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Independent Research 

Preamble 

 

LET’S TALK ABOUT LOBBY! IN ROMANIAN!   

 

In Romania, lobbying is nothing new, but discussion about 

politicians' meetings with representatives of organisations 

interested in influencing public policy are constantly 

avoided.  

Often have such meetings led to legal changes, but any 

reference to this aspect gets negative connotations 

following the media exposure of influence peddling cases. 

Illicit influencing activities are wrongly or biased labeled as 

lobbying, conferring a negativ aura to a field which should 

normally actively contribute to the democratic exercise of a 

state.  

The regulation, one way or the other, of lobbying rises 

suspicion among all players (public opinion, companies 

NGOs and politicians). Therefore none of the seven projects 

started until now hasn't made it to the publication in form 

of a legal regulation in the Official Journal.  

On the other hand an autoregulation initiative has proved 

to have an extremely small group of sustainers, lobbying 

and its tools still remain in a cone of shadow.  

In public speaches it’s also mentioned that the lack of a 

lobbying law is exactly what those lobbying in Romania 

wish, as well as their clients, and some politicians. But is it 

really like this?  

Here are only some examples of uncertainty which called 

for conducting this complex research meant to analyse 

lobbying from various angles and attract as many views of 

those really and directly involved in this activity.  

  

Over the years, the lobbyists 

were mentioning during public 

events and in the media that 

there are not more lobbyists in 

Romania than can be counted 

on the fingers of one hand. It 

is easy to conclude that in Ro-

mania lobbying is not quite 

active and there is not much 

influence to legislators, but is 

this true? Are there other play-

ers involved besides the few 

companies or persons which 

are lobbying on behalf of third 

parties?  

By the depth of this research 

addressing all players involved 

in lobbying in Romania and the 

fact that it is completed with 

data collected together with 

GfK Romania at the level of 

general population, we con-

sider that lobbying now bene-

fits in Romania of a solid 

analysis, useful both to lobby-

ists in order to improve their 

activities and to decision mak-

ers  for a better knowledge of 

people's perception and those 

who wish to influence them in 

their daily activity. 
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THE BENEFITS OF THIS RESEARCH

 

 

 

Until now there has been no extended knowledge of Romanian 

lobby activities. Only scarce of information about the players of this 

industry were presented, but the mechanisms or concrete tools, 

successfull approaches as well as shortcomings and errors of local 

lobbying were not known. 

 

 

Another problem was the lack of shared experience concerning best 

practice among lobbyists or preferences and attitudes of politicians 

towards lobbyists and vice versa. The results of the public opinion 

survey offer arguments for an objective approach of political decision 

makers and a good opportunity to educate the public concerning 

lobbying.  

The results of this research allow thus for the first time a realistic 

picture of Romanian lobbying activities and can be used as reference in 

the strategy of any lobbying organisation, but also by political decision 

makers for a better assessment of this activity. Following the fact that 

together with GfK Romania we realised a national survey on 

representative samples of urban population over 15 years old, we 

could integrate in the present study an analysis of the public 

perception concerning the Romanian lobbying activities, essential 

element both for lobbyist and for politicians.  

The study was conducted by the Foundation “Forum for International 

Communications” through the portal PR Romania, with support from 

GfK Romania for the national survey of public perception.  

Research team: Dr. Dana Oancea, Aurelian Horja and Liviu Mihăileanu. 

The costs to perform this research were totally covered by its initiators 

(the implementation of the component "vox populi" together with GfK 

Romania) and there were no material benefits following the 

publication of this research.  

This initiative repre-

sents a premiere, be-

cause it sums up the 

opinions of top manag-

ers in large companies, 

of communication and 

public affairs special-

ists, representatives of 

corporate foundations, 

NGOs and the whole 

array of active political 

representatives.   

Their opinions are 

compared against the 

public perception, 

bringing into discus-

sion the third element 

of lobbying: the popu-

lation which is affected 

by influenced deci-

sions. This third di-

mension, as well as the 

right of the public to 

information weren't un-

til now present in re-

search or debates con-

cerning lobbying in 

Romania. 
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The study is based on  

answers from 865 respondents,  

representative sample for the three 

dimensions explored.  

Methodology

The research aimed to cover a 360 

degrees angle of the lobbying activities in 

Romania and as a consequence the 

surveys were aimed to reach all its three 

dimensions: the population affected 

directly or indirectly by lobbying activities 

(vox populi), the initiatiors (lobbyists) and 

decision makers (politicians).  

 

First Dimension: Vox Populi  

Their opinion was considered to be 

important because of two reasons. On the 

one hand because lobbying affects them 

directly and on the 

other hand because 

politicians are very 

reluctant when it 

comes to lobbying, 

being afraid of 

people's opinion or 

of the association 

with an unpopular 

initiative among 

electors.  

Two types of analyses were implemented, 

the first one based on specific perception 

questions of the term and on opinions 

concerning the effects and motivation of a 

possible law, the survey being conducted by 

GfK Romania on a sample of 574 

respondents, nationally representative 

sample for the urban population over 15 

years old. The interviews were conducted 

face to face at respondents' homes.  

The second analysis was more specific and 

expored the perception on the means, 

effects and necessity of regulation by law of 

lobbying activities and it was based on an 

online survey of 15 open and closed 

questions to which 119 respondents 

answered, 94% of them having university or 

post-graduate studies.  

