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Strategic communication is a tool used by various actors on the public arena to
communicate amongst themselves or, most of the times, to communicate straight to various
categories from their target audiences. Today, the role of strategic communication is a relevant
one, because this communication form can change opinions, can build ideas, or refute
arguments (Cismaru, 2008). If at its dawn, strategic communication was used exclusively in
the military and governmental areas, throughout time, its utility has spread across the economic
area. One cannot talk about strategic communication without looking at its development in the
wider context of the media development. The beginnings of strategic communication overlap
with the oral transmission of information or the communication via letters and official
documents. Since the emergence of the media, public institutions have been using these
channels, communicating strategic information through print media, radio, and TV. The
following step is digital communication, which uses Internet pages, as well as social media
platforms. Thus, this work closely follows the evolution of strategic communication in the
context of the large-scale use of digital communication.
The main objectives of this paper are:
1) to identify the features of strategic communication in crisis settings, a type of
communication articulated in cyberspace, chiefly social media platforms, and
2) to analyze the efficiency of strategic communication in crisis settings.
Theoretic framework
In order to accomplish these objectives, in its second chapter, the paper discusses the
main theoretical considerations of this research. A point of interest comprises the Agenda
Setting Theory and the Framing Theory, both tackling media effects, mainly on a cognitive
level. The Agenda Setting Theory tells us that media is the one that dictates the important
topics, that is to say, what we – the public – should think about, whereas Framing Theory goes
beyond that and asserts that media is the one that dictates how we should think about certain
events (Balaban, 2008; 2009; Coman, 2016; Dobrescu, Bârgăoanu, & Corbu, 2007). Depending
on the actors involved in generating the frames, one can distinguish between frames of political
actors and of institutional actors, frames of journalists and frames of the public (Matthes, 2007;
2012). This research focuses on the first set of frames, whose actors are institutional ones.
The Agenda Setting model or setting the agenda is asserts that the media influences the
5

public in establishing priorities, political, economic or social ones, starting from subjects that
benefit from media coverage. Agenda Setting requires the emergence of new media directions:
that of indirect influences, that are not easily captured in current research. Indirect influences
analyzed by Agenda Setting lead to long-term effects (Dobrescu & Bârgăoanu, 2003). The
Agenda Setting theory states that the media tells people what to think, but not in what way,
setting the order of business for discussions: media leads to the intersection of public opinions
(Chelcea, 2006).
Emerged a few decades ago, the Agenda Setting theory is just as relevant today, making
the theoretical framework for a significant amount of research endeavors in the field of
communication sciences across the world (Hill, 1985). The process to establish the agenda
involves three factors in an interdependence relationship: the media (who), the public (whom),
as well as the news source (where from) (Lang & Lang, 1991). Thus, there are three types of
agenda: public agenda, media agenda, and policy agenda. The public agenda is made of salient
topics for the public, topics that are brought to the attention of the public agenda, the media
agenda consists of topics presented by the media, and the political agenda is made of discussion
topics from the political setting. According to the model later elaborated by Rogers and Dearing
(Balaban, 2009; McCombs, 2002), these three agenda types influence each other and are
evidently influenced by external events.
The emergence of Agenda Setting was fostered, among other things, by the lack of a
bidirectional communication model; at the time of its onset, the media operated based on the
paradigm of a unidirectional communication model, represented by print media, radio, and TV
(Rotar & Lepădatu, 2013). People came across information via these sources, lacking the ability
to offer real feedback. This thing changed once the Internet Web 2.0 and social media emerged.
The technological development and the emergence of new media offers new routes through
which people can get information: search engines, social networks, forums, podcasts, video
sharing platforms etc. The way in which the public accesses information has changed
dramatically, so much that we can now talk about the news-find-me perception phenomenon,
which means that news found the users and the users were not the ones actively looking for
information (Gil de Zúñiga, Weeks, & Ardèvol-Abreu, 2017). In this context of society’s
platformization (Van Dijck, Poell, & de Waal, 2018), the question of whether the Internet
influences print media and whether Facebook influences blog posts become a legitimate one.
6

Many researchers, thus, speak of the influence of the agenda by a different agenda (Chelcea,
2006).
Agenda Setting remains one of the most frequented theories discussing media effects
on a cognitive level. The theory is still a current one, yet a nuanced analysis of how this theory
can be implemented in the social media context. The information people receive are or can be
mostly the same with those disseminated by traditional media. What differs is the tone in which
they are communicated, the accent of the utterance, the additions or oversights carried out.
People receive information from the media, but it is up to them to pass the information through
the filter of their own thinking, crosschecking several sources to ensure their authenticity,
precisely to tackle this widely spread phenomenon of disinformation (Bârgăoanu, 2018). Most
of the time, research regarding Agenda Setting identified a positive relationship between issues
in the mass-media and their frequency of the public agenda, and nevertheless, the media does
not represent (or should not represent) the only factor influencing public opinions on certain
topics: “social processes affect the public’s opinion about a problem or a person if it they are
important; people talk to one another about social issues and these conversations can play an
important role in their judgements” (Weaver, Zhu, & Willnat, 1992, p. 856), and social media
here includes both dimensions of information and interaction (Weaver, Zhu, & Willnat, 1992).
The third chapter presents the development and impact of digital communication upon
today’s society. Today, public and private institutions notably turn to social media networks to
convey crucial information. To thoroughly understand the way strategic communication
operates online, we will look into the dawn of the Internet, the route from Web 1.0 to Web 2.0,
the emerge of social networks, their targeting of different publics and communicational needs.
We refer to the way in which social media networks have changed the world and contributed
to what Van Dijck, Poell, and de Waal (2018) call the platformization of today’s society.
When we discuss the current behavior of those who read and share online news, we
cannot overlook the issue of disinformation, misinformation, of fake news and filter bubbles,
social echo chambers. Social media platforms aim enhancing each user’s activity, and hence
their time spent on the platform. Given that the interaction with advertising is directly
proportional to the time spent by the user on the platform, it is natural to assume those stated
above to be true.
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For these reasons, undergirding algorithms are designed in such a way that the content
presented to the user is consistent with their preferences expressed when signing up for the
network or observed in their user behavior history, in terms of political preferences,
psychological, hobbies etc. This turned out to be dangerous for the way in which the user
interacts with his online and offline world because it enhances his convictions, it encourages
isolation, while strengthening partisanship and unilateral world perspectives over time
(Ackerman, Hindus, Mainwaring, & Starr, 1997). This phenomenon is called filter bubbles or
echo chambers in the literature. This bears deep implications over the way in which information
is disseminated online via social media platforms. In practice, it is unlikely for information to
reach people who do not agree with us. Even though they are not as visible as in an online shop,
filters are activated through algorithms that only operate to lead the user to spend more time on
the platform. The eco chamber is an expression used to describe the effect of implementing
filter bubbles upon the way in which the user receives and distributes the information online.
As filters make it difficult for users to experience adversarial political, sociological, or
psychological content on social media platforms, the user will only find the types of content
with which he agrees; and the interaction with this type of content will only increase the odds
to receive similar content in the future. It is like a snowflake in constant growth. This is the
reason why feedback offered by the user and to the user stands among the general area of
subjects of interest for the user. The posts or people with whom the user interacts and the people
who themselves interact with the user share the same interests. The phenomenon has been
compared to an echo chamber. Filter bubbles, echo chambers, and fake news are the byproduct
of open social media platforms and tend to exist in an interdependent relationship (Spohr,
2017).
The fourth chapter of the thesis aims at presenting relevant concepts for the topic at
hand, such as strategic communication and crisis communication. In this theoretical chapter,
strategic communication in a crisis setting is discussed. Whereas the lion’s share of recent
research carried out in Romania focuses on the communication of private companies (Abrudan,
2010) in crisis settings, the empirical part of this thesis tackles a crisis in the public sector, a
crisis in the public health area. Hallahan, Holtzhausen, Vercic, and Sriramesh (2007) design a
definition of strategic communication as a set of communicational actions that reflect “the way
in which the organization presents and promotes itself, through intentional actions of leaders,
8

employees, and communication practitioners” (p. 7). At the same time, Steyn (2003) centers
his definition around a way to develop corporate communication strategic, meaning what
should be communicated, and shows how strategy inspires strategic planning processes – how
it should be communicated. Studying factors leading up to organizational success, Zerfass and
Huck (2007) extend the definition of strategic communication by including the orientation
towards processes of innovation and leadership.
Social media strongly and rapidly shifts the way in which we perceive reality and the
way in which we communicate and interact with the others. Soon, using artificial intelligence
will only expand the communicational gap that took over our society (Rauniar, Rawski, Yang,
& Johnson, 2014). Private companies, as well as public institutions feel the need to be present
on these platforms from a communicational standpoint. This is how a new industry emerged,
as well as a new type of specialist who makes it possible for such a company not just to be
present on social media, but also to thrive (Lacity & Willcocks, 1998). This is called social
media management or managing customer relations in social media.
Going back to the strategic communication concept, this term gained momentum
throughout the last decade (Freberg, 2019). Initially, the term was used to define
communication processes carried out within governmental or even defense structures. Strategic
communication has been and still is appliable to advertising, communication in monetary
policy, communication, and finally, health communication. The pioneers of strategic
communications in academia were American universities, where some colleges introduced
strategic communication modules in advertising and public relations majors (Coombs,
Falkheimer, Heide, & Young, 2015). In Europe, the strategic communication concept is often
used in the area of local, regional, and national administrations’ communication, as well as to
describe the communication of various non-profit organizations aiming to achieve agenda
building (a concept presented in the section of Agenda Setting), in other words, to place themes
they deem relevant in public debate.
Hallahan et al. (2007), beyond the comprehensive definition provided, emphasized that
the objectives of strategic communication do not and should never consist of manipulating the
public. Strategic communication is a commitment that organizations make, a comprehensive
exercise of cooperation, a well-planned and effective act. Regardless, the way in which
information is conveyed, the change or maintenance of preexisting emotional frames about a
9

