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				AUTHOR’S FOREWORD

				The rate of change in the business actuality is unavoidable and so it is important to suggest to the reader that they look at the following examples by contextualizing it to the cultural and economic reality of their country, as well as the time in which it was written (January 2010). Since then new occurrences happened, and the statistic data which was presented and even the examples which were used have become hastily outdated. 

				Some agents have suspended and interrupted their activity, other occurrences may have happened. New teams have been formed or reorganized, and even the business structures have been altered. But the key ideas illustrated by practical cases have been maintained for contemplation. The importance of the role of business managers in the decision process for the support of cultural projects, in the patronage process, in the inclusion of the support to cultural initiations in the strategy of external and internal communication are featured in this contemplation. On the other hand, the professionalism on part of the offer, the credibility of the projects, the continuity and sustainability are also not to be overlooked. It is important to understand the perspective of the cultural agents and advocates of cultural initiatives and projects, but it is also crucial to understand the viewing angle and business interest in the ongoing support of cultural activities. These are the contemplations and views which are shared in this book.
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				PROLOGUE

				What do we know of the diverse field of sociability established amongst employees of large companies such as EDP or EPAL? And what about the common initiatives of cultural nature which have emerged from the workers of Banco de Portugal or Vista Alegre and which are often relegated to media invisibility, but that are still an outstanding contribution to the improvement of the working environment?

				On January 29, 2015, Amy Adkins posted on the Gallup webpage the results of the prestigious survey conducted by the mentioned consulting firm: only one-third of US workers were satisfied with their job, despite the wage increase (moderate). However, it did not come as a novelty, quite the contrary, since it only reveals the perpetuation of a situation of structural nature. Given this, large companies, both public and private, were not oblivious to this challenge, opting for the promotion and support of cultural and leisure activities born, managed and promoted by their workers. Some will categorize it as ‘entrepreneurship’ others as ‘initiatives’ as a result of the convergence of similar cultural tastes on the part of the workers; there could also be some who, from somewhat more political and/or syndicalist positions, hint at the parallelism with the social (and political) control that the employers of industrial colonies of the western Mediterranean basin had exercised for two hundred years through the construction of theatres, casinos and schools within the industrial colonies. In any case, it is known that the promotion and development of cultural and/or leisure activities is one of the key points in the achievement of greater job contentment, both individually and collectively. Hence, the importance of this book and the research work carried out by the author, Cármen Monereo.
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				Entrepreneurship related to the promotion and development of new cultural and/or leisure initiatives arising from the employees’ lives is part of a new business management paradigm that combines the internal dynamics of workers with the different strategies and marketing initiatives associated with the production of the company’s brand. The analysis of this complex paradigm, carried out by the author for the cases of the theatre group A Ribalta from the company Vista Alegre/Atlantis; the group Utopia Teatro from EDP’s Personnel Club; H20 – Theatre group of the Personnel Place from EPAL; and the D’Artes e Comédias group of the Sports and Cultural Group from Banco de Portugal, constitutes a fundamental advancement in the understanding of the constant, reciprocal and highly stimulating dialogue established between the sociocultural practices of companies and their strategic business communication plans. It should also be added the promotion of new interpersonal relationships amongst workers, which in times of extreme individualism (very often erroneously promoted by the direction and management bodies of numerous companies), constitutes a bet for a greater participatory culture in companies: are we on the way of soft cooperatives? The debate has been launched.

				If the reader has recently thought of carrying out a cultural project, this book by Cármen Monereo will be of great help. The author strongly encourages undertaking, creating your own cultural management project, publicizing this same project, developing the established work plan and guiding it to a diverse audience. In addition, Cármen Monereo will demonstrate how to present your plan to potential funders, while suggesting how to best ensure the financial sustainability of the project.

