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Perspectives on the Activity of the
Institutional Communicator

Antonio SANDU!

Abstract: Public communication is the type of communication intended to
accompany the work of public institutions, with the primary purpose of
satisfying the general interest. In general, the messages transmitted within this
type of communication include public utility information designed to make
citizens aware of the existence and work of public sector organizations. In the
communication, information on the functioning and attributions of public
organizations, the legality and the appropriateness of the decisions taken are
communicated to the public, ensuring the transparency obligation of the public
institutions. The article presents a theoretical synthesis on the role of the
institutional communicator in public institutions.

Keywords: Institutional communicator, communication, audiences, trustful
eputism.

Introduction

The institutional communicator operates with the organizational
imaginary elements, the public identity of the organization manifesting as
symbolic productions, history, myths of the taboo subjects, generically
reunited under the name of organizational culture (Damaschin, Comunicarea
institutionald). 'This article argues the importance of the institutional
communicator in public institutions, a function which should replace the
classical function of the spokesperson, thanks to the changes in the
audiences the institution should address to.

The Public Communication

The public communication (Damaschin, Comunicarea institutionald)
represents a part of the institutional communication destined to disseminate
the information of public use, or considered as such by the communicating
organization. Public communication is formal when regarded as an
obligation to disseminate information of public interest, and non-formal
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when it is desired to state the specific position of the organization in relation
to their target audiences (Sandu, 2017, p. 88).

The public communication has the main role of convincing that the
public institution, both through the implemented institutional policies and
the adopted decisions, pursues the achievement of a general interest. By
means of institutional communication, the citizens’ adhesion is aimed. The
citizen should be kept informed about the existence and functioning of
public services. Also, the citizen should be listened to, when he wishes to
express his / her point of view on the public policies of the institution,
respectively, when expressing dissatisfaction with the services received from
the public institutions, taking into account, as much as possible, the wishes
and needs of the citizen (Damaschin, Comunicarea institutionald).

Institutional communication focuses on presenting the institution
and its activities in order to assert its identity and public image. Public
communication should normally accompany the institution's policies,
making it explicit to both the internal and the external public.

The functions of the institutional communication are:

- To inform the target audiences about the organization’s activities,
values and scopes;

- Receive feedback from target audiences - receive information about
the expectations of the beneficiaries, and their opinions;

- Facilitating the public debate on the normative acts issued by the
organization, its policies and programs;

- Placing the organization in the public consciousness - informing
and forming the public opinion about the organization;

- Ensure transparency of the organization - ensure the target
audience on meeting the goals of the organization (Damaschin, Comunicarea
institutionala, p. 89).

From the perspective of the organization, target audiences may be
tavourable, appreciating the work of the neutral organization, who have no
position towards the organization and hostile audiences who declare
themselves against the organization, adopting a critical or challenging
attitude. From the perspective of the actuality between the organization and
the public, one can distinguish the traditional audience that has long been in
relation to the organization, and the future public which needs to be
attracted to the communication relationship with the organization
(Damaschin, Comunicarea institutionald, p. 27.
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Regarding the various audiences of the organization, the most
important role of the institutional communicator is to show that the
organization values the target groups, caring about them. Any institutional
communication that does not accompany the direct message with an indirect
one, about the importance of the target audience for the organization, will
fail to attract the traditional audience’s loyalty and attract new ones (Sandu,
2017, p. 90).

The channels used to send the organization's messages to the public
are:

- Media, through conferences and press releases;

- New media through channels such as blogs, Google, including
commercial ads on Google, the Facebook page, the YouTube channel;

- Direct relationships with the public by organizing events such as
conferences, seminars, product launches;

- Video and multimedia presentations available online or featured in
various events;

- Sponsoring of social, cultural or sports events of a wide audience;

- Promotional products or setvices associated with the organization's
message;

- Direct communication with the public via traditional or electronic
mail;

- Acquisition of advertising space in traditional or online media;

- Displaying posters, banners, etc.;

- Printing of informative materials: flyers, brochures, catalogues, etc.;

- Participation in fairs and exhibitions (Irimies, 2017, p.28).

Of all these channels, the most extensive activities of the institutional
communicator are generally focused on the relationship with the media and,
more recently, on the direct relationship with the public through the new
media.

The Institutional Communicator

The position of the institutional communicator in the organization is
different based on its dimension, but also how the decision factors are
understood regarding the importance of their position in relation to their
target audiences.

