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Abstract

Relevance and novelty. Teams are now everywhere, in many areas of science, work and the arts — teams predominate
in aviation, the military, business, space, academia and healthcare. In today’s competitive job market, good teamwork
skills are an essential requirement for many jobs, from academic work to industry, healthcare, sports and tourism
organizations, and more. Scientists have been writing about teamwork and researching its benefits for many decades,
it is not a short-term process, but it is still heavily researched. Teams are now everywhere, in many areas of science,
work and the arts — teams predominate in aviation, the military, business, space, academia and healthcare. Teamwork
is an advantage for the organization, as productivity increases, activities become better, employees — team members —
can be more exposed, and the organization can adapt more easily to change. The main goal of every organization
is to get the highest possible profit, to occupy the largest possible market share or to provide the best possible
services. Aspects of teamwork were analyzed by Lithuanian researchers Grazulis (2014), Marmien¢é et al. (2015),
Dromantas (2008). (2014), Dromantas and Merkys (2004), Grigoniené (2017), Baseviéiaté (2020), Genutiené (2022)
and others. And foreign researchers: Driskell, Salas Driskell (2018), Prada, Mareque & Pino-Juste (2022), Davidson
& Sanderson (2022), Godin et al. (2017) and others. In sports and tourism organizations, a trend is increasingly being
used to address important issues, whether for the implementation of projects, not by individuals but by their teams.
The result of the activities of a group of people, rather than the individual, is becoming increasingly important as the
need for group decisions increases (Seilius, (2000). Teamwork is an advantage for the organization, as productivity
increases, activities become better, employees — team members — can be more exposed, and the organization can
adapt more easily to change. A well-functioning team is more than a group and more than the sum of its individuals
(Szalados, 2021). Ability to adapt and knowledge of teamwork methods, ensures the efficiency of sports and tourism
organizations and adaptation to the changing needs of society. Dromantas (2008). explains that human resources
and teamwork are the main drivers of an organization. It can be said that human resources are a key factor in the
success of an organization, achieving the set goals, they create greater added value for the organization. One of the
methods for the competitiveness and efficiency of an organization is teamwork. Researchers have been writing
and researching the benefits of teamwork in sports and tourism organizations for many decades, it is not a short-term
process, but it is still heavily researched. Advertising contributes to the change of such processes. Advertising creativity
has been studied by Raghavan, Cafeo (2009), but these authors have only provided guidance on how to measure
advertising creativity. Haberland, Dacin (1992). Mercanti-Guerin (2008) have examined the creativity of television
advertising. However, no one has examined the creativity of print advertising and has not tried to assess it from
the point of view of the organization of sports and tourism, but only provided general recommendations. Scientific
problem. How is teamwork understood: in terms of creating advertising for tourism and sports services? The aim of the
article. Reveal teamwork in the aspect of creating advertising for tourism and sports services. Object: teamwork in the
development of service advertising. Tasks.Peculiarities of human resource management in a modern organization are
revealed. Discuss teamwork and the organizational climate. To reveal the concepts of advertising in sports and tourism
organizations. Methods: analysis, systematization, and interpretation of scientific literature.
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Peculiarities of human resource management
in a modern organization

Modern human resource management process
in a modern sports and tourism organization, Grazulis
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Fig. 1. What is a human resource? The balance careers [19]

A human resource is one person within
a company’s overall workforce, with each person
lending their skills and talents to the organization
to help it succeed. Any person willing to trade
their labor, knowledge, or time for compensation
in an effort to improve the organization is a human
resource. It doesn’t matter if they’re part-time, full-
time, freelance, or contract employees (Frasch,
Shadovitz and Shelly (2009).

Human resource development theorists Swanson
(2001), Swart, etal. (2012). sees human resource deve-
lopment as a process in which employee competence
is developed through measures such as organizational
development and staff training and development,
while at the same time improving performance.
According to this author, the three main areas
of application in human resource development are
human resource management, career development,
and quality improvement.

One of the main reasons for human importance
is the development of resources in the current
competitive arena to see how human resources have
changed over time. Major changes over time are
presented across six styles of emotional leadership
(Castillo, Fernandez & Sallan, 2018).

1. The Authoritative (Visionary) Leader. People
using the Authoritative leadership style are inspiring,
and they move people toward a common goal.

2. The

The
leadership style connects people’s personal goals
with the organization’s goals.

Coaching Leader. Coaching

3. The Affiliative Leader. The Affiliative
leadership style promotes harmony within the team.
This style connects people together, encouraging
inclusion and resolving conflict.

