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Thesis abstract  

The first chapter intends to present the context of the occurrence and development of the 

relations system representing the foundation of current communication. It also contains a 

theoretical approach of the field, along with the presentation of the main concepts used in the 

paper. the first part of the paper makes reference also to the real and the virtual 

communication, their connection and the context in which these take place.  

The second chapter, called The impact of new media on communication technology, departs 

from an analysis of the new technologies, resources and communication revolutionizing. The 

development of computer assisted communication imposes a standardization of the 

horizontally sent message, in an environment eager for information. In this part of the paper, 

we analyze new terms, such as self-communication and we try to provide an overall picture of 

the new communication methods, especially those developed after World Wide Web and high 

speed internet appeared.  

The impact of new media on press institutions is approached in the third chapter. In a 

consumption society, the mass media, such as any other product, was obliged to build a brand 

in order to generate profit. Before this step, it was necessary to outline clear editorial and 

marketing strategies which would allow more than the survival of press institutions. With the 

background of the recession and low purchasing power on the market, for press, many 

operators in Cluj have gone to extreme measures of liquidating publications, televisions or 

radio stations. The most relevant examples are enunciated in this part of the paper which also 

includes an empirical analysis of the phenomenon, from the point of view of the 

administrators of the most important mass-media institutions, active in the Cluj community 

area.  

The fourth chapter debates journalism in the new mass-media context, analyzes the 

transformations which have occurred in the deontology code in this sector, after the new 

media has imposed new rules to professionals, due to the informational reaction and 

propagation speed, the instruments necessary accessing the information and the need to adapt 

to a format type imposed by the new communication technologies. We have included in the 

content of this chapter a study performed with 49 journalists from Cluj, mostly editors and 

reporters. The conclusions reached following the performed analysis proves that the 

journalists in Cluj are not yet ready for complete adaptation to the new technologies, do not 

consider this step as necessary in the immediate future, so the transformation process is slow 

and difficult.  



The analysis of the local and regional blogging market is included in the last chapter. Thus, 

within a focus-group, we have identified the characteristics of the activity of the persons 

activating in the new media space. Through a dynamic attitude and rebellion spirit, bloggers 

captivate a large amount of the media public and not necessarily the most informed or 

concerned about message quality. After a long regulation crystallization period in the  



blogosphere, at the moment, we can talk of a sedimentation which allows the outlining of a 

regulation set, necessary for the survival in such a community, but also for a continuous 

attraction of the public. They are permanently confronted with the need to respond in good 

time to the public's expectations, neglecting many of the journalism's linguistic and 

deontology norms, even though they operate in the same environment as professional 

journalists.  
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