certain issue, and the impact of communicational practices tackled to solve these issues by
various public and private institutions stand central to strategic communication.
According to Hallahan et al. (2007), strategic communication presents the activity of
professionals in institutions and insist upon their representation, consistently contributing to
creating or consolidating the existing image. As a result, unlike merely focusing on the strategic
communication process, this was also centered around the variables empowering or obstructing
communicators from executing a communication plan. Finally, the named research (Hallahan
et al., 2007) indicated the importance of properly conveying the information via the strategic
communication process. Transparent communication is more important than the hierarchical
dimension. The strategic communication process is, thus, essential, and requires attention from
any and every organization, be it public, private, or non-profit. Strategic communication is not
only relevant in crisis settings, but it is advisable that is becomes a constant process.
Research setting
This research aims to analyze the way in which strategic communication was carried
out during the lockdown declared as a result of the COVID-19 pandemic. This is an
unprecedented situation in the last decades on a global scale, and a situation that imposed
unprecedented measures in Romania’s recent history and beyond. During the state of
emergency, there were held multiple press statements at the headquarters of the Ministry of
Internal Affairs (MIA), by minister Ion Marcel Vela, MIA secretary of state Bogdan Despescu,
and under-secretary of state Raed Arafat. The first statements tackled the measures decreed to
fight and prevent the spread of COVID-19 (MAI, 2020a). Several military ordinances were
issued throughout that time. The first one, from March 18th, 2020 (MAI, 2020), tackles a few
necessary measures regarding crowded places and cross-border movement – according to this
order, all restaurants and bars are shut.
Starting in March, on the Ministry of Internal Affairs’ social media page updated
statistics are posted daily or even several times a day, in the form of newsletters comprising
information about the number of infected people, the number of deaths generated by COVID19, and the number of cured people, as well as briefings.
The Ministry of Health certainly played one of the crucial roles in handling the crisis
throughout this period, as it reflects a major public health crisis. The Ministry of Health took
measures to contain and prevent the spread of the new coronavirus as early as February. At the
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end of February, according to official information, measures of containment and prevention
against the infection with the new coronavirus were supplemented at the borders, both on land
and sea, as well as aerial borders, considering the unprecedented situation of an record number
of people from the diaspora – especially Italy and Spain – returning to the home country. At
the same time, in the following period, the Ministry of Health supplemented the legislative
framework with necessary measures for lockdown, isolation, and treating cases of infection
and suspect cases. The Ministry of Health also ensured that they would carry out an exhaustive
information campaign for the population about the way in which the Sars-Cov-2 – the disease
generated by the virus – is transmitted and the measures decided by the authorities, as well as
the population’s obligations in this context of fighting the spread of the pandemic in our
country. At the end of February 2020, the emergence of the newsletter is announced.
Throughout this time, it was also forbidden for patients’ next of kin to visit them in hospitals.
The Ministry of Health retrieved and disseminated recommendations of the World Health
Organizations, such as avoiding contact with other people, covering the nose and mouth when
sneezing/ coughing, frequently sanitizing hands, avoiding crowded places. Also, the Health
Minister, Nelu Tătaru, made regular visits to county hospitals across the country, several
hospital managers were replaced – such as Suceava County Hospital, Constanța County
Hospital, Hunedoara County Hospital (Ministerul Sănătății – România, 2020). The Health
Minister also checked hospitalization conditions of various hospitals across the country, such
as Alba or Neamț County Hospitals, where he made several visits throughout those months.
Another relevant actor during this time is the Strategic Communication Group. Run by
former journalist and state councilor Andi Eduard Manciu, according to newsweek.ro (Zoltan,
2020), the Strategic Communication Groups manages everything related to state
communication in the public sphere, in the context of the crisis generated by the new
coronavirus pandemic. The Strategic Communication Groups is an entity founded during the
pandemic based on the Resolution no. 2 from 24.02.2020 of the National Committee for Special
Emergency Situations (NCSES). According to the Press Corps of the Romanian Government,
the role of the Strategic Communication Group is
“to inform the press operationally and the citizens from official sources, thus avoiding
disinformation and spreading fake news. The Strategic Communication Group
circulates daily newsletters on the evolution of cases diagnosed with coronavirus, the
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number of cured, quarantined, or home-monitored cases, as well as other relevant
information about the evolution of the epidemic and the measures taken” (Jipa, 2020).

What is more, the Strategic Communication Group is designed to counter
disinformation through “the analysis referring to publications that systematically and
deliberately disseminate false information, ignoring the call for correct and objective briefing”
(Jipa, 2020). According to the Press Corps of the Romanian Government, the Strategic
Communication Group is made up by communication experts from the following institutions:
“the Romanian Government, the Ministry of Internal Affairs, the Ministry of Health,
the Ministry of National Defense, the Ministry of External Affairs, the Ministry of
Transportation, the Department for Emergency Situations, the General Inspectorate
for Emergency Situations, the General Inspectorate of the Romanian Police Force, the
General Inspectorate of the Romanian Gendarmerie, the General Inspectorate of the
Border Patrol, the Special Telecommunications Service” (Jipa, 2020).

Since March 2020 and up to the completion of this thesis (n.a. December 2020), the
Strategic Communication Group provided various information, recommendations and rules for
several categories (recommendations for pregnant women, for those suffering from asthma,
recommendations and rules for students etc.). Also, through the Strategic Communication
Group, the importance of official source briefings was emphasized, so at the onset at the
pandemic, a new website called știrioficiale.ro emerged, a project developed by Code for
Romania in cooperation with the Department for Emergency Situations and the Romanian
Government. The Strategic Communication Group aimed not just to promote clear and correct
information, but also to combat false information flowing heavily especially online.
Romanian institutions and authorities, chiefly the above-mentioned ministries (as well
as other relevant ones, such as the Ministry of Education or the Ministry of Public Finance),
the Strategic Communication Group and, last but not least, Romania’s President Klaus Iohannis
have been trying to handle the crisis generated by COVID-19 in a balanced manner, on all
grounds. Throughout this time, there was a focus on transparent communication, on respecting
the measures aimed at preventing from infections with the new coronavirus, as well as on the
importance of getting informed solely through official sources made available.
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The state of emergency decreed in March was extended on April 15th, Romania thus
being under a state of emergency for two months. After these two months, in Romania there
were recorded over 1,000 deaths caused by the new coronavirus, and the full number of infected
individuals surpassed 16,000. In May, other 14,313 people were under institutionalized
lockdown, and 18,980 in home isolation. After May 15th, a state of alert followed, a time in
which terraces and shopping malls were open, and the citizens were mandated to wear
protection masks in closed public spaces. During the first month of the state of alert (May 15th
– June 15th, 2020), the number of people infected with the new coronavirus was of 5,921. 374
deaths caused by COVID-19 were recorded during this time. A few months later, in December
2020, the total number of infections with the new coronavirus equals 539,107. 12,948 people
infected with the virus passed away.
Methodology
Consistent with the above-stated research objectives, tightly connected to the Agenda
Setting model (McCombs, 2002), and considering the specificities of communication via social
media networks, we elaborated the following research questions:
I1. What was the frequency and form through which competent authorities of the
Romanian state communicated, via Facebook, during lockdown?
I2. What was the engagement generated by the institutions’ posts during that time?
I3. What were the leading topics identified in the Facebook communication of the
competent authorities of the Romanian state throughout lockdown?
I4. In youth’s perspective, how important were the topics present in the authorities’
Facebook communication during lockdown?
I5. Is there a correspondence between the results of the sociological inquiry of
individuals aged between 18 and 24 and the national representative opinion surveys, carried
out during and regarding lockdown in Romania?
The methodological design of this research uses methodological triangulation via
mixing content analysis with sociological inquiry, through the opinion survey technique.
Secondary data analysis (Chelcea, 2007) is then employed by comparing the results of the
survey to those of nationally representative opinion surveys carried out by a well-known public
opinion research institute. The comparison endeavor of survey results entails data triangulation.
The Agenda Setting theory is by its very nature a theory that involves methodological
13

triangulation, and researcher triangulation is a necessity of any content analysis carried out
manually, to ensure research reliability (except when using a computational approach). Data
triangulation involves
“obtaining data from different sources or in different moments/ under different
conditions yet does not include studies in which these involve independent variables in
an experiment. All these considered, data triangulation is regular in studying presence,
yet rarely explicitly commented upon” (Sandu, 2012).

In the present work, by comparing data obtained through administering the survey
online to the data offered by nationally representative surveys, we look at the way in which
cognitive effects of media communication emerge in various moments, which we can consider
another contribution to the development of the Agenda Setting model, in the context of crisis
communication and social media communication (Fig. 1). This research entails an exclusively
quantitative approach, which we deem appropriate for the stated objectives and research
questions.

