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Abstract 
The study falls within image management and seeks to identify the major 
criteria for the articulation of a robust and rigorous concept of social image, in 
order to reveal with it the principal power circuits within an organization. 
It emerges that the image is a tool in the humanities, in the exact sciences and in 
art. The socio-cultural environment, the political system, the level of 
development determines the accordance of a privileged place in the production 
and study of some images, such as those of power. Analyzing the imagery 
layering in the historical consciousness, we concluded that the social energy that 
powers the perpetuation of these images and gives vitality and strength is 
Power. 
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IMAGE AND HALO 

The collective representations, as they are designed by Durkheim, delineate the individual aspect from 
the social one, and the perceptual elements from the intellectual ones. Durkheim did not solve the 
problem of social representations. He analyzed the concept of collective representations and used it as 
much as allowed the sociological approach allowed. Serge Moscovici has updated the concept of the 
collective representation proposed by the French sociologist Émile Durkheim in 1898, giving it a new 
identity. For him the representations become social "because they raise a determined attitude, a location 
in relation to reality, a production and formation process of behaviors and guidance of social 
communications" (Moscovici, 1976, p. 43); they involve collective concrete relation, social interactions, 
associations, biases, they are, ultimately, a social phenomenon. In Moscovici's conception, social 
representations are not just productions or cognitive mechanisms. Their operation is fed at the same time 
from the exterior and the interior, integrating the social, manifesting as socio -cognitive constructions. 
Phenomenological theories consider the unconscious mental processes, which reveal the intricate 
mechanisms of formation of representations and images. Adopting the framework interpretation of these 
theories, it implies that the images are built inside some processes that remain unconscious and are 
updated at the request of the environment in ways that remain inaccessible to the consciousness, but with 
a certain degree of accessibility to introspection and intuition (Chiciudean & Toneș, 2002, pp. 9-29; 
Chiciudean & Toneș, 2003, pp. 13-42) (also (Frigioiu, 2008; Smarandache & Vlăduţescu, 2012).. 
Social psychology examines the images and representations of humans in terms of experiment. 
Theoretical approaches taken by Serge Moscovici, J.C. Abric and W. Doise are fundamental in the study 
of representations of people and social groups. 
Combining the three dynamics (communication, image-representations, mental processes), in the 
psychosocial paradigms acception, is the node for the definition of representations and social images: 
"they are principles generating standpoints related to specific insertions that organize the symbolic 
processes involved in social relations" (Doise, 1995, p. 92). 
The constructivist approach (J. Piaget), concerned with the structure and dynamics of representations, 
highlights the importance of the complex components of language and thought for building 
representations and images. They - representations and images - appear in the consciousness as a result 
of complex mental activities with a constructive character, aiming at the synthesis of the sensory data, 
reactions and concrete actions of individuals on reality. 
Phenomenological theories lie the image within personal experiences and individual behavior. The 
ongoing, immediate experience, experienced by people, is essential for the image formation. The man, by 
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building representational models of the world, can, on this basis, give it a certain way. It is considered 
that the internal mechanisms implied, generated in man by his own experience, enable the formation and 
crystallization of self-image and images about the world in which he lives. Although the concept of social 
image is widely used in contemporary speech and generously taken over by the media, it is still a vague 
issue in the wider context of representations, cultural matrices, collective consciousness etc. Traditional 
approaches are numerous and, at least partially incompatible, so as sets of concepts and interpretations 
are circumscribed to the concept of social image as they are specific to theoretical particular contexts in 
which they were developed. In fact, social images are defined, studied, thought about, to the extent that 
expresses the position, the value hierarchy of a community (Vlăduţescu, 2006b; Traistaru, 2013b). 
The term “image” does not narrowly focus on the material reproduction of a given reality, but on a 
characteristic of mental life, based on the human psyche ability to build mental representations. One can 
say that the image has an overwhelming role in terms of influencing the decision-making power of an 
individual or a community (Camelia Bacoș, 1992) because, as Jacques Le Goff (1991) shows in the preface 
of his volume, “The medieval imaginary”: throughout history, “human life and societies are equally 
related to images, as well as tangible realities. The images in discussion are not limited to those embodied 
in the iconography and artistic productions, but they also extend to the world of mental images”.  
The concept of image has been used for a very long time to define the representation that an individual, a 
social group or a segment of population form about “something” or “anyone”.  Thus, this concept is 
broadly used from a simple photo to a social representation. The image has been also defined as “cultural 
property”, no matter if it is “inherited”, included in the total property of a political organizations or not. 
As a heritage object, it is managed, administered like any other heritage object, regardless of its nature. 
