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Abstract : The Internet represents today the richest way from the point of view of the communication possibilities: thus, the time of the spreading of a campaign to attract new customers online can be extremely precisely planned, the transmitted messages can be personalized and can lead to different ways of measuring the efficiency: frequencies of accessing a certain website, number of transactions made, number of recommendations of the site, URL links to different sites that were accessed, etc.
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1. THE GENERAL FRAME OF COMMUNICATION IN THE ROMANIAN BUSINESS ENVIRONMENT
The Romanian business environment, marked by surprising developments and by important changes, is starting to emphasize more and more the coherent identity and the argumentative communication, thus resulting an image that could function as a differential element. As a result of a more and harsher competition, the small and medium companies are becoming more and more aware of the fact that the image, the reputation and the   notoriety represent a necessary investment in order to improve the changes of survival of the business on a long term. 

Taking into account that at a global level the number of the Internet users is continually growing, the companies resort more and more to the promotion of their offer through the Internet, respectively creating their own commercial websites.  There is a widely and acknowledged acceptance according to which these means are the most efficient ways of promoting the image, as long as the representatives of the targeted group have access to the network. The main objective of creating these websites is the attraction and the constancy of the customers, being determined in a great part by the frequent return to the respective web addresses.
            The companies from Romania have identified five major objectives to which the activity of communication can be subordinated: the creation of a favorable image for the company, the maintenance and support of the products and services through communication, the creation of a reputation of the company, the involvement and motivation of the employees and the management of crisis situations. Within the series of specific actions of communication in the companies the most requested are: organization of events and media relations - 68,2%, media monitorization– 62,5%, consultancy for communication problems – 35,2%, monitorization of the crisis situations – 14,8% and the activities of social  responsibility- 14,8%.

           Thus, according to the statistics from the Romanian companies that have as main object of activity the situations of communication, a third (32.4%) assimilate them to the marketing plan, while 37,4% include them in the business strategy of the company and only 18,1% consider them as part of an integrated communication strategy. Only 12,1% consider the communication activities as being real  tactics of sustaining the general strategy of the company.

         Concerning the organizational frame, it has been remarked that the marketing departments are the main structures that unfold communication activities inside the companies in a great majority of the questioned organizations (53, 3%), and distinct departments of communication are to be found only in 35,7% of the companies. It can be noticed the tendency of making known the communication services, but the main factor of decision in employing an agency of communication or PR still remains the top management (62,5% from cases).
2. COMMUNICATION ON THE INTERNET – REALITIES AND OPPORTUNITIES  
       As a way of communication, the Internet was frequently mentioned in the literature of specialty. But, the actual situation imposes that we should ensure it the right place in the mix of communication of the organization. The increase of the number of Internet users is very important. If it took 38 years for the radio, 13 years for the television, for the Web this time interval was reduced to only 5 years, aspect that classifies the Internet as the mean of communication with the most rapid growth in history.

The peculiarity of the communication through the Internet consists in the fact that a customer of some online services may give them up at any time, by unsubscribing from those sites. In order to avoid such unpleasant situations, the companies must launch permanently online tests with the help of which they are able to notice the customer’s degree of satisfaction. The advertising campaigns, the invitations, the newsletters, the purchase confirmations, the alerts, etc. do not make a service to some objectives sometimes different within a program of attracting the clients and customers through the Internet. It must be taken into account and considered the fact that a customer is always found in a phase of pre-purchase or post-purchase online, thus resulting the preoccupation of the companies to understand his needs, to offer him assistance for using the purchased products or services and to bring him solutions and to convince him to buy the product.

Recent studies have confirmed the impact that the Internet has upon the traditional mass-media. Thus, more than 60% from the subjects of an inquiry of Content Intelligence Group have mentioned that Internet is the main source for collection information of personal or special interest and only 18% have mentioned newspapers and magazines. It can be said that nowadays the Internet is a strategic source. Despite the rapid changes that lead to an instability of the characteristics of the Internet, these can help the specialists in communication.