Fig. 1. Methodological framework according to the Agenda Setting model

The first three research questions are tackled via content analysis of Facebook posts
throughout the lockdown period, published by the Romanian Presidency (N = 40), the Ministry
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of Internal Affairs (N = 272), the Ministry of Health (N = 505), and the Strategic
Communication Group (N = 208). The posts were collected manually, after identifying the
official Facebook accounts belonging to the above-mentioned institutions. We chose to carry
out the analysis of Facebook communication based on the reasons to be presented. In Romania,
there is a hybrid media system, based on Andrew Chadwick’s (2001; 2017) definition. The
system offers a variety of channels for the widest part of the large audience, and TV is the
preferred medium of Romanians, yet the Internet, social media, and streaming services
represent a serious competitor to linear TV, amongst the young public. This also constitutes
the sample of survey respondents, which is why we have decided to focus our attention of
public communication on this platform. Facebook is the most popular social media platform in
our country. In Romania, at the beginning of 2020, the rate of active use of social media is
57%, which places us in the bottom segment of the ranking including all European Union
countries (Statista, 2020a). Before the beginning of the pandemic, in February 2020, there were
about 11 million Facebook users and 81,241 pages (Zelist.ro, 2020). Moreover, another crucial
argument in deciding upon the content analysis corpus consists of the mere observation of the
fact that especially press conferences streamed live on Facebook were also broadcast live by
the public TV station (TVR1) and the news stations in Romania (Digi 24, Realitatea etc.).
The posts were coded manually, and for 10% of the posts (n=150 posts) a second coder
was involved, and after comparing coding results we established that coding was identical to
an extent higher than 70% (Krippendorff a=.723). Thus, the content analysis satisfies the
necessary parameters in terms of reliability.
The answer to the fourth research question was examined by administering an opinion
survey online via a questionnaire, amongst young people (N=417 respondents), aged between
18 and 24 years old, during May 15-25, 2020. To attract more participants from the targeted
age range, the link together with the invitation to fill in the questionnaire were distributed
through a Facebook sponsored post. 2,815 people clicked the link, 600 started filling in the
questionnaire, and a number of 417 subjects filled it out completely, generating a response rate
of 14.81%, which is considered in literature to be a relatively good rate for online administered
surveys (De Leeuw, Hox, & Dillman, 2008; Dillman, Smyth, & Christian, 2014). The
participation was voluntary, and the structure of the convenience sample is 49% female and
51% male from a gender perspective, 53% rural and 47% urban from a residence perspective,
15

72% high-school graduates, 24% college graduates, and 78% student population. With regards
to the participants’ financial source, 23% declared self-supporting through full-time jobs, 29%
have part-time jobs, whereas 5% of subjects declared being unemployed. In lockdown settings,
51% of respondents declared to be working from home upon their employers’ request.
We decided to administer the survey online using the Facebook platform, while aware
of the downsides of this technique that firstly consisted in the impossibility to build a
representative sample. However, considering that the Agenda Setting model in the online
setting during a major crisis starts from the content of the information distributed by the
competent authorities on Facebook, we deemed it appropriate for this survey to be carried out
on the same platform. We chose to restrict the survey to only young adults because of the high
penetration rate of the Internet and Facebook in Romania, regardless of background, income,
or education level. In October 2020, youth with ages between 18 and 24 years old constituted
17.9% of Facebook users in Romania, outnumbered only by the 25-35 age range, making up
to 24.2% of the platform’s users in our country (Statista, 2020b). Moreover, Internet and social
media represent a crucial information source of this audience segment that does not share the
same preferences for linear TV like their parents or grandparents, spending, on average, an
hour less in front of the TV on a daily basis, as compared to people aged over 55 (Tupa, 2019).
Findings
In the timeframe targeted for this analysis, Facebook posts (N=1295) published by the
four institutions mentioned were analyzed, as follows: President Klaus Iohannis (n=40), the
Ministry of Health (n=505), the Strategic Communication Group (n=208), and the Ministry of
Internal Affairs (n=472). These were posted during March 9th – May 22nd, 2020, a timeframe
consistent with that of the lockdown (March 16th – May 14th, 2020). The data were collected
manually from Facebook in September 2020, thus there may be differences from the moment
closely following their publishing on the platform. The analysis of all posts published by the
above-mentioned institutions determined that 30% of posts included a video, 29% were live
streams on Facebook, 69.9% included a text, and 57.8% required using the See more option.
The presence of photographs is rare and only shows in 0.3% of posts. The fact that on a frequent
basis the same content was disseminated via the four different accounts stood out, most often
this occurred for the Ministry of Internal Affairs (MIA), the Ministry of Health (MH), and the
16

Strategic Communication Group (SCG). Without a doubt, this is a natural phenomenon, as
these institutions have coordinated common actions, and the Strategic Communication Group,
as shown in the thesis, is a common structure for both ministries. In the timeframe under
investigation, the most active Facebook publisher was the Ministry of Health, which is also
natural, considering the setting of a major health crisis.
Facebook pages, that of President Klaus Iohannis, of the Ministry of Health, of the
newly founded entity called the Strategic Communication Group, and of the Ministry of
Internal Affairs constituted the subject of this research work. In the timeframe under analysis,
that of the onset of the COVID-19 pandemic in Romania (March 9th – May 22nd, 2020),
overlapping to a large extent with the lockdown period, these pages included almost
exclusively posts about the pandemic. The same information was posted, but presented
differently in terms of shape, not of content. The communication frequency was also different,
from the President’s page (n=40 posts), that had the smallest sub-corpus, to the page of the
Ministry of Health, which had the most posts (n=505). The pages followed the same purposes,
to inform the followers on new changes, measures, recommendations, on the development of
the new legal framework in the setting of an unprecedented health crisis in Romania’s
contemporary history. In these circumstances, one must emphasize that the frequency/ intensity
of communication on these networks represents a crucial strategic aspect.
Differences of shape and frequency noticed in the analysis are relevant. Thus, the
Ministry of Health informs its followers about new changes in an objective, detached manner,
relying heavily on numbers and statistics in its communication, the Ministry of Internal Affairs
sends the same message, but communicates in a varied manner and adds a human dimension,
presenting the stories of first responders fighting against the COVID-19 pandemic. Certain life
stories on this page are also picked up by traditional media. The page of President Klaus
Iohannis stands out, as it has the fewest and most complex posts. Also, on Iohannis’ official
page one will not find post shares from other pages, not announcements or press releases to
inform on the evolution of the pandemic in the country. These aspects are abundantly found in
the communication analyzed from the above-mentioned ministries or the Strategic
Communication Group. These three other institutions are alike in terms of official
communication on their pages, although two of them also focus on other aspects. While the
Ministry of Health focuses on specific posts regarding the evolution of cases and new press
17

statements, the Strategic Communication Group and the Ministry of Internal Affairs do not
overlook this aspect – which is quite salient in their communication –, but also talk about the
first-responders. Their posts about doctors, firefighters, rescuers in general gather many likes,
comments, and shares. Also, these three pages do not lack recommendations, nor Q&A-type
posts, on the most frequently asked questions about COVID-19 (e.g. “Is it true that vitamin C
can prevent the new coronavirus?”). This type of approach emulates interaction on social media
but cannot replace it.
As a conclusion, the posts of the four institutions had common goals: to inform people
about the evolution of COVID-19 cases in Romania, to make recommendations for preventing
the spread of the virus, and to publish announcements about the new legal framework. The
Facebook communication of the four institutions during the onset of the pandemic shall be set
in line with strategic communication objectives, those of presenting the desired
communicational content, of approaching a proactive narrative (Pînzariu, 2018), even more so
because in the online medium alternative stories that can be flagged as disinformation have
been circulating.
Even if the potential of engagement of these networks has not been used, because with
no exception, the state institutions preferred a top-down approach, their presence on this virtual
setting is crucial, especially for young people who draw their information heavily from here,
instead of traditional media. During the lockdown, amid movement restrictions, the time spent
online by this audience has increased. Thus, the odds to see this information were high, and
from the perspective of an effective strategic communication, the channel was properly
selected. In light of the reaction analysis, we noticed that human stories engendered a higher
effect than mere information or press releases. Maybe this is where the message should be
optimized, in the future. In what concerns the effects of strategic communication, administering
the online survey gives us clues that the main objectives of the communication efforts, mainly
to correctly inform the population on the legislative framework of the lockdown, on the
protection measures against the spread of COVID-19, have been met, amongst the age group
under analysis. Once again noted, the sample examined was a convenience one. Causality is
not as accurately emphasized as it would have been in the case of an experiment (quite difficult
and challenging not just technically, but also ethically during this time), this being one of the
research limitations.
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From the point of view of the Agenda Setting model, the respondents of the onlineadministered survey after the end of lockdown, at the end of May 2020, have emphasized the
saliency of the COVID-19 pandemic topic. At the same time, the relevance of measures
referred to in the communication of the state institutions (frequent handwashing with water and
soap, social distancing, wearing the mask – which at the time was not mandatory in the public
space) reflected onto their answers. The respondents’ fears regarding the disease, the state of
the economy and future in general are the result of the pandemic setting, because at that time
the incidence of cases was not very high, and the wide majority of respondents (81%) declared
not personally knowing someone infected.
Certainly, when discussing the agenda effect and especially agenda building, we cannot
say that the opinions of the respondents were exclusively based on their interaction with the
Facebook pages of the competent authorities of the Romanian state. It may be expected that
other sources of information, media and non-media (family, friends) were present. When
analyzing the results of the survey, one must take into account the timeframe in which it was
carried out – the first wave of the pandemic and the lockdown period in Romania. It is fairly
difficult to analyze an ongoing phenomenon, as in the present research work, and this is another
research limitation, together with the descriptive nature of this paper that does not include
complex modeling, the convenience sample of the online-administered opinion survey that
does not allow generalizations, not even across the population segment analyzed (young adults
aged between 18 and 24 year old).
Conclusions and research limitations
It is worth formulating a few conclusions about strategic communication. If we return
to the definition by Hallahan et al. (2007) of strategic communication as presentation of
leaders’ intentional actions, the way in which the four state institutions have communicated
during the lockdown emphasized leadership, this being especially present in the messages
posted on President Klaus Iohannis’ Facebook page. Elements of professionals’ representation
are richly observed on the pages of the Ministry of Internal Affairs and the Ministry of Health,
where the activity of the first responders, the doctors and nurses during this time has not only
been portrayed, but also glorified through a genuine approach meant to reflect – yet moderately
so – the hardship met by these in their struggle against COVID-19. The innovative processes,
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important in the view of Hallahan et al. (2007), are less present in the public messages found
on Facebook within the corpus of analysis. What President Klaus Iohannis, the Ministry of
Internal Affairs, the Ministry of Health, and the Strategic Communication Group managed to
reflect in their Facebook communication during the lockdown is a tight relationship between
public action and public communication, which is essential in Bentele and Nothhaft’s (2010)
perspective, the latter being two theorists who brought a relevant contribution to the concept
of strategic communication.
A few remarks about crisis communication are necessary, although this research is not
mainly centered around analyzing this type of communication, but rather uses crisis as a setting.
The competent state institutions have intensified their communicational efforts since the onset
of this major health crisis that has marked the entire humankind in 2020. This fact is obvious,
even without a systematic quantitative analysis of Facebook messages before the lockdown. A
phase leading up to the crisis, if present, was very short and did not constitute the object of this
research. And we can neither talk about a post-crisis phase at the time of concluding this
research. While it is true that the summer of 2020 brought about a relaxation of the population
amid a decrease of the COVID-19 cases rate, the health crisis carried on, at lower intensity – if
such wording is permitted – not just in Romania, but across the European Union. The second
wave, coinciding with the onset of fall, translated into a tightening of protection measures both
nationally and locally, where lockdown orders were issued. What we were able to observe
through the content analysis was the crisis response, according to Coombs, Falkheimer, Heide,
and Young (2015). While in an organization the role of crisis communication constitutes
protecting the organization and its partners from a series of potential damages (Freberg, 2019;
Reber, 2020), the role of strategic communication of the competent state institutions in this
major health crisis, according to public statements, was to prevent the spread of the virus and
to prevent blocking the activity of hospitals, especially that of intensive care units. In regards
to reputation management, the content analysis undergirds this effort in the case of all
institutions whose Facebook pages were examined. The survey brought into light, in a nuanced
manner, the appreciative perspective of young adults (18 to 24-year-olds) toward the efforts of
the authorities.
This research work aims to thoroughly scan a crucial moment, that of the pandemic’s
onset, can be considered a benchmark in future comparative approaches, both from a temporal
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and an international perspective, as the way in which Romania decided to communicate through
the voice of its competent authorities could be compared to the way other European states set
out to communicate. Thus, we could further develop an analysis on the whole strategic
communication of the competent authorities of the Romanian state throughout the pandemic,
selecting the lockdown timeframe as a starting point. Another perspective for future research
may be a comparison of data collected at the onset of the pandemic to data collected in other
European countries and beyond, to highlight the way in which competent authorities reacted at
this crucial time.

