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Abstract

The existence itself, the functioning and the organization of the society
would be unthinkable in the absence of communication processes.

Public opinion is expressed, no doubt, through people’s opinions, but
only to the extent that these views coincide with the group’s opinion in which
those people are. If there is an identity in the peoples’ estimation, then the
individual opinion is the same with the public one. In most cases such a
coincidence doesn’t exist.
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Introducere

Definitd in modul cel mai simplu,
comunicarea constad intr-un proces de
transmitere a informatiilor, ideilor si
opiniilor de la un individ la altul si de
la un grup social la altul. In general,
relatiile umane (§i nu numai acestea)
reprezintd interactiuni comunicatio-
nale. Chiar dacd nu acceptam punctul
de vedere al celor care spun ca relatiile
si interactiunile dintre oameni sunt de
naturd comunicationald, trebuie sa
recunoagtem ca toate relatiile interu-
mane au o dimensiune simbolica:
interactiunile umane ar fi imposibile
fard transmiterea si receptarea unor
mesaje. Insisi existenta, functionarea si
organizarea  societatii ar fi de
neconceput in absenta proceselor de
comunicare. Existdm unii pentru altii si
interactiondm unii cu altii In masura In
care comunicam intre noi: transmitem
si primim semnale, codificam si
decodificim mesaje. Mesajele modifi-
ca informatia celui care le primeste si,
eventual, comportamentul sdu. Reactia
comportamentalda a receptorului poate
influenta emitdtorul intr-un mod
perceptibil sau imperceptibil.

1. Conceptul de informatie
in procesul comunicarii vehiculim

informatii. Informatia este ceea ce se
comunicd Intr-unul din limbajele

Introduction

Defined in the simplest way,
communication is in a process of
transmitting information, ideas and
opinions from an individual to another
and from one social group to another
one. Generally, human relations (and
not only them) represent
communicational interactions. Even if
we do not accept the point of view of
those who say that the relationships
and interactions between people are
communicational, we have to
recognize that all the interhuman
relationships  have a  symbolic
dimension: human interactions would
be impossible without the
transmission and reception of some
messages. The existence itself, the
functioning and the organization of
the society would be unthinkable in
the absence of communication
processes. We exist for some others
and we relation each another as far as
there is communication between us:
we send and we receive signals, code
and decode messages. Messages
amend the information of the one that
receives them and, possibly, his
behavior. Behavioral reaction of the
receptor can influence the broadcaster
in a perceptible or imperceptible way.

1. The concept of information

In the communication process
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disponibile. = Informatia este o
combinatie de semnale si simboluri.
Comunicérile sociale sunt cele care dau
semnificatie unui simbol.

2. Valoarea informatiei

in fiecare minut suntem
“bombardati” de informatii difuzate de
presa, radio si televiziune si, mai nou,
prin Internet. In fiecare minut trebuie
sd& ludm decizii in functie de
informatiile pe care le primim.
Incidentele, evenimentele neasteptate
atrag imediat atentia datoritd noutatii
lor. Se aplica regula conform careia
noutatea este cu atat mai mare cu cat
ceea ce s-a petrecut a fost, Tnainte de
incheierea evenimentului, mai impro-
babil.

Valoarea semanticd a informatiei
se referd la valoarea semnificatiei pe
care mesajul o transmite. Valoarea
semanticd presupune o evaluare
complicata.

Masurabila este frecventa cuvinte-
lor in mesaj - cuvinte des folosite sau,
din contra, rar folosite. Exemplu:
scoald, student - cuvinte des folosite
intr-un text se golesc de sensuri si
transmit mai putind informatie decat
cuvinte ca explozie sau raniti.

Valoarea semanticd este invers
proportionala cu frecventa cuvintelor
intr-un mesaj. Ideea trebuie retinuta
pentru cd in “crearea de imagine”
construirea mesajului joaca un rol

we vehicle information. Information
is what is communicated in one of
the available languages. Information
is a combination of signals and
symbols. Social communications are
those which give meaning to a
symbol.

2. The amount of information

Every minute we are "bombard"
with information disseminated by the
press, radio and television and, most
recently, by Internet. Every minute
we must take decisions based on the
information ~we  receive. The
incidents, the unexpected events
immediately attract attention because
of their novelty. There is applied the
rule that the greater the novelty is the
greater what hapened was, before the
end of the event, more improbably.

The amount of semantic
information refers to the significance
that the message transmits. Semantic
value involves a complicated
assessment. The measure is the
frequency of words in the message -
the words often used or, otherwise
seldom used. For instance: school,
student - words often used in a text
are emptied of meaning and transmit
less information than words like
explosion or injured people.

