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Abstract

This paper’s first aim is to analyze the conceptpablic relations, particularly sector
public relations, in order to seize their definidgnensions and applicative nature. To
evaluate the degree of efficiency and applicabiitypublic relations in the health sector,
our next step will constitute a case study as aareh on the perception of a section of
audience upon health promotion, which may indicatevant, preventive factors in this
sense. For this, we have applied, as a resear¢tothehe questionnaire-based inquiry to a
representative group of 50 persons belonging toirtte¥nal audience of the section of
Diabetes, Nutrition and Metabolic Diseases from@BaCounty Hospital. The reason for
which we applied this questionnaire was not to grenfa rigorous sociological analysis
with valid statistical results, but rather to idgnthe applicative role of public relations in
the health domain, respectively the “thought pattidties” existing on the level of a
section of audience, which may allow us to formulaseful conclusions. Although the
group was relatively small, we hope that the rasolitained may open new directions of
action and launch new challenges for future re¢earc

1. Introduction

According to one of the basic definitions found thre literature, public
relations represent the management of the commiionchetween an organization
and its audience, which obtains the best resultsubyng a symmetrical,
bidirectional communication (Grunig J.E., Hunt T984, p. 6). The objective of
public relations is to purposefully organize a tway process of communication,
in order to achieve mutual understanding and ttdhuriofitable relations between
an organization and its audiences, an organizatiod the environment. By
analogy, the job is described as the ability tolymsaaudiences, define criteria,
monitor relations with all the audiences, in fulbnapliance with ethics and
behavioural principles, by selecting the informatimeans that are most suitable
for communication (Baun, 2005, pp.58-59). A consensual definition of lmub
relations, signed by 65 leaders, mentions the tfeattt public relations represent a

* E-mail. petrovici.amalia@ub.ro, tel: +0-0721-618-764



Petrovici Amalia Gymnasium

distinct management function, which helps to estabhnd maintain mutual lines
needed for communication, understanding, acceptandeooperation between an
organization and its audience, using as main tosdearch and communication
ethical techniques (Ries, Ries, 2005, p. 319).

For Edward L. Bernays, public relations represbkattotality of the methods
and means, which may be used to influence how ganaration is perceived and
understood by the public; in other words, publiatiens help to crystallize the
public opinion regarding a certain organizatiomagl@ certain axis (Bernays, 2003,
p. 26). Thus, public opinion becomes a referendatpdhe British Institute of
Public Relations claim that public relations foaumsreputation, meaning the result of
what you do and say, and what others say aboutymipractice of public relations
is the discipline, which centres on reputation, hwihe purpose of gaining
understanding, support and influencing opinions lagtthviour (Newsom, VanSlyke
Turk, Kruckeberg, 2003, p. 18). Therefore, pubdilations represent a strategic form
of communication, which focuses on gaining the emck’s understanding and
acceptance, as well as on the process of buildirgpad relation between an
organization and the public, especially with a viewshaping one’s reputation and
communicating information (Curtin, 2008, p. 19).

As shown above, the system of public relationsa amitary whole, implies
the development, within itself, of two subsystef®se subsystem is responsible
with creating connections inside the organizatiself and with maintaining them,
with the purpose of ensuring an internal favouratil@ate. The other subsystem is
responsible with building durable connections witie external environment,
which includes all the other institutions or orgaations, as well as public opinion
(Cilin Rus, 2002, p. 58).

One of the major challenges facing public relationthe health sector is to
identify the most efficient methods for educatirig tpublic, changing existing
attitudes, behaviour and perception, as well as rtwest efficient means for
spreading information about promoting health, eslgcpreventive medicine. In
Public Relations Shirley Harrison draws an interesting comparibetween those
who practice medicine and those who practice publations, noting that both the
doctor, as well as the public relations speciafibguld first make a diagnosis and
then apply a cure. Generally, doctors and publiations specialists are asked to
intervene after the damage has been done. This gige to a new concept,
respectively, the fact that preventive public riela¢ are as important as preventive
medicine — according to the principle “it is easeprevent that to cure” — but, like
the latter, quite seldom applied. Both of thesecfraners, the doctor and public
relations specialist, enjoy the same common denatminAs doctors have to own
medicine and surgery knowledge and to make the ofthippocrates, the same
goes for those in the public relations. All speastalin public relations should own
basic knowledge about this profession and shoukely ab code of professional
conduct (Harrison, 1995, p. 22).