 

Second Dimension: the 

Lobbyists 

For surveying this dimension, online 

questionnaires with 29 open and closed 

questions were used. They aimed to explore 

the perception, the techniques used and 

their efficiency, the opinion on the 

regulation by a lobbying law and 

demographic 

dynamics of the 

respondents.   

The results of this 

dimension were 

based on a 

number of 137 

respondents, top 

representatives of 

NGOs and 

national and 

multinational companies which are lobbying 

on their own account, covering a large array 

of activity fields, from banks or 

pharmaceutical companies to agricultural 

producers, from law firms to lobbying 

agencies.  

From this dimension, an important section 

was that of non-profit organisations - 

extremely well represented - which 

determined us to realise comparative 

analyses between NGOs opinions and 

companies opinions. 

 

 

4 



Lobby în România 

Studiu independent 

Third dimension: the Politicians 

 

In order to survey the opinion and the 

perception of politicians, we invited the 

currently active decision makers to 

participate in this research (e.g. senators, 

deputies etc.)  

The questioning was conducted with an 

online form with 14 open and closed 

questions which surveyed the perception on 

lobbying, information channels they use and 

an estimation of efficiency of the efforts 

invested by lobbyists.  

The questions were formulated so that the 

answers could be mirrored against the other 

two dimensions of this research.  

The results are based on 35 respondents, 

both senators and deputies, many of the 

questioned refusing to participate in the 

study because of various reasons, among 

which "the sensitivity of the matter", even if 

they were ensured that the answers are 

confidential and that they will be presented 

in an aggregate manner. Many politicians 

declared that "this profession doesn't exist 

yet in Romania" and that "stating an opinion 

in this field is not suitable as long as the field 

doesn't exist". 
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Executive Summary 

PUBLIC PERCEPTION 

 

Only 1.2 % of respondents to the "vox 

populi" dimension associated the term 

“lobbying” to "influence peddling", which 

contradicts the hypothesis of such an 

equivalation in population's perception. 95% 

consider that lobbying is beneficial for the 

society and 88.3% consider that lobbying is 

legal, which indicated a discrepancy 

between public opinion and its perception 

by politicians or media in general.  

Concerning the main negative aspects of 

lobbying, 50.4% consider that there are no 

negative aspects, while 30.2% identify the 

prevalence of group interests to the 

detriment of public interest.  

WHO’S LOBBYING IN ROMANIA? 

 

The Romanian lobbyist is between 36 and 45 

years old, is a woman and has accumulated 

between 1 and 5 years of experience in this 

field. The majority (52.4%) represents 

organisations which have less than 20 

employees.  

Among those who declared being involved in 

lobbying, NGOs rank on the 1st place with 

38%, followed by multinational companies 

(29%). Only 4% of the responders were 

lobbying agencies declaring to lobby on 

behalf of third parties. This contradicts the 

opinion that there are only a few companies 

lobbying in Romania. 

HOW ARE ORGANISATIONS 

LOBBYING IN ROMANIA? 

 

The general behaviour of lobbyists is a 

reactive one, to correct or improve decisions 

already taken. Nevertheless NGOs are better 

prepared than companies, 37% have 

proactive lobbying activities, compared to 

22.7% in case of companies.  

7% of NGOs and 3% of companies have 

declared that they always succeeded in their 

endeavour to change the legislation.  

 

LOBBYING REGULATION 

 

82% of companies, 100% of NGOs and 100% 

of politicians have declared that lobbying 

needs to be regulated by law, which 

contradicts the hypothesis that a regulation 

of these activities is not desired. The almost 

unanimous opinion also reflects among the 

survey "vox populi" with a percent of 93%.   

Contrary to the fears of politicians 

concerning the public opinion, the percent 

which considers lobbying to be legal is the 

majority (88%) only 12% consider lobbying 

to be illegal. 
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Public perception 
Within the survey conducted by GfK Romania, 67.5% of respondents couldn't associate anything to 

the term of lobbying. A scarce of knowledge  on this activity among general population is to be 

noticed, only 6% of the interviewed understanding the term “lobbying” as an attempt to legally 

influence the decision of an authority.   

Meaning of the term "Lobby" First mention  
(%) 

All mentions  
(%) 

To promote 9,7 11,2 

To influence a decision /a person/authority 6,0 7,3 

To grant a favour for profit 3,8 4,1 

To sustain a cause/idea 3,6 4,3 

Influence peddling 1,2 1,5 

Bribe / fraude 0,8 0,9 

Political action (parliament/senators) 0,9 0,9 

Other 6,6 7,6 

I don't know/ No answer 67,5 67,5 

Note: The operators were instructed to register the spontaneous answer, without suggesting any options.  

 The majority of spontaneous answers showed that Romanians understand lobby as "promotion" 

(9.7%), "influencing a decision/person/authority" (6.0%), "granting a favour for profit" (3.8%), 

"sustaining a cause/idea" (3.6%) while 1.2% associated the term traffic to "influence peddling". Sur-

prisingly, only 1.2% associated the term lobby with "influence peddling", which con-

tradicts the hypothesis of such an equivalent in population's perception. 

Concerning the perception on lobbying, 95% consider that lobbying is beneficial to society and 88,3% 

considers that this activity is legal, which indicates a discrepancy between public opinion and 

suppositions made by different actors or media in general. 

