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Introduction

The term ,communication” is the foundation of our existence as people and as
society. There is a clear interdependence between human beings and communication,
simply because without communication we couldn’t interact and relate, and people’s
existence would be almost useless without communication.

Basically, we can say that the communication process is almost the most dynamic
and complex process, which scores changes incessantly. These changes or optimizations of
the communication process run globally, but with different impacts on almost every area of
the globe.

The term ,,communication” may be associated with the term community or society.
A community can’t exist without communication between its members. This assumption is
valid also inside a company. Normally, a community consists in a group of people who
share economic, social and political interests, they have common goals, common areas, a
common language, speak the same language, in other words they operate in a mutually
agreed direction. All these actions and many others could not exist without communication
and especially without effective communication. Likewise, the economy depends heavily
on communication; there is a strong interdependence between these two.

In the last 30 years we can easily notice the major advances in technology and
communication. All these changes have generated a profound impact on the economy and
global society. The pace at which these changes occur is very alert and will become more
and more alert. The reasons are various and very simple: the need for communication is
becoming greater both between companies and between people; permanent development
of socio-economic environment and the implications of direct communication on this; the
increase of public and private investments in research; organizations’ flexibility in the
relationship with employees, partners and collaborators; the emergence of new
international conflicts with military implications.

Earlier, | stated that the existence of human beings would be almost useless without
communication. However, effective communication should be compulsory, generate a
positive impact and generate short, medium or long term results (dependent on the goals).
Just because of the need to streamline the process, communication records permanent
changes. If we consider just the past 50 years, we will see that the process of transmitting
information scored huge changes in terms of development and innovation in this area.
These changes have had a global impact and influenced the whole society. In many cases,
society has changed positively or negatively, dependent on the new solutions emerged in
the process of delivering information worldwide. Regarding the many types and forms of
communication, | think the biggest impact globally is generated by mass communication,



which is a form of mediated communication. Mass communication through mass media
channels has the power to change a state president, to change governments, generate
some decisions for the economy of a region, to decisively influence a community or society.
There are countless examples that can be displayed in this regard. Rarely people resist
mass manipulation. Therefore, mediated communication has the greatest power
worldwide, and can influence society in two ways: subjective and objective. In its subjective
form, the main objective is to manipulate large masses of people for a specific purpose. In
its objective form, the main purpose is to inform public opinion on a certain topic.

Mass communication is performed in almost all cases through various local, national
or international media channels. These media channels are the results of innovation and
technological development in the field of communication. The largest investments in this
area are tacitly directed towards these media channels, which represent the base for the
delivery of information towards large and very large masses of individuals.

Generally, media organizations can influence strong enough the economy and the
society, both positively and negatively. In terms of positive influence mass media, seen as a
whole, can have a positive impact: on the development of public and private companies, on
the economy of a particular country or region, on individuals and their decisions, on a local,
national or even international community, on various charity events, on democracy in
general, on the international business environment that reacts instantly to the information
sent in order to prove a more efficient matching, on the decisions of people holding high
positions in the state, and on many other institutions and public or private organizations
that ensure a proper and efficient development of society.

In terms of negative influence, the media can generate many economic crises, social
crises or political crises. The main reason is the delivery of wrong information that may
trigger various conflicts. Normally, media organizations should operate exclusively for the
benefit of society and of global economy. In the case studies that | will present in the PhD
thesis, | will approach this very interesting topic and | will also show the results as regards
the positive or negative impact generated by international media organizations at present.
In the current global communication background, media channels development and also
the development of methods of delivering information show a permanent character and an
even quick pace.

Media channels try to keep up with new communication technologies, even if this
involves investing considerable budgets for the development of transmission systems. A
few years ago, when we were referring to the media, the main topic was television, radio
or print media. The fast development of technology and of the communication process has
led to the reconfiguration of these media channels and to a potential transformation of the
online and mobile environment. The number of people’s daily activities has increased
considerably in recent years, compared with the period between 1980-1990, and this led to
the development of much more effective media channels for the current background. This
is just one of the reasons for the emergence of new media channels. We can also include
here the need of society to get informed constantly and in real time, both locally and
internationally. Online industry has already experienced a very aggressive development at



all points. It continues to offer solutions to adapt to today's society and economy, and the
new side, the mobile one, makes up the picture of the new communication progress. In
such circumstances, is there possible the disappearance of traditional media channels? |
will approach this subject in the case studies.