Semantic value is inversely
proportional with the frequency of
the words in a message. The idea

118



foarte important.

Valoarea semanticd nu poate fi
evaluatd doar prin frecventa cuvintelor
intr-un mesaj. Trebuie sa tinem cont §i
de receptor, de orizontul Iui de
asteptare, de gradul sau de interes.
Astfel ajungem la valoarea pragmatica
a informatiei.

Valoarea pragmaticd a informatiei
este mult mai greu de definit. Din
punct de vedere pragmatic, intereseaza
efectul pe care 1l are mesajul asupra
receptorului §i asupra actiunilor sale.
Acest lucru se poate afla foarte greu
inainte de a fi emis mesajul, prin
evaluare, si mult mai usor dupa
emiterea mesajului, prin sondaje
sociologice bine dirijate. Evenimentele
neasteptate pot avea pentru public o
valoare informativa diferentiata.

Valoarea unei stiri depinde de
“importanta sociald” a evenimentului
relatat.

Relevanta sociald este la randul ei
greu de evaluat. Putem spune totusi ca
relevanta sociala depinde de proxi-
mitatea geograficd si de cea psihica.
Un eveniment ne este cu atdt mai
“strain” cu cat el se produce mai
departe si 1Intr-un spatiu cultural
complet diferit.

Valoarea informativd a mesajului
este dependentd de incertitudinile
receptorului de a iesi dintr-o anumita
situatie Tnainte de emiterea sau de
receptarea mesajului. Dupa receptarea
mesajului, valoarea informativd a

should be kept in mind because “in
the creation of the picture" the
building of the message plays a very
important role.

Semantic  value cannot be
assessed only by the frequency of the
words in a message. We should also
take into account the receiver, his
horizon of waiting, his degree of
interest. Thus we come to the
pragmatic value of the information.

The amount of pragmatic
information is more difficult to
define. From a pragmatic point of
view, the interes is for the effect that
the message has on the receptor and
its actions. This can be very hard
found before they deliver the
message, through evaluation, and
much easier after the transmiting of
the message, through well-directed
sociological surveys. Unexpected
events can have for the public a
differential informative value.

The value of news depends on
the "social importance" of the event
reported. In its turn, social relevance
is difficult to assess. We can say
however that social relevance
depends on geographical proximity
and the emotional one. An event is
more "foreign" for us, the farther it is
produced and in a completely
different cultural space.

The informative value of the
message is related to uncertainties of
the receiver to get out of a given
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acestuia depinde de improbabilitatea
care Inconjura evenimentul Inainte ca
acesta sd se fi produs si de importanta
sociala a evenimentului Tnsusi.

3. Tipuri de influenta exercitata
prin intermediul comunicarii

Cercetdtorii au studiat comunica-
rea ca proces de influentd si propun
cinci tipuri de relatii de putere intre un
“agent comunicator” §i un receptor,
accentul cdzand pe relatia interper-
sonald, fie ca relatia se stabileste intre
indivizi, fie ¢d numai receptorul este un
individ, in timp ce agentul poate fi un
rol, o norma, un grup sau o parte a unui
grup. Teoria nu tine seama numai de
actele intentionate de influenta, ci si de
influenta rezultatd din actele “pasive”
ale unui agent, care exercita o influenta
restrictiva asupra celor din jur.

Bazele puterii sau influentei
comunicatorului, care 1i dau posibili-
tatea sa-si exercite influenta sunt
urmatoarele:

1. Puterea de recompensare este
definitd ca puterea a carei bazd este
abilitatea de a rasplati, referinta de
bazad fiind promisiunea sau oferirea
unor avantaje materiale, in special bani
sau pozitie sociald. Transferand puterea
de recompensare la influenta comuni-
cationald, recompensa ar trebui
conceputd in termenii satisfacerii unor
dorinte ale receptorului.

situation before issuing or receiving
the message. After receiving the
message, the value of the information
depends on the improbability which
encircle the event before it has
occurred and on the social
importance of the event itself.

3. Types of influence exercised
by communication

Researchers studied
communication as a process of
influence and propose five types of
power relationships between a
"communicator agent" and a receiver,
the emphasis falling on interpersonal
relationship, whether the relationship
is established between individuals,
whether only the receiver is an
individual, while the agent can be a
role, a norm, a group or part of a
group. The theory does not take into
account only the intentional acts of
influence, but also the influence
resulting from agent’s acts of
"liabilities", who exercises a
restrictive influence on those around
them.