The main positive aspects of lobby activity are considered 

to be:  

 improving transparency of decision making and 

active participation of civil society in decision 

making process (68.1%).  

 improving adopted decisions by professional 

provision of information to decision makers (59.7%)  

 change of mindset in approaching the relationships 

between decision issuers and the addressees of 

decisions (54.2%)  

 transparency of information concerning the ones 

supporting or not a certain issue, why he/she is 

supporting it and how this affects population 

(52.1%).  
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Concerning the main negative aspects of lobbying, 50.4% of respondents to the "vox populi" 

survey  considers that there are no negative aspects, 30,2% identify the prevalence of group 

interests as opposed to public interest and only 17.7% considers that lobby can be associated to 

corruption aspects (bribing activities, influence peddling). 

Nevertheless, when 

asked about their 

opinion concerning 

the indigenous 

practice of influencing 

legislation, an 

important percent of 

56.7% declares that in 

reality no lobby is 

conducted, but rather 

influence peddling or 

bribe being offered to 

change legislation. 

This fact shows that 

population makes the 

difference between 

the two activities 

supposed to be 

confused. 

 

68,1% 

52,1% 

59,7% 

41,2% 

53,8% 

25,2% 

52,1% 

4,2% 

Improves 
decisions 

transparency 
and actively 

contributes to 
decision 
making 

Offers 
information on 
who supports a 

certain issue, 
why and how 
this affects the 

society 

Raises the 
quality of 

decisions by 
professional 

supply of 
information to 

decision makers 

Ease of 
implementation 

as a result of 
raising interest 

of an issue 
before decision 

making 

Change in 
mentality 

considering the 
relationship 

between 
decision makers 

and society 

Free statistics 
and public 

opinion 
measurement 

Encouraging „a 
second opinion” 
which can avoid 

a wrong 
decision 

Other 

Positive aspects of lobbying 

No negative 
aspects  

50% 

Prevalence of 
group interests 
as opposed to 
public interest  

30% 

Can be 
associated to 
corruption 

18% 

Other 
2% 

Negative aspects of lobbying 
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Moreover the population identifies a series of tools used by lobbyists in the influencing activity, 

among which the participation in public debates are counted (identified by 46.2% of the 

respondents), legislative monitoring (37.0%), providing studies and social arguments directly to 

decision makers (44.5%) or establishing coalitions (39.5%). 

 

 

Who’s lobbying in Romania?
Among those directly involved in lobby activities NGOs rank first with 38%, followed by 

multinational companies (29%) only 4% being specialised companies conducting lobby activities 

in the of and for third parties. This contradicts the opinion the there are only some lobby 

companies or agencies in Romania. 

0% 

5% 

10% 

15% 

20% 

25% 

30% 

35% 

40% 

45% 

A 
multinational 
company with 

offices in 
Romania 

NGOs A company 
with 

Romanian 
capital 

lobbying for 
its own 

A law cabinet A lobbying 
cabinet 

representing 
third parties 

A company / 
agency / 

media trust 
lobbying 

A 
professional 
association / 
employers' 
association 

lobbying for a 
group of 

companies 

A public 
service / 

education 
institution 

Who do you represent? 

How do you think lobbying is conducted in Romania? % 

Legislative monitoring 37,0% 

Providing studies and social arguments directly to decision makers 44,5% 

Participating in public debates 46,2% 

Political contributions 34,5% 

Establishing coalitions 39,5% 

Protest meetings and street manifestations 26,1% 

I think that, in general, influence peddling is done or bribe is being offered to 
change legislation 

56,3% 

9 



Lobby în România 

Studiu independent 

Most NGOs involved in lobby activities are 

active in social services (27.7 %), education 

(19.1 %), fundamental rights and health 

(both 14.9 %) alongside environmental 

protection (12.8 %). 

Among companies involved in lobby 

activities, the majority are law firms or legal 

consultancies (12%), followed by players 

from the banking field and agencies offering 

lobby and public affairs services (10.7%) and 

companies from the energy sector or 

pharmaceutical products (8%).  

It should be noted that the population 

considers that lobby activities are mainly 

conducted by NGOs or representatives of 

professional associations / employers 

organisations. Companies specialising in 

lobby rank third and legal firms only  reach 

the seventh place.  

 
0% 10% 20% 30% 40% 50% 60% 70% 

NGOs 

Professional associations / 
employers' associations 
lobbying for a group of 

companies 

Multinational companies 

Companies with Romanian 
capital lobbying for their 

own 

Law cabinets 

Lobbying cabinets 
representing third parties 

Companies / agencies / 
media agencies 

Individuals lobbying for 
third parties 

Corporate foundations 

Who do you think is lobbying in 
Romania? 

Which is the field of activity 
of the companies? 

% 

Law firms / Legal consultancies 12.0% 

Financial and bank services 10.7% 

Lobby / Public Affairs consultancy 10.7% 

Energy 8.0% 

Pharmaceutical products 8.0% 

Audit and business consultancy 8.0% 

Telecommunications and IT 6.7% 

Consumer goods 6.7% 

Public Relations 6.7% 

Media 5.3% 

Agriculture 4.0% 

Financial non-banking services 2.7% 

Exploiting natural resources 2.7% 

Retail 2.7% 

Transportation 1.3% 

Tourism 1.3% 

Alcoholic beverages 1.3% 

Real estate 1.3% 

In which field of activity do 
the NGOs operate? 

% 

Social services 27,7% 

Education 19,1% 

Fundamental rights 14,9% 

Health 14,9% 

Environment protection 12,8% 

Youth 2,1% 

Sexual minorities 2,1% 

Religious minorities 2,1% 

Ethnic minorities 2,1% 

Religion 2,1% 
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Who do lobbying cabinets, conducting lobby for third parties represent?  