References
Abrudan, M. (2010). Criza şi media: criza economică şi reflectarea ei în mass media: 20082009. Tritonic.
Academia Română. (2009). Dicţionarul explicativ al limbii române. Editura Univers
Enciclopedic Gold.
Ackerman, M. S., Starr, B., Hindus, D., & Mainwaring, S. D. (1997). Hanging on the ‘wire: a
field study of an audio-only media space. ACM Transactions on Computer-Human
Interaction (TOCHI), 4(1), 39-66. https://doi.org/10.1145/244754.244756
Admoni, H., Dragan, A., Srinivasa, S. S., & Scassellati, B. (2014, March). Deliberate delays
during robot-to-human handovers improve compliance with gaze communication.
In Proceedings of the 2014 ACM/IEEE international conference on Human-robot
interaction (pp. 49-56). https://doi.org/10.1145/2559636.2559682
Ahadzadeh, A. S., Sharif, S. P., & Ong, F. S. (2017). Self-schema and self-discrepancy mediate
the influence of Instagram usage on body image satisfaction among youth. Computers
in Human Behavior, 68, 8-16. https://doi.org/10.1016/j.chb.2016.11.011
Alhabash, S., & Ma, M. (2017). A tale of four platforms: Motivations and uses of Facebook,
Twitter, Instagram, and Snapchat among college students?. Social Media+
Society, 3(1), https://doi.org/10.1177/2056305117691544
Ali, K., Dong, H., Bouguettaya, A., Erradi, A., & Hadjidj, R. (2017, June). Sentiment analysis
as a service: a social media based sentiment analysis framework. In 2017 IEEE

21

International

Conference

on

Web

Services

(ICWS) (pp.

660-667).

IEEE.

http://doi.org/10.1109/ICWS.2017.79
Allan, S., & Thorsen, E. (Eds.). (2009). Citizen journalism: Global perspectives (Vol. 1). Peter
Lang.
Allcott, H., & Gentzkow, M. (2017). Social media and fake news in the 2016 election. Journal
of economic perspectives, 31(2), 211-36. https://doi.org/10.1257/jep.31.2.211b
Alt, D. (2015). College students’ academic motivation, media engagement and fear of missing
out. Computers

in

human

behavior, 49,

111-119.

https://doi.org/10.1016/j.chb.2015.02.057
Andersson, A., Hatakka, M., Grönlund, Å., & Wiklund, M. (2014). Reclaiming the students–
coping with social media in 1: 1 schools. Learning, Media and Technology, 39(1), 3752. https://doi.org/10.1080/17439884.2012.756518
Annabi, H., & McGann, S. T. (2013). Social media as the missing link: Connecting
communities of practice to business strategy. Journal of Organizational Computing
and

Electronic

Commerce, 23(1-2),

56-83.

https://doi.org/10.1080/10919392.2013.748608
Aravind, S. R., Tan, S. G., & Wee, H. (în curs de publicare). Measuring the Outreach Efforts
of Public Health Authorities and the Public Response on Facebook during the COVID19 Pandemic in Early 2020: A Cross-Country Comparison. Journal of Medical Internet
Research. https://doi.org/10.2196/19334
Aydin,

S.

(2012).

A

review

of

research

on

Facebook

as

an

educational

environment. Educational Technology research and development, 60(6), 1093-1106.
http://doi.org/10.1007/s11423-012-9260-7
Bailey, M., Cao, R., Kuchler, T., & Stroebel, J. (2018). The economic effects of social
networks: Evidence from the housing market. Journal of Political Economy, 126(6),
2224-2276. https://doi.org/10.1086/700073
Balaban, D. C. (2008). The Framing or the Interpretation Frames Theory. Journal of Media
Research-Revista

de

Studii

https://www.mrjournal.ro/docs/R2/02MR2.pdf
Balaban, D. C. (2009). Comunicare mediatică. Tritonic.

22

Media, 1(02),

9-13.

Balaban, D. C. (2020). News Sharing During the COVID-19 Pandemics. Revista de Filosofie
Aplicată, 3, 177-188. https://filosofieaplicata.ro/index.php/filap/article/view/71/45
Balaban, D. C., Constantinescu, S., & Mustățea, M. (2018). Social Media Networks Unveiled.
Mapping the Romanian and German Youth. Journal of Media Research, 11(3), 35.
https://tinyurl.com/yxko6jg3
Baldwin-Philippi, J. (2018). Politics 2.0: Social media campaigning. In Burgess, J., Marwick,
A., & Th. Poell (Eds.), The SAGE Handbook of Social Media (pp. 527-545). SAGE.
Baym, N. K. (2015). Social media and the struggle for society. Social Media+ Society, 1(1),
2056305115580477.
Bârgăoanu, A. (2018). Fakenews: Noua cursă a înarmării. Evrika Publishing.
Bell, E., Golombisky, K., & Holtzhausen, D. (2002). Communication Rules. Unpublished
training manual, Tampa, FL.
Benbasat, I., & Zmud, R. W. (2003). The identity crisis within the IS discipline: Defining and
communicating

the

discipline's

core

properties. MIS

quarterly,

183-194.

https://doi.org/10.2307/30036527
Benson, J. A. (1988). Crisis revisited: An analysis of strategies used by Tylenol in the second
tampering

episode. Communication

Studies, 39(1),

49-66.

https://doi.org/10.1080/10510978809363234
Bentele, G., & Nothhaft, H. (2010). Strategic communication and the public sphere from a
European perspective. International journal of strategic communication, 4(2), 93-116.
https://doi.org/10.1080/15531181003701954
Boczkowski, P. J. (2009). Rethinking hard and soft news production: From common ground to
divergent

paths. Journal

of

Communication, 59(1),

98-116.

https://doi.org/10.1111/j.1460-2466.2008.01406.x
Bode, L. (2016). Political news in the news feed: Learning politics from social media. Mass
communication

and

society, 19(1),

24-48.

https://doi.org/10.1080/15205436.2015.1045149
Boehmer, J., & Tandoc, E. C. (2015). Why we retweet: Factors influencing intentions to share
sport news on Twitter. International Journal of Sport Communication, 8(2), 212-232.
https://doi.org/10.1123/ijsc.2015-0011

23

Bonfadelli, H. (2004). Medienwirkungsforschung/2 Anwendungen in Politik, Wirtschaft und
Kultur. UVK Verlag-Gesellschaft.
Boromisza-Habashi, D. (2013). Which way is forward in communication theorizing? An
interview

with

Robert

T.

Craig. Communication

Theory, 23(4),

417-432.

https://doi.org/10.1111/comt.12025
Botan, C. H., & Soto, F. (1998). A semiotic approach to the internal functioning of publics:
Implications for strategic communication and public relations. Public Relations
Review, 24(1), 21-44. https://doi.org/10.1016/S0363-8111(98)80018-0
Branicki, L. J., & Agyei, D. A. (2015). Unpacking the impacts of social media upon crisis
communication and city evacuation. In Preston, J. et al. (Eds.), City Evacuations: An
Interdisciplinary Approach (pp. 21-37). Springer.
Caplan, S. E., Perse, E. M., & Gennaria, J. E. (2014). Computer-mediated technology and social
interaction. In Lin, C. A., & D. J. Atkin (Eds.), Communication technology and social
change (pp. 53-72). Routledge.
Carey, J. (2002). A cultural approach to communication. McQuail’s reader in mass
communication theory, 36-45. https://tinyurl.com/y4s4lgon
Castronovo, C., & Huang, L. (2012). Social media in an alternative marketing communication
model. Journal of marketing development and competitiveness, 6(1), 117-134.
Centrul Național de Supraveghere și Control al Bolilor Transmisibile. (2020). Analiza rapidă
a

cazurilor

confirmate

de

infecție

cu

coronavirus

COVID-19.

