
1 Editorial
by Jean-Marie Doublet

7 Contributors to this issue

11 In tribute to Roland Calori
by Rodolphe Durand
Roland Calori has contributed by
his manifold works to the cross
fertilization of the representation
themes of rulers as the foundation
of their actions, and of the
theoretical conception of the
international economical
dynamics.
Philosophy and development in
the organization field 
by Roland Calori*

43 Management: the Builder.
Oliver Williamson and the theory
of the transaction costs
by Michel Ghertman
Oliver Williamson has devoted
his life to the theoretical research
concerning the transaction costs.
He started from an analysis of the
extreme forms of governance
modes, the market and the firm, 
previous to a study of the hybrid
forms such as the alliances and
the contracts. He succeeded in
setting up normative proposals
enabling the selection by the
economical actors of the
governance modes which will be
used as institutions for their least
cost transactions.

65 The advent of the communication
enterprise
by Mathieu Detchessahar
With the development of the
communication inside the
enterprise, the author considers
the language as a working tool,
necessary for the development of
the organizations. He sets up a
typology of the discussion and of
the conversation costs. He is of
the opinion that the advent of this
communication enterprise is
linked to a new employment
policy and to the incentive of
motivation inside the firm itself.

85 Governance systems and the
performance of the Tunisian
enterprises
by Abdelwahed Omri
The aim of the article is to study
the impact of the different
variables of corporate governance
on the performance Tunisian
firms’. Internationally, there are
three systems of corporate
governance: market system ;
network system and an
intermediary system. Tunisia has
adopted the last one. The
empirical study of the
relationship between performance
and corporate governance shows
that the adoption of such a
mechanism to controle managers
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does not usually have a
significant effect on the
performance. But of 43 quoted
firms (1995-2000 period) the
present study shows that there is
a statistically significant
relationship between corporate
governance systems and
performance.

File : Managing the cultural
activities

103 Managing the cultural activities 
by Philippe Agid and
Jean-Claude Tarondeau
Is it possible to manage the
organization of the cultural field?
The present file is devoted to this
question. By more than a feature,
cultural activities are different
from commercial activities.
However, increasingly, managers
carry out researches in the
cultural field especially in the
living arts field. Their
conclusions are almost
unanimous. Although
management deeply interferes in
cultural institutions, it respects
their specific aspects and draws
enrichments which could be
actually transposed to the
merchant field.

113 The living show marketing
by Dominique Bourgeon-Renault,
Marc Filser, Mathilde Puhl
Is it possible to consider cultural
activities and especially the living

show as marketing objects? The
Authors give an affirmative
answer to this rather iconoclastic
question. After analysing the
consumption behaviour of the
cultural products “buyers” using
concepts and theories developed
in marketing, they show up
marketing strategies which
discriminate repertory activities
from those organised as festivals.

129 Specific features of the cultural
products. The case of the living
show
by Isabelle Assassi
Cultural products differ from
large consumption goods by their
modes of conception and of
production. As opposed to
standardised products uniformly
manufactured in large volumes,
they are characterised by
experimentation, unicity and
diversity. The conclusions
developed in this article are the
results of interviews in the theater
and the musical sectors. At the
stages of broadcasting,
distribution and consumption of
these cultural products, a deep
similarity can be observed
between cultural products and
large consumption products.

147 Can the Paris Opera be
economically governable?
by Philippe Agid 
and Jean-Claude Tarondeau
Is it possible to master the
economy of great cultural
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institutions? The history of the
Paris Opera leads to that very
question. However the analysis of
the variable artistical production
costs, and the resources of the
National Paris Opera of its own,
over the last ten years, are very
encouraging. The Paris National
Opera functions under optimal
conditions: the marginal cost of a
show is equal to the marginal
profit it generates. The variable
costs per show tend to decrease
while the gate money increases.
This evolution can be explained
by their strange similarities with
the major innovations related to
the size, the technology, the
organization and the management
which have been generated in the
industrial field.

169 The future of lyric theaters 
by Maria Bonnafous-Boucher,
Stéphanie Chatelain-Ponroy, 
Yves Evrard, Frédéric Mazallon
Regional operas like the Paris
Opera, must take into account the
requirements of the economical
rationality. The management
logic based upon the allocated
means, must leave the place on
the one hand to the reflection
concerning the missions and the
targets, and on the other hand to
the means needed to reach them.
This reflection could lead to the
distinction between the creation
and the brodcasting of lyrical
works, to a more thorough

territorial “grid” of the operas
houses, to the conception of
strategical alliances and
cooperations, and to the
adjustment of the public service
obligations with the economical
requirements.

189 The new identity in the
organization of art galleries. The
case of the Louvre Museum
by Anne Gombault
The introduction of a managerial
and commercial logic in the art
galleries has deeply altered their
organization identity. A survey
carried out in the Louvre
Museum during the achievement
of the « Great Louvre » has
enabled an analysis of the crisis
of the values and of the identity
encountered by this organization.
It shows how this crisis has been
overtaken by the actors who have
built progressively a culture
which reconciles art and
management. The Museum as an
institution has entered
permanently into an organization
based logic.

205 From intermediary to
prescription: the television case
by Pierre-Jean Benghozi and
Thomas Paris
The audio-visual industry 
is in a process of deep
changements. The televiewer
shifts from the statute of 
user of a limited number of
programmes broadcasted by

Summary     259

15/Summary/142  11/03/03 10:29  Page 259

C
et

 a
rt

ic
le

 d
es

 E
di

tio
ns

 L
av

oi
si

er
 e

st
 d

is
po

ni
bl

e 
en

 a
cc

es
 li

br
e 

et
 g

ra
tu

it 
su

r 
ar

ch
iv

es
-r

fg
.r

ev
ue

so
nl

in
e.

co
m



hertzian links enjoying an
oligopoly situation, to that of a
potential consumer of cluster of
links broadcasted by cable and by
satellites. This evolution is
featured by a changement of the
market structure and by the
development of the
intermediation and of the
prescription. The links must
choose their strategic positioning
in accordance with these
changements.

229 Market architecture and
regulation in the French
cinematographic expoitation
by Benoît Demil and Bernard Leca
Cultural activities depend upon
organizations ruled by strict
regulations either public or
parapublic. One can conclude that

these organizations severely
constrained are limited by a
narrow freedom of manoeuvers.
The analysis of the French
cinematographic industry tends to
prove the contrary. The main
actors of this industry, actually
build the space in which they
develop their sophisticated
strategies through interactions
and negociations, not only
commercially, but also in the
political and cultural fields.

253 Books

257 Summary

261 Instructions 
for authors

263 Readers committee 2002: 
acknowledgements
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