Likewise, within public and private organizations has increasingly developed the
concept of external communication, amplifying the competition on this line. In these
circumstances, the need of most public and private companies to communicate with
citizens, customers or business partners via mass media channels has increased
considerably. The difference between these companies, in terms of communication, is
qguantified through the degree of effectiveness of communication campaigns, both at a
central level and nationwide. Consequently, public and private companies are competing to
develop the most effective strategies for external communication through the media, and
on this line there are more and more specialists in this field. There are companies who hold
their own communication department, public relations and marketing department, but
there are also companies that outsource these services towards other organizations. | will
also make a comparative analysis from this perspective.

All companies that invest in communication strategies, and implicitly in
communication campaigns intend to generate a highly positive and quick feedback. The
budgets invested in communication reached enormous values, compared to 20-30 years
back. With the change and optimization of the communication process, of media channels
and once with the continued growth in audience, media organizations have increased their
tariffs concordantly with the budgets invested in technology and also concordantly with the
innovative solutions they offer in terms of external communication. For instance,
internationally a second of advertising can cost about S 100,000 for an audience of over
100 million people. These budgets are invested in almost all cases exclusively by private
companies.

A current and highly questionable matter is the freedom of expression within global
media organizations. This topic was kindled especially in recent years due to negative
events with global impact. For several years there was a debate on the limits of
communication through mass media channels and its consequences. In some cases media
channels broadcast material that may break the regular limit of acceptability in terms of
freedom of expression. For this reason, many communities have requested the
introduction of clear rules and boundaries for that matter. International media
organizations react according to their own law, but most of them are supported to
represent democracy, freedom of expression and delivery of fair information of national or
international interest.

As regards the regulation within media organizations, for now it is very difficult for
all media channels to be monitored and penalized if necessary. For audience and to attract
,customers”, some media organizations are tempted to cross over the threshold of ethics.
The consequences can be quite severe and, in some cases, irreversible. The online segment
is still very poorly regulated, and therefore the risks are very high in terms of negative
handling and creating global crisis.



The motivation for choosing the theme

Given the complexity of the communication field, | chose to follow and emphasize
the economic and social implications that can be produced by effective external
communication strategies.

The reasons why | chose to research this matter lie largely in the above, especially
given the importance of external communication process, nationally and internationally.
Another reason would be the permanent change of these media organizations and the
continuous development of communication strategies, both in the public and private
sectors, with a huge impact on the economy and society.

Regardless of the period, | think this issue remains topical, given the importance of
external communication process and the close relationship with all areas. Also, the power
of media organizations to manipulate positively or negatively the economies of states,
national or international communities, or society in general, is a very serious reason why |
chose to look into this area. | believe in a positive development of media organizations and
of communication techniques, even if reality proves the opposite in some cases, at present.

The paradox is that despite the very strong development in this area, specific
investigations are relatively few, precisely because it is very difficult to keep up with the
pace of changes. The interest for this area is very high among people, both in the public
and private sectors. Both sectors continually communicate via media channels and need
updated information in this field.

The structure of the PhD thesis

This PhD thesis consists of five chapters addressing topics and themes, both
theoretically and especially practically.

In the first four chapters | realized nine case studies related to the main themes of
the chapters, but also to the main topic of the thesis. The last chapter is basically a more
complex case study which covers all the four chapters regarding the impact of effective
external communication strategies through the media on the economic, social and political
system in Romania.

Therefore, altogether | have made ten case studies that aim mainly the real
interaction between the theoretical aspects and the present economic and social reality.
Case studies’ methodology is described in detail within each. | realized the ten case studies
between 2013-2015 with the following mentions:

- As research methods | used analysis of documents and depth interviews for the first nine
case studies, and for the last chapter | used the social survey - the questionnaire was the
instrument used for data collection.

- Altogether, the case studies involved over 300 people, representatives of over 50 central,
public and local institutions, over 70 national and multinational private companies, more
than 30 media organizations and over 20 press agencies.



The five chapters of the thesis are structured as follows:

In the first chapter, | presented the theoretical aspects of the concept of
communication, and also the communication process within organizations. | consulted the
published literature and | highlighted the stages and types of a communication process.
Then, | focused directly on the external communication within public and private
organizations, where | emphasized the following: functions of external communication
process, types of messages sent by public and private organizations, channels and means of
media through which the communication process is done, and the external communication
methods within private or state companies. Basically, in this first chapter | answered the
following three questions: 1. What do they communicate? 2. By whom do they
communicate? 3. How do they communicate? At the end of the chapter | made a
comparison between direct and indirect relationship between public / private companies
and individuals / legal entities.