The traditional role of the communicator is that of spokesperson. This
definition comes from the restrained understanding of institutional
communication in media communication, although for most organizations,
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the communication through media remains the main channel of public
relations. The activity of the institutional communicator is expanding more
and more in the sphere of new media, capable of reaching the individual
recipient of the communication with a personalized message he or she is
responsive to, and comes from channels considered by the receiver to be
trustworthy. The victory in the presidential election of right-wing candidate
Klaus Iohannis, based on an exceptional mobilization of his supporters, was
made possible through the Web 2.0 communication channels, and especially
Facebook. As such, the role of the institutional communicator, and especially
of the communication teams, gradually changes, the communicator becoming
a professional in creating and transmitting the message, being a key character
of the modern organization (Sandu, 2017, p. 93).

As far as the relationship with the press is concerned, this is
considered to be the most widespread, easier and cheaper way to develop
the public image. For a relationship with the media to be effective, there are
a number of terms that the spokesperson needs to meet:

- There should be no inconsistencies between the message sent by
the institution and the "reality";

- The "Institutional reputation" - the institution is regarded as
trustworthy by the public;

- The proactive attitude of both the institution and the
communicator towards the media;

- The spokesman's professionalism, it should be a person with
studies and skills in the field.

As far as the spokesperson's individual qualities are concerned, he
should demonstrate:

- Integtrity - be a person of moral character and lack of tolerance for
unethical practices in communication;

- Credibility - the communicatot's previous practice needs to have
been honest and the messages sent to have been true and appropriate. The
credibility of the communicator is a key factor in the credibility of the
message, and indirectly on the institution it represents - impartiality and
equidistance. The communicator must interact with the media
representatives  equidistantly, without letting them understand the
predilection for one or other of the media institutions. Also, the message
must be sent with sincerity and objectivity, even if it is intended to put a
positive light on the issuing institution, this must not be done by distorting
the reality or by denigrating other organizations.
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- The ability to respond in real-time - the communicator must be
able to give information to the media as soon as possible, in relation to the
event and the moment when it is requested by the media.

- The ability to communicate with journalists - The message must be
communicated in such a way as to be accessible and of interest to the
journalists, to provide them with sufficient information so that they can
write their news or press article. The communicator must be ready to
respond to the journalists’ request for additional information, and also be
willing to partially adjust his/her communication agenda according to the
media requests.

- The capacity of event analysis and communication synthesis. The
institutional communicator must be able, on the one hand, to transmit the
information without incorporating his / her own opinions into the content
of the news and, on the other hand, he / she must be able to give credible
opinions to the content of the information, and also provide adequate
replies to any criticism. The exposed information should be synthesized so
as to attract the attention of journalists and the public without allowing
equivocal interpretations by the media or the public, and without omitting
important information.

- The ability to negotiate communication situations. Beyond the pure
informative aspect, the communicator must be able to manage the
communication space, the time and the specificity of the message, the
context of the communication and the interpretation of the message, the
presentation form, etc. The negotiation in communication also means the
ability to identify and clarify the meaning of the message by making its
recipient receive information as close as possible to the communicator's
intent to communicate. The communicator must also be able to answer
uncomfortable questions from the media and guide the communication to
give a favourable touch to the issuing institution.

- The ability to manage the image crises. The communicator must be
able to communicate in case of image crises by rebuilding the credibility and
positive public image of the organization, explaining to the audience the
causes that led to the crisis, the ways to overcome it and the positive
elements that make the organization credible despite temporarily facing a
difficult situation; (Irimies, 2017, p. 30; Sandu, 2017, p. 95)
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Notoriety - the notion of being famous, being known to many
people; reputation, fame (Scriban, 2013).

The concept of notoriety is an indicator of the efficiency of the
communication, based on the number of clients who know about the
existence of the company and/or its products and setrvices. Brand reputation
is the level of recognition or popularity of a brand or company, including a
public institution, among the public. Notoriety is a measurement of the
celebrity of the organization, or its brands. Notoriety as an indicator is
expressed as a percentage of the total population that recognizes the brand/
company /personality. In the case of public institutions, the issue of
notoriety takes the form of public awareness of the services the Public
Institution offers, and the audience can benefit from. In general, public
institutions such as the City Hall, the General Directorate for the Protection
of Child's Rights or the Finance Directorate are known to the public as such,
the entire community being aware of their existence. However, the services
that these institutions provide to the public either directly - which can be
directly invoked by citizens, for example the Community Centers of Services
that are under the subordination and coordination of the City Hall, whose
services can be accessed directly by citizens, and indirectly through other
activities - for example, the development of the local regulatory framework,
investments, etc.