Romania’s health system is in great need of adgmomprehensive reforms
in order to “straighten out the system”. Policy dts on health care, controversial
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aspects regarding the availability, accessibilgyality and cost of medical care
seem to have no solution yet, as they are incrgagian alarming pace. The health
crisis seems endless. It may be said that, inicen¢apects, there has always been a
crisis in this domain. The significant gap betwdle@ sum of money that we are
willing to pay for health and the real cost of neadlicare generates a permanent
conflict. Among the factors influencing the congdteare of medical care expenses
is, first of all, the lack of legal regulations thmay ensure quality medical
assistance, according to the health insurance amthenalarming increase of the
number of malpractice cases, the high costs of cireglireleased only on
prescription. Unfortunately, the issues raised héimancial as well as health
related implications. To answer to the constantlehges, the public relations in
the health sector should evolve towards turning antnanagement function, which
should lead to “final results”. The purpose of palklations is to create a system
through which to promote “images” that may leadattopting a certain healthy
behaviour from the part of the individual, by praing campaigns in this respect
sens (Petrovici, 2011, p. 72).

Under the new concept of preventive public relajahese should own the
ability to think and plan strategically, anticipagi risk situations, cultivating a
transparent, two-way communication but, especidibye efficient research and
analysis methods in order to monitor the perceptiofithe public, so that the
results obtained should match the expectationghik case,responsibility and
professionalism should constitute reference poktslic relations may represent a
bridge towards change, a means for adjusting tonthwe attitudes triggered by
change. They represent a way of stimulating agisudwards producing change by
helping an organization look at society as a whisten several angles, instead of
restricting itself to a single, intense point okewi (Newsom, VanSlyke Turk,
Kruckeberg, 2003, p. 47).

2. Materials and methods

Public relations represent an innovative way ofnpoting an organization,
its products or services, by building a much highsibility in the public space. In
the domain of health, public relations have becomeare than a necessity,
constituting a real opportunity for communicatinggthanthe various categories of
audiences. They may represent a bridge towardsgehanterms of the attitudes,
beliefs or behaviours existing on the level of tlaeget audience. The major
challenge is represented by the identification leg most efficient methods to
educate the public, change existing attitudes,\aebaor perception, as well as of
the most efficient means of information relatedotomoting health, respectively
preventive medicine.

To meet the main challenge — public relations m tlealth sector — we have
chosen, as a case study, to conduct a researchtlpgrerception of a section of
audience regarding the factors involved in prongpliealth. To this effect, during the
interval from August to July 2012, we applied, assearch method, the questionnaire-
base inquiry to a group of 50 persons, represettimgnternal audience of the section



Petrovici Amalia Gymnasium

of Diabetes, Nutrition and Metabolic Diseases fr8aciu County Hospital. The
purpose of this inquiry was to monitor the percaptexisting on the level of the
targeted audience section regarding the factorshvied in promoting health and to
draw some final conclusions, which may serve futesearch.

3. Results and discussions

The questionnaire consists of a set of 15 questiorganized from the
general towards the particular, around certainreefee items. Thus, the results
obtained for the first question indicated the fdt 85% of the respondents had
heard about the national campaign "Control youbelies!", whereas 15% of them
provided a negative answer to this question. A® of the respondents agree
with the fact that this campaign is a relevantdaeh promoting health, whereas
only 5% of them disagree. The sources from whiaky thad learnt about this
campaign were the media (60%), family members (30%@spectively
acquaintances and friends (10%). According to thgpondents’ opinion, the
campaign was initiated by the Romanian Associatbmiabetes, Nutrition and
Metabolic Diseases (65%), the Romanian Associatib=ducation in Diabetes
(15%), while 20% of the respondents did not knowho answer this question.
Nevertheless, the maximum percentage recordedhéoiotlowing question (100%)
shows that the respondents are convinced of thigoamn’s usefulness. For the
guestionhave you come across media articles or news atheutampaign,?60%
of the respondents answered affirmatively, whilé64€aid they did not know. In
terms of the experience gained, 90% of these kelieat the overall impact of the
campaign upon the public was positive, while 10%ele that this campaign had
no impact at all. On a personal level, this campdigd a positive impact (85%),
respectively no impact at all (15%). According ftme trespondents, the main
objective of the campaign was to inform the widélmuabout the risk factors
determining the occurrence of the disease (45%yemtion, education in, and
efficient control of diabetes (45%), improving thiée style for persons with
diabetes (10%). According to their opinion, thekrifactors determining the
occurrence of the disease are nutritional imbalgi@@86), respectively “genetic
inheritance” (28%). Regarding the factors involwedhe prevention, education in,
and efficient control of diabetes, 52% mentioneslddoption of a healthy lifestyle,
the practicing of sports (38%), reducing stres$4L0ro the questiofollowing the
campaign, has your life improved, be it only to rmai extent 85% of the
respondents gave affirmative answers, while 15%wared negatively. The
distribution of the answers by gender indicateecgntage of 65% for the male
segment, respectively 35% for the female sectiorieims of age categories, 64%
of the respondents fall into the category of 35-Z8% into the category of 51-65,
and 8% into the category of above 65. Regardingetel of study, 90% have a
high-school diploma, and 10% a higher educatiotodig.
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4. Conclusions