The bases of the power or the
communicator’s influence, which
enable him them to exercise his
influence are as follows:

1. The power of remuneration is
defined as the power which base is
the ability to repay, the basic
referencing being the promise or the
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2. Puterea coercitiva se bazeaza pe
faptul ca receptorul se asteaptd sa fie
pedepsit de agent (comunicator) daca
“nu se conformeazd incercarii de
influentd” a acestuia. Asadar, spre
deosebire de puterea care recompen-
seazd, In acest caz intervine o rasplata
negativa. Cercetatorii considera impor-
tant sd distingd aceste tipuri de
exercitiu al puterii, in special pentru ca
puterea recompensatoare tinde sa
creascd atractia dintre transmitatorul si
receptorul influentei, In timp ce puterea
coercitiva are efectul invers, cu
implicatii foarte diferite pe termen lung
pentru relatia dintre participanti.

3. Puterea referentiala se bazeaza
pe identificarea receptorului cu
agentul, identificarea fiind definitd ca
,sentiment al identitétii” sau ,,dorinta
de unificare”. Cercetatori subliniaza, in
acest context, importanta conceptului
de grup de referintd si a celui de
,.sugestie de prestigiu”. O persoana sau
un grup de prestigiu constituie un
model de referintd, cu care incearca sa
se asocieze sau identifice altii, care le
adoptd atitudinile sau convingerile.
Exemple ale unui astfel de proces
gasim in numeroase situatii de
comunicare: adoptarea modului de a
vorbi si a celui de a se imbraca al
eroilor din mass-media, paralelisme
puse sub semnul influentei Iintre
prieteni, persoane cu acelasi statut,
profesori si elevi, lideri si sustindtori,
etc.

offer of some material benefits.
Transferring the power of repaying to
the communicational influence, the
reward should be conceived in the
terms of satisfying the desires of the
receptor.

2. Coercive power is based on
the fact that the receiver thinks about
being punished by the agent (the
communicator) if "he does not
conform to the test of influence" of
that one. So, different from the
rewarding power, in this case a
negative reward appears. Researchers
consider that 1is important to
distinguish these types of power
exercising, particularly because the
rewarding power tends to increase
the attraction between broadcaster
and the receiver of the influence,
while the coercive power has a
reversed effect, with very different
implications for long-term the
relationship between participants.

3. Referential power is based on
the identification of the receiver with
he agent, the identification being
defined as “sense of identity" or
“desire for unification". Researchers
underline, in this context, the
importance of the reference group
concept and the one of “prestige
suggestion". A prestigious person or
group makes a reference model,
which seeks to associate or to
identify others that adopt their
attitudes or beliefs. Examples of such
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4. Puterea legitima se bazeaza pe
intelegerea de ambele parti a faptului
cad cineva are dreptul sa pretinda
ascultare de la ceilalti. Aceasta
acceptare a influentei poate fi
reprezentatd de o relatie intre roluri, ca
intre profesor si elev sau parinte si
copil, dar poate exista si pe baza unei
angajari reciproce. In toate cazurile,
notiunea de legitimitate implica un cod
sau un standard, acceptat de individ, in
virtutea caruia agentul extern isi poate
exercita puterea. Putem da numeroase
exemple 1n care comunicarea devine
influentd datoritd acestui aspect al
relatiei-mesajul politic adresat simpati-
zantilor, predica morald adresatda de
biserici  credinciosilor, rolul de
orientare sociala jucat de familie,
sfaturile date elevului de profesor, etc.

5. Puterea expertului este influenta
care se bazeaza pe atribuirea unor
cunostinte superioare agentului, care au
efect asupra structurii cognitive a
receptorului. Strdinul care acceptd
recomandarile unui localnic, persoa-
nele care afld informatii din ziare,
studentul care invatd dupa un manual,
sunt cu totii influentati de comunicare
pe baza puterii expertului. Trebuie
remarcat ca o astfel de putere este
determinati, in foarte mare masurd, de
contextul situational si institutional,
pentru ca, prin definitie, receptorul nu
este in mod normal in pozitia de a
evalua  corectitudinea  informatiei
primite. Producerea unui efect se

a process we find in many situations
of communication: the speaking and
clothing way adoption of the heroes
from media, parallelisms placed
under the sign of influence between
friends, people with the same status,
leaders and supporters, etc.