In the second chapter, | presented cultural particularities in the work of media
organizations, especially the international ones. | described the phases of these media
organizations, as well as the budgets they invest in global communication campaigns. Also,
in this chapter | described the influence of media organizations through social campaigns
and the manipulation techniques in mass communication. Moreover, | approached the
topic concerning the freedom of expression inside mass media and the limits that should
exist internationally. In end of the chapter | realized a case study, on the activity of mass
media organizations from USA, Asia and Europe. | analyzed the differences and specifics of
these three important areas of the globe, as well as the effect on the economic, social and
political system.

In the third chapter, | highlighted theoretically the characteristics and features of
communication and mass culture, as well as the strategies and monitoring trends as
regards the national and international media organizations. In the second part of this
chapter, | described the tools and methods for measuring the audience, authorized
institutions that measure the audience, and also the regulations in communication, both
offline and online. For the last part of this chapter, | listed several trends and opportunities
for communication campaigns, and finally | made three case studies that approach three
topics presented in the current chapter: 1. The audience of media channels and the impact
on national and international economy; 2. Trends in communication through the media and
the economic implications; 3. The methods used to measure media channels audience.
Types, results and impact.

The fourth chapter consists of a theoretical part about the need to develop and
implement communication strategies emphasizing the monitoring process. | also made two
comparisons, the first is that between online media channels and offline media in terms of
audience, feedback and the economic impact, and the second comparison is between
public institutions and private companies in terms of budgets invested in communication
campaigns, and also in terms of human resources involved in developing and implementing
communication strategies. The last topic discussed in the theoretical part of this chapter
covers the communication strategies needed in situations of economic, social or political



crisis, and communication strategies used in election campaigns. In this chapter | made and
presented five case studies that relate to the following issues: the first case study
approaches the need for some campaigns to inform citizens in Sibiu County in order to
increase tax compliance obligations. In this case study, several campaigns that could be
effective if implemented have been proposed. In the second case study | analyzed the
reactions and opinions of consumers of public services as regards the effectiveness of
communication campaigns of public institutions in Romania through mass media channels.
In the third case study | analyzed the reactions and opinions of specialized people on the
effectiveness of communication strategies of Municipalities of Romania and the impact of
communication campaigns on citizens and tourists economically, socially and culturally. The
fourth case study primarily aims to describe the role of the National Audiovisual Council of
Romania and the impact in developing communication strategies. And the last case study in
this chapter presents a comparative analysis of communication strategies. Ten strategies
for public and private companies have been analyzed, and it was presented with more
details the communication campaign for presidential elections in 2014 in Romania, the
current strategy of the Administration of the President of Romania and a detailed analysis
of the communication strategy of Ministry of National Defence.

In the fifth chapter, the last one of the thesis, | chose to analyze the current
situation regarding the impact of effective communication campaigns on the economy and
society in the public and private sector in Romania. | chose to question 130 specialized
people who have a particular expertise in this area. So, from my point of view the
information obtained is very relevant to the topic explored. Questionless, the theme
explored is topical and of great interest to representatives of public and private companies,
as well as for mass media organizations, advertisers and public opinion. In this case study |
examined the opinions and arguments of respondents regarding the following: trust in the
media; influence of media organizations on the economy, society and politics in Romania;
budgets invested in local and national communication campaigns; development of effective
communication strategies within public institutions in Romania; the link and implications of
social or cultural events and the communication campaigns associated with them; the
impact of communication campaigns on citizens and tourists; proposing new social
campaigns for the national media; the role of international media in fighting terrorism, and
lastly the conversion of traditional media channels. This research has provided a complex
analysis nationally and internationally, in certain directions clearly established.

At the end of the thesis | presented my personal contributions, suggestions,
recommendations and general final conclusions as well as those specific to the case
studies, including the results of all investigations carried out. Also, at the end of the thesis |
proposed some future research directions.

Thus, in the first chapter | briefly analyzed the communication with the internal
environment of the organizations, and more detailed the communication with the external
environment of public and private organizations.



Communication is “a fundamental feature of our existence. Fascinating and ever-
present, communication is a fundamental dimension of human existence and development
from ancient times.”( Popa, 2012) Communication has always been there, but in various
forms. Communication is present in almost all our daily activities, but is not always
effectively achieved. We often communicate with public organizations and with private
companies through their representatives or through the media. In many cases,
communication is ineffective in these situations.

