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Abstract: This research aims to analyze how the media can favor economic development at the
regional level, observing how mass media reports on the economy are relevant to Romania’s popu-
lation, and if the content provided stimulates economic development action. Mass media is one of
the main channels of information for many companies, and the acquisition of correct and qualitative
information generates informed decisions. Additionally, the mass media has the role of producing
changes in the behavior of the consuming public, and in its culture, and can improve its educa-
tional level. Although the variety of information sources, which has been improved over time by
technology, does not guarantee their use, the mass media, through the information it provides, can
change attitudes and values, and lead to a higher standard of living. The present study includes both
qualitative and quantitative methods, which look at the media and its effects on companies. Through
two surveys, data were collected on how the population relates to the information obtained from
the mass media, as well as how the mass media is used by the companies in the Northeast Region
of Romania. The benefits and challenges that companies encounter while using social networks
have thus been determined. Additionally, the qualitative method was used, in order to be able to
observe whether there are significant differences in the use of social networks to develop an emerging
business, in terms of the male-female ratio.

Keywords: companies; media impact; economic impact; regional development; services and products;
social networks; social media

1. Introduction

The mass media, through its messages, represents an important pillar in the develop-
ment of the economy, which has the role of informing and educating [1], equally developing,
and sensitizing the public. These messages transmitted by the mass media can be direct
or indirect, presenting different ways of disseminating information, so that regardless
of their latent or indirect effect, the messages are distinct, depending on the audience’s
field of activity [2]. Sanchez [3] analyzed the various ways of disseminating information
shown by the mass media, investigating the messages conveyed in economic and business
environments, involving their structure, as well as determining the development of the
public from an economic point of view.

As for regional media, it provides communities with opportunities by structuring its
information and content based on its audience. A good deal of information held by the
community comes from the mass media, and experiences as well as how people reason
about those experiences are mass-mediated [4]. Therefore, people’s attitudes toward others
or towards social or institutional events are influenced by the information provided by the
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mass media. This information can be communicated to a large audience through advertis-
ing, and in this way, people can assimilate and act on it. In other words, communication
through mass media can be conceptualized as an application of general communication,
and when done properly a series of relevant theories of communication can be outlined [5].
These theories can be used to carry out different communication campaigns, essential
in influencing people’s beliefs, behaviors and feelings. In this context, the media has a
total influence on economic and developmental areas, and media messages can motivate
organizations to invest in advertising.

The mass media have the ability to enhance the quantitative expansion of the pro-
ductive capacity of an economy, by improving the standard of living. Combining social
and economic goals has broadened the definition of development, so that, in addition to
conventional growth goals, long-term development goals emphasize the environmental
dimension, sustainability, as well as people’s participation in development projects [6]. By
including long-term aspects, the effectiveness of any large-scale project, which involves
a series of institutional changes and presents a direct impact on society, increases. These
institutional preconditions include a number of factors such as specialized workforces,
managerial competence, strategic planning capacity, transportation facilities, flexible work-
forces, motivation, and government bureaucracy [7].

The present study includes both qualitative and quantitative research, and looks at
the mass media and its effect on companies, their audiences, and the types of publications.
The mass media in Romania play an important role in social and political aspects, being
able to exert the same influence on the development of the regional economy. Likewise, the
content offered by the mass media to citizens, whether it is entertainment, news, or other
information, must be relevant and constructive, generating economic benefits as well [8].
However, often, the mass media in Romania, both national and regional, does not report
problems that could determine regional economic development. The national mass media
emphasizes the developed cities and towns in a certain region, and this issue requires a
more thorough approach to understand why the mass media fail to help the development
of towns in underdeveloped regions as well, considering that much of the economically
relevant content focuses on developed regions and cities.

Regarding the relevance of the research, mass media can be an important factor in
development, and thus, program managers could be motivated to construct messages in
a motivational way, with the aim of involving the population in the development of the
regional economy. This research also specifies how the media can be used constructively to
convey messages aimed at creating opportunities for people in a particular region, while
assessing whether the messages conveyed by the media are being received as expected by
the public.

1.1. The Importance of Research

One of the objectives of the present research is represented by the awareness of the
role that the mass media plays in the economic field, by indicating the gap that mass media
organizations could explore in order to select their market. New media provides a number
of platforms, designed to help companies to distribute important information to consumers,
thus contributing to the communication process. Through social media, companies have
the opportunity to engage in a more dynamic environment in terms of their approach, so
entrepreneurs have a very important role in building a relationship between companies
and potential customers. In this way, companies can develop their innovation capabilities
to transform already existing knowledge into new ideas and approaches in order to prevent
risks arising in new investment. In other words, this transformed knowledge has the effect
of developing new knowledge that allows the company to select both its audience and
its market.