Throughout human evolution, the study of image showed jumps, stops, stagnation, in some periods more 
attention being paid to a specific type of image and, in general, characterized by the lack of detailed 
methodological reflections. For example, the Antiquity promoted the study of the image in the dream, the 
interpretation of dreams through the archaic divinatory techniques and the literary image coded by 
rhetoric. In the middle Ages, the ontological and theological dimensions of the image were fertile, as well 
as its spiritual symbolism, described by alchemy. In the Romantic era, art images, mythology images, 
religious symbolism of images and imaginary representations of the unconscious were popular. The 
evolution of knowledge about the image remains broken, limited to description, often a partial 
description. Starting with the twentieth century, the renunciation of reductionist intuitive approach is felt, 
and based on the study model of the articulated language, they propose a conceptual apparatus for 
studying the image. Current studies are characterized by a clear dichotomy: on the one hand the attempt 
to study images, the facts in the light of scientific objectivity, so they rather choose a positivist 
methodology, on the other hand, they choose a reflective interpretation of meaning through and for a 
consciousness. This cleavage can be explained in terms of the vast types of image, but also by its intrinsic 
nature or function it performs (Dima & Vlăduţescu, 2012b; Dima & Vlăduţescu, 2012c). 
Regarding the taxonomy image, we can say that it has aroused interest in its studying among researchers 
in different fields and the desire to achieve an ordering, a systematization, a classification as far as it is 
concerned. It is not difficult to guess that there were born many classifications, based on different criteria, 
but none of them captured all the aspects, did not meet all the conditions to be declared exhaustive. 
Moreover, some attempts have brought the anathema upon themselves, being accused of rationalizing 
tendencies, others have been attributed to be characterized by excessive simplicity (Vlăduţescu, 2013f). 
There are numerous criteria for the classification of the image, but no classification can be assigned the 
exhaustive status, yet each can be considered an orientation form in the social and visual labyrinth. Also, 
through this multitude of images we can have access to social reality, to its construction, and by 
integrating images in a social and ideological context we discover and understand the symbolic 
construction of reality (Vlăduţescu, 2010). 
Recently accounted as a scientific discipline, the science that deals with the study of image is called 
imagology. The dictionary of psychology defines imagology as "a field of psycho-sociology dealing with 
multidisciplinary scientific study of perception, opinion, attitude, judgment and of the overall image that 
a national ethnic community has made  in time of another (other) nations or nationalities, under the 
influence of direct contacts, through representatives, especially through cultural and ideological products 
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widely used by mass media" (Larousse, 2006) (also Dima & Vladutescu, 2012a; Vlăduțescu, 2012b; 
Vlăduţescu, 2013g)). 
The image is associated with the representation. The ambiguous and confusing nature of these definitions 
led the author to cite some of the main meanings captured by one of the leading analysts of the image, E. 
Fulchignoni (1969): 
 • the depiction of the concrete example, of the model, of the typical or symbolic illustration used  
during a generalized rationalization; 
 • the image can be considered everything that in the artistic language is metaphor, symbol, 
concrete expression; 
 • the images on the retina, a physiological phenomenon of sensory persistence; 
 •certain psychologists mention intuitive images as intermediate facts between image and 
perception, i.e. those spontaneous representations without any direct link with reality, delusions, mental 
echo. 
The most common use of the concept of image is defined as a series of systematic mental associations that 
serve to identify a subject, object, institution or phenomenon by assigning a quality socially constructed 
within a culture, an image with a stereotyped value. First, it is an illusion that the image would be a 
universal language which, thanks to the analog capacities, transmits real sense and meaning of the image 
instantly. It is often confusion between perception and interpretation, the fact that we recognize certain 
elements of the picture does not necessarily assume that we understand the meaning conveyed by the 
author. 
Secondly, there is doubt that we could ever perceive the author's intentions correctly, many times even he 
is not aware of the true intentions. To detect significance and meanings is not an illicit operation, even if 
we cannot make an exact inference about the author's intentions, they, in fact , having no much 
importance, the interpretation being sovereign (Dima & Vladutescu, 2013b; Vlăduţescu, 2013e). 
General psychology approaches image closely related to the components of the attitudinal volitional act: 
perception - evaluation - opinion- belief - attitude. The steps from receiving the social object to the image 
formation are conditioned by knowledge, value appreciation, arguments confronting, initial value verdict 
(opinion), value stable verdict (belief), etc.  The image, according to this view, is the result of the trigger of 
the evaluation processes of the individual psychic structures, aimed at obtaining the views and, 
subsequently, the convictions. As a result, influencing the individuals cannot be done through a transfer 
of opinions or beliefs, but by their stimulation, triggering and generating within the individual using the 
argument (Abraham, 1999; Vlăduţescu, 2006a; Bădescu, 2011).  