There are hundreds or even thousands of definitions for the term "communication",
but it is imperative for this concept to be customized for each field or branch in part. In this
thesis, | approach communication as a process within public and private institutions. On
this line, | will lay down a definition depending on the situations and conditions we use
communication. Thus, for this case, effective communication can mean the delivery of
relevant and accurate information from public and private organizations to consumers of
public or private services/products (the great majority of the population of a country:
taxpayers, customers, partners, employees, suppliers, spectators, investors and so on)
through specific and carefully monitored channels, followed by a strong positive feedback.

Communication is linked to a strategic management and therefrom an intangible
capital called the "capital of the strategic communication"” with three basic principles
(Nicolae, 2011):

- “sustainable competitive advantage comes from the making of products and services
according to market requirements, therefrom the business process earns high quality;

- achieving the business process is the direct result of those involved in it: employees,
managers, suppliers, customers etc. They offer a particular capital and make relationships
with other organizations, too;

- strategic communication is a driving force to create, manage and disseminate
organizational excellence in the manufacturing of products / services, of business process
and of human capital management.”

“Strategic communication inside an organization is the way to integrate
communication within business problems.” (http://www.ubv.ro/acqui/Cap7%20Com%20strategica.pdf)

When we intend to streamline communication within an organization, the first step
should be understanding the communication issue. Only after a detailed analysis and the
real results we can achieve an improvement of the communication, either in public or
private companies. (Muchielli, 2008)

Information economy is focused on getting new information, and on the dynamism
of informatic technology, while the economy dominated by the client focuses more on
relationships and the human aspect in general. (Stan, 2007)

Public communication “is the form of communication that accompanies the work of
public institutions in order to meet the general interests. The messages include public
information. Therefore, public communication must bring into notice to the citizens the
existence of public oraganisations, the way they work and their attributions, their legality
and the appropriateness of the decisions taken. Also, public communication seeks the
knowledge of the needs and wishes of the people, therefore public institutions, through



the function and powers they hold should meet them, thus creating a general interest.”
(Agency for Land Relations and Cadastre - Communication Strategy, 2014)

External communication of any organization “contributes to increasing notoriety and
image locally, nationally or internationally. Thus, it executes the function of promoting the
public institution of the state, the territorial administrative units, the local private
companies, multinational private companies and so on.”
(http://www.scritub.com/sociologie/psihologie/comunicare/Comunicarea-in-institutiile-pu12286108.php)
The main goals of a public communication strategy are (Gherghita, Coman, 2008):

- “Raising awareness of its own personnel, of people and the public regarding the progress
of the institution in bearing their responsibilities according to established standards;

-To acquire, based on communication with other institutions, local communities, civil
society representatives and citizens, the public support needed to sustain institutional
effort in order to achieve the goals;

- Encouragement, through actions and public relations projects, of a favorable civic climate
to all citizens, taxpayers and so on;

- Ensure visibility needed to direct the organization and its constitutive structure;
-Upgrading the management, the logistics, the organizational framework and its
procedures in order to increase the efficiency of communication and public relationships.”

Generally, the duration of a broadcast message through mass media channels
directly affects budget of a communication campaign. Thus, the longer the message the
greater the cost of its dissemination. That’s why, in many cases, for reasons of economy,
the ways of encoding a message will tend to the simplest forms. Thus, when the frequency
of a word is high, repeated transmission tends to decrease its cost of use, reducing its size:
a good example is the United Nations which shortens and streamlines the name as UN.
(Amado, Guittet, 2007)

An open relationship, a partnership, “will facilitate the flow of information
bidirectional. The initiator of this relationship must be the administrative institution, which
must seek the most effective and specific patterns for acchieving feedback and the
knowledge of local resources.”(http://promep.softwin.ro/promep/news/show/2951)

For maximum impact of the communication campaign, and for the broadcast
messages to be received by the target audience, that we identify through analyses, it is
essential to choose very carefully the best communication channels (Newsom, Carrell,
2004). These channels are those the target audience is most connected to. Technical
progress continuously changes the means people communicate to each other.

Examples of means of media communication most often used in public and private
organizations: television, radio, print media, online platforms, websites, public outdoor
(billboards, LED spots broadcast on screens, banners, meshes, flags, roll-ups, posters, flyers
and so on). A great opportunity for the next period between 2013 and 2016 is the more
and more aggressive use and development of the concept of mobile advertising. Creativity
is the one that can positively transform the communication departments and the external
communication strategies, too.
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Chapter two deals with cultural particularities in the work of media organizations.
Regardless of social class, every person is informed by a particular media channel, or
through multiple channels. We can illustrate the president of a country, directors of secret
services, mayors, managers, students, schoolchildren, pensioners and other categories, all
have contact every day with the media and they also get daily information through local,
national or international mass media channels.