In addition, another objective of this study is represented by the fact that the mass
media can be used to contribute in a constructive way to the economic development process,
offering help in creating a favorable environment for those interested in the development of
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the regional economy, thus representing a pole of governments’ awareness of the economic
media. In other words, the government could implement a program of cooperation with
the media, in order to increase economic performance. Thus, information can more easily
reach the public through the media regarding existing opportunities and programs at the
executive level. So, the language used by the media could represent a tool for informing the
population, because it would be accessible and intelligible to the public, with the possibility
of dispersing information in remote or rural areas.

At the same time, the third objective is to encourage the understanding of commu-
nities, which use mass media only for the purpose of entertainment, given that these
communication channels can also be used for information activities, which can generate
opportunities for regional development.

1.2. Analysis of the Media Economy

The study of the mass media economy received a rather important boost after the
economic crisis of 2008, when many companies recorded significant losses of income,
especially in the field of advertising, and were thus facing considerable staff reductions.
Services such as print, accompanied by a broadcast or cable, have not recovered from
the economic crisis, as more and more digital competitors appeared, which managed to
attract a significant number of listeners, readers, or viewers. Media economics looks at
the interaction between companies and the individual, reflecting the economic interests
of capital, prices, labor [9], and other policies involving the study of media in the field
of economics.

Multidisciplinary research has been encouraged by the demand for social and computer-
mediated relationships, and the emergence of social networks in the mid-2000s [10], which
generated a rapid evolution of technology, attracting a wide range of consumers. Social
media can be defined as a set of technologies that are computer-mediated, and so interactive.
Social networks have the ability to facilitate the sharing of career-relevant information, as
well as other forms of expression. The present work aims to analyze the socio-economic
impact that mass media has on regional development, and the relevance of the subject is
given by the exponential growth of social media, which has a significant impact on the
business environment [11]. In order to achieve favorable results, many companies have
adopted various strategies to promote their services or products, recruit employees, stimu-
late the sales process, as well as attract new customers. In this case, geopolitics is important
to defining international relations, which are determined by geographical factors.

The technology used in social media is presided over by artificial intelligence, which
has the role of activating, through methods and theories, a series of computer systems,
which are determined by reasoning. Social media is operated on a number of platforms,
depending on the predominant field of activity, and in the case of companies, websites
and social networks are the most used by users seeking to promote their services and
products [12]. Twitter is a microblogging site frequently used by companies, who have
the opportunity to express their ideas with a defined number of words, while websites or
social networks can act as promoters for the marketing process, sharing announcements
or different information intended to reach the consumer. In this way, an interdependent
relationship is created between the company and consumers, with both communicating
their needs [13]. Additionally, the analysis of the feedback provided by consumers to the
products or services of a company is essential to facilitating their access to the market,
and one of the most used platforms is Facebook, due to its large number of users. The
communication process is an important aspect of social networks, and online platforms
facilitate the process, making it more efficient. In this context, a link is created between
traditional communication methods and new media, through marketing, which has the
effect of valorizing services or products.

A number of factors [14] that lead to GDP growth determine economic development,
such as human resources, technological resources, physical capital, and natural resources.
Additionally, physical capital or infrastructure supports trade and economic development,
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and natural resources can create dependence on other countries. Technological resources
represent one of the essential factors for economic development, and social networks are
part of the technological resource, which leads to economic influence. There is also a
negative relationship between mass media and economic development, meaning that fake
news distributed on social networks can affect economic growth, through an effect on
buyer behavior, a decrease in investment, or a considerable decrease in tourism [15]. At the
same time, when variables such as marketing are introduced, economic development is
influenced in a positive way. In other words, the present study offers decision-makers the
opportunity to understand the impact that social networks exert on economic development,
while providing a structured review aimed at providing an overview of the positive or
negative impacts of social networks on economic development at the regional level.

Geopolitics is closely related to economic development, meaning a political framework
can have a positive or negative impact on the economy. Indicators such as taxes, inter-
est, and exchange rates can influence the relationship between geopolitics and economic
growth. If the geopolitical conditions are not favorable, then economic differences come
into play [16]. In this context, social networks can exert an influence on geopolitics and
economic growth.

1.3. Consolidation of the Media Market in Society

Development has always been considered a collective enterprise that requires the
participation of society. In other words, the media does not operate in an independent way,
but depends on its audience, and the audience depends on the media for easy access to
information [17]. Each type of content is tailored to a specific audience, with different media
aspects aimed at meeting diverse needs. The public chooses, rejects, and assimilates aspects
of the mass media according to the needs produced by the individual’s psychological
structure or environment. The selection and presentation processes of news content are
normally guided by the desire to help readers or listeners understand the gist of events [18],
and the main question is whether the choice made by a news compiler is appropriate to
the audience’s needs. Thus, communication with the public is intended to develop new
partnerships with the mass media, which has the objective of consolidating, supporting,
and expanding programs and services. In this context, the mass media remains a relatively
unexploited and latent medium for promoting discussions of economic and social impacts,
as well as environmental issues. Even though the development process of the economy
might be quite different in some aspects, the mass media can help, and the corporate and
government departments in metropolitan organizations inform how they can develop [19].