4. The Democratic Leader. The Democratic
leadership style focuses on collaboration. Leaders
using this leadership style actively seek input from
their teams, and they rely more on listening than
directing.

5. The Pacesetting Leader. The Pacesetting
leadership style focuses on performance and meeting
goals. Leaders using this leadership style expect
excellence from their teams, and often the leader will
jump in him or herself to make sure that goals are
met.

6. The Coercive (Commanding) Leader.
Coercive leaders use an autocratic approach
to leadership. This style often depends on orders,
the (often unspoken) threat of punishment, and tight
control. People in modern, democratic countries
are used to having a level of control over their
lives and their work, and this approach deprives
them of his. What’s more, because this leadership
style is so often misused, it can have a profoundly
negative effect on a team.

Teamwork: tourism and sport service advertising creation aspects
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Theoretical concept of team work organization

Cerneciene (2005) argues that the pace of life
is very fast, so in order to remain competitive
and innovative, organizations must not only
expand, but also change the internal structure of the
organization itself. The challenges facing the world
and organizations are so complex that collaboration
between people with common goals is essential.
Salas and al. (2015) strengths to improve team
performance, this is called teamwork. Teamwork
is important, effective teamwork is about innovation,
safety, fewer mistakes and saving lives (Hughes et al.,
2016; Hiilsheger et al., 2009). The efficiency of the
organization’s work and the achievement of the set
goals depend on a perfectly assembled team, which
is increasingly understood by the leaders of the
organizations.

Effective teamwork 1is, on the one hand,
the articulation of actions in different fields from
the recognition of their interdependence and,
in addition, the need for complementarity between
instrumental and communicative action (Cucolo
et al, 2021). Teamwork is described very similarly
by otherresearchers, who argue that effective teamwork
depends on accurate, frequent, timely, and problem-
solving communication based on shared goals, shared
knowledge, and mutual respect (Nembhard et al,
2020). It could be concluded that in teamwork, as in all
other areas of life, communication is important,
it provides clarity and facilitates the success
and achievement of common goals. Finally, there
is an increasing need for various organizations
to cooperate and collaborate to achieve desired
goals. Dromantas (2007) states that so far researchers
have been more interested in team building than
practitioners. For most organizations, teamwork was
just an attractive idea, but did not play a significant
role in the success of the organization. The role
of teamwork in work organizations is complicated
and unexplored. If an organization does not have
a precise teamwork practice and does not have a clear
organizational plan, then teamwork will not succeed
as well as it is described and praised in many scientific
articles. To date, teamwork, or more precisely,
effective teamwork, is being explored more and more
“deeply”, so it is seen that the team is a means
of organizing work in such a way that individuals can
do more than one person at a time (Bell et al, 2018).

People who influence each other for a common
goal and are related to each other are called a team.
Teams are now everywhere, in many areas of science,
work and the arts — teams predominate in aviation,

the military, business, space, academia and healthcare.
Finally, teamwork is one form of interprofessional
work combined with interprofessional collaboration
and collaborative practices, and this collaboration
can take place in a team or in collaboration with users
and the community (Peduzzi et al. 2020).

Teams that perform their tasks successfully are
effective. Teamwork involves performing the exact
tasks that team members must perform to achieve
team goals. As [ began to search for information, [ saw
that there are many reviews designed to highlight
the different conditions and processes that can affect
teamwork.

We have found that there are five specific phases
to the performance of these teams driving the strategy
that enables them to perform and scale as the company
grows; thus, our model acronym helps us to describe
these five phases (Mason, 2020).

1 COORDINATE
STRATEGY
= ‘

Fig. 2. Five phases of team performance activities
(Mason, 2020)

Structure — in the first phase, teams must be sure
that they have the right players on the team. Do you
have the right team members with the right skills
and the right attitudes in the right roles? Do you
have a reason to exist as a team, other than just
an organization reporting structure? Are you aligned
with the strategy for growth?

Coordinate — You mneed to confirm
the understanding of the business strategy across
the team and then focus on shaping the team priorities
and how they relate and support the business strategy.
Using Summit’s proprietary Executive Team
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Diagnostic, we see on average that 60% of executives
buy into their company’s strategy, but only 33%
believe they are aligned on how to execute it. Once
the direction and priorities are clear, the team needs
to work on ensuring that they have a clear operating
model. In other words, are they clear on the alignment
of deliverables, operating protocols, and each
member’s role and responsibility within the context
of the plan?

Activate — To unlock the potential in the team
and discover synergies, members must agree on how
to work together as a team. This means that they
have designed the best communication channels,
determined the culture of the team, and ultimately
increased the trust. Our research shows that high trust
in teams is the catalyst to creating flow and reducing
dissonance while fostering candor. Ultimately
this leads to better decision making, innovation,
and performance.

