), acesta nu poate duce la o tranzactie reusita./ Regardless of
Bigots the type of bigotism (racial, cultural, gender discrimination), it
cannot lead to a successful transaction.
Desi sunt persoane mai competente decat plangaretii, persoanele
. ,»CU pretentii” nu pot obtine rezultate foarte bune, decat daca li se
Mimozele/ : ’

4. Hothause flowers ofera conditii ideale./ Although they are more competent people
than the complainants, the "pretentious™ people cannot achieve very
good results unless they are offered ideal conditions.

In cazul acestui tip de persoane, exista riscul neadaptarii rapide si
corespunzatoare la noile conditii de mediu, putind astfel perturba
strategiile si activitatea echipei de negociatori./ In the case of this
type of person, there is a risk of rapid and appropriate adaptation to
the new environmental conditions, thus disrupting the strategies and
activity of the negotiating team.

Delicatii/
Delicates

Sursa: adaptat de autor dupa Curry Jeffery Edmund [2, p.82-86]/ Source: adapted by author
according to Curry Jeffery Edmund [2, p.82-86].

In vederea enuntirii calititilor profe-
sionale ale unui negociator, In opinia noastra,
trebuie si se aibd in vedere doud aspecte. In
primul rénd, este vorba de competenta sa in
domeniul businessului turistic, care are relevanta
pentru negocierea comerciald internationald. Cu
alte cuvinte, un negociator in turismul inter-
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In order to state the professional qualities
of a negotiator, in our opinion, we must consider
two aspects. First of all, it is about his com-
petence in the field of tourism business, which
has relevance for international trade negotiation.
In other words, a negotiator in international
tourism must have a well-channelled specia-
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national trebuie sd aibd o specializare bine
canalizatd Tn acest domeniu, dar sa nu fie doar
negociator ,,bun la toate”.

Tn al doilea rand, este necesar si se tina
cont de competentd in negociere, ceea ce presu-
pune o pregitire teoreticd (studii) si practica
(experientd) adecvata in domeniul businessului
turistic. In masura in care negocierea este o
,»stiintd”, adica o ,,profesie”, care se poate Invita,
persoana interesatd trebuie sa se pregiteascd —
din carti, facand studii de specialitate si practica
n domeniu — atat pentru a corespunde cerintelor,
cat si pentru a se angaja intr-0 negociere con-
cretad de succes.

Pentru a participa la negocieri interna-
tionale — in opinia lui Christophe Dupont, se
cer, Tn mod deosebit, citeva calitati specifice,
cum ar fi [3]:

e capacitatea de comunicare, respectiv:
facilitate 1n transmiterea propriilor idei si
informatii si receptivitate la parerile
si reactiile interlocutorului. Aceasta in-
seamna, in particular, posibilitatea de inte-
legere si exprimare corectd intr-una sau
mai multe limbi utilizate in afacerile inter-
nationale, intr-0 ordine de importanta,
care tine de specificul cultural al interlo-
cutorului;

e capacitatea de empatie, respectiv, de
transpunere in conditia psiho-afectiva
de intelegere exacta a pozitiei si motiva-
tiillor sale. Aceasta presupune toleranta
culturala, acceptarea si valorizarea diver-
sitatii, fara insa sa se ajunga la mimetism
cultural, imitare culturald sau la o abor-
dare bazata pe stereotipuri,

« capacitatea de asumare de responsabilititi,
»curajul prudent” in actiunile pe care
intentioneaza sa le puna in aplicare;

e registentd psihicda si fizicd in situatii de
negocieri Tndelungate, cu elemente de sur-
priza si stres, intr-un context nefamiliar.
Tindnd cont de caracterul complex al

negocierii, formarea de profesionisti in domeniul
turismului prezuma o pregitire pe mai multe
planuri, dupa cum urmeaza:

= al cunostintelor. In ceea ce priveste do-
meniul cunostintelor, in formarea nego-
ciatorilor, urmareste asimilarea, de catre
viitorii negociatori, a principalelor carac-
teristici ale negocierii: tipologie, structura
si conditii, roluri, proceduri, faze, reguli,
dimensiuni etc.;

lization in this field and not be just a “good at
all” negotiator.