Over time, thanks to technological progress, a series of changes have occurred in tradi-
tional mass media, through the distribution of information through electronic means, which
have the ability to generate long-term fundamental, economic or social transformations.
The most common term used to describe the emerging social order of an economically
developed state is the information society [20], which refers to the increasing dependence
of individuals and institutions on information and communication to function actively in
all areas. The act of communication can have both a private and personal character, as
well as a public meaning that can generate social, political and economic values, and can
be seen both as an act of necessity or a fundamental right, as well as an optional private
indulgence. These dimensions of communication contribute to the output of the product
offered to the public, as the media arranges its content according to the target audience, and
it should provide information that leads to the economic development of its audience [21].
The media can also work towards economic dispensation in stimulating the target audience
by arranging or making economic reports and treating the content in a way that creates
interest among people.

2. Materials and Methods

The present study includes both qualitative and quantitative research, and looks at
the mass media and its effect on companies, their audiences, and the types of publications.
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The mass media in Romania plays an important role in social and political aspects, being
able to exert the same influence on the development of the regional economy. Likewise, the
content offered by the mass media to citizens, whether it is entertainment, news, or other
information, must be relevant and constructive, and generate economic benefits as well.
However, many times, the mass media in Romania, both national and regional, does not
report on problems that could determine regional economic development. The national
mass media emphasizes the developed cities and towns in a certain region, and this issue
requires a more thorough approach to understand why the mass media fail to help the
development of towns in underdeveloped regions as well, considering that much of the
economically relevant content focuses on developed regions and cities.

In this context, in order to answer the research problem, a questionnaire was applied,
which was distributed both online, via https://my.survio.com/ (accessed on 12 April
2022), and physically, within some companies in the Northeast Region. The survey was
conducted online, and 326 responses were received to the applied questionnaire, with a
sample consisting of 179 women and 145 men. Responses were collected until 2 June 2022,
and the survey identified a number of determinants that measure the degree of the media’s
influence on people, including both fake news and economic topics, which are the basis of
development. In other words, we used quantitative research, which focuses on collecting
numerical data to explain the phenomenon of mass media consumption. The questions are
designed in such a way that they can be manipulated and analyzed statistically. Compared
to qualitative research, the approach is much more logical and critical, with the survey
consisting of closed questions. The survey consists of a series of sections focusing on media
consumption, the type of social networks used, the influence of social networks on the
purchase of products and services, fake news shared online, as well as a series of questions
on the contribution of mass media to the economic development of a country. Qualitative
research was used in this study, using a series of instruments, which used closed questions
represented by Equation (1):

n = X2∗N∗P (1−P)
(ME2∗(N−1))+(X2∗P∗(1−P))

(1)

where n represents the sample size, X2 = Chi, the square for the specified confidence
level, N represents the proportion data analyzed, and ME is the desired margin of error
(expressed as a proportion).

In addition, in this research, the descriptive approach and another survey were used
to collect the necessary data on the consumption of mass media among companies. Thus,
the purpose of this questionnaire was to obtain a series of data, as it was distributed both
online, via https://my.survio.com/ (accessed on 12 April 2022), and physically, within
some companies in the Northeast Region. The main objective was to gain knowledge about
how media is used by companies in the Northeast Region, as well as to determine the
opportunities and risks faced by companies through the use of media. The sample consists
of 164 questionnaires distributed both online and physically. Most of the study participants
were contacted by email, answering the questions both online and in written form. In the
current research, social networks were used as some beneficial research tools and not just
as a simple phenomenon. Through Facebook groups such as “Group of Entrepreneurs from
Romania” or “Journal of Entrepreneurs—Start-Up Romania”, the questionnaire link was
distributed so that we could obtain the desired results in the present research. This method
helped us recruit more respondents to the survey.

Additionally, in the case of the two questionnaires, a comparative analysis was in-
cluded, determined by the Mann-Whitney U test. This analysis aimed to observe the
differences in emerging economies regarding the use of social networks by both women
and men. In this context, we were able to observe that there was no significant difference in
the use of social media tools for the development of a business between women and men.

https://my.survio.com/
https://my.survio.com/
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In this research, most of the respondents’ primary purpose for using the internet was
entertainment, and e-mail, banking, and news ranked last in the respondents’ preferences,
as represented by Equation (2):

U = m
t (2)

Thus, we define the utility of information as U, and this is equal to the value of
the meaning that the consumer of the information infers, which we denote as m. This
interpretation must be divided by the total time required for the user to consume the
information, denoted as t. We can say that this representation is abstract, but we do not
have extremely accurate methods, and therefore we must use marginal utility aimed at
the economy. We present all data on a scale and classify the data theoretically. This scale
depends on the individual, and can be used in comparative models to interpret the process
of the assimilation of information (Figure 1).
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In the applied questionnaire, more than 40% of the respondents mentioned that they
had never been influenced to purchase products or services following recommendations
from new media, and more than 50% stated that they had been influenced, which led us to
analyze the profiles of the consumers and the buyers with the help of Equation (3):

C = c + bY (3)

where C represents the total consumption of information by users and c is the autonomous
consumption that occurs as a result of contextual influences from information in the online
environment. Induced consumption is represented by bY, and it is influenced by every
increase in financial influence, which is directly proportional to the need to buy. Thus, there
is also a profitability threshold that must be related to the revenue collected, and later a
concept of savings is established, but this is not part of the aggressive marketing campaigns
practiced by a large part of online merchants.