4. Legitimate power is based on
the both sides understanding of the
fact that someone is entitled to expect
listening from the other ones. This
acceptance of influence can be
represented by a relationship between
roles. In all cases, the concept of
legitimacy implies a code or a
standard accepted by an individual,
under which the external agent may
exercise its power. We can give
numerous examples in  which
communication becomes influence
because of this aspect of the
relationship - political message
addressed to the followers, moral
preach by the church to the church
faithful people, targeting social role

played by the family.
5. The expert’s power is the
influence  based on  superior

knowledge for the agent, having an
impact on the cognitive structure of
the receptor. A foreign citizen who
accepts the recommendations of a
local one, people who get
information from the newspapers, the
student who learns after a manual are
all influenced by communication
based on the expert’s power. It
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bazeazd pe definirea, acceptabila
pentru receptor, a statutului de expert
intr-o situatie §i pentru un anumit
domeniu.

Aceasta tipologie a bazelor puterii
pare sa identifice, ordoneze si, In parte,
explice principalele, mecanisme ale
influentei comunicative si corespunde,
in general, conceptiei despre comuni-
care ca proces care implicd o relatie
sociald. Desi, cei cinci termeni care
descriu diferitele tipuri de putere
sociala se referd, in primul rand, la
atribute ale agentului influentei, ei
implica si un tip special de coorientare
a receptorului. Astfel, recompensa sau
coercitia sunt eficiente in cazul unei
orientari calculative a receptorului;

influenta legitimda se bazeazd pe
supunerea reglementatd  normativ;
puterea  referentiala  depinde de

identificarea cu comunicatorul; puterea
expertului se bazeaza pe increderea si
convingerea receptorului.  Separat,
bazele puterii sunt ineficiente in
absenta unei orientari complementare
adecvate a receptorului. Influenta prin
intermediul comunicérii apare ca
rezultat al uneia sau mai multora dintre
aceste forme de bazd ale relatiei de
putere.

Tipologia este suficient de generala
pentru a da seama de o larga gama de
cazuri de influentd, desi nu trebuie sa
ne asteptdim ca o anumitd situatie de
influentd comunicativa sa aibd o unica
sursa corectd. Foarte rar, la un moment

should be noted that such a power is
determined, in a very large extent, on
the institutional and situational
context, because, by its definition,
the receiver is not normally in a
position to assess the accuracy of the
information received. The production
of an effect is based on defining,
acceptable for the receiver, of the
expert’s status in a situation and for a
certain area. This typology of the
power basis seems to identify and
arrange, and partially, to explain the
main, mechanisms of communication
influence and generally corresponds
to the concept of communication as a
process that involves a social
relationship. Although, the five terms
that describe different types of social
power concerns, firstly, the attributes
of the agent's influence, they imply a
particular  type of  receiver’s
coorientation. Thus, the reward or the
constraint are effective in the case of
a guidelines calculation of the
receptor; legitimate influence is
based on self-regulated regulatory
submission; referential power
depends on the identification with the
communicator, the expert’s power is
based on the receiver’s trust and
belief. Separately, the basis of the
power is ineffective in the absence of
the receiver’s proper complementary
guidelines. Influence through
communication occurs as a result of
one or more of these basic forms of
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dat, actioneazd o singurd sursd de
putere in organizatii. De obicei, situatia
de influenta implica diverse
combinatii, in care formele de putere se
relationeaza non-aditiv §i interactiv.

4. Opinia — valorizare pozitiva si
negativa

Din cele mai vechi timpuri
fenomenul pe care am putea sa il
numim astdzi opinie publica, a fost
valorizat atdt pozitiv, cat si negativ.
Ambivalenta  aceasta nu  este
intamplatoare. Ideologia si conceptiile
despre guvernare au facut ca mari
ganditori (filozofi, politologi, psihologi
sau sociologi) sd elogieze opinia
publicd sau, dimpotriva, si blameze
,»vocea poporului” pentru inconsistenta
ei.

In antichitate, opinia publici
exercita cenzura colectivd a comporta-
mentului particular. Cu sapte sute de
ani Tnaintea erei noastre, poetul grec
Hesiod compara ,,opinia publicd” cu un
tribunal si discursul ei cu destinul
(Munci si zile). Mai tarziu, in perioada
sclavagistd, la Roma, cantecele
anonime insultatoare, acele carmen
Sfamosum, pamfletele fara pudoare
(libelli) si satirele nu ocoleau pe
nimeni, nici chiar pe imparati (dupa
moartea lor... ).

In Republica, Platon a remarcat cel
dintai locul dorintelor cetdtenilor in
sistemul de  guvernare. Intrucat

the power relations.