Leverage — Once the teams are running
the business, interacting with each othering regularly
and mobilizing the organization around the growth
agenda, they must find a way to sustain what they
have over time. They should regularly provide
peer feedback and hold each other accountable.
Our research shows average management teams
expect the CEO to hold the team accountable.
However, the highest performing teams can hold
each other accountable at the peer group level.
Productive conflict is essential to growth, yet only
15% of executive teams surveyed say that conflict
is addressed in an open and direct manner within
their teams.

Enhance — In many ways, what we choose
to measure and track shapes what we do as people
and as a team. In the enhance phase, members set
up how they will continuously measure the team’s
contribution to the business strategy based on their
agreements from the prior phases. To remain agile,
adapting to the needs of the business, and sustain
momentum, teams should consistently check
themselves against the critical outcomes that focus
on results and behaviors and adjust accordingly.
In our proprietary assessment, the lowest rating
is usually the team’s assessment of how well they
are working together, and this requires continuous
maintenance.

The concept of advertising in sports and tourism
organizations

In recent years, sports activity has been gaining
in popularity all over the world. The same concerns
sports tourism, especially if it takes the form

of participating in large sporting events (Mokras-
Grabowska, 2016). Interest in sports tourism is the
result of a growing need for intense emotions
and impressions as well as an increasing amount
of leisure time and higher incomes. This can
be observed in the development of a range of active
ways of spending free time, as well as the growth
of leisure itself which has led to the development
of many new forms of active tourism and sports
disciplines, as well as their continuous modification.

Nji, (2011) contend that the relationship between
sport and tourism in modern times is symbiotic,
indicating that it is not only sport that furthers
tourism by offering an everincreasing range of valued
visitor experiences, but tourism also acts upon sport.
As globalization advances, the interdependence
fosters new and exciting possibilities for enriching
tourist experiences through sport and for enhancing
sport development through tourism.

Segment of tourism industry

| l

Sport Tourism
Participation Infrastructure

Fig. 3. Interdependence of sport and tourism
(Nji, (2011)

According to the model, not only does tourism
influence sport participation, but sport infrastructure
has also followed examples established by the
tourism industry.

A similar classification of sports tourism
was presented by Mokras-Grabowska [36], who
distinguished (Figure 3) outdoor and indoor sports
tourism (active sports tourism, meaning various
sports disciplines), fan tourism (watching sporting
events), nostalgia sports tourism (visiting sports
facilities, both modern and historical) and the tourism
of sportsmen and women (competitors travelling
to sporting events).

The concept and essence of advertising

Advertising is one of the most common and
well-known elements of integrated marketing com-
munication. Janoschka (2004) defines advertising

Teamwork: tourism and sport service advertising creation aspects
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Fig. 4. Model of the relationships between recreation, sport and tourism
(Mokras-Grabowska, 2016)

very briefly, but clearly, according to her advertising —
the company’s external communication.

Kotler et al. (2009) describes advertising as the
dissemination of non-personal information about
goods or services in return for payment. Advertising
can also be defined as non-personal communication
about an organization and its products that is targeted
at a selected segment through mass media such
as radio, television, newspapers, magazines, emails,
public transport, outdoor advertising or catalogs [39].

Another definition of advertising was provided
by Hisrich [40]. He interprets the concept
of advertising as not a personal sale or as one of the
elements of a company’s sponsorship package —
a means of informing the public that includes
all corporate advertising. Advertising is a means
of helping to present goods or services to the public.

Summarizing the presented advertising concepts,
it can be stated that many authors refer to advertising
as a certain communication of the organization
to consumers. When examining advertising, its
functions can also be distinguished. Lee and Johnson
(2005) distinguish the following main advertising
functions:

— Information function. It disseminates infor-
mation about the product, its features and point of sale,
as well as information to consumers about new products;

— Persuasion function. The purpose of this
function is to persuade consumers to purchase
a product or to change their attitude towards
an organization or product;

— Reminder function. The purpose of this
feature is to remind consumers about the product
and its benefits and to encourage them to choose
the product being promoted over a similar one offered
by competitors.

In his book, Tayal, Gupta (2005) distinguishes
slightly different functions and purposes of advertising:

1. Create a need. Advertising seeks to stimulate
demand from businesses by introducing them
to new products or services. It attracts attention,
creates interest, and increases the desire (desire)
of the product for the consumer. Advertising seems
to expand the market for a product, influencing
the buying behavior of future consumers. Itencourages
prospective consumers to buy the product.