3. Results

The first part of the survey had the purpose of finding out which media channels the
respondents use most often. At the beginning of the survey, respondents were asked to
provide information regarding gender and age—55% of respondents were female and 45%
male. Regarding the information on the age of the participants in this survey, 28% of the
respondents were between the ages of 45 and 54, and 26% of them were between the ages
of 35 and 44. The third largest respondent group, which covered 20%, was aged between
26 and 34 years, and respondents from the 18–25 age group were present in the survey at
a proportion of 14%. At the same time, people under the age of 18 also expressed their
opinions in the survey, at a proportion of 6%. Respondents between the ages of 55 and
64 participated in the survey at a proportion of 4%, and 2% were over 65 years of age.
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3.1. Quantitative Results

The purpose of this part of the survey was to find out which media channels the
respondents used most often. Thus, Table 1 provides an overview of the most frequent
answers given by people in the Northeastern Region of Romania, as well as the less frequent
ones regarding media consumption. Alternative dates were given, but the respondent
had the opportunity to name others, which were not listed. According to the respondents,
the internet, followed by television and radio, is the most used media tool. Thus, 85%
of respondents spent most of their time on the internet, 67% of them watched various
television channels, and 33% of respondents used the radio as a source of information. At
the opposite end, magazines were cited by only 14% of users, and print media by 15% of
users, these two channels being the least consumed by the respondents in the study.

Table 1. Overview of the most frequent answers given by people.

No. Questions Addressed to Respondents Frequent Answers % Less Frequent
Answers %

1. What types of media do you consume
most often? Internet 85 Written press 14

2. How much time per day do you spend
on media? Internet More than

4 h a day Magazines Less than an
hour a day

3. What is the purpose of media consumption? Entertainment 29 E-mail, news 3

4. Which social networks do you use
most often? Facebook 74 LinkedIn 2.20

5.
Have you been influenced to buy a product
or service based on information received
from social media?

Yes 59 Not 41

6. During the last three visits on social
networks have you noticed advertisements? Yes 78 Not 22

7.
Do you think that advertisements displayed
on social networks are relevant to
your interests?

Sometimes but
not always 70 Not 30

8. Why do you choose to click on an ad
or advertisement? It is relevant 63 I am not sure 37

9. Do you watch publications or programs
regarding the economic situation? Yes 77.8 Not 22.2

10. What topics are you interested in? News 70.4 Business 18.5

11.
Could the media be more involved in
informing people about the economic
situation of the country or their region?

Yes 89 Not 11

12. Do you think the media can contribute to the
economic development of a country? Yes 81.4 Not 18.6

13.
Do you think that Romania has publications
that can contribute to
economic development?

Yes 70.4 Not 29.6

Regarding the time spent every day on media channels, 194 respondents mentioned
that they spend more time on the internet—more than 4 h a day—and 37 of them stated
that they spend more than 4 h on TV. On the other hand, respondents spend less than
an hour consulting magazines and newspapers (294 respondents and 256 respondents,
respectively). At the same time, 94 of the respondents spend less than an hour watching
television channels, 211 of them listen to the radio for less than an hour, and 11 of the
people included in the survey indicated that they spend less than an hour on the internet.
Mass media is a means of communication that a large audience can use simultaneously.
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Given that the majority of respondents answered that the internet is the most used media
channel, the presence of respondents in the online environment is determined by a series
of topics, which present various objectives aimed at satisfying certain needs.

The variety of media channels target different audiences, and in turn, the audience
has the option to choose and select between them, so an audience may vary depending
on the political direction of a channel or its content [22]. The purpose of this part of the
survey was to find out which social media channels respondents use. Facebook, the mobile
messaging app WhatsApp, and YouTube were the most used social media platforms by
respondents, followed by Instagram, TikTok, Twitter, and LinkedIn. It was surprising
that none of the respondents named another social media platform. Regardless of the
social media platform, promoting products and services is done in an easy way on social
media. In this context, respondents were asked to provide some information regarding the
purchase of products based on information received from social media. In total, 41% of
respondents indicated that they were not influenced to purchase products or services based
on recommendations from social media, and 59% mentioned that they were influenced to
some extent to purchase products based on recommendations from social media.

