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In practice, the great variety of internal communication “sources” may 
lead to external, fragmentary manifestations, even contradictory for the 
company as an entity. Organizations as collective actors seem to have 
acknowledged the danger of fragmentary communication; this is why they 
struggle for a greater coherence regarding internal and external 
communication. Greater coherence is required with the assumption that a 
coherent communication politics will positively contribute to a favorable 
image of each component, which would increase the general performance 
of the company. The company’s favorable reputation is not an isolated 
objective, but a vital condition to create a healthy commercial basis that 
would bring the company’s success (speaking in general terms). 
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HIGH CONTEXT VERSUS LOW CONTEXT WHEN TALKING 
ABOUT COMMUNICATION 

 
Communication gains the status of a valuable and necessary 

management tool fulfilling many tasks. Lately, communication managers 
are not considered only “information channels” but strategy counselors of 
high management. Together with the financial and production management, 
communication must contribute to the fulfillment of the organization’s 
objectives. Briefly, the role of communication is “the professional 
fulfillment of the window and mirror function.” (Van Riel, 1994). The 
expression “window function” refers to elaboration and carrying out of 
communication policies resulting in a message capable of showing the 
organization’s features in a coherent and attractive manner. Anticipated 
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results of this function are the desired changes of the company on a 
cognitive, affective and action level for the target groups the organization 
wants to establish and keep relations with. The “mirror function” evaluates 
the relevant development / evolution and anticipates their consequences for 
the communication policies of the company. 

Organizations use three basic forms of communication. The most 
important one is management communication, which is the communication 
form managers and leaders find during their activities. In order to 
successfully accomplish this task, companies hire communication experts as 
counselors for the leaders, who “train” them to communicate with all kind 
of public (internal one included). Marketing Communication refers to the 
sphere of business communication: everything that includes the creation and 
preserving the brand (advertisement and advertising, direct selling, 
promotion, etc) the organization’s identity on the economic market. Finally, 
organizational communication is responsible for the keeping of the relations 
with specific target groups (and others except for the target ones choose by 
the marketing communication): public affairs, public relations, relations 
with the investors, company advertisement, internal communication, etc. 
The communication in the organization can be regarded as a basic frame 
where communication experts- who work according to a frame obtained by 
mutual agreement-can integrate their own communication contributions.  

The basic philosophy of the communication frame is that it must 
lead the organizational communication policies from the interior of the 
“organizational strategy-organizational identity- organizational image” 
triangle.  
 
 

THE COMMUNICATION STRATEGY OF THE ORGANIZATION 
 

Defining Public Relations 
The concept of Public Relations evolved from the persuasive 

publicity meaning (First World War, containing during the Second World 
War the reciprocity notion in communication) to the actual meaning: to help 
the organization to get accustomed to the environment. 

According to Cutlip, Center and Broom, Public Relations represent 
the management function that establishes and holds beneficial mutual 
relations between an organization and the group its success depends on. 
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Another definition of Public Relations is offered by the British Institute of 
Public Relations: an effort planned to influence public opinion through good 
reputation and responsible performance, based on satisfactory acts of 
bidirectional communication”*. 

According to V. Stancu, M. Stoica, and A. Stoica† the words that 
best define Public Relations are: 
-deliberate and intentional activities, meant to gain the trust and obtain 
feedback from the target group; 
-planned activities, with systematic development based on research and 
analysis; 
-it is based on the results of an individual or an organization; 
-the reason of any public relations activity is the public interest and not only 
obtaining profit for the organization. 

Differences between Public Relations and Marketing  
The science and field of study that public relations are mixed up 

with is marketing. Marketing is management’s function that identifies 
human needs and desires, offers services and products to satisfy them and 
enhances transactions that offer services or products in change of a valuable 
object for the client. Marketing’s role is to attract and satisfy clients on the 
long term in order to achieve the economical objectives of the organization. 
If marketing refers to exchange relations with worthy clients, public 
relations hold a large variety of relations with the employees, investors, 
tradesman, rivals, the government, etc. The two management functions 
intensify each other: in the case of a well organized marketing, satisfied 
clients are helpful in keeping up a good relation with the rest of the public; 
other way around, efficient public relations contribute to the efforts of 
marketing experts by sustaining a friendly climate for their actions.    