Health has a major impact on everyone’s life. Kmayhow to cherish it
plays a decisive role in our life, on a physiol@jiand mental level. As in the case
of preventive public relations, the concept of mrtwve medicine is nowadays
emerging more and more like an essential oppostubétsed on the principle
according to which “it is easier to prevent thasatt. Unfortunately, disobeying
this principle, due either to a scarcity of infotioa concerning the factors
involved in promoting health, or to personal belief the type “it cannot happen to
me”, trigger adverse consequences upon health ianohost cases, intervention
occurs after the damage has already been done.

The statistical analysis and interpretation of itesallow us to formulate some
conclusions. It is worth noting the special integsown by the participants for this
campaign, which they regard as an important faot@romoting health. The active
nature of the campaign lies in the message thatdhgpaign adopts and uses to
attempt to act upon the public, influencing it ocognitive, emotional or behavioural
level. Consequently, the overall predominance aitp@ answers in relation to the
negative ones is obvious. On a personal levelintipact of the campaign upon the
targeted audience is positive, which shows theulrsefs of such a campaign.
Knowledge about the risk factors that trigger thecusrence of the disease,
prevention, education in, and efficient controb@betes constitute, according to the
targeted audience, reference points. At the same, tmentioning the risk factors
(unhealthy nutrition, “genetic inheritance”), resfpeely the factors involved in
preventing, educating in, and efficiently contmudji diabetes (adopting a healthy
lifestyle, practicing sports, reducing stress) ¢aties a change in certain perceptions,
though not entirely. The changes recorded on aepéve level trigger, in their turn,
changes on a cognitive level, by the fact thataingeted audience becomes aware of
the relevance of such factors in promoting heaftpgecially on a personal level.

The comparative analysis between the aspects witbsaive influence and
the aspects with a negative influence highlightgdhis research provide, on the
one hand, the possibility of evaluating and optingzthe positive aspects and, on
the other hand, the identification of solutions tilee negative ones. In this respect,
we may identify the dialectics of the relationsvibetn the internal and external
causes that influence the behavioural performanéesn individual, given that
external, as well as internal causes act uponniti@idual, which in their turn, via
feedback, influence the external causes in a pesiti negative way Belous, 1990,
pp.58-59). Calibrating the type of reaction onleheel of the group enables a better
reception of this process by identifying the petmepexisting at the level of the
internal audience, respectively the modificationbehaviours and attitudes, with
the purpose of creating maximal communication opesnFuture research still has
to find whether, on a behavioural level, certaindifications occur in this respect,
in the segment of the targeted audience. For theduwe intend to perform some
predictions concerning the audience’s possibleti@as to the context, so that the
findings may constitute new lines of action, whigtay efficiently support the
performance of such a process.
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RELATII PUBLICE SECTORIALE - CERCETARI PRIVIND PERCEPTIA
UNUI SEGMENT DE PUBLIC ASUPRA FACTORILOR RESPONSABILI
IN PROMOVAREA SANATATII
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Cuvinte cheie: PR sectorial, public, perceip, factori responsabili, @atdrii
Rezumat