2. Lookatthecompetition. Advertisingis designed
to beat competitors. The aim is to develop consumer
loyalty to the advertised product and to attract long-
term (regular) users of that product. Advertising
helps maintain a created need by building consumer
confidence in the product being promoted.

3. Reputation  building. A  well-planned
advertising program (campaign) creates a good
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reputation for the entire organization and its products.
Advertising increases the prestige of an advertising
organization by highlighting the benefits that
a consumer will receive when purchasing a product
or service. Advertising creates a brand image.

4. Help the seller. Advertising facilitates the sale
of products because it creates product awareness
and demand, making it easier to sell goods.

5. Introduce new products. Advertising is useful
in launching new products and promoting them.
It helps to convince consumers of the advantages
of'a new product over similar products already on the
market.

Sportand tourism is the most prevalent leisure time
activity (Reihani & Khatibzadeh, 2021) and it has
become a growing phenomenon in recent decades.
Hence, many countries pay attention to research,
planning, investment and marketing in this industry
(Abbasi, 2011). Paying attention to marketing
would lead to sport tourism development. Tourism
marketing is a special issue (Ehsani, 2010)
and it’s considered as the most important factor
in sport tourism development in Iran (Moein Fard,
M (2008). Marketing is an administrative process
that includes planning activities, providing Sport
and tourism products and attracting

Conclusions and practical recommendations

1. Organizational teamwork and climate are
defined in the scientific literature as significant
parameters of human resource management.
Nevertheless, not only “teamwork” but also
the “climate” of the organization is not characterized
by an unambiguous interpretation of concepts.
So far, there is no unified structure of the concept
of “climate” in organizational psychology
and human resource management, with some authors
emphasizing one interpretation and another. This
suggests that research examining the organizational
structure of an organization is relevant to science
and management practice.

2. Many authors define “team” and “group”
as a homogeneous concept. However, the “team”
more than the “group” reflects the higher quality
of organizational interaction between employees,
i. y. every team is a group, but not every group
can be treated as a team (in a qualitative sense).
Quantitatively, the size of the team (volume)
is limited to two to fifteen employees.

3. The analysis of literature sources has shown
that there is a scientific and didactic literature
in Lithuania, in which teamwork and organizational
climate are shed light on theory. Teamwork
is relatively more widely disclosed. However, there
is a great lack of scientific literature on how teamwork
and the organizational climate should and could
be diagnosed in human resource management. There
are many tests of teamwork and organizational
climate in the West, they are missing in our country
or they are still being developed. The arguments
presented show that the construction and adaptation
of diagnostic tools for human resource management
is a relevant scientific task.

4. Advertising can be divided into product
and organization advertising. Or it can be further
subdivided into channels that “carry” advertising. Each
type of advertisement is different and has different
advantages and disadvantages, so when choosing
an advertisement, you need to think about which type
it belongs to and use it correctly without misleading
the consumer. As sports and tourism activities become
increasingly commercialized and operate in the same
way as other organizations. In these organizations,
one of the main management functions is marketing.
Sports and tourism-oriented sports and tourism
organizations need to have a significant connection
to the entire marketing mix. This means that
the activities of preparing the service include the plan
and time itself, the processes of purchasing services,
the processes of going to a sports or tourism destination.
The price of services is another factor influencing
the combination of sports and tourism marketing.
This suggests that the prices of goods and services
should be attractive to consumers (tourists).
An important factor influencing the combination
of sports and tourism marketing is location. This
means that the availability and quality of services are
very important for consumers and tourists of sports
services. This result confirms that if tourists can
easily travel to different places, they will experience
a higher quality of service. Access to sports venues
should also be considered. Convenient access to the
sports venue reduces the time and cost of the sports
service and creates a pleasant experience for them.
In summary, all the components of advertising are
important and have a significant connection with
the sports and tourism marketing complex.

Teamwork: tourism and sport service advertising creation aspects
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KOMAH/IHA POBOTA: ACIIEKTU CTBOPEHHSA PEKJIAMHU TOCJIYI TYPU3MY TA CIIOPTY

AHoTanis

Mertoto KOMNaHiH, 10 HaJaf0Th CHOPTUBHI Ta TyPUCTHUYHI MOCIYTH, € IPOAAX HaJJaHUX TOCIIYT, TOMY 0COOJIMBO BaX-
JTUBO TIPAaBIIIHHO MPOBOIUTH OpPTaHi3allifHy AisUTbHICTE. BUKIHKH, SKi CTOSTH TIEpe CBITOM 1 OpraHi3amisiMi, HACTITEKH
CKJIaJTHi, IO Ay’Ke BKJIMBOIO € CIIBIPAIld MK JIOABMH 31 crinbHUMHE HsiMu. Komanma — me 3aci6 oprasizarnii po6otu,
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Dinocodis