 
THE SOCIAL IMAGE 

In relation to the interpretation of the image, as a product of human specific information processors, 
social images can be interpreted as sets of criteria, rules and implied interpretations which are formed 
over time by themselves, passed down through tradition and culture, successively modified and enriched 
with new elements, accepted and assimilated by the group, depending on the context, in ways that 
cannot be transparent to the people involved. Social images depend on the informational horizon of 
creation. It can be said that there is no image itself, there is the image of a certain man about a particular 
social object formed in relation to the characteristics of its processors of information. It is plausible that 
these processors are conditioned by age, sex, religion, membership/ non-membership to organizations, 
level of culture, level of education, and the state of its processors (Pisoi, Traistaru & Mandruleanu, 2005; 
Vlăduţescu, 2006c). 
Social images correspond to the value system compatible with the culture, tradition, collective belief 
system, given social norms and contribute to behaviors formation and the orientation of social 
communications. Social images are developed by and in the social communication relationships, and it is, 
therefore, considered that the dynamics of communication and the dynamics of social images intersect 
with the elements of the collective mentality, where the mentality and the horizon of interpretation of 
people and social groups play fundamental roles. 
Roger Mucchielli defines the image as "the representation or the idea which the individuals in an 
environment or a segment of the public form" as a result of the reception of information about a social 
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object. And in terms of the image, "it is about an opinion or attitude whose roots are irrational for the 
most people" (Mucchielli, 1970, p. 110). The constructivist approach (J. Piaget), concerned with the 
structure and dynamics of representations, highlights the importance of the complex components of 
language and thought for building representations and images. They - representations and images - 
appear in the consciousness as a result of complex mental activities with constructive, targeting sensory 
data synthesis, reactions and concrete actions of individuals on reality (Piaget, 1973, pp. 19-24). The 
theoretical approaches taken by Serge Moscovici, J. C. Abric, W. Doise, all located within the 
constructivist concept, stipulate that social representations are "an evaluative device, a reading scale of 
reality, an excellent location in the world of values and a proper interpretation of the world" (Neculau, 
1995, p. 118) (also Vlăduţescu, 2007b; Vlăduţescu, 2011b). 
Based on the main elements of the representation (the core or the central node and the peripheral system), 
they demonstrate both the possibility of the preservation of representations, which absorb the value 
system in the core, the culture and the social norms and the possibility of changing them due to the 
flexibility and mobility of the peripheral system, which allows anchoring the immediate reality (Bădescu, 
2009; Vladutescu, 2013d; Traistaru, 2013c). 
The image is considered as part of the social representation, its stable element (the core), which 
corresponds to the value system of the culture and social norms. The importance of the image is given by 
the opportunity to contribute to behaviors formation and the orientation of social communication in 
different ways: diffusion, spreading, propaganda. Mihai Curelaru, in a work dedicated to social 
representations, states that "we cannot talk about a single definition of the social representation, nor 
about one generally accepted by researchers ( ... ) The heterogeneity of this concept (opinions, beliefs, 
norms, values, schemes) does not allow ( ... ) such an approach or definitional convergence" (Curelaru, 
2006, pp. 30-33). P. Moliner offers a particularly interesting definition which is based on the interaction 
between social entities. If this interaction would not produce, the representation would not make sense, it 
did not exist. Therefore, the social representation "is the representation of something, produced by 
someone in relation with someone else" (Moliner, 1995, pp. 5-14) (also Dima & Vladutescu, 2012e; Dima & 
Vladutescu, 2013a). 
General psychology approaches image closely related to the components of the attitudinal volitional act: 
perception - evaluation - opinion- belief - attitude. The steps from receiving the social object to the image 
formation are conditioned by knowledge, value appreciation, arguments confronting, initial value verdict 
(opinion), value stable verdict (belief), etc.  The image, according to this view, is the result of the trigger of 
the evaluation processes of the individual psychic structures, aimed at obtaining the views and, 
subsequently, the convictions (Milca, 2001; Nowicka-Scowron, Dima & Vladutescu, 2012; Vladutescu, 
2012a; Vladutescu, 2013c). 
As a result, influencing the individuals cannot be done through a transfer of opinions or beliefs, but by 
their stimulation, triggering and generating within the individual using the argument (Balan, 1992, p. 44) 
(also Măgureanu, 2003; Măgureanu, 2005; Măgureanu, 2006; Măgureanu, 2009). 
From another perspective, general psychology defines the perceptual image as a result of perception, 
which is based on general laws (the perceptual completeness law, the perceptual structurality law, the 
perceptual selectivity law, the perceptual constancy law, the meaning law, the projectivity law of the 
perceptual image). 