Autor.

https://tinyurl.com/y4ab96gx
Chadwick, A. (2001). The electronic face of government in the Internet age: Borrowing from
Murray

Edelman. Information,

Communication

&

Society, 4(3),

435-457.

https://doi.org/10.1080/13691180127055
Chadwick, A. (2017). The hybrid media system: Politics and power. Oxford University Press.
Chelcea, S. (2003). Jurnalism & Comunicare, 2003, anul II, nr. 3. Sociologie
Românească, 1(3), 139-140. https://tinyurl.com/y5fcklgv
Chelcea, S. (2006). Opinia publică: strategii de persuasiune şi manipulare. Editura
Economică.
Chelcea, S. (2007). Metodologia cercetării sociologice: metode cantitative şi calitative.
Editura Economică.
24

Chen, L., Shi, J., Guo, Y., Wang, P., & Li, Y. (2019). Agenda-setting on traditional vs social
media. Internet Research. https://tinyurl.com/y2p6zvqc
Christen, C. T., & Hallahan, K. (2013). Psychological processing. In Heath, R. L. (Ed.),
Encyclopedia of public relations (ediția a doua, pp. 705-709). SAGE.
Ciborra, C. U. (1992). From thinking to tinkering: The grassroots of strategic information
systems. The

information

society, 8(4),

297-309.

https://doi.org/10.1080/01972243.1992.9960124
Cismaru, D. M. (2008). Comunicarea internă în organizaţii. Tritonic.
Cmeciu, Camelia. Tendințe actuale în campaniile de relații publice. Elefant Online, 2016.
CMR (Colegiul Medicilor din România). (2020, 1 octombrie). Pandemia COVID-10 în
România.

7

luni

de

la

primul

caz.

Autor.

https://www.cmr.ro/new/index.php/2020/10/pandemia-covid-19-in-romania-7-lunide-la-primul-caz/
Cojocaru, D. (2004). Aspecte ale triangularii in cercetarea sociala. Revista de cercetare si
interventie sociala, (5), 10. https://dialnet.unirioja.es/servlet/articulo?codigo=5552232
Coleman, S. R., & Salamon, R. (1988). Kuhn's" Structure of Scientific Revolutions" in the
Psychological Journal Literature, 1969-1983: A Descriptive Study. The Journal of
Mind and Behavior, 415-445. https://www.jstor.org/stable/43853457
Coman, C. (2009). Comunicarea de criză: tehnici și strategii. Polirom.
Coman, C. (2016). Relațiile publice: principii si strategii. Polirom.
Coman, M. (2016). Introducere in sistemul mass-media. Polirom.
Comas-Quinn, A., Mardomingo, R., & Valentine, C. (2009). Mobile blogs in language
learning:

Making

the

most

of

informal

and

situated

learning

opportunities. ReCALL, 21(1), 96-112. https://doi.org/10.1017/S0958344009000032
Coombs, W. T. (2004). Impact of past crises on current crisis communication: Insights from
situational crisis communication theory. The Journal of Business Communication
(1973), 41(3), 265-289. https://doi.org/10.1177/0021943604265607
Coombs, W. T. (2015). The value of communication during a crisis: Insights from strategic
communication

research. Business

https://doi.org/10.1016/j.bushor.2014.10.003

25

Horizons, 58(2),

141-148.

Coombs, W. T. (2015). Ongoing crisis communication: Planning, managing, and responding.
Sage Publications.
Coombs, W. T., Falkheimer, J., Heide, M., & Young, P. (Eds.). (2015). Strategic
Communication, Social Media and Democracy: the challenge of the digital naturals.
Routledge.
Corbu, N., Bârgăoanu, A., Buturoiu, R., & Ștefăniță, O. (2020a). Does fake news lead to more
engaging effects on social media? Evidence from Romania. Communications, 1(aheadof-print). https://doi.org/10.1515/commun-2019-0152
Corbu, N., Oprea, D. A., Negrea-Busuioc, E., & Radu, L. (2020b). ‘They can’t fool me, but
they can fool the others!’Third person effect and fake news detection. European
Journal

of

Communication, 35(2),

165-180.

https://doi.org/10.1177/0267323120903686
Cormode, G., & Krishnamurthy, B. (2008). Key differences between Web 1.0 and Web
2.0. First Monday, 13(6). https://doi.org/10.5210/fm.v13i6.2125
Cova, B., & White, T. (2010). Counter-brand and alter-brand communities: the impact of Web
2.0 on tribal marketing approaches. Journal of Marketing Management, 26(3-4), 256270. https://doi.org/10.1080/02672570903566276
Craig, R. T. (2007). Pragmatism in the field of communication theory. Communication
Theory, 17(2), 125-145. https://doi.org/10.1111/j.1468-2885.2007.00292.x
Dagnall, N., Drinkwater, K. G., Denovan, A., & Walsh, R. S. (2020). Bridging the gap between
UK Government strategic narratives and public opinion/behavior: Lessons from
COVID-19. Frontiers

in

Communication, 5.

https://doi.org/10.3389/fcomm.2020.00071
Davis, E. F., Alves, A. A., & Sklansky, D. A. (2014). Social media and police leadership:
Lessons from Boston. Australasian policing, 6(1), 10. https://tinyurl.com/y292qs5g
De Brum, J. (2003). A hipótese da agenda setting: estudos e perspectivas. Razón y Palabra,
(35). https://tinyurl.com/y3mf8ne3
De Leeuw, E. D., Hox, J. J., & Dillman, D. A. (2008). International handbook of survey
methodology. Taylor & Francis Group/Lawrence Erlbaum Associates.

26

De Mul, J. (2015). Database identity: Personal and cultural identity in the age of global
datafication. In De Been, W., Arora, P., & M. Hildebrandt (Eds.), Crossroads in New
Media, Identity and Law (pp. 97-118). Palgrave Macmillan.
De Vreese, C. H. (2005). News framing: Theory and typology. Information design journal &
document design, 13(1), 51-62. https://tinyurl.com/y52jhqyz
Dearing, J. W., Rogers, E. M., & Rogers, E. (1996). Agenda-setting (Vol. 6). Sage.
Dillman, D. A., Smyth, J. D., & Christian, L. M. (2014). Internet, phone, mail, and mixed-mode
surveys: the tailored design method. John Wiley & Sons.
Dobrescu, P., & Bârgăoanu, A. (2003). Mass media și societatea. Comunicare.ro.
Dobrescu, P., Bârgăoanu, A., & Corbu, N. (2007). Istoria comunicării. Comunicare.ro.
Egelhofer, J. L., & Lecheler, S. (2019). Fake news as a two-dimensional phenomenon: a
framework and research agenda. Annals of the International Communication
Association, 43(2), 97-116. https://doi.org/10.1080/23808985.2019.1602782
Enke, N., & Borchers, N. S. (2019). Social media influencers in strategic communication: A
conceptual

framework

for

strategic

social

media

influencer

communication. International Journal of Strategic Communication, 13(4), 261-277.
https://doi.org/10.1080/1553118X.2019.1620234
Entman, R. M. (1993). Framing: Toward clarification of a fractured paradigm. Journal of
Communication, 43(4), 51-58. https://tinyurl.com/yy3nou7x
Entman, R. M. (2007). Framing bias: Media in the distribution of power. Journal of
communication, 57(1), 163-173. https://doi.org/10.1111/j.1460-2466.2006.00336.x
Eriksson, M. (2012). On-line strategic crisis communication: In search of a descriptive model
approach. International

Journal

of

Strategic

Communication, 6(4),

309-327.

https://doi.org/10.1080/1553118X.2012.711403
Eriksson, M. (2018). Lessons for crisis communication on social media: A systematic review
of

what

research

tells

the

practice. International

Journal

of

Strategic

Communication, 12(5), 526-551. https://doi.org/10.1080/1553118X.2018.1510405
Farr, A. (1999). Does Your Brand Have the Energy to Compete?. Admap, April.
Fearn-Banks, K. (2016). Crisis communications: A casebook approach. Routledge.
Feinstein, B. A., Hershenberg, R., Bhatia, V., Latack, J. A., Meuwly, N., & Davila, J. (2013).
Negative social comparison on Facebook and depressive symptoms: Rumination as a
27

mechanism. Psychology

of

Popular

Media

Culture, 2(3),

161.

https://doi.org/10.1037/a0033111
Figeac, J., Smyrnaios, N., Salord, T., Cabanac, G., Fraisier, O., Ratinuad, P., & Seffisatti, F.
(2020). Information-sharing practices on Facebook during the 2017 French presidential
campaign: An “unreliable information bubble” within the extreme right.
Communications, 45(S1), 648-670. https://doi.org/10.1515/commun-2019-0193
Freberg, K. (2018). Social Media for Strategic Communication: Creative Strategies and
Research-Based Applications. SAGE Publications.
Gamson, W. A., & Modigliani, A. (1989). Media discourse and public opinion on nuclear
power: A constructionist approach. American journal of sociology, 95(1), 1-37.
https://doi.org/10.1086/229213
Geulen, E. (2000). Method, communication network and service access interface for
communications in an open system interconnection environment. U.S. Patent No.
6,038,609. U.S. Patent and Trademark Office.
Gil de Zúñiga, H., Weeks, B., & Ardèvol-Abreu, A. (2017). Effects of the news-finds-me
perception in communication: Social media use implications for news seeking and
learning about politics. Journal of computer-mediated communication, 22(3), 105-123.
https://doi.org/10.1111/jcc4.12185
Gilpin, D. R., & Murphy, P. (2010). Complexity and crises: A new paradigm. In Coombs, W.
T., & S. J. Holladay (Eds.), The handbook of crisis communication (pp. 683-690)
Wiley-Blackwell.
Gitlin, T. (2003). The whole world is watching: Mass media in the making and unmaking of
the new left. University of California Press.
Goffman, E. (1974). Frame analysis: An essay on the organization of experience. Harvard
University Press.
Greussing, E., & Boomgaarden, H. G. (2017). Shifting the refugee narrative? An automated
frame analysis of Europe’s 2015 refugee crisis. Journal of Ethnic and Migration
Studies, 43(11), 1749-1774. https://doi.org/10.1080/1369183X.2017.1282813
Ha, L., Xu, Y., Yang, C., Wang, F., Yang, L., Abuljadail, M., ... & Gabay, I. (2018). Decline
in news content engagement or news medium engagement? A longitudinal analysis of

28

news

engagement

since

the

rise

of

social

and

mobile

media

2009–

2012. Journalism, 19(5), 718-739. https://doi.org/10.1177/1464884916667654
Hagenbach, J., & Koessler, F. (2010). Strategic communication networks. The Review of
Economic Studies, 77(3), 1072-1099. https://doi.org/10.1111/j.1467-937X.2009.591.x
Hallahan, K., Holtzhausen, D., van Ruler, B., Verčič, D., & Sriramesh, K. (2007). Defining
Strategic Communication. International Journal of Strategic Communication, 1(1), 3–
35. http://doi.org/10.1080/15531180701285244
Harvey, A., & Leurs, K. (2018). Networked (in) justice: an introduction to the# AoIR17 special
issue.