Typology is sufficiently broad to
see a wide range of cases of
influence, although we should not
expect that a certain communicative
influence situation to have a single
correct source. Rarely, at a given
time, acts a single source of power in
the organization. Usually, the
influence situation involves various
combinations, in which the forms of
power have a non-additive and
interactive relation.

4. Opinion - positive and
negative valorization

From ancient times the
phenomenon that we might call today
public opinion, was valorized both
positive  and  negative.  This
ambivalence is not random. Ideology
and concepts of governance have
made great thinkers (philosophers,
politicals or sociologists) to praise
the public or, conversely, to blame
"the people's voice" for its softness.

In ancient times, public opinion
exercise collective censorship of the
private behavior. Seven hundred
years before our era, the Greek poet
Hesiod compared the "public
opinion" with a court and its
discourse with the destiny. Later,
during the slave-owning period of
time, in Rome, the anonymous
offensive  songs, those carmen
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cetatenii nu pot Intelege complexitatea
actului de guvernare, casta condu-
catorilor nu ar trebui si ia in
considerare atitudinile maselor, incapa-
bile de o cunoastere autenticd a vietii
sociale. Singuri filosofii ar fi capabili
si fundamenteze regulile guvernirii. In
aceeasi lucrare Platon a ardtat ca opinia
are un domeniu diferit de cel al stiintei
si a plasat opiniile intre cunoastere si
necunoastere.

Mai aproape de zilele noastre,
psihsociologul german Peter H.
Hofstétter aprecia ca ,,a pune semn de
egalitate Intre vocea poporului si vocea
lui Dumnezeu constituie o blasfemie”.
In fine, sociologul francez Gaston
Berger constatd ca ,,opinia publica
exprimd sentimentul incompetentilor”.
Réandurile celor care, daca nu
desconsidera deschis opinia publica,
cel putin manifestad neincredere in ea,
se 1ingroasd cu numarul criticilor
sondajelor de opinie publicd, acuzate
de pseudostiintd, magie, desacralizarea
votului, atentat la libertatea
individuala, indemn la conformism si
tentativa de gregarizare a opiniilor .

5. Terminologie si definitii ale
opiniei publice

Termenul de ,opinie publica”
(public opinion) a fost preluat din
limba engleza. Etimologic, provine din
limba latina, opinio derivat de la

famosum, pamflets without shame
(libelli) and satires did not bypass
anybody.

In the Republic, Platon noted the
first one the citizens’ wishes in the
government system. Because the
citizens do not understand the
complexity of the governance act, the
caste of the leaders should not
consider the mass’ attitudes,
incapable of a genuine knowledge of
the social life.

Only the philosophers would be
able to substantiate the rules of
governance. In the same paper,
Platon showed that the opinion has a
different area from the one of the
science and placed the views
between knowledge and ignorance.

Closer nowadays, German Peter
H. Hofstdtter appreciates that “to put
an equal sign between the people's
voice and the voice of God is a
blasphemy". Finally, sociologist
Gaston Berger notes that “public
opinion expressed the feeling of the
incompetents". The rows of those
who, if does not openly despise the
public opinion, at least show lack of
trust in her, is getting bigger with the
criticism of public opinion polls,
accused of pseudoscience.

5. Terminology and definitions
of public opinion

The term of "public opinion”
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opinari — a exprima o parere —
echivalent al cuvantului doxa din limba
greacd.  Dictionarul  latin-romdn
specificd: opinio, onis, s.f. — parere,
credinta, gand, presupunere. Asociat,
cuvantul  publicus, derivat de la
populus, semnificd popor. Plecand de
la etimologie, intelegem prin ,, opinie
publicd” parerea poporului, gandirea
lui.

In ciuda etimologiei fard dubii, in
limbajul de zi cu zi termenul de ,,opinie
publicd” este inconjurat de imprecizie,
din care cauza s-a pus sub semnul
intrebérii chiar oportunitatea utilizarii
lui in continuare.

Alteori, termenul de
publica” este utilizat abuziv pentru a
desemna opiniile indivizilor si nu ca
rezultat al interactiunii acestora.

Opinia publicd se exprima, fara
indoiald, prin opiniile persoanelor, dar
numai n masura in care aceste opinii
coincid cu opinia grupului din care
respectivele persoane fac parte. Daca
existd o identitate 1n aprecierile
persoanelor, atunci opinia individuala
coincide cu opinia publica. In cele mai
multe cazuri o astfel de coincidentd nu
existd. Totusi, anumite persoane
vorbesc in numele tuturor, considerand
ca opinia lor este opinia publica.