 

Specialised companies have conducted 

most of their lobby activities for 

multinational companies (55.2 %) and the 

least for NGOs and employers’ 

organisations (6.9%). 

 

 

Most companies represented by lobbying 

cabinets activate in the field of 

pharmaceutical products, of 

telecommunications and IT and consumer 

goods (with an individual share of 14.5%) 

followed by the fields of financial banking 

services (10.9%) and energy (9.1%).  

Most NGOs represented by third parties 

were from the field of education and 

environmental protection (summarising 

46.5%) followed by fundamental rights 

(14.3%).  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

For which sectors have you 
conducted the most lobby 
activities? 

% 

Multinational companies 55,2% 

Companies with Romanian 
majority share capital 

27,6% 

NGOs 6,9% 

Employers organisations 6,9% 

Others 3,4% 

Activity field of companies % 

Pharmaceutical products 14,5% 

Telecommunications and IT 
 

14,5% 

Consumer goods 14,5% 

Financial banking services 10,9% 

Energy 9,1% 

Utilities and public services 5,5% 

Retail 5,5% 

Alcoholic beverages 5,5% 

Car producers and distributors 3,6% 

Non-banking financial services 3,6% 

Agriculture 3,6% 

Exploitation of natural resources 3,6% 

Tobacco 3,6% 

Others 1,8% 

Activity field of NGOs % 

Education 28,6% 

Environmental protection 17,9% 

Fundamental rights 14,3% 

Youth 10,7% 

Consumer rights 10,7% 

Ethnic minorities 3,6% 

Health 3,6% 

Others 10,7% 
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The portret of the Romanian lobbyist 

 

 

The Romanian lobbyist is 

36 to 45 years of age, a 

woman and has between 

1 and 5 years experience 

in the field. The majority 

(52.4%) represent organi-

sations with less than 20 

employees.

   

  

0,0% 

10,0% 

20,0% 

30,0% 

40,0% 

50,0% 

Under 25 
years 

25-35 
years 

36-45 
years 

46-55 
years 

56-65 
years 

Over 65 
years 

Age of the Romanian lobbyists 

Male 
48% Female 

52% 

The gender of the Romanian 
lobbyist 

1-5 years 
52% 

6-10 years 
29% 

11-15 
years 
9% 

Over 15 
years 
10% 

The experience of the 
Romanian lobbyist 

0,0% 

5,0% 

10,0% 

15,0% 

20,0% 

25,0% 

30,0% 

1-9 
employees 

10-20 
employees 

21-50 
employees 

51-100 
employees 

101-250 
employees 

251-500 
employees 

Over 500 
employees 

Size of the organisations the Romanian lobbyists are working 
for 
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How is lobbying done in Romania?  

EASY OR DIFFICULT? 

 

43% of companies and 39% of NGOs never managed to trigger legislative changes and only 11% 

of companies and 10% of NGOs have managed to trigger legislative changes in more than 50% of 

the cases. Interestingly enough there is a 7% among NGOs and 3% among companies claiming 

they have always manages in their effort to change legislation.   

 

Among the main problems NGOs faced 

were the following: 

 finding contact data; 

 access decision makers; 

 establishing a direct meeting; 

 identifying decision makers; 

 lack of availability; 

 getting attention; 

 bureaucracy  

The main problems companies faced were 

the following: 

 finding contact data; 

 establishing a meeting; 

 identifying decision makers; 

 lack of availability. 

 

 Concerning the contact with decision 

makers, 23% of the companies claimed it 

was very difficult to establish such a contact 

while only 10% of NGOs claimed the same 

thing. Only 7% of NGOs and 12% of 

companies declared that this process was 

easy or very easy, which accounts for either 

the incapacity of those whising to change 

legislation or for the lack of availability of 

decision makers. 

 

0% 10% 20% 30% 40% 50% 

Never 

In less than 30% of 
initiatives 

In 30-50% of initiatives 

In over 50% of 
initiatives 

Always 

Have you managed to trigger 
legislative changes? 

NGOs Companies 

0% 10% 20% 30% 40% 50% 

Very difficult 

Dificult 

With some success 

Easy 

Very easy 

How difficult was it to contact 
the decision makers? 

NGOs Companies 
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THE TOOLS USED BY LOBBYISTS  

 

Among all tools used frequently by 

lobbyists, the legislative monitorung is 

somewhere in the middle field, both among 

persuasion tools ranking and the perception 

of its afficience.  

Although monitoring can identify trends or 

changes intended by decision makers can be 

discovered in due time, this is neither 

ignored nor identified as a major success 

factor.  

This index aligns to the other results of the 

study, showing the manifestation of a 

reactive lobby behaviour.  

Regarding the use of persuasion tools for 

decision makers, the study indicates a major 

resemblance between the practice of 

companies and NGOs but also two 

important differences from the point of 

view of the approach of certain protest 

types.   

Although both types are used moderatly, companies are much more inclined to start legal 

proceedings (14% as opposed to 4% for NGOs) should the initial proceedings not favour their set 

objectives.  

NGOs use as persuasion tool protest meetings (15%) benefitting evidently both from their 

voluntary network, from attracting public goodwill and attention and from the media by means 

of previous advocacy campaigns.  

0% 

10% 

20% 

30% 

40% 

50% 

60% 

70% 

80% 

Legislative 
monitoring 

Delivering 
studies and 

social 
arguments to 

decision 
makers 

Participation 
in public 
debates 

Political 
contributions 

Building 
coalitions 

Protest 
meetings and 
street events 

Organising 
educational 
events for 
decision 
makers 

Legal 
proceedings 

Others 

Frequently used lobbying tools 

Companies NGOs 
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Companies don't use this protest type at all, the approach rising most probably from the 

differences in organizational structures, but also deriving from financial strength or measuring 

effects against time.  