In the same context of purchasing products or online services, respondents were asked
if in their last three visits to social networks they noticed product placement, and 78% of
people answered in the affirmative to this question, while only 22% of them said they did not
notice product placements on social media visits. In total, 70.4% of respondents indicated
that sometimes, the ads displayed on social networks are relevant to their interests, while
30.6% of people who participated in the survey stated that ads are not at all relevant to their
interests. In terms of interest in a particular ad, respondents were asked why they might
choose to click on an advert when they come across it on social media, and 63% of them
mentioned that they are often relevant to their interests, while 37% of survey participants
said they do not access media advertisements. According to the researchers, mass media is
considered a mediator of general information, from a collective level, and in this context,
we constructed the question regarding the consumption of economic news among the
respondents; 77.8% of respondents stated that they follow programs or publications related
to the economic situation, while 22.2% of them indicated that they do not follow such
programs or publications.

Regarding interest in topics related to the economic situation, approximately 70%
of respondents stated that they follow economic news, while 40.7% of them stated that
they are interested in economic updates. Moreover, economic documentaries proved to be
interesting for the respondents, as 37% of them indicated that they watch these programs,
while 18.5% of the respondents also mentioned that they are interested in current affairs.
At the opposite pole are those who are not at all interested in programs or topics related to
the economic situation—18.5% do not follow any kind of program related to the economic
situation. In addition, people believe that the media should be more involved in informing
the population about the economic situation of their country or region, while 11% of
them think that the media should not be involved in information activities regarding the
economic situation. Regarding the media’s contributions to the economic development of a
country, 81.4% of the respondents indicated that the media can contribute to development,
while 18.6% of the respondents indicated that the media cannot contribute to the economic
situation of a country.

In the last question of the survey, the respondents were asked to indicate whether they
feel that Romania has publications that can contribute to economic development. Thus,
70.4% answered affirmatively, and 19.60% stated that Romania does not have publications
that can contribute to economic development. The purpose of this study was to understand
the mass media consumption among the population of the Northeast Region of Romania,
which proved to be a good communication tactic.
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3.2. Consolidation of the Media Market in Society

Media can be used in various ways to improve business performance, through both
online presence and traditional media. In this context, Safko [23] indicated that media is
obviously determined by the efficiency of marketing strategies, as well as the communica-
tion process. Evans [24] also stated that for many organizations, the use of social media
supports the marketing process and communication with the public, facilitating direct links
between customers and stakeholders.

Another objective of using social media is given by the fact that it can attract customers
more easily, building loyal relationships. Social networks within businesses can be used for
various purposes. First, they can be used as a company communication channel, which has
the ability to facilitate business-customer interaction. Second, social media has the power
to act as an advertising and promotion channel, which includes lower economic costs [25].
Third, companies use media to innovate their own products or services. Fourth, they can
educate existing customers, and at the same time represent a good means of attracting
new customers.

The companies that participated in the research came from different fields of activity,
varying both in terms of financial criteria and in terms of the number of employees (or
annual turnover). In this context, we found 13 marketing companies, 12 companies whose
main activity is education, 11 accounting companies, 23 tourism companies, 3 journalistic
companies, 32 ITC companies, and 21 consulting companies. Additionally, 7 insurance
companies, one real estate company, 8 transport companies, 3 sports companies, and
31 companies from other fields than those specified in the survey participated in this
study. Thus, in Figure 2, the field of activity of each company participating in this study
is specified.
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Most of the companies included in the survey operate on a small scale—48 companies
had up to 10 employees, and 36 companies had a number of employees between 10 and
20. In addition, 29 companies had between 20 and 50 employees, 31 companies had
between 50 and 100 employees, and 20 companies operated on a large scale with more than
100 employees. Figure 3 shows the number of employees the companies have.
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The study that, in the Northeast Region, 126 companies out of 164 use social networks
for the purpose of business development, and 38 of them indicated that they do not use
social networks. The graph shows a tendency to intensify the use of media; therefore,
businesses that have grown over time have been proven to no longer use social media so
frequently. For companies with a smaller number of employees, the percentage of social
media usage was higher. In other words, larger businesses seemed to no longer show such
a great interest in social media, just like small companies, and the media played a rather
important role in not using social media. Table 2 provides an overview of the most frequent
answers provided by companies, as well as the less frequent ones.

Table 2. General presentation of the answers provided by the companies.