O serie de asa-zisi analisti politici
si editorialisti se prezintd in mass-
media ca mandatari ai opiniei publice,

,,opinie

fara sa cunoasca stiintific starea opiniei
publice, curentele de opinie publica,

was  borrowed from  English
language. Etymological, it comes
from the Latin opinio derived from
opinari - to express an opinion - the
equivalent of the word Doxa in
Greek. Latin-Romanian Dictionary
specific: opinio, onis, fn. - opinion,
belief, thought, presumption.
Associated, the word publicus,
derived from populus, means people.
Starting from the etymology, through
"public opinion" we understand
people's opinion, his thinking.

Despite the etymology without
any doubt, in the everyday language
the term of ,public opinion" is
surrounded by vagueness, that’s way
there was put under the question sign
even the opportunity of its further
using. Other times, the term of
"public opinion" is used improperly,
abusively to designate the
individuals’ views and not as a result
of their interaction.

Public opinion is expressed, no
doubt, through people’s opinions, but
only to the extent that these views
coincide with the group’s opinion in
which those people are. If there is an
identity in the peoples’ estimation,
then the individual opinion is the
same with the public one. In most
cases such a coincidence doesn’t
exist. However, some people speak
in the name of all, considering that
their opinion is the public one. A
series of so-called political analysts
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procesele de formare si schimbare a
opiniilor.

In sondajele de opinie publica este
necesar sa se determine, nu numai
directia si intensitatea opiniilor, dar si
,,climatul” 1n care acestea se manifesta.
In mod concret, dupi ce persoanele
intervievate 1si exprimad propriile
opinii, sunt intrebate si despre ce cred
ele cd alte persoane sau grupuri
gandesc 1n legaturd cu aceeasi
problemi. Insumarea raspunsurilor nu
conduce la aflarea opiniei publice,
pentru ca 1n astfel de cazuri ea nici nu
existd, ci, in cazul cel mai bun, la
determinarea opiniei populare.

Constituie un truism afirmatia ca
nu existd o definitie a opiniei publice
unanim acceptatd. Si In legiturd cu
acest fenomen psihosocial, ca si cu
atatea altele (precum comportamentul
agresiv, prosocial sau colectiv, moralul
colectiv, memoria sociala etc.), de-a
lungul timpului si in functie de
perspectiva  sociologicd, psihologica
sau politologica in care a fost privita s-
au propus diferite definitii.

Va trebui sa le analizdm pentru a
identifica  notele  definitorii  ale
fenomenului. Le aborddm, pe cat
posibil, in ordine cronologica.

In lucrarea sa de analizi a
comportamentului  social, Kimball
Young considera ca opinia publica
reprezintd o ,apreciere de grup mai
mult sau mai putin rationalda”. Se
acceptd asadar cd opinia publicd este

and publishers present themselves in
the media as mandatory of public
opinion, not scientifically knowing
the status of the public opinion,
public opinion trends, training and
changing processes of the opinions.

In the public opinion polls is
necessary to determine not only the
direction and the intensity of
opinions, but also” the climate” in
which they are manifested. In a
concrete way, after the interviewees
expressing their own views, they are
asked about what they think that
other people or groups think about
the same problem. The totalizing of
the responses does not lead to find
the public opinion, because in such
cases it doesn’t exist there, but in the
best case, at the determination of
popular opinion.

It makes a truism stating that there
is no definition of a unanimously
accepted public opinion. Regarding
also this psychosocial phenomenon, as
with many others (such as aggressive
behavior, collective morale etc.), over
the time and depending on the
sociological perspective, psychological
or political in which has been seen
there were proposed  different
definitions. We have to analyze them
to identify the defining marks of the
phenomenon. We deal with them, as
possible as we can, in chronological
order.

In his analysis of social behavior,
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un fenomen psihologic colectiv, o
judecatd, un enunt evaluativ. In acelasi
timp, Kimball Young discutd si alta
latura a  opiniei publice, cea
emotionald, aratand cd opiniile apar
intr-o situatie de criza, cand primeaza
emotionalitatea, nu factorii intelectuali.