The Publics of the Organizations 
The “publics” term makes the transition from the perception 

characteristic to common sense to the perception of an expert. At first sight, 
the organization addresses a” large” public with its services.  
A brief incursion in the marketing communication demonstrated that not 
even the large public (actual and potential clients of the organization) is 
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regarded as a homogenous mass when the communication strategy is issued 
in order to create a brand. Te approach through the prism of public relations 
comes to demonstrate at least two aspects that bare great impact on the 
organization’s general politics: 

• Except for the clients, the other categories connected with the 
organization have importance in order to sustain a favorable climate; 

• These categories are not homogenous. 
Messages, as well as communication plans and means must be 
individualized for each category. Out of these categories we can mention: 
mass-media, suppliers, distributors, employees, the family of the employees, 
close organizations, rival organizations, the Resort Ministry etc. 

Public Relations as a Process 
Since Public Relations represent a continuous and systematic effort 

to build mutual understanding between the organization and its publics, the 
study of the field as a process becomes necessary. In other words, even 
though at first sight, public relations could seem to be a “commonsensical” 
activity or an activity that uses a variety of borrowed techniques, in reality 
any process from the public relations sphere has got a strict form and it 
works according to well established stages. 
Skipping over other theoretic approaches concerning the sequence of public 
relations, in the followings we will adopt the model formulated by the 
Public Relations Society of America: Research, Planning, Execution and 
Evaluation. 
 

COMMUNICATED ORGANIZATION 
 

Communicated organization means a connection with the objectives of 
the organization with the realization of a proper balance between formal and 
informal, between internal and external communication. In the same time 
we have to take into consideration the fact that the problems of 
communication which appear inevitably in an organization can not be 
solved with a magical receipt or with a certain type of reaction. The clear 
identification of objectives and the needs of the organization depend on the 
communication not on marketing. Communication also facilitates the 
understanding of socio-psychological aspects of the organization’s 
functioning, the reconsideration of the techniques used, and the realization 
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of coherence which are as we already showed the major objectives of the 
communicational process. 

Communication does not represent a purpose of its own. Its existence 
can not be conceived without a general policy orientated towards the 
reaching of the organization’s aims. In this situation, the organization and 
communication must be looked upon as complementary instruments and not 
as independent techniques. This is why the organization must be 
communicative and communication organized. 
 A communicating organization should have the following features: 
Ø To be open, so as to communicate with the surrounding world, the 

sending and receiving of information being interactive; 
Ø To develop, to value innovation instead of routine; 
Ø To be compliant, so as to allow an adequate proportion of formal and 

informal communication; 
Ø To be explicitly result oriented, to create the most adequate frame 

for the formal communication; 
Ø To  share responsibilities in order to avoid artificial accumulations 

of power by stocking information; 
Ø To be dynamic, so as to create by means of information, 

specialization and communication of internal potential the means to 
transform them to reality. 

A communicative organization cannot be a bureaucratic one. It sustains 
a working program that requires involvement, team work and an interactive 
management. 

The better functioning of the organization must be a constant 
preoccupation of its leading staff.  

Unfortunately this is often mistaken with the structural modification of 
the organization. In reality, to have a more efficient organization, the change 
must cover two complementary aspects: 

Ø The structural changes, that can affect various levels and 
departments, such as the structure of the organization, the 
structure of the tasks, procedures and mechanisms of activity 
coordination; 

Ø The means of changing, that refers to the elements regarding 
ways and methods of introducing the change (the participation of 
the “doers”, the performing analysis prior to structural 
reorganization, the performing of experiments on a reduced scale 
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before implementing major changes; the choosing of  strategies 
that prepare, support and follow the change). 

These two processes are linked because the means are pointless 
unless permanently reported to the structural changes and aimed objectives. 
Other way around, the structural changes lack coherence and chances to be 
realized, unless the means are pertinent and adapted to general objectives 
and environment. 
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