The projectivity law of the perceptual image reflects the fact that "although the perceptive image is 
cortically developed, it is projected at the level of the object" (Zlate, 1999, pp. 92-93), giving the man the 
certainty of existence, the image of the objects and the possibility of his being among these objects 
(Vlăduţescu, 2009; Vlăduţescu, 2011a). This explanatory model operates distinctions between perception 
and representation, based on the differences observed between primary and secondary images. "If the 
perceptual system operates with primary images, which are formed in the presence and through the 
direct contact with the object, the representative system operates with secondary images which, at least 
currently, are independent from the object" (Zlate, 1999, pp. 92-93). But not all theories distinguish 
between primary and secondary images. In many cases, only the cognitive evocations are analyzed 
sending to the sensory aspects of absent objects and events, and we can generally speak about a mental 
image. In other words, the mental image "is a psychological event whose vocation is the return of the 
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figurative appearance of objects or events outside the material conditions to achieve a perceptual field" 
(Larousse, 2006, p. 569) (also Frigioiu, 2009; Vlăduţescu, 2012c). 
Phenomenological theories lie the image within personal experiences and individual behavior. The 
ongoing, immediate experience, experienced by people, is essential for the image formation. The man, by 
building representational models of the world, can, on this basis, give it a certain way. It is considered 
that the internal mechanisms implied, generated in man by his own experience, enable the formation and 
crystallization of self-image and images about the world in which he lives (Husserl, 1984).  
According to the organic-procedural paradigm, people have bio-processors and interpreters (Culda, 
1998). By bio-processors, people belong to bio-organization because the bio-processors control the 
processes that maintain the body and its interface with the embedded existence; the interpreters make the 
specialization possible, they transform the individual into man; they form themselves by taking and 
processing the information provided by the bio-processors; they then differentiate and empower 
themselves more and more. Depending on the signs used in interpretations, there are three types of 
interpreters: the figurative interpreters - mainly those using images as signs; the verbal interpreters - 
using groups of articulated sounds as signs; the harmonic interpreters - using sound harmonies as signs 
(Vladutescu, 2007; Frigioiu, 2009; Traistaru, 2013a). 
According to the organic- procedural concept, to process information, the interpreters need three 
elements: criteria, rules and information processed and stored in memory using various support signs 
(figurative, verbal or harmonic sound) (Culda, 1994, p. 33). The criteria and the rules appear under 
different conditions, so we must distinguish between the criteria and the rules that form in the 
interpreters and remain unexplained (implicit) and the criteria and the rules that appear explicitly in 
theories, doctrines, ideologies, etc. The criteria, the rules and the information stored in memory become 
implicit or explicit framework-interpretations for the new processing (Milca, 2005; Vladutescu, 2013b). 
The organic-procedural paradigm, asserting the existence of the interpreters, gives another interpretation 
to the representations, different from that outlined in psychology. In this paradigm, the representations 
are framework-interpretations that remain implicit in the interpreters, those framework-interpretations 
that are involved in directing people and events that can activate or guide the future processing. In this 
sense, the images of people are framework-interpretations derived from representations, synthetically 
expressing broader interpretations (Buşu, 2010; Buşu, 2013; Adedokun, 2013). 
In relation to these considerations, the organic- procedural concept defines the image as an implicit 
framework-interpretation, that framework-interpretation that is formed by itself, by unconscious 
processing expressed as opinions, attitudes, beliefs, mentalities or socio-cultural symbols. The implicit 
framework-interpretations are analytical or symbolic and can be produced by figurative, verbal and 
harmonic interpreters. As a result, the images can also be, in turn, symbolic or analytical. In producing 
images, the operation of the interpreters connected to the bio-processors is essential, the bio-processors 
being able to block or activate the criteria functioning as images. 
Social images depend on the informational horizon of creation. It can be said that there is no image in 
itself, there is the image of a certain man about a particular social object formed in relation to the 
characteristics of its processors of information. It is plausible that these processors are conditioned by age, 
sex, religion, membership/non- membership to organizations, level of culture, level of education, and 
their condition during the processing. 
 
CONCLUSION 

In order that the image can be managed, and that its definition become an effective tool in managing 
perceptions about the organization, the operationalization of this definition is required, that it must be 
possible to obtain some practical consequences: the development of methods for the image management. 
In this way, the image is defined as an informational set generated by the issue of two types of messages: 
a) messages resulting from the functioning of the organization and b) messages deliberately issued by the 
specialized structures. It, therefore, raises the question of the possibility of studying and evaluating the 
messages issued by the organization due to its functionality and the messages that it delivers deliberately. 
The first step to take in this process is to identify the contents of each type of message, and then to 
establish the relevance of these messages to crystallize the social image of the organization.  
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