We also note quite a big difference between the NGO preference to build coalitions in order to 

attain a goal (33%) as opposed to companies which indicate this preference only in 14% of cases. 

Delivering studies and social arguments directly to decision makers 

is the tool preferred by 76% of the companies and 63% of NGOs, 

followed by the organisation of educational events for decision 

makers (48% companies and 52% NGOs), and ranking third, with 

nearly equal figures the participation in public debates (48 % for 

both companies and NGOs). 

 

When asked about the efficiency of tools used however, the results 

show a rupture, indicating a different order between reality and 

current practice. 

Companies consider political contributions as being the main efficient persuasion tool (60%) 

followed by building coalitions and participation in public debates (25%), while initiating legal 

proceedings ranks last with 5%. 

 

Activities considered 
efficient by companies 

% 

Legislative monitoring 20.0% 

Delivering studies and social 
arguments directly to decision 
makers 

15.0% 

Participation in public debates 25.0% 

Political contributions 60.0% 

Building coalitions 25.0% 

Protest meetings and street 
events 

15.0% 

Organising educational events 
for decision makers 

15.0% 

Initiating legal proceedings 
(court of law) 

5.0% 

Others 5.0% 

Activities considered to be 
efficient by NGOs 

% 

Organising educational events for 
decision makers 

44.4% 

Initiating legal proceedings (court of 
law) 

3.7% 

Legislative monitoring 25.9% 

Delivering studies and social 
arguments directly to decision 
makers (impact studies, social 
arguments, feasability studies etc.)  

70.4% 

Participation in public debates 25.9% 

Political contributions 14.8% 

Building coalitions 33.3% 

Supporting the arguments by 
protest meetings and street events 

7.4% 

Others 11.1% 
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For NGOs the main efficient persuasion tool is the delivery of studies and social arguments 

directly to decision makers (70.4%), followed by organising educational events for decision 

makers (44.4%) and building coalitions (33%). Also in the case of NGOs initiating legal proceeding 

ranks last in terms of efficiency (3,4%). 

 

The reaction of decision makers before these persuasion tools is important, but in most cases 

this is rather reluctant, 68% of companies and 78% of NGOs saying that decision makers do not 

take at all into account the proceedings to modify legislation or do so in less than 50% of the 

cases. 

Nevertheless 9% of companies and 4% of 

NGOs have said that decision makers take 

into account their proceedings to modify 

legislation and 19% of NGOs and 23% of 

companies declared that this happens in 

over 50% of the cases.  

The main secrets of success in the opinion of 

lobbyists (companies and NGOs) to make 

decision makers listen to their point of view 

are transparency concerning the interests 

they represent and the fact that they are 

experts in the respective field. Although 

with different percentages also notoriety 

and the fact that those wishing to influence 

legislation are well prepared play a role with 

a surprising last place for the criterion of 

financial or social strength of the repre-

sented institution.  

In exchange, when lobbyists talk about the 

reasons which in their opinion lead to deci-

sion makers ignoring their arguments, the 

ranking is led by a far too important finan-

cial or social strength, which indicates that, 

although not an essential success factor, this 

type of power being an "access" factor for 

the attention of decision makers.  

0% 20% 40% 60% 

Never 

In less than 30% of cases 

In 30-50% of cases 

In over 50% of cases 

Always 

Did decision makers take into 
account your actions? 

NGOs Companies 

What do 
lobbyists think 
that it determins 
decision makers 
to listen to their 
point of view? 

Companies NGOs 

The fact that they are 
tranparent regarding 
the interests they are 
representing 

63,6% 63,0% 

The fact that they are 
considered experts in 
the respective field 

63,6% 55,6% 

The fact that they're 
well prepared 

36,4% 48,1% 

Financial/social 
strength of the 
institution  

31,8% 18,5% 

Notoriety (public 
perception) 

31,8% 51,9% 

The force of 
coalitions or interest 
groups they 
represent 

31,8% 29,6% 

Others 4,5% 7,4% 
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Other obstacles for companies in persuading 

decision makers are the lack of their 

presence in a stronger coalition, the fact 

that others have better arguments or that 

they are not personally acquainted with the 

decision makers, which actually  

demonstrates the principles of persuasion 

(knowledge). For NGOs, the secondary 

obstacles are the same: the absence from a 

stronger coalition and the lack of notoriety 

or lack of recognition of lobbyists being 

experts in their field of action. 

 

Regarding lobbyists preferences to address 

decision makers in order to provide 

information, 73% of companies and 48% of 

NGOs prefer the direct approach, while 27% 

of companies and 44% of NGOs prefer to 

approach a member of the cabinet and 8% 

of NGOs address decision makers through 

colleagues, method which is not used at all 

by companies.  

Regarding the wrapping of arguments and 

transmitting them the following are 

preferred:  

 face to face meetings (59% of com-

panies and 40% of NGOs) 

 sending letters by e-mail or courier 

(40% of NGOs and 23% of compa-

nies)

Transmitting information within conferences or lectures is preferred 

by only 14% of companies and 18% of NGOs, while transmitting in-

formation through media, receptions or social events is almost ab-

sent.

What do lobbyists consider to determine decision 
makers to ignore their point of view? 