Mai aproape de zilele noastre, alti
autori au vazut in opinia publica ,,0
forta organicd de mare patrundere,
strans legatd de jocul ideologic si
emotional reciproc al  grupurilor
sociale, ceea ce da expresie si formu-
leazd, nu numai judecati deliberative
ale elementelor rationale dintr-o
colectivitate, ci §i insensibila vointa
comund, care integreazd oarecum §i
cristalizeazd pe moment sentimentele
sporadice si lealitatile maselor”. Dupa
Wilhelm Bauer (1960), opinia publica
se manifestd sub doud forme: ca opinie
publica  statica  (traditii, cutume,
obiceiuri) si ca opinie publica
dinamica, avand un caracter rational.
Relatia dintre cele douda forme ale
opiniei publice este comparabild cu
relatia dintre traditie si moda sau cu
relatia dintre legea
legislatia parlamentara.

cutumiard  si

6. Analiza si intelegerea
managerial - psihologica a opiniei
publice

O primd caracteristici a opiniei
publice este legatura dintre gandirea si
de sentimentele publicurilor si apare ca

Kimball Young believes that public
opinion  represents "a  group
appreciation more or less rational.
Therefore is accepted that public
opinion is a psychological collective
phenomenon, a trial, an estimating
statement. At the same time, Kimball
Young discusses other side of public
opinion, the emotional one, showing
that their views appear in a situation
of crisis, when the emotion factor
prevails, not the intellectual ones.

Closer nowadays, other authors
have seen in public opinion "a large
force of organic penetration, closely
related to the ideological and
emotional game of each other social
groups, which gives expression and
makes not only deliberative
judgments of the rational elements
from a collectivity, but also the
insensible which
integrates anyway and crystallize at
the moment the sporadic feelings and
masses’ loyalties". In Wilhelm Bauer
view (1960), public opinion is
manifested in two forms: as a static
public opinion (traditions, custom
and habits) and as a dynamic public
opinion, having a rational character.
The relationship between the two
forms of public opinion s
comparable to the relationship
between tradition and fashion or the
relationship between customary law
and parliamentary legislation.

common  will,
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ansamblu al opiniilor declarate, cand
membrii publicurilor iau act de aparitia
unei probleme sociale sau ca suma a
raspunsurilor la diferite intrebari, ca in
cazul sondajelor de opinie publica.

Cea de-a doud caracteristicd a
opiniei publice este datd de faptul ca
aceasta este ,,esentialmente constienta,
dacd nu de sursa sa, cel putin de
expresia sa: ,,opinia poartd in sine o
intentie de rationalitate”. In continua-
re, sociologul francez procedeaza la o
binevenitd distinctie intre gust si opinii.
»Qusturile si culorile nu se pun in
discutie”. Gusturile traduc pur si
simplu diversitatea modurilor de a fi, in
timp ce opiniille se caracterizeaza
printr-o anumita obiectivitate.

Opiniile fac trecerea de la
sentimente la valori. Intelese astfel,
opiniile sunt ,subiect de discutie”,
presupun confruntarea intre punctele
de vedere contrare, o decizie relativ
rationald in vederea adoptarii unei
anumite pozitii.

A treia caracteristicd a opiniei
constd in aceea cd totdeauna o opinie
implicd existenta si a altor opinii
diferite.

O opinie se afirma, negandu-se o
alta opinie. Deci, opiniile sunt divizate
prin esenta lor. De asemenea, opiniile
nu trebuie confundate cu convingerile
profunde. Ele exprima o adeziune, dar
superficiald, temporard. Din aceasta
cauza discutiile contradictorii dintre cei
care exprimd opinii diferite nu sunt

6. Managerial-Psychological
Analysis and Understanding of
the Public Opinion

A first feature of the public
opinion is the link between the
publics’ thinking and feelings and
appears as a whole of the stated
opinions, when the publics’ members
take note of the emergence of a
social or amount of responses to
different questions, just like in the
case of the public opinion polls.

The second feature of the public
opinion is given by the fact that this
is "essentially conscious, if not of its
source, at least of its phrase: "opinion
bears itself an intention of
rationality”. Furthermore, the French
sociologist proceeds to a welcoming
distinction
opinions. "Tastes and colors are not
discussed". Tastes simply translate
the diversity of being modes, while
the views are characterized by certain
objectivity. Opinions switch from
feelings to values. Thus understood,
views are the “subject of discussion”,
suppose the confrontation between
the contrary viewpoints, a relatively
rational decision for adopting a
certain position.

A third feature of the opinion is
that always a view implies also the
existence of other different opinions.
An opinion is stated through the

between taste and
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dramatice, existdnd mereu posibilitatea
abandonarii  unei  opinii  pentru
acceptarea altei opinii, ceea ce nu se
intampla 1n cazul convingerilor.