Aceast lucrare §i propune intr-o prir etafd 0 analiz a conceptului de reiapublice, in
spea a relaiilor publice sectoriale, carei surprindi dimensiunile definitorisi caracterul
aplicativ al acestora. Pentru aceasta, am utidiaahetod de cercetare, ancheta pe bhde
chestionar, pe unsantion reprezentativ de 50 de persoane, in calitatpublic intern al
seciei de Diabet, Nutrie si Boli metabolice din cadrul Spitalului Jugan Bagu. Scopul
aplicarii acestui chestionar nu a fost acela de a realizguroag analiz sociologid, cu
rezultate statistic valide, ci, mai degialde a identifica rolul aplicativ al reldor publice
in domeniul &natatii, respectiv "particularittile de gandire" existente la nivelul unui
segment de public, caré sie indduie formularea unor concluzii utile unui astfel de
demers. Chiar dacesantionul este relativ mic, sgen ca rezultatele almute $ deschid
direqii de agiunesi si lanseze noi provad in planul cerceirilor viitoare.
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1. Introducere

Una din definjiile de baz intalnite in literatura de specialitate meneaz ca
relaiile publice reprezirii managementul comuriiai dintre o organizge si publicul
sau, care obne cele mai bune rezultate prin folosirea unei woigiri simetrice,
bidiregionale (Grunig, Hunt, 1984, p. 6). Reille publice au ca obiectiv organizarea
corgtienta a comunidrii, prin care se realizeaantelegerea mutualsi se stabilesc
relaii benefice intre organizie si publicurile ei, intre organizee si mediul ambiant,
prin intermediul unei comunid Th ambele sensuri. Prin analogie, profesia este
descrid ca fiind capacitatea de a analiza publicurile,addefini criteriile, de a
monitoriza reld@ile cu toate publicurile, asigurand respectare¢agrak a eticiisi a
principiilor comportamentale, alegand mijloacele idéormare cele mai propice
comuniarii (Bortun, 2005, pp. 58-59). O defir@ consensuala relaiilor publice,
semnai de 65 de lideri, precizeazca relgiile publice reprezirit o fungie de
management distingt care ajut la stabilireasi intretinerea liniilor reciproce
necesare comuridi, la intelegerea, acceptargacooperarea intre o organiessi
publicul siusi foloseste ca principale instrumente cercetasedehnicile etice de
comunicare (Ries, Ries, 2005, p. 319).

Pentru Edward L. Bernays, rélke publice reprezirit totalitatea metodelay
mijloacelor prin care se poate influarmodul de percee si intelegere publit a
unei organizgi; cu alte cuvinte, reldle publice ajui la cristalizarea intr-o anunit
direaie a opiniei publice despre o anuinirganizaie (Bernays, 2003, p. 26).
Opinia publi@ devine, astfel, punct de refefin Institutul Britanic de rekd
publice considerca relaiile publice se concentreape reputae, adic rezultatul a
ceea ce faci, a ceea ce spua ceea ce al spun despre tine. Practica Reélar
Publice este disciplina care pune accent pe rgputau scopul cdigarii
intelegerii, a sprijinuluisi a influentarii opiniei si a comportamentului (Newsom,
VanSlyke Turk, Kruckeberg, 2003, p. 18). Prin ureyaelaiile publice repreziri
o forma strategi@ de comunicare, care se concentiieagupra otinerii intelegerii
si accepdrii publicului si asupra procesului de creare a uneitiielaune intre o
organizae si public, in special in privita contudrii reputaiei si a comunidrii
informgiei (Curtin, 2008, p. 19).

Dupd cum se obsedy sistemul relgilor publice, ca tot unitar, presupune
dezvoltarea in interiorulas a dod subsisteme, unul responsabil de crearea
legaturilor in interiorul propriei organiza, precum si merninerea acestora in
vederea asigdrii unui climat intern benefic, calalt responsabil de formarea unor
legaturi durabile cu mediul extern, unde sunt inclusate celelalte institi sau
organizaii, precumsi opinia publi&a (Calin Rus, 2002, p. 58).