No. Questions Addressed to Companies Frequent Answers Number of Firms

1. Companies that use social media for commercial purposes Yes 126

2. The purpose for which companies use social media Implementation of
e-marketing 55

3. The reason why companies do not use media Lack of human resources in
the marketing field 58

4. The media most often used for commercial purposes Social networks 86

5. The advantages brought by social media to companies Getting new customers 71

6. The most common platform used by companies Facebook 77%

7. Changing consumer perception of a particular product or
service through social media promotions Yes 116

8. Social media helps to recruit employees Sometimes 88

9. Monthly administrative investment in mass media EUR > 1000 71

10. Social media helped business during the COVID-19 pandemic Yes 53

11. Media can contribute to the development of a
country’s economy Yes 107

Among the most common purposes for which companies use mass media were those
that focus on increasing customer awareness of the products or services that companies pro-
mote, followed by the implementation of the marketing process, such as the announcement
of news and promotions [26]. To the same extent, mass media is also used for building
relationships with customers, as well as attracting new potential customers. Another use of
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mass media is developing customer loyalty, improving the company’s presence on search
engines, as well as analyzing customer feedback on the company’s products or services. At
the same time, the media is used by companies to respond to customers after the sales pro-
cess, and to reduce marketing and advertising costs [27]. Nine of the companies mentioned
that the purposes for which they use the media are other than those entered in the survey.

According to the results of the questionnaire, one of the main reasons why most
companies do not use social media is that they did not notice concrete advantages and
opportunities. Additionally, most of the survey participants (58) stated that they do not
have the required human resources to develop marketing strategies in social media, and
two of the companies said that the media tools are not relevant to their business.

The next question examined the media tools most frequently used by companies, and
52% of them indicated that they use social networks most often, while 28% of them stated
that they use blogs, such as WordPress, Blogger, TypePad, LiveJournal, etc. In addition,
17% of the companies that participated in the survey stated that they use shared sites most
often, and another 17% stated that they use other types of media than those specified in the
questionnaire. The most significant advantages and opportunities that the media brought
to companies were promoting products and services online, obtaining new customers,
the possibility to communicate with existing customers, increasing visits to their pages
or online stores, promoting information about the company, as well as understanding
customer preferences. Additionally, no other company indicated another benefit in the
“Other” category. Figure 4 shows the main benefits that social media tools have brought
to companies.
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Figure 4. Benefits of social media tools.

To the next question in the survey, most companies (77%) answered that Facebook is
the most used social media tool, followed by Instagram (65%), Twitter (54%), and YouTube
(48%). In addition, 39% of companies indicated that the new platform TikTok is extremely
attractive for their company’s aims, and 36% of respondents mentioned that they use
LinkedIn, followed by WhatsApp. In total, 10% of companies indicated that they use
other platforms, without mentioning which platforms. For this question, respondents
could choose several options. The next question “Do you think consumers’ perceptions
of a particular product or service can be changed through social media promotions?” was
designed in such a way that respondents can express their opinions using a scale from 1
to 10, regarding their perceptions of a particular product or service, and whether they can
be changed through social media promotions. Thus, most respondents (116) answered
positively to this question, with an answer of 10. Additionally, 13 respondents stated that
consumer perceptions can change through promotion on social media, placing this on a
scale of 9, and one respondent each opted for the other scalar numbers, in descending order,
from 8 to 1. At the same time, two of the respondents mentioned that consumer perceptions
cannot be changed by promotions on social media, placing this on a scale of 2. Figure 5
shows consumers’ views of social media promotion.
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Figure 5. Changing consumer perceptions through social media.

According to the applied survey, 54% of companies indicated that sometimes social
media helps them recruit employees, and 32% of the companies mentioned that social
media always helps them recruit employees. Additionally, 14% of respondents mentioned
that they recruit their employees through social networks quite rarely, and 13% of them
specified that social media has never helped them recruit their employees. On a scale
from 1 to 10, 69 of the companies placed on a scale of 10 the fact that social networks
helped them to develop their business, 41 of the companies placed this on a scale of 9,
while 28 companies placed on a scale of 8 the proposition that social networks support
the development of their business. Additionally, two companies placed this aspect in
seventh place, and three companies scored it 6. In descending order, from 5 to 2, each
company specified that social networks were less useful in developing their business. At
the same time, 10 companies mentioned that social networks did not help their business
development at all, scoring this 1.

3.3. Qualitative Results

During the COVID-19 pandemic, 53% of respondents indicated that social networks
helped companies a lot, while 47% of the companies mentioned that the online part, repre-
sented by the social networks, did not help them in any way. The main characteristic of
social networks is represented by the freedom of expression of companies. The most effec-
tive form of communication media used by companies has proven to be social networks, as
well as sharing sites for businesses to express themselves to their customers, and media
content such as images and videos has the visual ability to present and convey information
in a coherent way. Small businesses have the opportunity to expose themselves in an
authentic way to customers, in order to create a closer connection. Furthermore, Floors
stated that for small businesses, positioning attributes are not an asset from the point of
view of competition, because they can be taken over by other companies. On the other hand,
small businesses have the opportunity to make gains through the precise differentiation
of their own brand, as well as connecting with customers in an emotional way, and these
emotions will have more and more influence on the customer in their choice decision.

In Table 3, a series of preliminary results are presented regarding the U Mann-Whitney
test, showing a difference between the two probabilities. Some peaks were observed in
terms of emerging economies. According to the U Mann-Whitney test, some hypotheses
were formulated, according to which there are no significant differences in the use of
Facebook to develop a strong and emerging business between men and women.
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Table 3. U Mann–Whitney test results.