Secondly, it is necessary to consider the
negotiation competence, which means adequate
theoretical (studies) and practical (experience)
training in the field of tourism business. To the
extent that negotiation is a “science”, that is a
“profession” that can be learned, the interested
person must learn from books, gaining pro-
fessional and practical education in the field,
both to meet the requirements and engage in
successful practical negotiation.

In order to participate in the international
negotiation, according to Christophe Dupont’s
opinion, a few specific qualities are required,
such as [3]:

e communication capacity, respectively:
facility in transmitting one’s ideas and
information and receptivity to the inter-
locutor’s opinions and reactions. This
means, in particular, the possibility of
correct understanding and expression in
one or more languages used in inter-
national affairs, in an order of importance
which is in keeping with the cultural
specificity of the interlocutor;

e capacity of empathy, respectively of
transposition in the psycho-affective con-
dition of an exact understanding of its
position and motivations. This means cul-
tural tolerance, acceptance and enhan-
cement of diversity, without, however,
reaching cultural mimicry, cultural imi-
tation or stereotype-based approach;

o ability to take responsibility, “prudent
courage” in the actions they intend to
implement;

e psychic and physical resistance in situa-
tions of long negotiations, with elements
of surprise and stress, in an unfami-
liar context.

Taking into account the complex nature of
negotiation, the training of professionals in the
field of tourism implies a preparation on several
levels, as follows:

= of knowledge. With regard to the field of
knowledge, in training negotiators, is
aimed the assimilation of the main nego-
tiation features by the future negotiators:
typology, structure and conditions, roles,
procedures, phases, rules, dimensions, etc.;

= of attitudes and feelings. Are taken into
account the emotions that may arise
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» al atitudinilor si sentimentelor. Se au in
vedere emotiile, care pot surveni in cadrul
negocierilor, mizele si riscurile asociate,
asteptarile, precum si atitudinea fatd de
echitate si justitie;

= al vrelatiilor interpersonale. Domeniul
relatiilor interpersonale presupune dez-
voltarea capacitatii de comunicare, de
edificare a unor raporturi intre persoane
sau in cadrul grupurilor, precum si
abilitatea de exprimare si capacitatea de a
genera incredere, de a rezolva situatiile
conflictuale;

= al dezvoltarii personale. Dezvoltarea
personala se raporteaza la aspecte precum:
puterea de convingere si vulnerabilitatea
personald ce tin de temperament si stil de
abordare, flexibilitatea stilului Tn raport cu
situatiile variate si schimbdatoare, dar si
competenta si abilitatea Tn general.

Tn literatura de specialitate, negocierea
este caracterizatd ca fiind ,.stiintd si artd”, no-
tiuni, care In cazul nostru, identificd doud
dimensiuni ale personalitatii negociatorului:
competenta si talentul. Pe de altd parte, orice
negociator se defineste prin apartenenta la o
anumitd culturd, expresie a factorilor deter-
minanti — nationali si corporationali — ai formarii
sale profesionale si spirituale [1].

Evident, orice manager trebuie sa dispuna
de calitati si pregatire de negociator, desi acest
lucru, spre regret, nu se intampla tot timpul. Cu
toate acestea, indiferent de faptul cd existd sau
nu aceastd suprapunere de calitati, managerul
trebuie sa fie pregatit tot timpul pentru Tnde-
plinirea functiilor de negociere.

Pentru exercitarea prerogativelor sale,
managerul, in calitate de negociator, trebuie sa
asigure indeplinirea mai multor cerinte:

e sa dispund de informatie completd despre
obiectul negocierii;

e si se documenteze asupra punctelor slabe
ale oponentului;

e sdnegocieze In limita competentelor sale;

e sda respecte mandatul incredintat de
intreprinderea turistica;

e sa promoveze strict
prinderii;

e sa renunte la negocieri, daca balanta este
inclinata in favoarea oponentului.