Information,

Communication

&

Society,

21(6),

793-801.

https://doi.org/10.1080/1369118X.2018.1438493
Hermida, A. (2018). Social media and journalism. In Burgess, J., Marwick, A., & Th. Poell
(Eds.), The SAGE Handbook of Social Media (pp. 497-511). SAGE.
Hill, D. B. (1985). Viewer characteristics and agenda setting by television news. Public
Opinion Quarterly, 49(3), 340-350. https://doi.org/10.1086/268932
Holtzhausen, D. (2016). Datafication: threat or opportunity for communication in the public
sphere?. Journal of communication management, 20(1), 21-36.
Holtzhausen, D. R., & Zerfass, A. (2013). Strategic communication–Pillars and perspectives
of an alternative paradigm. In Zerfass, A., Rademacher, L., & S. Wehmeier
(Eds.), Organisationskommunikation und public relations (pp. 73-94). Springer VS.
Hornik, R. (Ed.). (2002). Public health communication: Evidence for behavior change.
Routledge.
IRES. (2020). România #StăAcasă. Autor. https://tinyurl.com/y849k9kz
Iyengar, S. (1990). Framing responsibility for political issues: The case of poverty. Political
behavior, 12(1), 19-40. http://doi.org/10.1007/2FBF00992330
Jenkins, J., & Wolfgang, J. D. (2017). A place to protest: Assessing alternative newsweeklies’
ideal roles and creation of alternative publics. Journalism Practice, 11(8), 960-979.
https://doi.org/10.1080/17512786.2016.1209976
Jipa, F. (2020, 19 martie). Cine este în spatele Grupului de Comunicare Strategică. Monitorul
Apărării și Securității. https://tinyurl.com/y32x3rz3

29

Karolak, M. (2020). Social media in democratic transitions and consolidations: what can we
learn from the case of Tunisia?. The Journal of North African Studies, 25(1), 8-33.
https://doi.org/10.1080/13629387.2018.1482535
Katz, E., Blumler, J. G., & Gurevitch, M. (1973). Uses and gratifications research. The public
opinion quarterly, 37(4), 509-523. https://www.jstor.org/stable/2747854
Kew, J., & Lauerman, J. (2020, 8 mai). The Coronavirus Originated in Bats and Can Infect
Cats, WHO Scientist Says. TIME. https://time.com/5834097/coronavirus-origin-batsinfect-cats-who/
Khang, H., Ki, E. J., & Ye, L. (2012). Social media research in advertising, communication,
marketing, and public relations, 1997–2010. Journalism & Mass Communication
Quarterly, 89(2), 279-298. https://doi.org/10.1177/1077699012439853
Khemani, S. (2020). An Opportunity to Build Legitimacy and Trust in Public Institutions in
the Time of COVID-19. World Bank. https://doi.org/10.1596/33715
Kim, D. K. D., & Kreps, G. L. (2020). An analysis of government communication in the United
States during the COVID‐19 pandemic: recommendations for effective government
health

risk

communication. World

Medical

&

Health

Policy.

https://doi.org/10.1002/wmh3.363
Kitchin, R., & Lauriault, T. P. (2015). Small data in the era of big data. GeoJournal, 80(4),
463-475. https://doi.org/10.1007/s10708-014-9601-7
Krumm, J., Davies, N., & Narayanaswami, C. (2008). User-generated content. IEEE Pervasive
Computing, 7(4), 10-11. https://tinyurl.com/y5f63hwa
Kümpel, A. S. (2019). The issue takes it all? Incidental news exposure and news engagement
on

Facebook. Digital

Journalism, 7(2),

165-186.

https://doi.org/10.1080/21670811.2018.1465831
Lacity, M. C., & Willcocks, L. P. (1998). An empirical investigation of information technology
sourcing

practices:

lessons

from

experience. MIS

quarterly,

363-408.

https://doi.org/10.2307/249670
Lang, G. E., & Lang, K. (1991). Watergate: An exploration of the agenda-building process. In
Protess, D. L. & Maxwell McCombs (Eds.), Agenda setting. Readings on media, public
opinion and policymaking (pp. 277-289). Routledge.
Lave, J., & Wenger, E. (1991). Situated learning: Legitimate peripheral participation.
30

Cambridge University Press.
Lazer, D. M., Baum, M. A., Benkler, Y., Berinsky, A. J., Greenhill, K. M., Menczer, F., ... &
Schudson, M. (2018). The science of fake news. Science, 359(6380), 1094-1096. http://
doi.org/10.1126/science.aao2998
Lee, J. K., & Kim, E. (2017). Incidental exposure to news: Predictors in the social media setting
and effects on information gain online. Computers in Human Behavior, 75, 1008-1015.
https://doi.org/10.1016/j.chb.2017.02.018
Lippmann, W. (1946). Public opinion (Vol. 1). Transaction Publishers.
Livingstone, S. (2004). Media literacy and the challenge of new information and
communication

technologies. The

communication

review, 7(1),

3-14.

https://doi.org/10.1080/10714420490280152
Lovari, A., D'Ambrosi, L., & Bowen, S. A. (2020). Re-Connecting Voices. The (New)
Strategic

Role

of

Public

Crisis. Partecipazione

Sector

Communication

e

After

the

Conflitto, 13(2),

Covid-19
970-989.

https://doi.org/10.1285/i20356609v13i2p970
Macnamara, J. (2018). A review of new evaluation models for strategic communication:
Progress and gaps. International Journal of Strategic Communication, 12(2), 180-195.
https://doi.org/10.1080/1553118X.2018.1428978
Macnamara, J., & Zerfass, A. (2012). Social media communication in organizations: The
challenges of balancing openness, strategy, and management. International journal of
strategic

communication, 6(4),

287-308.

https://doi.org/10.1080/1553118X.2012.711402
MAI (Ministerul Afacerilor Interne). (2020a). Declarații de presă privind măsurile dispuse
pentru

combaterea

răspândirii

noului

coronavirus

(COVID-19).

Autor.

https://tinyurl.com/y2proqpn
MAI. (2020b). Ordonanța militară privind unele măsuri de primă urgență care privesc
aglomerările de persoane și circulația transfrontalieră a unor bunuri. Autor.
https://tinyurl.com/y4g5aaud
Mallon, K. (2005). Ten Years of Learning on How Online Advertising Builds Brands. AdTech,
San Francisco, April.
Matthes, J. (2007). Framing-Effekte. Nomos Verlagsgesellschaft mbH & Co. KG.
31

Matthes, J. (2012). Framing politics: An integrative approach. American Behavioral
Scientist, 56(3), 247-259. http://doi.org/10.1177/0002764211426324
Matthes, J., & Kohring, M. (2008). The content analysis of media frames: Toward improving
reliability

and

validity. Journal

of

communication, 58(2),

258-279.

https://doi.org/10.1111/j.1460-2466.2008.00384.x
Mayer-Schönberger, V., & Cukier, K. (2013). Big data: la revolución de los datos masivos.
Turner.
McCombs, M. (2002, June). The agenda-setting role of the mass media in the shaping of public
opinion. In Mass Media Economics 2002 Conference, London School of Economics.
https://tinyurl.com/4cq2ja
McCombs, M. E., & Shaw, D. L. (1972). The agenda-setting function of mass media. Public
opinion quarterly, 36(2), 176-187. https://www.jstor.org/stable/2747787
McCombs, M. E., & Shaw, D. L. (1993). The evolution of agenda-setting research: Twentyfive years in the marketplace of ideas. Journal of Communication, 43(2), 58-67.
https://tinyurl.com/yxdhr2m7
McConnell, A., & Drennan, L. (2006). Mission impossible? Planning and preparing for
crisis. Journal

of

Contingencies

and

Crisis

management, 14(2),

59-70.

https://doi.org/10.1111/j.1468-5973.2006.00482.x
Mcdonald, D., & Smith, A. (1995). A proven connection: performance management and
business

results. Compensation

&

Benefits

Review, 27(1),

59-64.

https://doi.org/10.1177/088636879502700111
McFarland, L. A., & Ployhart, R. E. (2015). Social media: A contextual framework to guide
research

and

practice. Journal

of

Applied

Psychology, 100(6),

1653.

https://doi.org/10.1037/a0039244
Metzger, M. J. (2007). Making sense of credibility on the Web: Models for evaluating online
information and recommendations for future research. Journal of the American society
for

information

science

and

technology, 58(13),

2078-2091.

https://doi.org/10.1002/asi.20672
Meyer, P. (2009). The vanishing newspaper: Saving journalism in the information age.
University of Missouri Press.

32

Miller, E. A., & Pole, A. (2010). Diagnosis blog: checking up on health blogs in the
blogosphere. American

Journal

of

Public

Health, 100(8),

1514-1519.

https://doi.org/10.2105/AJPH.2009.175125
Ministerul Sănătății – România. (2020, aprilie). Informare de presă. Nelu Tătaru se va afla în
această

dimineață

în

județul

Hunedoara

[postare

tip

text].