Companies NGOs 

Others have better arguments 22,7% 2,2% 

They are not recognised as experts in the respective field 9,1% 10,9% 

They don't know the legislation sufficiently well 0,0% 4,3% 

They are not acquainted with the decision maker 22,7% 10,9% 

Sometimes they tend to be too aggressive in approaching the 
problem 

4,5% 0,0% 

I don't represent a strong enough financial or social power 31,8% 23,9% 

I lack notoriety (public perception) 4,5% 13,0% 

Usually I am not part of a stronger coalition 31,8% 13,0% 

Others 18,2% 21,7% 

Among “other answers”:  

 a great part of decision makers do not know the real face of lobby activity and interpret it 

erroneously;  

 comfortableness of decision makers;  

 political factors; 

 subjectivity, indifference, bluntness, lack of political culture. 
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Regarding human resources both companies (53%), but mostly NGOs (74%) prefer to prevalently 

use internal specialists for lobby activities. Altough in case of companies the percent can be 

considered balanced considering the fact that 43% use specialised companies/agencies or 

personal from outside the organisation.   

 

When it comes to specialised external services 59 % of companies prefer the monitoring services 

(media 59% and legislative 53%), impact studies (41%), legal services (35%) and only 24% 

purchase specialised communications services, the same percent applying for sociology studies. 

On the last place rank feasability studies with 18%.  

 

0% 20% 40% 60% 80% 

Directly decision 
makers 

A member of their 
cabinet 

Colleagues of the 
decision maker with the 

request to supply the 
information indirectly 

Who do lobbyists approach 
when they want to offer 

information? 

NGOs Companies 

0% 20% 40% 60% 80% 

Face to face meetings 

Sending information in 
writing, through e-mail 

or courier 

Organising conferences 
and seminaries at which 

they are invited 

Media 

Receptions and social 
events 

Others 

The most important channel 
lobbyists send their 

information to decision makers 

NGOs Companies 

0% 10% 20% 30% 40% 50% 60% 70% 80% 

Specialised companies/agencies or personal from 
outside the organisation 

Internal lobbyists 

Specialised companies/agencies or personal from 
outside the organisation 

Internal lobbyists 

NGOs 26% 74% 

Companies 43% 57% 

When lobbying, you work mainly with: 

18 



Lobby în România 

Studiu independent 

© Forum for International Communications          

 

LOBBYING IN ROMANIA  

Independent Research 

 

The list of services purchased by NGOs is quite different, with sociology studies leading the 

ranking (48%) being followed by legal services and media monitoring, both with 33%. Further 

down rank communication consultancy and impact studies with 24% and legislative monitoring 

on the penultimate position with 19%. Feasibility studies are the least interesting, gathering only 

10%.  

PROACTIVE OR REACTIVE? 

 

Motivation of lobbyists Companies NGOs 

To propose a law that doesn't exist yet, but which would be 
beneficial to those represented  

22.7% 37.0% 

To avoid a possible future problem or to offer a suitable direction 
of a law appropriate to our interests (there already is an initiative, 
but no decision has been adopted yet)  

31.8% 33.3% 

To correct or improve a decision that has already been adopted 
(after a decision has been adopted) 

45.5% 29.6% 

 
Unfortunately Romanian companies initiate 
in 45,5% of the cases lobby actions only 
after a decision has been adopted, in order 
to correct or improve the already adopted 
decision, 31,8 % after an initiative is started, 
but the decision hasn't been adopted yet, 
with the goal to avoid a possible future 
problem or to offer a suitable direction for 
the law, corresponding with their own 
interests.  
Only 22,7 % initiate lobby actions in order to 
propose a law which doesn't exist yet, but 
would be beneficial to companies.  

 
Surprisingly NGOs are again better 
prepared, the order being exactly reverse, 
most organisations (37%) having proactive 
activities to propose laws which do not exist 
yet, but would be beneficial to the 
organisations they represent, 33% act after 
an initiative starts, but no decision has been 
adopted yet and only 29,6% show a reactive 
behaviour to correct or improve an already 
existing law. 

0% 
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60% 

70% 

Legislative 
monitoring 

Media 
monitoring 

Legal services Sociology 
studies 

Feasibility 
studies 

Impact studies Communication 
consultancy  

Others 

What kind of services you use to purchase? 

Companies NGOs 
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THE POLITICIANS' OPINION  

 

 

Politicians credit professional 

associations with the highest credibility 

(35%), NGOs and firms specialising in 

lobby with an equal of 23% and 

individual companies which contact 

them directly only with 15%. The lowest 

credibility is granted to law firms (4%). 

 

 

Politicians said that they are motivated to 

discuss with lobbyists mainly when these 

are transparent concerning the interests 

they represent (54%) but also for their 

specialised expertise (34%) or the fact 

that they are well prepared (14%). This 

result shows that trust exceeds experi-

ence or personal qualities of the lobbyist, 

which can be an indicator of past nega-

tive experiences with dishonest persons. 