				Lastly, and if possible most importantly, the perfect actuality of the structuring axis of this book should be highlighted. Cultural initiatives such as the Ribalta theatre group, Utopia Teatro, H20 and D’Artes e Comédias are considered neither in the objectives nor in the priority axes, and not even their promotion enters into the measures collected in the Operational Schedule of Culture concerning the Structural Funds and Culture in the period of 2000 to 2020. However, this book by Cármen Monereo shows that beyond budget constraints, there are still opportunities for 
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				financing cultural initiatives that, beyond the profit that their companies can present, are one of the most efficient instruments in the achievement of a Portuguese society that is socially inclusive, culturally innovative and entrepreneurially committed with the society which it serves.

				Jordi Nofre, PhD 
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				INTRODUCTION

				This book presents empirical research on the performance of several Portuguese business relation to their interaction and interactivity in the sphere of national culture, sustaining a theoretical approach that crosses the fields of Communication, Marketing and Management of Cultural Projects. 

				Designed to be a work about creation, organization and management of cultural projects, the main objective is to make way for contemplation on some important aspects on the role of companies in supporting internal cultural activities, with the company having its own cultural agent, an initiative based on some principles of communication sciences, marketing and management. 

				How to undertake, how to create a cultural management project and knowing how to disseminate it to a distinguished and diverse audience, how to guarantee its sustainability as well as transmit to its entrepreneurs who financially support its existence, the need for continuity. How to induce people and companies to participate and enable those cultural initiatives and manifestations can be an instrument of internal communication in the context of organizations. It also contributes to the social practices that positively enhance social dynamics.

				Admittedly, within a company, the sense of belonging is fundamental, and the phenomenon of socialization is essential in the organizational culture, but it is also true that involving the workers in a more entertaining way influences their behaviour. 

				On the other hand, and from a different perspective, the applicability of cultural marketing has aroused more and more interest from heterogeneous audiences. The state is directed to the definition of cultural policies, their implementation and evaluation of the impact of the defined guidelines. Furthermore, 
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				private sector entities, by allying themselves with cultural initiatives, show interest in associating their brands with Culture. In other words, cultural promotion through intervention in the cultural field may not be limited to purely direct financial objectives but there are other interests that transcend financial limits. 

				In fact, when it came to choose the theme of this book it was fundamentally based on three factors: the first is due to my academic interest and professional experience within the subjects of communication, marketing and entrepreneurship.

				The second is my interest in exploring the dialogue that is established between the practices of companies’ sociocultural initiatives and how they intersect with the strategic plans of communication of companies, which also results from the fact that this topic has been underexplored either theoretical or empirically with the study of cases of large companies.

				The third-factor results from the fact that theatre groups with non-professional actors, such as corporate projects, exist in Portugal in a reduced number, with a tendency to decrease. Despite the entrepreneurial initiatives to support culture, such as sponsors and patrons and the growing relationship between economy and culture, it is increasingly clear the complementarity that culture provides to communication strategy, business positioning (Reis, 2003) and even people management.

				The state administration acts directly in the implementation of cultural policies when it creates and maintains cultural institutions of public nature and acts indirectly by encouraging the participation of private initiative in the promotion of cultural production through cultural incentive laws, more specifically through patronage laws, as has happened in Portugal since August 1986. Thus, depending on their competences, the state stimulates the cultural intervention of Portuguese companies. It recognizes and gives visibility to a practice. It publishes and transfers, to the private companies, the support needed for the realization of these cultural projects, rewarding them with the benefit of tax deductions. 

				However, the focus of what is being discussed is in the scope wherein the business assumes a participatory role in cultural initiatives, along with cultural producers.
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				The research carried out under the scope of this subject critically evaluates the current state of business interaction; it investigates new ways of developing the role of cultural institutions and their networks, service providers and cultural centres of social and organizational innovation. 

				It is true that in any investigation, the greatest difficulty lies in obtaining quantitative or qualitative data. In order to collect the former, an exhaustive research was required with statistical data collected from the National Statistical Institute of Portugal on leisure, distraction and culture, whilst the latter was obtained from interviews to participants in cultural events, particularly theatrical practice, namely professionals and collaborators of organizations where there are theatre groups. 