The present development of the Internet is continuously being illustrated in a significant way by a series of statistics. In Romania the number of Internet users /100 inhabitants has increased in the time interval 2000-2004 with an annual average rate of 60%. In the year 2004 the penetration rate of the Internet in the houses was of 12,2%, rather low as compared to the mean from EU of 44%. 

If 5 years ago, in Romania, in the virtual community there were 9% from the public, in 2005, the Internet penetration reached 28%, and in 2007 we can talk about an important and amazing evolution and over one third from the Romanian public has access to the Internet. It is very clear that the phenomenon of a coagulation of a diverse audience in the virtual space is happening at a great speed.

Thus, the traditional media channels — television, radio, newspapers — have, without doubt, a great visual impact, but they have the tendency to be a unidirectional communication way and mean. 

When trying to stop the “migration” of the customers, and of discovering the best methods for loyalty and faithfulness of the customers at a low cost, the marketing and communication managers have orientated themselves towards the INTERNET, the new communication environment that brings an extra incontestable value: speed of information transmission and the degree of accessibility. 

The main characteristic that distinguishes the Internet as a mean of communication is the measurability, the fact that to a communication transmitted on the Internet it can be measured the efficiency and that on this efficiency depends the image of the organization and the number of its faithful contracts. A lot of times, people have the tendency of disconsidering and not taking into consideration the receptors of the transmitted messages through the Internet, by the inferior quality of the content and not taking into consideration their preferences.  The Internet allows an easier communication and distribution of the messages, bidirectional, in more ways and it also allows a more efficient target for the public.

The increase of the degree of using the Internet is due to the decrease of the access cost, to the increase of competition among the Internet providers, as well as to the consolidation of a culture in this field. With the help of this way of communication, the company can lead and organize better the informational flux and can lead it faster towards the public aimed at.

In conclusion, the characteristics that the Internet has, this new media channel, must follow and take into account the following aspects:

· The commercial information reaches the users very fast; the quantity of online interactive commercial information is very big, accessible to a large audience and very temporary (they change rapidly)

· The rapid rhythm of renovation of the equipments, the curriculums, the services etc. diversifies the offer and amplifies the competition;

· It follows the push of the audience towards the web commercial site (pull strategy), is searching to impress, to keep its users (these can create their own web site, an interactive one) etc.
In the series of the new changes in the field of communication from the field of organizations the online communication subscribes, that represents all the forms of efficient organization, in which the participants communicate between them electronically, with the help of the Internet or the intranet. This mean can be used in the communication campaigns that are the object of an organization if the following conditions are fulfilled:
· There is information transmitted from the public towards the organization.
· There is information transmitted from the organization towards its public;
· There is a coordination of the communication between the organization and the public, respectively a symmetric communication. The Internet, as a way of communication has opened new frontiers and perspectives in the field of corporative communication. This new environment has an essential role in the space of public relations, publicity, direct marketing, being in fact one of the most efficient instruments from the globalization era, as well as in the business field and in society, too.
The advantages of the communication in the organization by using the Internet:

· The possibility of communication at a great and mass level;

· Costs that are relatively low;

· interactivity, possibility of an immediate answer;

· A much better and improved symmetric communication

· non-stop communication;

· global audience;

· a clear division of the target public;

We are going to present below a structure and division of the ways by which the Internet can interfere in the communication of the organizations:

1. The marketing - Information about the communication industry; Information about the communication of the competitive companies; Information about the perceptions and opinions of the target public; Different information.

2. The building of the data base - The building of a club; The building and the development of the marketing relations.

3. The customers’ service - The operation of the commands; The operation of the  payments; Information and influence of the customers’ decisions.

4. The development of the new products - Collecting new ideas; Promoting the new products; Accelerating the innovation.

5. Internal communication - Intranet; Extranet.

6. Reduction of the costs - At the level of telephone conversations; At the level of the consultancy services offered to the customers.