Access to international media channels has never been easier than now, especially in
Romania. Economically, access to international information in real time is very useful. We
can make contact in real time with absolutely any major economic event that takes place
globally. The reactions may be adjusted depending on the information we receive, and the
easier the acces to it the better the reactions. However, a great attention should be given
to the filtration process of the information we receive through various media channels,
especially as we are able to compare the information and always check their credibility.
Also, it is necessary to carefully consider the environment from where the information is
delivered through mass media channels. From this point of view, the differences are
considerable, we can exemplify the broadcast of information regarding some conflicts from
Arabian countries compared to the US (media culture almost totally different), or
information delivered from Russia compared to Ukraine, two neighboring countries but
with different communication strategy, in the light of the economic, social and political
system.

The main megacorporations that control the media in the United States are: General
Electric, The Walt Disney Company, Time Warner, News Corporation, Viacom, CBS
Corporation. All these companies are on top among the most profitable companies
globally.

The main corporations that control the media in Romania: MediaPro, Intact Media
Group, RCS & RDS, Mediafax. Nationally, these companies are certainly ones of the most
profitable companies.

In Romania, the main categories of products and services “with the largest
investments in communication campaigns are: drugs and pharmaceuticals, food, retail,
telecom, daily consumer goods and non-food products, media and entertainment, alcoholic
beverages, insurance and financial services, auto, cosmetics, tourism, luxury products.”
(http://www.paginademedia.ro/2014/12/zenith-romania-piata-de-publicitate-va-creste-in-
2015-dar-mai-lent-ca-anul-acesta/)

In a study conducted by Discovery it was found that confidence in the brand is the
most important, while the content creates the brand.

Considered one of the biggest events in US television, American football
championship finals - "Super Bowl!" held in New York, was highlighted as always, through
communication campaigns and through video spots. Organizers spent 14 billion dollars to
organize the event, and is worth mentioning that this year, the 30 seconds of advertising
cost about 4.5 million dollars, the event had a remarkable audience of about 114 million
viewers.(http://www.incont.ro/media-si-publicitate/audienta-record-la-super-bowl-2015-
114-4-mil-telespectatori-spectacolul-din-pauza-meciului-urmarit-de.html)
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Lately, we can see the emergence of a new trend in the media, both nationally and
globally. “Whether urges us not to smoke, or condemns discrimination of any kind,
communication people have laid their creative resources on the line in order to sensitize
the romanian consumer. And | think that means they have their hands full, because
apparently both the advertising industry and the media seem to like social campaigns very
much”(http://www.abm.ro/articol.php?id_articol=254, 2015). The creators of these
campaigns lay their account on emotion. They try to touch the right chord.

What matters most is not the creation itself, but the effect: “how many people
changed a simple broadcast of a spot, how many lives have been saved or how many
people are now living a healthier and happier life thanks to a minute when they chose to be
informed, they paid attention, they watched or listened to the message that was delivered
to them.” (http://www.abm.ro/articol.php?id_articol=254, 2015)

Media organizations can play a mediating role between social reality and personal
experience of each of us. Media organizations mediate and intercede in many ways:
making connections between individuals, between individuals and
institutions/organizations, between organizations etc. Relatively little can be learnt the
hard way, so through the media various links are created, not only between different social
entities but also inside the society as a whole and as social reality, roughly speaking.
(http://www.scrigroup.com/diverse/jurnalism/Rolul-massmedia-in-societate92486.php,
2015). Since the terror is directed towards the media and not towards the victims, its
success is defined in terms of media coverage.

Fighting the phenomenon called "terrorism" is more easily achieved by the simple
fact that its main weapon is denied: promoting violence. “Mediatization is the "oxygen of
terrorism". Very true. But let’s not forget that the same media is also the oxygen of public
environment, and therefore of democracy. Censorship of the media can be a suffocation of
terrorism but it also means a suffocation of liberal democracy - killing an entire body to
remove a parasite.” (Toma, 2006). And then comes the question: freedom of expression in
the media - with or without limits? | tried to find solutions on this topic inside the thesis.