100 oKkpemi 0coO0M MOIIM BMKOHYBAaTH OJHOYACHO OlIbIlie HIK OAHY JIIOAMHY. Taka poOora BaxinBa, e(eKkTHBHA
Ta rnepeadavae iHHOBaIii, Oe31eKy Ta MEHIIEe TOMIJIOK. 3a JOTIOMOT'0I0 PEKJIaMH IMOMIYal0ThCsl HOBI KyJIBTYpPHI MapTHEp-
cTBa Ta (hopMH, a iCTOpil CTalOTh PI3HOMAaHITHIIIMMU. 3’ SIBJISIFOTHCS 3MICTOBHI TBOPH MUCTEITBA B IyOJIIYHUX MTPOCTOpaX,
IHHOBAIIIIfHI iHIIIaTHBY TpoMaj. PO3BUTOK pekIaMHUX TOCTYT y cdepi CIopTy Ta Typu3My € HEeBiI €MHOIO YaCTHHOIO,
OCKIIBKH T1i ChepH BBKAIOTHCS OJHUMH 3 HAMOLIBIT MEPCIIEKTHBHAUX Ta AMHAMIYHUX 0i3HeciB y cBiTi. ChopmymnbpoBaHO
mpobaeMy AOoCHiKeHHS: SIKk opraHi3oBaHa KOMaHIHA poOOTa y PO3BUTKY CIIOPTHBHO-TYPHUCTHYHHX MOCIYT 3a JOIO-
Mororo pexiamu? JIOCTIIHUKH BiI3HAYAIOTh, [0 B OpPraHizallisix, e npodecioHann 3 pi3HUX cep MPaIOTh Pa3oM,
KOMaHJIM JIOCATAIOTh KpalluX pe3ylbrariB, BUTPAYaloTh MEHIIE BUTPAT 1 yacy, a TakoK pOOJIATh OpraHizalilo OuIbII
e(eKTHBHOI0. MEeTOI0 JOCIHI/PKeHHS € MPOBECHHS aHaji3y KOMaHAHOI poOOTH B opraHizaiii IpocyBaHHS CIIOPTHBHHUX
1 TYpUCTHYHHX MOCIYT. {151 MTOCATHEHHS METH OOTOBOPIOETHCS CYTHICTH KOMAaHIHOT POOOTH, OCOOIHMBOCTI yIIpaBIiHHS
JIONCBKUME pECypcaMi B Cy9acHil opraHizalii, mpeacTaBieHa pekilaMa CIOPTUBHO-TYPHCTHYHOI OpraHi3amii Ta BU3HA-
4YeHO e(eKTHBHICTh 3aCTOCYBaHH:. Pe3ynmbrar Oyme 3anekaTtd BiJf TOYHOTO, 9aCTOTO, CBOEYACHOTO CITUIKYBAaHHS Ta CITLI-
KyBaHHsI, sIke BUpIlIye mpoOlieMH, 3aCHOBaHE Ha CIUIBHUX LUISAX, 3HAHHSAX Ta B3aeMHil mopasi. HaykoBa npoOnema.
SIK po3yMmiTH KOMaHJHY poOOTY: Yy IUIaHi CTBOPEHHS PEeKJIaMU TYPUCTHYHUX 1 CHOpPTUBHUX mociyr? Mera crarTi. Po3-
KPHUTH KOMaHJIHY pOOOTY B aCHEKTi CTBOPEHHS PEKJIAMH TYPUCTHYHUX 1 CIIOPTUBHUX mociyr. O0’ekT: koMaHHa podoTa
Ipu po3podui cepBicHOT pexyiamu. 3aBaanHs: 1. Po3kpuTo 0coOIMBOCTI yIpaBIliHHS JIIOACEKUMHU PECYpCcaMy B CydacHin
opranizartii. 2. OOTOBOPITHF KOMaHIHY POOOTY Ta OpraHi3aliiHIIA KiTiMaT. 3. POKPUTH MOHATTS peKJIaMH B CLIOPTUBHO-
TYPUCTCHKHX OpraHizamiax. MeToau: aHami3, CHCTeMaTn3allis Ta iHTepIpeTalist HayKoBOi JiTepaTypH.
KurouoBi ciioBa: komanaHa poboTa, TypusM, CIIOPT, peKjiama MOCITyT, CTBOPEHHS.
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