Group 1
Users

Group 2
Companies U Z P

Using Facebook for communication 326 128 2418.4 −1.1859 0.000182

Use of Facebook for services only 148 100 3753.1 2341.4 0.003412

Use of Facebook only for marketing 100 20 5311.7 2851.1 0.006231

Positive exposure in relation to social networks 78 128 1413.4 −5312.6 0.000145

We can say that the Mann–Whitney U test is non-parametric and highlights the null
hypothesis, which randomly selects the values of X and Y for two distinct populations.
Therefore, the probability that X is greater than Y can be equal to the probability that Y is
greater than X. Thus, non-parametric tests can be used with more samples, but as regards
their validity in analysis processes with different dimensions and unevenly correlated
concordances with ROC curves—since we are talking about data collected from the online
environment without exact validity—there is no certainty. If the development of this
alternative hypothesis tends towards a stochastic model but disturbs the other declination,
the null and alternative hypotheses must be applied to obtain valid data. We can say that
all the observations made on the independent groups are ordinal responses, that is, they
respond to at least two observations, but one of them is larger in terms of parameters.
Concluding this hypothesis, there is a significant difference in the analysis results of the
medians and the change in the interpretation of the evaluations through the differences in
central tendency between the two groups, even if sometimes it tends to zero or not.

4. Discussion and Limits of Research

Estimating investment in the media has been a problem for many companies, so in
this regard, there are a number of available guides for measuring the effectiveness of the
media and, implicitly, of social networks. This advice can be identified in different sources,
such as researchers and specialist persons, as well as in scientific articles or books. At the
same time, the research tools used to measure the benefits of social media actions vary from
Hootsuite to Google Analytics. Media companies can suppress their production capacity
and realized strategies, depending on how media works at the enterprise level, and social
networks are not a decision-making factor in a company, but are only channels or tools by
which marketers can implement their established plans. Therefore, a well-defined strategy
is a factor that increases the effectiveness of a company’s social media marketing.

Social networks contribute to business development, and social media advantages are
perceived according to age level [28], this aspect being a control parameter. According to the
second questionnaire, social networks and marketing campaigns are predominantly used
by small companies, and in the case of the first questionnaire, marketing was primarily for
elderly people. Therefore, awareness of the advantages of social media differs by age [29].
Facebook has proven to be the most used platform, both among companies and among
users; therefore, some of the most important benefits of social media are those related to the
good implementation of marketing, as well as the possibility of a marketplace, which allows
the generation of sales and purchases, but also informational exchange [30]. Both in the first
applied questionnaire and in the second, similar answers were given regarding the most
used social networks. Thus, Facebook is the application used most often, which allows for
both building a better communication relationship and carrying out employee recruitment
campaigns. In other words, communication through new media is an important factor,
which highlights its magnetism.

The benefits of using social media for economic development are also estimated
depending on time and the geographical consistency of social media use; therefore, they
can also help form a geographical assessment of economic growth [31]. This aspect is an
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important one for analyzing the propsecitve opening of a local business, by identifying the
relevant human and geographical resources.

Using data collected from more than 90 companies, researchers [32] indicated that
a culture of innovation, made up of solid organizational knowledge, generates positive
results in terms of a company’s development. At the same time, another study indicated
that following the collection of data from the respondents, innovation can be inferred to
have a positive impact on organizational performance [33]. In the case of our sample of
326 companies, it was demonstrated that innovation refers to the differentiation of attributes
that generate competitive interest in a brand’s personality. Additionally, connecting with
customers from an emotional point of view gives rise to a series of emotions in the consumer,
which will have a greater influence on their wish to buy [34].

Practical and Theoretical Implications

Mass media plays an extremely important role in the population, in terms of both
the educational side and economic development. A number of media principles have
been analyzed, and the most common tools used by the respondents were found to be the
internet and television, followed by radio. Additionally, regarding the time spent by the
respondents with mass media, it has been proven that the internet has gained ground again,
with most of the respondents stating that they spend more than four hours on the internet.
Regarding the purpose of media consumption, it was shown that respondents prefer
entertainment content, followed by educational content, and then political or economic
content. Facebook, WhatsApp, and YouTube are the most used platforms by respondents,
followed by Instagram and TikTok, and in the case of ads for products and services on
social media, respondents said they were most often influenced to purchase products by
online content.

We also set out to study the adoption and use of social media by companies in the
Northeast Region of Romania. The survey method was used in the empirical research
process, and it showed that 76% of companies were using social media, to the detriment
of traditional media. In addition, the most remarkable benefits of mass media have been
found to be those that focus on high customer awareness of a particular brand, as well as op-
portunities to communicate and promote themselves online. The most difficult challenges
for companies were finding time and qualified staff to interact with customers through
social media, and measuring the effectiveness of social networks and their contribution to
business development.