Una dintre provodrile majore cu care se confrantelgiile publice in
domeniul dnatatii o reprezini identificarea celor mai eficiente metode de edeicar
a publicului, de modificare a atitudinilor, compartentuluisi percepiei existente,
precumsi a celor mai eficiente mijloace de informare asupromovrii sanatatii,
in special, medicina prevendivin Public Relations Shirley Harrison face o
interesart comparde intre cei care practionedicinasi cei care practic reldgiile
publice, observandicatat medicul, c&i specialistul in relgile publice, trebuie &
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purd mai intai un diagnostigi apoi s trateze. In genera$j unul si celilalt sunt
rugai sa intervina, dupi ce #ul s-a produs deja. Acest lucré dagtere la un nou
concept, respectiv faptuli celaiile publice preventive sunt la fel de importante,
si medicina prevent& — conform principiului “e mai ¢or si previi, decat &
tratezi” — dar, cai aceasta din uri sunt la fel de rar aplicate. Ambii practicieni,
atat doctorul, cati specialistul in relg publice, se bucudr de acelgi numitor
comun. Aa cum doctorii trebuieasaibd cungtinte de medicia si chirurgie si
subscriu juimantului lui Hippocrate, la fel stau lucrurige in cazul celor care se
ocup de relaii publice. Tai specialistii in rel@i publice trebuie % posede
cunatinte de baZ despre aceasprofesiesi, la randul lor, trebuieasrespecte un
cod de conduitprofesional (Harrison, 1995, p. 22).

In sistemul de #itate din Romania se simte nevoia aalg adoptare a unor
reforme cuprinitoare care 'S puri sistemul pe picioare". Dezbaterile pe tema
politicilor referitoare la sistemul dearstate, aspectele controversate privind
accesibilitatea, calitategi costul Tngrijirilor medicale parasnu aild Tnc nicio
rezolvare, acestea crescand intr-un ritm alarn@na din énatate pare &nu aila
sfasit. Se poate afirmaagin anumite privire, intotdeauna a existat o érin acest
domeniu. Decalajul semnificativ dintre suma de lamicare suntem disgusa 0
platim pentru &natate si costul real al ingrijirilor medicale constituien iconflict
permanent. Printre factorii care inflyeaz cresterea contind a costurilor
ingrijirilor medicale se nu#ra in primul rand lipsa unor regleméntlegislative
care 4 asigure servicii medicale de calitate, in fimce cuantumul asiginilor de
sinatate, creterea alarmant a cazurilor de malpraxis, costurile crescute ale
medicamentelor eliberate numai pe bde reeti. Din picate, aspectele semnalate
au implicaii atat financiare, cafi asupra snatatii.

Pentru a #spunde permanentelor provo relaiile publice din domeniul
sanatatii trebuie @ evolueze, transformandu-se intr-o fileae management care
sa condud la "rezultate finale". Scopul reldor publice este acela de a realiza un
sistem cu ajutorulauia & fie promovate "imagini" careascondud la adoptarea
unor comportamente ale individului, benefié@aatii sale, prin promovarea unor
campanii in acest sens (Petrovici, 2011, p. 72). 18wl concept de rglapublice
preventive, acestea trebuig dgina capacitatea de a gangiplanifica strategic,
anticipand situgile de risc, de a cultiva o comunicare transpéieimt dublu sens,
dar, mai ales,asdispurh de metode eficiente de cercetgiranalizi cu scopul de a
monitoriza percegile publicului, astfel incat rezultatele whute $ fie pe nisura
asteptirilor. In acest caz;esponsabilitatesi profesionalismul trebuieisconstituie
puncte de referti. Relaiile publice pot constitui o punte pentru schimbaoe
modalitate de ajustare la noile atitudini genemdeschimbare. Ele reprezinb
modalitate de a stimula atitudinile pentru a crelsirmbarea, ajutdnd o organiiea
si vadh societatea in intregime, din mai multe unghiurildc $ aibd un singur
punct de vedere foarte puternic (Newsom, VanSlykek,TKruckeberg, 2003, p.
47).
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2. Material si metode

Relgiile publice reprezirii 0 modalitate ineditde promovare a organtsa,
a produselor sau serviciilor sale, construind ab¥itate mult mai accentuatin
spaiul public. in domeniul anatatii, relatiile publice au devenit mai mult decat o
necesitate, constituind o reéaportunitate de comunicare cu diferitele categieii
publicuri. Ele pot reprezenta o punte pentru sclhimbin ceea ce privie
atitudinile, credifele sau comportamentele existente la nivelul segrende
public vizat. Provocarea majoro reprezint identificarea celor mai eficiente
metode de educare a publicului, de modificaretaditiilor, comportamentului sau
percepiei existente, precursi a celor mai eficiente mijloace de informare pmii
promovareaanatatii, respectiv medicina preventiv

Pentru agspunde provawii de baa - relgiile publice in domeniul ®atatii -
ne-am propus, ca studiu de caz, efectuarea unegterprivind percega unui
segment de public asupra factorilor responsabifirbmovarea atatii. in acest
sens, in perioada iulie-august 2012, am utilizatnetod de cercetare, ancheta pe
baz de chestionar, pe uantion reprezentativ de 50 de persoane, in calitate
public intern al sg@ei de Diabet, Nuttie si Boli metabolice din cadrul Spitalului
Judeean Badu. Scopul acestei anchete este de a monitorizeperexisteni la
nivelul segmentului de public vizat in ceea ce gty factorii responsabili Tn
promovarea @atatii, care 4 ne permii conturarea unor concluzii finale, sper
utile, pentru cercétile viitoare.