Luidnd in considerare cd numeroase
intreprinderi turistice din Republica Moldova

interesele 1intre-
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during negotiations, stakes and associated

risks, expectations, as well as the attitude

towards fairness and justice;

= of interpersonal relationships. The field
of interpersonal relationships involves the
development of the capacity for commu-
nication, for building relationships bet-
ween people or within groups, as well as
the ease of expression and the ability to
build trust, to solve conflict situations;

= of personal development. In terms of per-
sonal development, aspects such as:
strength and personal vulnerability related
to temperament and approach style, flexi-
bility of style in relation to varied and
changing situations, as well as compe-
tence and ability in general are considered.

In literature negotiation is characterized as
“science and art”, notions that in our case
identify two dimensions of the negotiator’s
personality, namely: competence and talent. On
the other hand, any negotiator is defined by
belonging to a certain culture, an expression of
the determining factors — national and corporate
— of his professional and spiritual formation [1].

Obviously, any manager must have the
qualities and training of a negotiator, although
this thing, unfortunately, does not happen all
the time. However, regardless of whether or not
this overlap of qualities exists, the manager
must be always prepared to perform negotiation
functions.

In order to exercise his prerogatives, the
manager as a negotiator must ensure that several
requirements are met:

e to have complete information on the
subject of negotiation;

e to document about the weaknesses of the
opponent;

e to negotiate within the limits of his
competences;

e to comply with the mandate entrusted by
the tourism enterprise;

e to strictly promote the interests of the
company;

e to abandon negotiations if the balance is
inclined towards the opponent.

Considering that many tourism enterprises
in the Republic of Moldova operate on both the
national and international tourism markets, the
problems of selecting and training negotiators
are a very pressing need, given the shortcomings

— Em
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activeaza atdt pe piata turisticd nationala, cat si
pe cea internationald, problemele selectarii si
formarii negociatorilor reprezintd o necesitate
foarte stringentd, avand in vedere carentele si
lipsa de experientd a celor vizati sa duca
tratative cu partenerii straini experimentati.

Referindu-ne la turismul national, in
opinia cercetatorului stiintific Nicolae Platon,
. prezintd niste aranjamente turistice care au la
baza consum turistic, practicat de rezidentii unei
tari atdt pe teritoriul tarii, cdt si peste hotarele
sale” [6, pag 82].

Turismul international, ca parte compo-
nentd a businessului turistic, presupune, de
asemenea, ,,aranjament turistic care prevede
deplasarea temporarda a unor persoane dintr-0
tara in alta, diferita de cea de resedinta, pe un
anumit itinerar sau ntr-o anumita zona
turisticd, in scopul satisfacerii unor necesitati de
ordin social, cultural, spiritual, sportiv medical
sau economic™ [6, pag. 82].

In aceste conditii, toate aranjamentele
presupun negocieri. In vederea selectirii per-
soanelor abilitate pentru a fi antrenate Tn pro-
cesul de negociere, trebuie sa se tind cont de
urmatoarele cerinte: calititi native, buni psiho-
logi, rezistenta fizicd, inteligenta, precum si pre-
gatire de specialitate, insotitd de o cultura ge-
nerald adecvata.

Trebuie sd mentionam ca portretul ideal al
unui negociator este prezentat ntr-o maniera
diversificata de catre diferiti autori. Aceste deose-
biri de puncte de vedere survin atat ca urmare a
modului personal in care trateazd problema unii
autori, cat si datoritd deosebirilor de acceptiuni
morale, etice, culturale etc.

Tn opinia noastra, negociatorul trebuie si
se caracterizeze printr-un coeficient sporit de
inteligentd, aceasta ajutdndu-l sa gaseasca
solutii corecte intr-un mediu complex si, adesea,
contradictoriu de dispute, sa asimileze cu usu-
rintd problemele noi care apar intr-0 situatie sau
alta, sd faca fatd obiectiilor sau unor provocari
ale partenerilor.