In the analysis of the notoriety, there are two levels of an
organization's nototiety identified:

- the spontaneous notoriety, the number of persons who
spontaneously mention a brand,

- the compared notoriety, the number of persons placing a brand
among the first places in a list of similar brands,

- the identified reputation, the number of persons who can identify
the brand in a series of more or less similar brands;

- the associated notoriety, the number of people who are able to
provide additional elements: the advertising message, the slogan, the logo,
the object of the company, the brand positioning, etc.
(www.comunicatedepres.ro)

Coming from the field of conceptual marketing, the concept of
notoriety extends to the institutional communication, measuring the overall
impact that institutional communication activity has on target audiences. The
institutional communicator has to adapt the land of the particular depublic
type to which it addresses, and the outlook of the notoriety of the
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organization it represents. When the City Hall spokesperson announces an
event organized by the City Hall, it starts from the premise that the public to
whom it is spoken knows the existence of the institution it represents, and is
at least familiar with its work. On the other hand, the institutional
communicator, which is a newly established public institution whose activity
is poorly known, such as probation services, then a significant part of the
communication effort is aimed at creating the public reputation of the
organization. Maintaining public attention on the organization is also an
objective of the institutional communicator.

The Management of Impression

Impression management relate the various strategies for controlling
information sent by individuals or organizations outside to improve the
opinions of others. The control of the impression that individuals leave to
others can refer to rice from clothing brands, political positions to personal
presentation, as Goffman calls it in the book Everyday Life as a show
(Goffman, 2007). Sociologist Erving Goffman (2007) promoted his
conception of "life as a show". In day by day, individuals act to create the
desired impressions on others, thus playing a series of roles in the way the
theatre actor plays to the audience. The resemblance between the
management of the impression the individuals play, and the acting game
shows, according to the sociologist, the international and duplicity nature of
the individuals’ game.

The term of social actor presents the individual both as a person
acting in the society, but also playing an assumed and intentional role in
producing an impression management. A series of more recent research
shows that individuals are involved in impression management activities
without being aware of it. A number of risks are associated with image
management activities, namely the identification of the subject, and the
temptation to manipulate the audience, respectively to identify themselves
with the mask created and the authenticity of the individual." (Goffman,
2007) Impression management is often commonly used in social life, in
favour of friends (Boncu, 2005). People describe their friends so they can
support the self-desired and projected images of their friends. The scope of
impression management is to create a certain identity (Ivan, 2003) which
leads to the social construction of the relationship, allowing to achieve
certain results in the social interaction through the positioning process.
Anticipating the needs of others allows the construction of appropriate
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behaviours, either for the purpose of creating friendship relationships or
exercising public functions, etc. (Leary & Kovalsky, 1990) Impression
management is a conscious activity, rational behaviour or, on the contrary,
an automatic activity (Oros, 2012). Controlled self-regulation occurs when
performance is considered particularly important to the actor, especially
when it anticipates obstacles to achieving desirable outcomes.

Organization Impression Management (Oros, 2012) is classified
based on the targeted organizational objectives, in:

- tactical - short-term objective,

- strategic - long-term objective.

From the perspective of the institutional communication, impression
management is a constructive activity of public image, and positioning the
organization in front of its audiences. The institutional communicator
should show concern for the expectations of the public and convey the
message in such a way as to create a stronger impression among the public,
an impression that represents a communication anchor that allows creating
and maintaining a positive image of the organization (Stancu, 2008).
Impression management strategies applied to individuals can be transferred
to organizational image management, for example by organizing events that
place the organization at the centre of public preference (Neculai, 2007).

Instead of conclusions

Public communication is that form of communication intended to
accompany the work of public institutions, with the primary purpose of
satistying the general interest. In general, messages transmitted using this
type of communication include public utility information designed to make
citizens aware of the existence and work of the public sector organizations.
In the communication, information on the functioning and attributions of
public organizations, the legality and the propriety of the decisions taken are
communicated to the public, thus ensuring the transparency obligation of
the public institutions. Also, the public communication process aims at
knowing the needs and desires of the population, allowing the public
organizations to fulfil them.
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