Regarding the Mann-Whitney U test, it was possible to observe the male-female ratio
in the use of social networks, and especially Facebook, which turned out to be the most
used social media platform. In this context, there were no significant differences in this
ratio of Facebook users, in relating to the development of a strong and emerging business.

The limited resources and problems related to the lack of time and qualified personnel
for media promotion can be solved by outsourcing; if company managers are not used to
implementing campaigns or marketing strategies, this may require support from outside
the companies. Marketing and advertising can be done by companies that offer professional
services in this direction, and if the companies are open to new experiences, they can also
collaborate with students from economics faculties to offer new perspectives and ideas,
and this could significantly contribute to the improvement of marketing strategies. A good
collaboration between companies and students could be realized in various forms, such as
internships, internships, part-time jobs, etc. The more flexible companies are in terms of
decision-making and the implementation of changes, the more able they will be to adopt
new, creative ideas about the use of mass media or social networks, which involve much
lower costs compared to other types of media.

The selection of research participants was the main limitation here in providing
accurate information about how they receive media messages. Due to the diverse scope of
the population, the selection of those who use print media and broadcast media as their
primary source of information was challenging, as the focus was on how the public reacted
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to media messages. Another difficulty encountered was in the collection of questionnaires,
which were not returned due to resource limitations.

5. Conclusions and Future Research Directions

According to the first objective, an important feature of social media is that it gives
companies a chance to communicate and present themselves to their audience in the
most beneficial way. Additionally, new media is among of the most productive means
of communication, through which users can receive relevant content from companies,
characterized by information transmitted in an orderly manner. Social media allows small
and medium-sized businesses to get in front of customers or potential customers in an
authentic way. According to the questionnaire, those who were most open to the use of
media communication were small companies, and the main reasons for companies using
new media, and in particular social networks, involved the degree of responsibility that
customers have regarding existing products and services, the implementation of marketing
strategies, the development of a good relationship with customers by gaining their trust, as
well as search engine optimization.

Therefore, according to the second objective, collaboration between the government
and media could lead to the creation of applications intended to provide the population
with interesting and relevant content to develop their human resource, through quality
education and by developing school-level networks that exhibit a high degree of global
connectivity. In other words, the executive of a country that does not try to involve the
population in development strategies by giving them the available resources will not be
able to produce development at the national and regional levels.

In conclusion, the theoretical issues referred to in the specialized literature also apply
to the use of social media tools. Social networks act as a tool, which can provide feedback
and facilitate relationships with customers, so the media communication channels most
widely used by the companies that participated in the survey are social networks, and the
least used was found to be podcasts, due to the fact that for regional entrepreneurs, they
are often inaccessible from the public’s point of view. In addition, the most remarkable
benefits of mass media have been found to be those that focus on high brand awareness
among customers and opportunities to communicate and promote themselves online, and
most surveyed companies predicted that the use of social networks will gain momentum
in the coming years. The most difficult challenges for companies were finding the time and
qualified staff to interact with customers through social media, and estimating the yield of
social networks, as well as their contribution to business progress. Another challenge faced
by both the respondents in the first chapter and the companies participating in the study in
the second chapter was the widespread presence of fake news, an increasingly persistent
phenomenon in the online environment.

Using the data presented in the present analysis, this research proposes a sampled
analysis of mass media consumption in the Northeastern Region of Romania. Thus, as part
of this research, an analysis was carried out on a sample of 326 people—180 women, and
146 men—to determine the role that the mass media has in society, while at the same time
determining the active role that the mass media plays in economic development. In this
context, the study reviews the specialized literature on the media’s accountability, with an
emphasis on its transmitted messages. In this research, the most frequent media channels
used by respondents, the purpose of using mass media, as well as the determination of
the user to purchase products from the online environment following their promotion,
are presented. We have also proven that the media has great power over the process of
economic development, and the respondents were interested in the main topics related to
the economic content, suggesting that the media should be more involved in this direction.

Using the second applied questionnaire, the consumption of mass media in the North-
east Region was again determined, but here at the level of companies, applying a series of
questionnaires to a sample of 164 respondents. The study can confirm that media can be
used in different ways to improve business performance, both through online presence and
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through traditional media, facilitating the process of communicating with the public and
strengthening the connection with the pre-existing audience. New media has been proven
to have the ability to build strong community bonds based on loyalty and trust.

As future research directions, we propose analyzing media consumption using the
interview method. In this context, we aim to carry out interviews with entrepreneurs, at the
regional level, to analyze how mass media has supported the promotion and sales growth
of their brands. At the same time, we aim to conduct interviews with journalists from the
mass media focused on economic topics, who could help us derive information regarding
how the economy has been influenced in the recent period by the COVID-19 pandemic and
the war in Ukraine. Therefore, the interview will be used as an applicability tool, which
will be analyzed to confirm or deny the research hypotheses.
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