Individual 
companies 

15% 

Professional 
associations 

35% 

Law firms 
4% 

NGOs 
23% 

Lobbying 
firms 
23% 

Lobbyists to whom politicians grant 
most credit 

52% 

34% 

14% 

What motivates politicians to listen to 
lobbists' arguments 

The lobbyists are transparent regarding their interests 

The lobbyists are experts in the field they represent 

The lobbyists are well prepared 
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0% 20% 40% 60% 80% 100% 

Energy 

Pharmaceuticals 

Telecommunication and information technology 

Financial services (Banking) 

Financial services (Non-banking) 

Agriculture 

Transportation 

Automotives 

FMCG 

Exploitation of natural resources 

Utilities and public services 

Retail 

Tobacco 

Alcohol 

NGOs 

Consultancy 

How politicians view lobbying efficiency for the following fields 

Extremely unefficient  Unefficient Medium efficiency Efficient Extremely efficient 

21 



Lobby în România 

Studiu independent 

© Forum for International Communications          

 

LOBBYING IN ROMANIA  

Independent Research 

 

 

Regarding the weaknesses 

of lobbyists, the most an-

noying for politicians is the 

fact that they are not trans-

parent enough (46.2%), that 

information is not concise 

enough to be understood 

rapidly (34.6%), on third 

place ranking equally 

(30.8%) aggressiveness, lack 

of understanding of the de-

cision making process and 

providing information too 

early or too late. 

 
 
 
 
 

 

 
 
Among the main reasons why politicians 
appreciate lobbyists we count the following: 
61.5% appreciate the fact that these offer "a 
second opinin" which avoids adopting a 
wrong decision and 53.8% appreciate the 
fact that they obtain better information 
about who supports or not a certain issue 
and how this affects population. Even more 
surprising is the fact that only 19.2% have in 
mind improving the relationship with voters 
or that they benefit from free statistics and 
public opinion measurement studies 
(26.9%).  
 
This shows that politicians have a higher 
fear of making a wrong decision than a, 
otherwise legitimate desire to improve the 
relationship to the voters. This result totally 
contradicts the general image of politicians 
and the motivation of their cooperation 
with lobbyists.  

 
Last ranks the nuisance caused by unethical 
propositions, but this aspect is problematic 
for only 7.7% of politicians.  
 

Strengths of lobbyists in 
the opinion of politicians 

% 

They offer free statistics and 
opinion measurement studies  

26.9% 

They offer "a second opinion" 
which can avoid the adoption of 
a wrong decision 

61.5% 

The decision maker has better 
information concerning persons 
supporting or not a certain 
problem, why they chose to 
support it and what the effects 
are for the population   

53.8% 

Improves the relationship with 
the voters 

19.2% 

Weaknesses of 
lobbyists in the 
opinion of politicians 

% 

They are not transparent 
enough 

46.2% 

They are too aggressive 30.8% 

They don't understand the 
decision process and 
procedures 

30.8% 

They present information 
necessary for the decision 
either too early or too late  

30.8% 

Information is not relavant 
or not specific enough 

23.1% 

Information is not concise 
enough to be understood in 
a reasonable time 

34.6% 

Unethical suggestions are 
made 

7.7% 

22 

22 
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Another gratifying fact for lobbyists is that 

69.2% of politicians personally read 

material provided by lobbyists before 

making a decision and 42.3% conduct 

research on their own. Although, as seen 

before, this category is ignored, 53.8% of 

politicians adopt decisions based on 

research conducted by members of their 

cabinet. 

 
 

 

 
Concerning information sources of politicians, although the first choice is not at all surprinsing 
(TV and redio - 73%), the surprising fact is that publications of professional associations and 
newspapers are equally used as information sources (46%), or when we find out that thematic 
blogs and forums are read by 39%, social networks also representing an information source for 
27% of the respondents. The least interesting for politicians are corporate publications (8%).  

69,2% 

42,3% 

53,8% 

Politicians'  
sources of information  

I read with interest the information provided by lobbyists 

I do my own research 

I rely on the research conducted by my cabinet 
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Social 
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(Facebook, 
Twitter, 

LinkedIn etc) 

Information sources most used by politicians 
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With or without a lobbying law? 

 
 
Regulating lobbying by law is one of the 
most controversial discussions. Until now 
mainly specialised lobbying companies and 
employers organisations had a louder voice 
and fought the issueing of a law which 
regulates lobbying.  
 
Politicians, through their non-passing and 
through their privately expressed opinions 
when approached to participate in this 
study, tend to avoid the subject. On the one 
hand they fear the association with certain 
persons susceptible of corruption which 
claimed to conduct lobby activities and, on 
the other hand, they believe that the non-
regulated position is representative among 
both population and organisations 
conducting lobby activities.   
 

The results are surprising and 

demonstrate the contrary of many 

perceptions accepted as such by both 

politicians and lobbyists. 

43% of the questioned (urban public) don't 
know what to answer when asked about the 
public disclosure of lobby activities. 34% 
answered nevertheless that disclosing these 
activities must be a legal obligation, this 
being the strongest opinion among the 
respondents; 18% declared that this 
disclosure must be voluntary while only 5% 
answered that the disclosure is not 
necessary at all.  
 
In the opinion of the population, the main 
guilt for a lacking law regulating lobby 
activities lies with politicians (43%). 
Although at a significant distance in 
percentage the civil society is also 
considered to be guilty (7%), followed by 
companies specialising in lobby activities 
closing the list (6%). 
 

 

 

21% 

22% 

13% 

44% 

Public opinion on the effects 
of lobbying regulation 

Lobbying regulation will slow down influence 
peddling and corruption in general by disclosing 
lobbyists' activities 

Lobbying regulation will help citizens to be better 
informed on who wants to influience a certain law 
and why laws are being initiated or modified 

Lobbying regulation will make influence peddling 
legal 

I don't know 

34% 

18% 

5% 

43% 

Public opinion on disclosing 
lobbyists' activities 

Disclosing lobbyists' activities has to be enforced 
by law 

Disclosing lobbyists' activities has to be voluntary 

There is no need to disclose lobbyists' activities 

I don't know 
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Other suprising results emerged when 
asking the question whether lobby activity 
needs to be regulated by law:  

82% of companies100% of NGOs 

and 100% of politicians declared 

that lobbying needs to be 

regulated by law, which contradicts 

the assumption that no regulation 

of this activity is desired. The 

almost unanimous opinion is also 

mirrored in the "vox populi" survey 

with 93%. 