Cea de-a patra caracteristicd a
opiniilor rezulta din aceea ca o opinie
nu este o simpla afirmatie teoretica, ce
ii lasa indiferent pe cel ce o exprima.
Dimpotrivad, opiniile antreneaza, de
multe ori, sustineri pasionante, cand se
refera la ceva important pentru
indivizi.

Opinia publica se caracterizeaza si
prin aceea ca exprimd sentimentele
incompetentilor.

Opinia publicd se afirma cand
jocul intereselor este major si cand
situatia devine deosebit de complexa,
cand oamenii intrevad posibilitatea de
a suferi de pe urma, sa spunem, lipsei
de fermitate a guvernului.

A cincea caracteristicd a opiniilor
ar fi cd persoanele competente,
specialistii bine informati, exprima
judecati evaluative, obiective, nu
opinii. Incompetentii sunt cei care
cauta argumente pro sau contra in
cadrul discutiilor de grup pasionate.

Cea de-a sasea caracteristicd, si
ultima, vizeaza opinia publica vazuta
ca un fenomen social.

Aceasta caracteristicd rezultad din
examinarea curbei distributiei raspun-
surilor la o intrebare de opinie.

Se observa cd, unecori, cei mai
multi indivizi au pozitii echidistante
fatd de un enunt pro sau contra.

negation of another one. So, opinions
are divided by their essence. Also,
the views should not be confused
with  deep convictions. They
expressed a  subscription, but
superficially, temporary. Because of
this, the contradictory discussions
between those who express different
opinions are not dramatic; there is
always a possibility of the view
abandonment for the acceptance of
another opinion, which is not the
case of convincement.

The fourth characteristic of
opinions results from the fact that a
view is not a mere theoretical
statement that let indifferent the one
who states it. Conversely, the views
often involve passionate allegations
when they refer to something
important for individuals. Public
opinion is also characterized by the
fact that expresses the incompetents’
feelings. Public opinion affirms when
the interest game is major and when
the situation becomes particularly
complex.

The fifth characteristic of the
opinions could be the one that the
competent people, well informed
professionals, express evaluative
judgments, objectives, not opinions.
The incompetent are those who look
for pro and against argues during the
passionate group discussions.

The sixth and the last feature,
seeks the public opinion viewed as a
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Aceasta situatie se exprimd printr-o
curba normald, in forma de clopot
(curba Gauss). Dar oamenii nu fac
judecati evaluative farda sd comunice
intre ei. Ca urmare, ei tind sa
imbritiseze o pozitie pro sau contra,
datorita fenomenului de contagiune, de
influentare reciproca.

Natura opiniei este psihosociald.
Opinia publica este complexul de
preferinte exprimate de un numar
semnificativ de persoane cu privire la o
problemd de importantd generald.
Exista patru note definitorii ale
opiniei publice:

e cxistenta unei probleme;

natura publicurilor;

e exprimarea opiniei;

e numarul persoanelor implicate.

Acceptand cd@ opiniile  sunt
judecati evaluative despre problemele
sociale importante, implicit acceptim
cd rationamentele constituie nucleul
dur al opiniilor. O astfel de abordare
rationalistd a opiniilor are in vedere o
anumitad filozofie despre om ca
»masurd a tuturor lucrurilor”, ca fiinta
rationala.

Exista realitatea obiectivd, dar ea
este cunoscutd si interpretatd diferit de
oameni, genereaza opinii invocandu-se
factori de naturd culturald, psihologica,
economica. Fiecare din acesti factori
contribuie la formarea opiniei publice,
dar nici unul nu epuizeaza cauzalitatea
producerii ei.

social phenomenon. This feature
results  from  examining  the
distribution curve of responses to a
question of opinion. It notes that,
sometimes, the most individuals have
equidistance positions to a pro or
against statement. This situation is
expressed through a normal curve,
bell-shaped (Gauss’s curve). But
people make not  evaluative
judgments without communicating
each other. As a result, they tend to
hug a pro or against position,
because of  the contagion
phenomenon, of mutual influence.

Opinion has a psychosocial
nature. Public opinion is the complex
of preferences expressed by a
significant number of people on an
issue of general importance. There
are four defining notes of the public
opinion:

e the existence of a problem;

e the publics’ nature;

e cxpressing the opinion;

e the number of people involved.

Accepting that the views are
evaluative judgments about
important social issues, implicitly we
accept that the reasoning make the
hard core of opinions. Such a
rationalist approach of opinions is
considering a certain philosophy
about the man as a "measure of all
things”, as a rational human being.
There is the objective reality, but it is
known and interpreted differently by
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