3. Rezultatessi discutii

Chestionarul a fost altuit dintr- un set de 15 intréb, structurate in jurul
unor itemi de referitd, de la general la particular. Astfel, rezultatel@inute la
prima ntrebare atestaptul G 85% dintre respond@nau auzit despre campania
naionak "Controleaz-ti diabetul!, in timp ce 15% dintre agm au ASpuns
negativ la aceastintrebare. Totodat 95% dintre acgia sunt de frere @& aceast
campanie este un factor important in promova#eat&ii, in timp ce doar 5% nu
sunt de acegmparere. Sursele din care au aflat de acéeaampanie sunt mass-
media (60%), membrii familiei (30%), respectiv cginate, prieteni (10%). Dup
parerea respondeior, campania a fost ifiata de Societatea Romé&rmle Diabet,
Nutritie si Boli metabolice (65%), Asociea Roméai de Educge in Diabet (15%),
in timp ce 20% dintre respondenu austiut s raspund: la aceadgt intrebare. Cu
toate acestea, procentajul maxim inregistrat laitoanea intrebare (100%) atat
acatia sunt convigi de utilitatea acestei campanii. La intrebateai au remarcat
in mass-media, articole sagtiri despre campanie60% dintre respondénau
raspuns afirmativ, in timp ce 40% dintre git® au metionat & nustiu. Din punct
de vedere al experigsi acumulate, 90% dintre at@ considet ci, in general,
campania a avut un impact pozitiv asupra publicybei cand 10% consideca
aceast campanie nu a avut niciun impact. La nivel perfoaeeast campanie a
avut un impact pozitiv (85%), respectiv niciun impa(15%). In opinia
respondetilor, scopul principal al campaniei |-a reprezentdbrmarea publicului
larg cu privire la factorii de risc care deterthiapariia bolii (45%), prevetia,
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educaia si controlul eficient al diabetului (45%), Tmbitatirea stilului de vig
pentru persoanele cu diabet (10%). Byjarerea acestora, factorii de risc care
determira apartia bolii sunt dezechilibrul alimentar (72%), resipec¢mostenirea
geneti@" (28%). In ceea ce priye factorii responsabili in prevea, educéa si
controlul eficient al diabetului, 52% au miamat adoptarea unui stil de wa
sanatos, practicarea sportului (38%), reducerea stegli0%). La intrebaredaai
n perioada imediat urd@toare, viga acestora s-a imbutirit in vreun fel, fieyi
punctual, ca urmare a campani€5% dintre respondérau aspuns afirmativ, in
timp ce 15% dintre agBa au &spuns negativ. Distritia raspunsurilor pe sexe
indica un procent de 65% pentru segmentul masculin, odsp&85% pentru
segmentul feminin. La categoria de vay€4% dintre respondérsunt inregistra
la categoria 35-50, 28% la categoria 51-65, irptoea 8% dintre agda au peste
65 de ani. In ceea ce prige nivelul de studii, 90% au studii liceale, regpet0%
studii universitare.

4. Concluzii

Sanatatea are un impact majoritar asupraiv@icaruia dintre noi. Modul Tn
carestim si o prguim are un rol decisiv in via noastt, la nivel fiziologic sau
mental. Casi in cazul reldilor publice preventive, conceptul de mediin
preventia se conturedzdin ce in ce mai mult in zilele noastre ca o apatate
esefiala, avand la baz principiul conform @ruia “e mai gor i previi, decéat
tratezi”. Din gicate, nerespectarea acestui principiu, fie ca wraamui deficit de
informaie privind factorii responsabili in promovarean&atii, fie ca urmare a
unei convingeri personale de genul "mie nu mi satgpdntampla”, antreneaz
consecife nefaste asuprarstatii si, asa cum se intamplin majoritatea cazurilor,
intervenia are loc dup ce #ul s-a produs deja.