				As a result, the book is structured into four parts: in the first part the theoretical frame in the field of Communication Sciences, over the cultural audiences and the creative industries is presented; 

				Secondly the practical cases chosen for the comparative analysis are characterized; afterwards the principles of management of cultural organizations are presented, from its inception, along with the specific case of the creation of an amateur theatre group; and, lastly, a brief conclusion on the presented subject. 

				For this to be possible, two aspects of this research were essential: the first one is the theoretical survey, essential in the theoretical fields of communication, marketing and cultural management, for the realization of a comparative analysis based on interviews and direct observation. 

				Through semi-structured interviews, which lasted one hour and thirty minutes, it was essential to converse with the people that were involved in these initiatives. It was sought to know who the protagonists are, identify their motivations, the beginning of their artistic activity, the theatre groups they went through and past experiences, the directors who worked with the group, the shows they presented, essentially, we needed to understand their artistic path. 

				In this research carried out over a period of twelve months, with field work included, it was also intended to collect data in order to carry out a comparative study on the organizational methods and the functioning of these non-professional theatre groups, 
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				identify their financial sources, namely forms of patronage and self-financing, understand the constitution process of their teams and their involvement, identify typologies of cultural scheduling, procedures used for capturing the attention and building audiences, action guidelines and strategies, as well as marketing and communication techniques implemented in cultural management projects. 

				The second consisted in the knowledge of the sociologic literature produced in Portugal on the artistic field, the audiences of theatre culture, and the production and theatrical reception, although neither is specifically connected to the scenic arts in a business context or referring to the question of indeterminacy between amateur and professional plans in the activity. However, regarding this subject, an investigation of wide character with extensive bibliography has not been done yet. Nevertheless, it should be noted that in Portugal, studies on cultural audiences have been published by the Observatory of Cultural Activities (OBS), both in magazines and in research collections such as Os públicos do Teatro de Almada (2000) and Teatro São João do Porto (2001). The Culture Gates project, by including artists in the new media art sector, welcomes actions that some authors currently designate as new ways of amateurism or non-professionalization.

				Concerning the world of theatre in Portugal, we highlight the contemplations of Eugénia Vasques on the theatrical historiography. On marketing in the cultural context, and on the management of cultural projects, specialists on this subject such as François Colbert and Manuel Cuadrado (2010) and the Catalan Llui Bonett stand out. 

				This book also intends to portray the sustainability of a group based on its own identity, scheduling and marketing model. We must also highlight the relevance of non-professional actors and the professionalism centred on the director, the scheduler and the cultural manager.

				Thus, a model of organization and bases for the creation of a cultural management project are presented, to be implemented with some specific characteristics which were previously defined, namely: it should be constituted by the company’s employees (participants/ non-professional actors) who perform their main 

			

		

	
		
			
				19 

			

		

		
			
				occupation in the company and not in the world of theatre. It is a theatre group, inserted into a business community, belonging to the service sector. The group should have an eclectic schedule aimed at an urban, dynamic, changeable, attentive audience which is receptive to new creative and cultural proposals. It is intended that cultural activities are an integral part of the company’s structure, although it is certainly not its core business. 

				It is argued that its creation is a bet on a communication tool that can greatly contribute to the interaction of synergies from the viewpoint of the visibility and notoriety of the company’s brand, as well as creating interpersonal dynamics that foster internal communication. It is true that part of the historical tradition of each case study presented in this book is to assume that an active role in the community is not restricted, much less exhausted, in the economic variety, rather privileging personal relations, the conception and the support of social and cultural activities.

				The last chapter of this book ends with the presentation of the conclusions and a critical analysis of the subject. Art and culture, organizational entity, corporative communication, financing of private agents, business culture, communication and cultural marketing are a few approaches correlated with this subject, which evoke several contemplations and moments of debate. It is expected that all this inquiry will contribute in some way to a greater knowledge of this subject and that it opens the way for the analysis of practices and representations connected to dynamics of artistic expressions (professional and non-professional) as the focal point of the study, in the scientific field of management and communication sciences.
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