Memoria perfecta este un alt atribut nece-
sar negociatorului, intrucat acesta se afla in
situatia de a duce tratative, fard a avea in fatd o
ampla documentare, iar partenerul poate sa-i
solicite numeroase date si informatii. Memoria
perfectd este necesara si utila chiar in cazul
tratativelor esuate, deoarece datele obtinute pot
constitui puncte de reper pentru relansarea unor
negocieri viitoare.

and the lack of experience of those concerned to
conduct talks with experienced foreign partners.

Referring to national tourism, according
to scientific researcher Nicolae Platon, it “presents
tourism arrangements that are based on tourism
consumption, practiced by residents of a country
both in the country and abroad” [6, p. 82].

International tourism, as part of the tou-
rist business, also means “a tourism arrange-
ment that provides temporary movement of per-
sons from one country to another, different from
their residence, on a specific route or tourist
area, in order to meet social, cultural, spiritual,
medical, sport or economic needs™ [6, p. 82].

Under these conditions, all arrangements
involve negotiations. In order to select the per-
sons empowered to be involved in the nego-
tiation process, the following requirements must
be considered: native qualities, good psycho-
logist, physical endurance, intelligence, as well
as specialized training, accompanied by an
appropriate general culture.

We must mention that the ideal portrait of
a negotiator is presented in a diversified manner
by different authors. These differen-ces of points
of view arise both, as a result of the personal
way in which one or the other authors treat the
problem, as well as due to the differences of
moral, ethical, cultural acceptances, etc.

In our opinion, a negotiator should be
characterized by an increased coefficient of
intelligence, helping him to find the right solu-
tions in a complex and often contradictory
environment of disputes, to easily assimilate the
new problems that arise in one situation or
another, to address the objections or challenges
of the partners.

The perfect memory is another attribute
necessary for the negotiator, because he is in a
position to conduct negotiations without having
extensive documentation in front, and the
partner can request numerous data and infor-
mation. The perfect memory is necessary and
useful even in the case of the failed negotiations,
because the obtained data can be landmarks for
relaunching future negotiations.

Rationality, respectively the ability to
prioritize problems, represents the added value
of the negotiator, if we consider that negotiation
as such is usually a chain of compromises where:
you need to know when to give up or when to
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Ratiunea, respectiv abilitatea de a ierar-
hiza problemele, constituie valoarea adaugata a
negociatorului, dacd avem In vedere cd nego-
cierea, ca atare, constd, de reguld, intr-un lant de
compromisuri, in timpul carora trebuie si stii:
cand sa cedezi sau cand si fortezi castigul
si cand sa te opresti, pentru a nu esua in tra-
tative, In care esti pe punctul de a fi castigator.
Rigiditatea, ca trasatura opusa ratiunii si flexi-
bilitatii, poate sd compromitd negociatorul,
avand drept consecintd efecte negative asupra
intreprinderii turistice.

Tinuta morald ireprosabild trebuie sa-
ajute pe negociator sa reziste tentatiilor, care pot
aparea, relativ frecvent, in businessul turistic
national si international. Fard indoiald, busi-
nessul turistic national si cel international cu-
prind numeroase exemple, in care regulile eticii
si ale moralei afacerilor sunt incélcate in mod
flagrant. Insi, mai devreme sau mai tarziu,
negociatorii care 1si etaleaza activitatea pe prac-
tici necinstite si imorale riscd sa esueze.

Orizontul cultural reprezinta o alta cerinta
de ordin general. Aceasta este 0 problema de
mare complexitate, fiindcd negociatorii din
domeniul turismului activeaza in medii culturale
diferite. In conditiile globalizarii sub multiple
aspecte ale problematicii economiei contempo-
rane a turismului, diferentele de culturd si de
stiluri in negocieri au o tendintd evidentd de
diminuare, dar, totusi, rdiman importante.

In majoritatea lucrarilor despre negociere,
se fac referiri la o serie de stiluri de negociere,
raportate la particularitatile ce tin de tarile din
care provin negociatorii.