Din prelucrarea statistic si interpretarea rezultatelor pot fi formulate
urmatoarele concluzii. In primul rand, trebui@ snertionam interesul deosebit
manifestat de participainfata de aceagtcampanie pe care o considlea fiind un
factor important in promovareérgtatii. Caracterul agonal al campaniei rezidin
mesajul pe care campania 1l propugieprin intermediul druia incearg sa
agioneze asupra publicului, influgmdu-l la nivel cognitiv, afectiv sau
comportamental. Drept urmare, per ansamblu, se roam@redominam
raspunsurilor pozitive, in raport cu cele negativa hivel personal, impactul
campaniei asupra publicului vizat este pozitiv,acee demonstreaaitilitatea unei
astfel de campanii. Informarea privind factorii ik care determinapariia bolii,
prevenia, educga si controlul eficient al diabetului constituie, Tipiaia publicului
vizat, puncte de referii In acelai timp, menionarea factorilor de risc (alimenita
nesinitoasi, "mostenirea genetic), respectiv a factorilor responsabili in pretian
educaia si controlul eficient al diabetului (adoptarea ursiil de viaa sanatos,
practicarea sportului, reducerea stresului) indnodificarea unei anumite peraep
chiar dad nu in totalitate. Modifigrile Tnregistrate la nivel perceptiv antrengda
randul lor, modifidri la nivel cognitiv, prin faptul £ publicul vizat costientizeaz
importana acestor factori in promovares#atii, mai ales, pe plan personal.
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Analiza contrasti¥ intre aspectele cu influgnpozitiva, respectiv negativpe
care prezenta cercetare le evigizi ofera, pe de o parte, posibilitatea evalu si
optimizarii aspectelor pozitive, precursi identificarea unor solii pentru cele
negative, pe de daltparte. Identifidm, in acest sens, dialectica telar dintre
cauzele interngi externe care influgeaz comportamentul unui individ, avand in
vedere & asupra performaelor comportamentale ale individuluitexneaz atat
cauze externe, cétinterne, care, la randul lor, prin feed-back|uesfteaz pozitiv
sau negativ asupra cauzelor externe (Belous, 189058-59). Etalonarea tipului
de reage la nivel de grup permite o mai Qumeceptare a acestui demers prin
identificarea perceapei existente la nivelul publicului intern, respeatodificarea
comportamentului si atitudinii, Tn scopul craii unei maxime deschideri
comunicative. Bmane de &zut, in cerceirile viitoare, dag la nivel
comportamental, se Tinregistréaanumite modifidri in acest sens, asupra
segmentului de public vizat. Ne propunem, pe vjitealizarea unor predicale
tipului de reagi comportamentale ale publicului la context, dsifeat constdiile
ohbtinute & constituie noi dire@ de agiune, care & susina in mod eficient
performana unui astfel de demers.

Referinte bibliografice

1. BERNAYS, E.L. (2003). Cristalizarea opiniei publice, Bucuresti:
comunicare.ro, 26.
2. BELOUS, V. (1990)Manualul inventatoruluiBucursti: Editura Tehnig, 58-59.
3. BORTUN, D. (2005),Relaiile publice si noua societateBucuresti: Editura
Tritonic, 58-59.
4. CALIN RUS, F. (2002).Introducere ingtiinfa comunidrii si a relailor
publice,lasi: Editura Institutul European, 58.
5. CURTIN, P.A.,, GAITHER, K.T. (2008).Relaii publice interngionale:
negocierea culturii, a identiitii si a puterii, Bucursti: Editura Curtea Veche, 19.
6. GRUNIG, J.E., HUNT, T. (1984Managing Public Relation®2hiladelphia:
Holt, Rinehart and Winston, 6.
HARRISON, S. (1995)Public RelationsL.ondon: Routledge, 22.
NEWSOM, D., VANSLYKE TURK, J., KRUCKEBERG, D. (2003Totul
despre relaile publice,lasi: Editura Polirom, 18-47.
9. PETROVICI, A. (2011).Introducere in reldi publice, Bacau: Editura Alma
Mater, 72.
10. RIES, AL., RIES, L. (2005)Caderea advertisingulugi ascensiunea PR-ului,
Bucursti: Editura Brandbuilders Group, 319.

© N