Facebook.

https://www.facebook.com/MinisterulSanatatii/posts/1123375354683895/
Mintzberg, H. (2000). The rise and fall of strategic planning. Pearson Education.
Mintzberg, H., & Waters, J. A. (1985). Of strategies, deliberate and emergent. Strategic
management journal, 6(3), 257-272. https://doi.org/10.1002/smj.4250060306
Naudé, W. (2009). The financial crisis of 2008 and the developing countries (No. 2009/01).
WIDER Discussion Paper. http://hdl.handle.net/10419/84665
Newman, N., Fletcher, R., Kalogeropoulos, A., Levy, D. A. L., & Nielsen, R. K. (2017).
Reuters Institute Digital News Report 2017. Oxford: Reuters Institute for the Study of
Journalism.
Nielsen. (2012). State of the Media – The Social Media Report 2012. Nielsen.com.
https://tinyurl.com/ybrlxfew
Nothhaft, H., Werder, K. P., Verčič, D., & Zerfass, A. (2018). Strategic communication:
Reflections

on

an

elusive

concept. International

Journal

of

Strategic

Communication, 12(4), 352-366. https://doi.org/10.1080/1553118X.2018.1492412
O’Connor, A., & Shumate, M. (2018). A multidimensional network approach to strategic
communication. International Journal of Strategic Communication, 12(4), 399-416.
https://doi.org/10.1080/1553118X.2018.1452242
Oeldorf-Hirsch, A. (2018). The role of engagement in learning from active and incidental news
exposure on social media. Mass communication and society, 21(2), 225-247.
https://doi.org/10.1080/15205436.2017.1384022
Organizația Mondială a Sănătății. (2020a). Coronavirus disease (COVID-19) pandemic. Autor.
https://tinyurl.com/y4kkljqa
Ott, B. L. (2017). The age of Twitter: Donald J. Trump and the politics of debasement. Critical
studies

in

media

communication, 34(1),

https://doi.org/10.1080/15295036.2016.1266686

33

59-68.

Palade, I., & Balaban, D. C. (2020a). Fake news, Health-related fake news and HPV-related
false information. In Balaban, D. C., Hosu, I., & A. Voina (Eds.), Communication: It’s
about platforms (pp. 48-60). Accent.
Palade, I., & Balaban, D. C. (2020b). An Analysis of COVID-19-Related Fake News from
Romania. Journal of Media Research, 13(2), 27-43. https://tinyurl.com/y6yavcnt
Palenchar, M. J. (2010). Risk communication. In Heath, R. L. (Ed.), The Sage handbook of
public relations (pp. 447-461). SAGE.
Pan, Z., & Kosicki, G. M. (1993). Framing analysis: An approach to news discourse. Political
communication, 10(1), 55-75. http://doi.org/10.1080/10584609.1993.9962963
Papacharissi, Z. (2008). Uses and gratifications. In Salwen, M., & D. Stacks (Eds.), Uses and
gratifications: An integrated approach to communication theory and research (pp. 137152). Lawrence Erlbaum.
Pasteur.

(2020).

COVID-19

DISEASE

(NOVEL

CORONAVIRUS).

Autor.

https://www.pasteur.fr/en/medical-center/disease-sheets/covid-19-disease-novelcoronavirus
Percy, L., & Rosenbaum-Elliott, R. (2016). Strategic advertising management. Oxford
University Press.
Petcu, M. (coord.) (2014). Dicționar enciclopedic de comunicare și termeni asociați. C.H.
Beck.
Petty, R. E., & Cacioppo, J. T. (1986). The elaboration likelihood model of persuasion. In Petty,
R., E., & J. T. Cacioppo (Eds.), Communication and persuasion (pp. 1-24). Springer.
Pînzariu, A. I. (2018). Comunicarea strategică. Definire, abordare, necesitate. Colocviu
strategic, 150(3), 1-7.
Plowman, K. D., & Wilson, C. (2018). Strategy and tactics in strategic communication:
Examining their intersection with social media use. International Journal of Strategic
Communication, 12(2), 125-144. https://doi.org/10.1080/1553118X.2018.1428979
Powell, T. E., Boomgaarden, H. G., De Swert, K., & de Vreese, C. H. (2015). A clearer picture:
The

contribution

of

visuals

and

text

to

framing

effects. Journal

of

communication, 65(6), 997-1017. https://doi.org/10.1111/jcom.12184
Pöyry, E., Pelkonen, M., Naumanen, E., & Laaksonen, S. M. (2019). A call for authenticity:
Audience responses to social media influencer endorsements in strategic
34

communication. International Journal of Strategic Communication, 13(4), 336-351.
https://doi.org/10.1080/1553118X.2019.1609965
Quan-Haase, A., & Young, A. L. (2010). Uses and gratifications of social media: A comparison
of Facebook and instant messaging. Bulletin of science, technology & society, 30(5),
350-361. https://doi.org/10.1177/0270467610380009
Rauniar, R., Rawski, G., Yang, J., & Johnson, B. (2014). Technology acceptance model (TAM)
and social media usage: an empirical study on Facebook. Journal of Enterprise
Information Management. http://doi.org/10.1108/JEIM-04-2012-0011
Reber, B. H. (2020). Why Did They Do That? Lessons Learned from Recent U.S. Corporate
Crises. In Balaban, D. C., Hosu, I., & A. Voina (Eds.), Communication: It’s about
Platforms (pp. 35-47). Accent.
Redi, J. A., Taktak, W., & Dugelay, J. L. (2011). Digital image forensics: a booklet for
beginners. Multimedia

Tools

and

Applications, 51(1),

133-162.

http://doi.org/10.1007/s11042-010-0620-1
Riggall, K., Forlini, C., Carter, A., Hall, W., Weier, M., Partridge, B., & Meinzer, M. (2015).
Researchers’ perspectives on scientific and ethical issues with transcranial direct
current

stimulation:

An

international

survey. Scientific

reports, 5(1),

1-10.

https://doi.org/10.1038/srep10618
Ritchie,

D.

(1986).

Shannon

and

Weaver:

information. Communication

Unravelling

the

research, 13(2),

paradox

of

278-298.

https://doi.org/10.1177/009365086013002007
Roberts, M., & McCombs, M. (1994). Agenda setting and political advertising: Origins of the
news

agenda. Political

Communication, 11(3),

249-262.

https://doi.org/10.1080/10584609.1994.9963030
Rosengren, K. E. (1974). Uses and gratifications: A paradigm outlined. The uses of mass
communications: Current perspectives on gratifications research, 3, 269-286.
Rosengren, K. E. (1994). Culture, Media and Society. Agency and Structure, Continuity and
Change. In Rosengren, K. E. (Ed.), Media Effect and Beyond. Culture, Socialization
and Lifestyles (pp. 3-29).
Rotar, C., & Lepădatu, I. (2013). The agenda setting theory in the written Romanian
media. Management Intercultural, (29), 302-312. https://tinyurl.com/y2n2cv7b
35

Russell, S., & Norvig, P. (2002). Artificial intelligence: a modern approach. Prentice Hall.
Sandhu, S. (2009). Strategic communication: An institutional perspective. International
Journal

of

Strategic

Communication, 3(2),

72-92.

https://doi.org/10.1080/15531180902805429
Sandu, A. Ş. (2012). Metode de cercetare în ştiinţa comunicării. Lumen.
Sălcudean, M. (2015). New media, social media şi jurnalismul actual. Tritonic.
Scheufele,

D.

A.

(1999).

Framing

as

a

theory

of

media

effects. Journal

of

communication, 49(1), 103-122. https://doi.org/10.1111/j.1460-2466.1999.tb02784.x
Scheufele, D. A., & Iyengar, S. (2012). The state of framing research: A call for new
directions. In Kenski, K., & K. H. Jamieson (Eds.), The Oxford Handbook of Political
Communication

Theories

(pp.

1-18).

Oxford

University

Press.

http://10.1093/oxfordhb/9780199793471.013.47
Schreiber, T., & Grassberger, P. (1991). A simple noise-reduction method for real data. Physics
letters A, 160(5), 411-418. https://doi.org/10.1016/0375-9601(91)90237-3
Schultz, F., Utz, S., & Göritz, A. (2011). Is the medium the message? Perceptions of and
reactions to crisis communication via twitter, blogs and traditional media. Public
relations review, 37(1), 20-27. https://doi.org/10.1016/j.pubrev.2010.12.001
Semetko, H. A., & Valkenburg, P. M. (2000). Framing European politics: A content analysis
of

press

and

television

news. Journal

of

communication, 50(2),

93-109.

https://doi.org/10.1111/j.1460-2466.2000.tb02843.x
Shammi, M., Bodrud-Doza, M., Islam, A. R. M. T., & Rahman, M. M. (2020). Strategic
assessment of COVID-19 pandemic in Bangladesh: comparative lockdown scenario
analysis, public perception, and management for sustainability. Environment,
Development and Sustainability, 1-44. https://doi.org/10.1007/s10668-020-00867-y
Simon, H. A. (1971). Designing Organizations for an Information-Rich World. In
Greenberger, M. (Ed.), Computers, Communication, and the Public Interest (pp. 3772). Johns Hopkins Press.
Sng, K., Au, T. Y., & Pang, A. (2019). Social Media Influencers as a Crisis Risk in Strategic
Communication: Impact of Indiscretions on Professional Endorsements. International
Journal

of

Strategic

Communication, 13(4),

https://doi.org/10.1080/1553118X.2019.1618305
36

301-320.