Case study 1
The activity of mass media organizations in the USA, ASIA and EUROPE.
The impact on the economic, social and political system (Terchila, 2014)

In the present research | will analyze the reactions and opinions of the interviewed
persons regarding the efficiency of media for the United States of America, Asia and Europe
and also it will be analyzed the impact of media on the economic, social and politic systems
in U.S.A. At the same time, it is followed the presentation of some comparisons between
the public media companies and the private ones, in which concerns the generated impact.

Thereby, | will use the interview as a qualitative research method, to confirm or
infirm the hypothesis of the present research.

a) Mass media has a strong impact on the American and European economy, due to the
very high budgets allocated for this field
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b) Mass media has an increased influence on the American and European society, having
the role to initiate and promote a series of social campaigns addressed to American and
European citizens

C) The political parties generate a negative influence on media organizations from U.S.A.
and Europe

d) Mass media in Asia is highly influenced by political leaders and is not transparent

e) Mass media activity in Asia is focused mainly on the military and political systems

The theme of the used interview is: The mass media activity in United States of
America, Europe and Asia. The impact generated in the economic, social and politic
systems.

The main objective of the research consists in presenting the reactions of the
interviewed persons regarding both the efficiency of media in United States of America,
Europe and Asia, and the impact of media on the economic, social and politic systems.

The interview targeted individual subjects, living in Europe, over 20, with higher
education, employed at public or private companies, who visited a wide number of
countries in United States of America, Europe and Asia. Certainly this category is
represented by persons who inform themselves frequently form media, and who have a
clearly comparison terms in which concerns the media activity at European level. The
interview was addressed to a number of 26 persons.

The medium duration of an interview is of 35 minutes, including detailed answers
for the addressed questions. The period in which the interviews were made is: 20 February
2014 — 15 March 2014.

After centralizing, interpreting and analyzing the data, | will answer to the two
research questions formulated:

- Does media generates a negative or a positive influence on the economic, social

and politic systems in United States of America and Europe?

- If media wouldn’t exist, how would economy, society and politics in United

States of America and Europe be?

- Is mass media in Asia fully controlled by political leaders?

- Is mass media in Asia mainly focused (in the countries with armed conflicts) on

the military field?

Interview’s structure is as follows: 25 questions which have as main object to
measure the reactions of the interviewed persons regarding the efficiency of media activity
in United States of America, Europe and Asia, and the impact of media on the economic,
social and political system.

At the same time, it is followed the presentation of some comparisons between: the
public media companies and the private ones, in which concerns the generated impact.

At the end of the interview, after the questions that follow the presented objectives, |

addressed 4 more questions, which have as main objective confirming by the targeted

subject, of their age, field of activity, locality of residence and what countries from Europe
were visited by they. | opted for a structured interview, in order to maintain a number of
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guestions in the same order for all the interviewed subjects, and because it deeply
approaches the subject of the present research.

In Chapter 3, | will analyze the concept of monitoring in private and public
companies, but also within media organizations.

Monitoring and evaluation should be two mandatory stages in developing any
communication strategy, in both private and public sectors. These are the final steps that
prove if a communication campaign has been effective or not. To achieve the desired
results, the communication strategy must insist on monitoring and evaluation. At the same
time, a very important process is also the monitoring of communication campaigns of the
competitors, private or public companies. Always, there has to be a connection with the
competitor’s message and the impact on the target audience.

At present there are a number of methods, techniques and tools that can accurately
monitor communication campaigns and their results. We are in a period when great
investments are made in this area and this can only be beneficial for both media
organizations and private and public companies that invest large budgets in communication
campaigns. Depending on the budgets available and the size of the communication
campaign, you can choose one or more monitoring services.

The audience of global media channels but also of those from Romania is reflected in
the communication strategies. According to the main goals of a communication campaign,
the best media channel is chosen taking into account the ratings scored on a particular
segment.

So if a communication campaign is properly monitored and evaluated, chances to
reach fulfillment of the main goals, and therefore the wanted results, are very high.

Media monitoring “is a service that provides information about the company,
customers and competitors through a report showing everything given in the local, national
or international media. Having access to this tool, strategies that provide a competitive
advantage on the market can be elaborated: decision-making process will be more quickly
and the effectiveness of communication can be evaluated more accurately through mass
media channels. How can media monitoring support a private or public company?”
(http://www.mediatrust.ro/De_ce_monitorizare_media, 2015).

An effective solution may be outsourcing the monitoring which means saving time,
reducing costs and increasing productivity and responsiveness of communication
departments.

Monitoring messages issued in the digital environment “surpasses, as regards the
effort and resources, monitoring traditional media channels. There are millions of
co