7. The distribution - Of the products; Of the services; Purchase.

8. Sales - The extension on new markets; Bargain sale; The organization of the sales process.

9. Communication - Interactive publicity and advertising; Sales promotion; Public relations; Direct marketing; The creation of events; Offering gifts.

The online strategy of an organization is determined by the objectives but also by the available resources of the organization. The key elements for an online strategy are: the target group, the setting of the organization, the maintenance of the competitive advantages of the organization , the communication instruments, types of buyers, the life style of the customers, brand intensification, etc. 
3. INSTRUMENTS USED IN THE COMMUNICATION ON THE INTERNET

The most important instruments used in the communication on the Internet are:

1. Email is the most used way for the internal and as well for the external
communication of the organization. Thus, an email communication program helps the organization to build and maintain a relation of quality with the relevant publics: journalists, business partners, authorities, clients, investors, etc. The service can include thematic newsletters, alerts, and invitations to events, messages of congratulation or other relevant communications for the target public.
2. The discussion groups can be used efficiently in the case of some specific audiences when the followed objectives have as aim the creation and maintenance of a communication level with a permanent nature, capable of determining the building and development of some   marketing and sales relations between the organization and its consumers.

3. Press declarations are an excellent way of promoting the image of your company, especially a way of passive promotion. 

 In other words, once an article is written, this will be taken over by the news agencies, by sites/portals that offer such sections, without PR intervening;

4. The articles publication is a way of promotion similar to the press declarations. This happens by publishing articles with an original and valuable content that should represent the experience of the organization in different fields and by promoting the site and the field of activity. This thing  is possible by publishing the article on more sites that are interested to sum up a valuable content and that are going to publish information about the source, by mentioning the article ;

5. Online journals (blogs) – have acquired lately an incredible popularity, being an excellent way of gathering thematic content, from the field of activity of the organization, and by making the site famous. The commercial potential of this type of web presence is based, mainly, on on-line advertising and publicity, but also on the publishing of links by the other commercial sites within the blog. The economic potential of such an on-line journal is beginning to be discovered by the companies from Romania. The blog creation is profitable for the companies, these  being able to keep direct contact with its customers in order to receive feedback for the provided services or products. 
Practically, a presentation site is indispensable in the actual conditions. No matter what is the size or the object of activity of the organization, it is very important to become well-known and to keep in touch with the rest of the world through the Internet, the most powerful informational environment existing nowadays. As compared to other means and ways, a web site has a lot of advantages concerning the efficiency and the accessibility, such as:

· Offering catalogues with the products and services of the organization for a rapid and easy consultancy. A clear and complete offer will allow the organization to be different from the similar offers of the rivalry. 

· The cultivation of the organization image by presenting the events at which it participates or organizes, as well as mass-media passages that reaffirm the presence of the organization in the specific field of activity. 

· The actualization of the content is being made very rapidly and easy, thus offering a special flexibility to the image and to the offer. 

· Maintaining a permanent contact with the actual and potential business partners. 

As well as the own web site of the organization and of the other organizations, and the associated technologies can help the specialists in communication at marketing ,in order to build a data base , managerial relations, the customer service, the internal communication, the sales promotion, etc.

2. CONCLUZIONS
The communication of an organization on the Internet is a reality that is changing every day. In the traditional communication, as well as in the online communication, a few basic rules must be obeyed:
· A clear message;
· A coherent decent language;

· Signing up each email and including the contact elements

· It must not be allowed to be transmitted messages that are not required (SPAM) – that bring only image prejudices, of communication and even financial and administrative ones;
· the spelling of the message –its right spelling and the text organization in such a way as to be easy to read; 

· Using less abbreviations in order not to create ambiguities;

· The layout – the elements of identity - logo/header of the company, the layout of the text in the page are very important;

· Adopting the message and the style to the mean used

The Internet represents much more than a way of communication that must be exploited. It allows a much easier, bidirectional communication of the messages, in different ways, having a very efficient target of the public. Thus, the Internet can reach separate and divided groups, but with common interests. 
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