Concluzie

Calitatea procesului de negocieri, nivelul
rezultatelor obtinute, precum si competitivitatea
intreprinderilor turistice, depind de nivelul de
pregatire, de calitatile si abilitatile personalului
implicat Tn negocieri.

Rezultatele diferite obtinute de citre intre-
prinderile turistice se datoreaza, In mare parte,
modului de gandire si actiune al negociatorilor.

Din aceastd cauza, pregitirea persona-
lului, care urmeaza sa fie antrenat in procesul de
demarare a negocierilor, trebuie organizata
pentru toate intreprinderile turistice din tara. In
acest sens, negociatorii, pe langa insusirea unui
set de metode si tehnici derivate din instrumen-
tarul modern al managementului negocierilor,
trebuie sa-si modifice mentalitatea si atitudinea
fata de procesul de desfasurare a negocierilor.
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win, when to stop, for not to fail in negotiations
where you are about to be a winner. Rigidity, as
a feature opposed to reason and flexibility can
compromise the negotiator, resulting in negative
effects on the tourism enterprise.

Irreproachable moral must help the
negotiator to resist the temptations that may
occur relatively frequently in the national and
international tourism business. Undoubtedly,
the national and international tourism business
contains numerous examples where the rules of
business ethics and morals are flagrantly vio-
lated. But sooner or later negotiators who dis-
play their activity on dishonest and immoral
practices risk to fail.

The cultural horizon represents another
general requirement. This is a problem of great
complexity because the tourism negotiators
operate in different cultural environments. In the
conditions of globalization under multiple
aspects of the contemporary tourism economy,
the differences in negotiation culture and style
have a clear tendency to diminish, but they still
remain important.

We note that in most of papers about
negotiation, reference is made to a series of
negotiation styles, arising from the particula-
rities of the countries from which the negotiators
come from.

Conclusion

Quality of the negotiation process, level of
the obtained results, as well as competitiveness of
the tourism companies depend on the level of
preparation, qualities and skills of the personnel
involved in negotiations.

Different results obtained by the tourism
companies are due in large part to the nego-
tiators’ thinking and action.

For this reason, training of personnel, who
will be involved in the process of starting
negotiations, must be organized for all tourism
companies in the country. In this respect, nego-
tiators, in addition to acquiring a set of methods
and techniques derived from the modern
instrument of negotiation management, must
change their mentality and attitude towards the
process of conducting negotiations.

The content of the programs designed to
train managers, who will be involved in the
process of conducting business negotiations,
must include the following activities:

—
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Continutul programelor, destinate prega-

tirii managerilor care vor fi antrenati in procesul
de desfasurare a negocierilor de afaceri, trebuie
sd includa urmatoarele activitati:

programe compacte, la care managerul-
negociator participa in afara intreprinderii
turistice, n institutii specializate;

cursuri postuniversitare organizate n
afara Intreprinderii turistice, de institutii
de invatdmant superior, pe o problema

compact programs in which the manager-
negotiator participates outside the tourism
enterprise, in specialized institutions;
postgraduate courses organized outside
the tourism enterprise by higher education
institutions, on a specialized issue in the
field of negotiation management;

periodic trainings organized within the
tourism enterprise in which the managers
operate;

specializatd in domeniul managementului

negocierilor;

e instruiri periodice organizate in cadrul
intreprinderii turistice, in care activeaza
managerii;

o schimburi de experientd cu intreprin-
derile turistice similare din tard sau din
strainatate.

Pregatirea managerilor-negociatori trebuie
inclusd obligatoriu in activitatea cotidiand a
intreprinderii turistice, deoarece de performan-
tele acestei categorii de personal depinde suc-
cesul sau insuccesul negocierilor in afaceri.

e exchanges of experience with similar tou-
rism companies in the country or abroad.
Training of managers-negotiators must be

included in the daily activity of the tourism
enterprise, because the success or failure of the
negotiations in business depends on the perfor-
mances of this category of personnel.
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