Spoaller, D. (2020). The Platformization of Society and the Fake News Phenomenon. Revista
de

Filosofie

Aplicată,

3(5),

93-109.

https://filosofieaplicata.ro/index.php/filap/article/view/91/62
Spohr, D. (2017). Fake news and ideological polarization: Filter bubbles and selective exposure
on

social

media. Business

Information

Review, 34(3),

150-160.

https://doi.org/10.1177/0266382117722446
Stanley, B. (2015). Uses and gratifications of temporary social media: A comparison of
Snapchat and Facebook. California State University, Fullerton.
Statista. (2020a). Active social media penetration in selected European countries in 2020.
Autor. https://www.statista.com/statistics/295660/active-social-media-penetration-ineuropean-countries/
Statista. (2020b). Distribution of Facebook users in Romania as of October 2020, by age group.
Autor. https://www.statista.com/statistics/1178591/romania-share-of-facebook-usersby-age/
Steinfield, C., Ellison, N. B., & Lampe, C. (2008). Social capital, self-esteem, and use of online
social network sites: A longitudinal analysis. Journal of applied developmental
psychology, 29(6), 434-445. https://doi.org/10.1016/j.appdev.2008.07.002
Stephens, K. K., Malone, P. C., & Bailey, C. M. (2005). Communicating with stakeholders
during a crisis: Evaluating message strategies. The Journal of Business Communication
(1973), 42(4), 390-419. https://doi.org/10.1177/0021943605279057
Steyn,

B.

(2003).

From

strategy

conceptualisation. Journal

to

corporate

of

communication

communication

strategy:

A

management.

http://doi.org/10.1108/13632540410807637
Sturges, D. L. (1994). Communicating through crisis: A strategy for organizational
survival. Management

communication

quarterly, 7(3),

297-316.

https://doi.org/10.1177/0893318994007003004
Sturges, D. L., Carrell, B. J., Newsom, D. A., & Barrera, M. (1991). Crisis communication
management: The public opinion node and its relationship to environmental
nimbus. SAM Advanced Management Journal, 56(3), 22. https://tinyurl.com/yc4xqs8a

37

Sundar, S. S., & Limperos, A. M. (2013). Uses and grats 2.0: New gratifications for new
media. Journal

of

Broadcasting

&

Electronic

Media, 57(4),

504-525.

https://doi.org/10.1080/08838151.2013.845827
Sundermann, G., & Raabe, T. (2019). Strategic communication through social media
influencers: Current state of research and desiderata. International Journal of Strategic
Communication, 13(4), 278-300. https://doi.org/10.1080/1553118X.2019.1618306
Tacu, M. (2011). Efectul de agendă. Studia Universitatis (Seria Ştiinţe Sociale), 48(8), 200205. https://tinyurl.com/y28j5e62
Tandoc Jr, E. C., Lim, Z. W., & Ling, R. (2018). Defining “fake news.” A typology of scholarly
definitions. Digital

journalism, 6(2),

137-153.

https://doi.org/10.1080/21670811.2017.1360143
Thorson, K., & Wells, C. (2016). Curated flows: A framework for mapping media exposure in
the

digital

age. Communication

Theory, 26(3),

309-328.

https://doi.org/10.1111/comt.12087
Tinker, T. L., Dumlao, M., & McLaughlin, G. (2009). Effective social media strategies during
times of crisis: Learning from the CDC, HHS, FEMA, the American Red Cross and
NPR. Public Relations Strategist, 15(3), 25-39.
Traxler, J. (2007). Defining, Discussing and Evaluating Mobile Learning: The moving finger
writes and having writ.... The International Review of Research in Open and
Distributed Learning, 8(2). https://doi.org/10.19173/irrodl.v8i2.346
Tupa, R. (2019, 11 octombrie). Studiu: Care sunt preferințele românilor în materie de consum
TV și video în 2019. Ziarul Financiar. https://www.zf.ro/eveniment/studiu-care-suntpreferintele-romanilor-in-materie-de-consum-tv-si-video-in-2019-18453702
Turner, P., & Turner, S. (2009). Triangulation in practice. Virtual reality, 13(3), 171-181.
http://doi.org/10.1007/s10055-009-0117-2
Vafeiadis, M., Bortree, D. S., Buckley, C., Diddi, P., & Xiao, A. (2019). Refuting fake news
on social media: nonprofits, crisis response strategies and issue involvement. Journal
of Product & Brand Management. https://doi.org/10.1108/JPBM-12-2018-2146
Valeriani, A., & Vaccari, C. (2016). Accidental exposure to politics on social media as online
participation equalizer in Germany, Italy, and the United Kingdom. New Media &
Society, 18(9), 1857-1874. https://doi.org/10.1177/1461444815616223
38

Van Dijck, J. (2013a). The culture of connectivity: A critical history of social media. Oxford
University Press.
Van Dijck, J. (2013b). Facebook and the engineering of connectivity: A multi-layered approach
to

social

media

platforms. Convergence, 19(2),

141-155.

https://doi.org/10.1177/1354856512457548
Van Dijck, J., & Poell, T. (2018). Social media platforms and education. In Burgess, J.,
Marwick, A., & Th. Poell (Eds.), The SAGE Handbook of Social Media (pp. 579-591).
SAGE.
Van Dijck, J., Poell, T., & De Waal, M. (2018). The platform society: Public values in a
connective world. Oxford University Press.
Van Riel, C. B., & Fombrun, C. J. (2007). Essentials of corporate communication:
Implementing practices for effective reputation management. Routledge.
Van Zoonen, W., & van der Meer, T. (2015). The importance of source and credibility
perception in times of crisis: Crisis communication in a socially mediated era. Journal
of

public

relations

research, 27(5),

371-388.

https://doi.org/10.1080/1062726X.2015.1062382
Venturini, T., & Rogers, R. (2019). “API-Based Research” or How can Digital Sociology and
Journalism Studies Learn from the Facebook and Cambridge Analytica Data
Breach. Digital

Journalism, 7(4),

532-540.

https://doi.org/10.1080/21670811.2019.1591927
Verhoeven, P., Zerfass, A., Verčič, D., Moreno, Á., & Tench, R. (2020). Strategic
Communication across Borders: Country and Age Effects in the Practice of
Communication Professionals in Europe. International Journal of Strategic
Communication, 14(1), 60-72. https://doi.org/10.1080/1553118X.2019.1691006
Walther, J. B. (1996). Computer-mediated communication: Impersonal, interpersonal, and
hyperpersonal

interaction. Communication

research, 23(1),

3-43.

https://doi.org/10.1177/009365096023001001
Wang, W. Y., Pauleen, D. J., & Zhang, T. (2016). How social media applications affect B2B
communication and improve business performance in SMEs. Industrial Marketing
Management, 54, 4-14. https://doi.org/10.1016/j.indmarman.2015.12.004

39

Ward, S. J., & Wasserman, H. (2010). Towards an open ethics: Implications of new media
platforms for global ethics discourse. Journal of Mass Media Ethics, 25(4), 275-292.
https://doi.org/10.1080/08900523.2010.512825
Wardle, C. (2017). Fake news. It’s complicated. First Draft, 16.
Wardle, C., & Derakhshan, H. (2017). Information disorder: Toward an interdisciplinary
framework for research and policy making. Council of Europe report, 27.
https://tinyurl.com/y6p8g8zv
Weaver, D. H., Zhu, J. H., & Willnat, L. (1992). The bridging function of interpersonal
communication

in

agenda-setting. Journalism

Quarterly, 69(4),

856-867.

https://doi.org/10.1177/107769909206900406
Wee, S.L., & Wang, V. (2020, 6 ianuarie). China Grapples With Mystery Pneumonia-Like
Illness. The New York Times. https://www.nytimes.com/2020/01/06/world/asia/chinaSARS-pneumonialike.html
Werder, K. P., Nothhaft, H., Verčič, D., & Zerfass, A. (2018). Strategic Communication as an
Emerging

Interdisciplinary

Paradigm.

International

Journal

of

Strategic

Communication, 12(4), 333–351. http://doi.org/10.1080/1553118x.2018.1494181
Whalen, R. C. (2008). The subprime crisis—cause, effect and consequences. Journal of
Affordable

Housing

&

Community

Development

Law,

219-235.

https://www.jstor.org/stable/25782816
Whistance, J. (2015). Reflective case study. My ‘Pinteresting’project: Using Pinterest to
increase student engagement, promote inclusivity and develop employability
skills. Dialogue, 5, 50-58. https://ssudl.solent.ac.uk/id/eprint/3156
Whiting, A., & Williams, D. (2013). Why people use social media: a uses and gratifications
approach. Qualitative

Market

Research:

An

International

Journal.

http://doi.org/10.1108/QMR-06-2013-0041
Wiesenberg, M., Zerfass, A., & Moreno, A. (2017). Big data and automation in strategic
communication. International journal of strategic communication, 11(2), 95-114.
https://doi.org/10.1080/1553118X.2017.1285770
Woolley, J. K., Limperos, A. M., & Oliver, M. B. (2010). The 2008 presidential election, 2.0:
A content analysis of user-generated political Facebook groups. Mass Communication
and Society, 13(5), 631-652. https://doi.org/10.1080/15205436.2010.516864
40

Zander, M. (2020, 25 iunie). COVID-19 în Italia: După criză, se caută vinovații. Deutsche
Welle. https://tinyurl.com/y6ehh27p
Zelist.

(2020).

Overview

social

media.ro-februarie

2020.

Autor.

https://www.zelist.ro/blog/overview-social-media-in-ro-februarie-2020/
Zerfass, A., & Huck, S. (2007). Innovation, Communication, and Leadership: New
Developments in Strategic Communication. International Journal of Strategic
Communication, 1(2), 107–122. http://doi.org/10.1080/15531180701298908
Zerfass, A., Verčič, D., Nothhaft, H., & Werder, K. P. (2018). Strategic communication:
Defining the field and its contribution to research and practice. International Journal
of

Strategic

Communication, 12(4),

487-505.

https://doi.org/10.1080/1553118X.2018.1493485
Zoltan, P. (2020, 26 martie). Fostul reporter Andi Manciu, 35 de ani, conduce Grupul de
Comunicare Strategică. Newsweek.ro. https://newsweek.ro/sanatate/fostul-reporterandi-manciu-35-de-ani-conduce-grupul-de-comunicare-strategica

41