 

 
 
 
Regarding the motivation to issue a law 
concerning lobby activities the general 
opinion shared by population, companies, 
NGOs and politicians is diminishing 
corruption in decision making activity 
followed by the advantages of standard 
compulsory declaration for all lobbyists 
and a greater protection against opaque 
competition activities. 
 

43% 

6% 7% 

44% 

Public view on the reasons of 
not having a lobbying law 

Politicians did not want it 

Lobbying firms did not want it 

Civil sociery did not want it 

I don't know 

Companies 

NGOs 

Politicians 

Public opinion 

0% 50% 100% 

Do you think lobbying should 
be regulated by law? 

Yes No 
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Population's motivation  % 

The same declaration conditions for 
all players  

17.9% 

A greater protection against "not 
transparent" activities of some  

17.9% 

Diminishing corruption in decision 
making activities  

42.9% 

To know who is conducting lobby 
and for what  

18.8% 

Other 2.7% 

For the population "to know who and for 
what is conducting lobby" represents the 
second motivation for the existence of a 
law in this field, right after diminishing 
corruption in decision making activities. 

Contrary to politicians' 

fears concerning public 

opinion, the percent 

which considers 

lobbying to be legal is 

majoritary (88%). Only 

12% consider lobbying 

to be illegal.  

 
 
 Also new (and relatively surprising) is the 
answer to the question "Who do you think 
should render his activities more 
transparent?" 82% wish for both lobbyists 
and public authorities to become more 
transparent in their activities, which 
contradicts the statements that the 
population wants transparency only from 
public authorities. 
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The same declaration 
conditions for all 
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against not transparent 

activities of some  

Diminishing corruption 
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Other 

Motivations of regulating 
lobbying by law 
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Public opinion: do you think 
lobbying is a legal activity? 
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No 
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Between 60 and 70% of  

companies, NGOs, 

politicians and the 

public consider that a 

voluntary activity 

register will have the 

same effects as a legal 

obligation for lobbyists 

to declare their 

activities.   

 
 
 
 
 

 
 

4% 

14% 

82% 

Public opinion: who do you 
think should make lobbying 

transparent? 

The lobbyists The authorities Both actors 

0% 20% 40% 60% 80% 

Companies 

NGOs 

Politicians 

Public opinion 

Do you think a Voluntary 
Lobbying Register would have 
the same effect as a lobbying 

law? 

No Yes 
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Assuming the existence of a Voluntary Register, 32% of the companies and 24% of NGOs 
would never consider registering lobby activities, argueing that this would take too much 
time or money, 32% of companies and 28% of NGOs would spend between one day and one 
week per year for this activity. 48%  of NGOs would agree to disclose all activities, no matter 
of the time and money involved. 36% of companies say they would do the same. 
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too much time 
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Companies NGOs 
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Conclusions 
 

Lobbying generally remains unknown to the public, which is 

expected, taking into account the specificity of this field. 

Nevertheless, 95% consider lobbying to be beneficial and 

88.3% consider it to be legal which indicates a discrepancy 

between public opinion and general politicians' or media 

supositions on public perception.   

When asked what they think about the local practice of legislation 

influencing activities, an important percent of 56.7% say that in 

reality no lobby is conducted, but rather influence ped-

dling or bribe is being used to change legislation, which 

shows that the population makes the difference between the two 

activites which are supposed to be confused.   

Apparently most lobbying activities are conducted by NGOs (thing 

also noticed by population) followed by multinational companies, 

with only 4 % being companies specialised in conducting lobbying 

for and in the name of third parties.  

Romanian companies have generally a reactive behav-

iour, initiating lobbying actions only after a decision has been 

adopted in order to correct or improve that decision. NGOs are 

an example of pro-activity instead, the majority having 

proactive activities to propose normatives which don't exist yet, 

but which would be to the benefit of those organisations which 

they represent or act immediately after an initiative, where no 

final decision has been adopted yet.  

Concerning the opinion of politicians towards lobby activity, this is 

considered by many a tabu subject because of fears (as shown, 

not justified) that the voters won't understand their availability to 

discuss with representatives of different NGOs, professional 

associations or companies.  

Probably this fear of negative associations makes that the trans-

parency concerning the interests that lobbyist repre-

sent is more important than the expertise in that field 

or their specialisation, which can be a consequence of past 

negative experiences with dishonest persons.   

A great number of 

statements in the pub-

lic space prove not to 

be sustainable in real-

ity: the general popu-

lation makes the clear 

distinction between 

lobby and bribe or in-

fluence peddling, 

NGOs realise most 

lobby activities and 

legislative regulation is 

called for by a vast 

majority of respon-

dents across all survey 

categories.   
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Concerning a lobbying law, one of the most controversial 

problems (at least in the media and statements of some 

companies), the result is surprisingly against the initial premise 

that this regulation isn't desired by anybody.  

The results totally dismantle this myth: 82% of companies, 

100% of NGOs and 100% of politicians declared that 

lobbying must be legally regulated. The majority opinion of 

population is also favorable to the existance of a law over this 

activity to enforce disclosing lobbying activities.  

The alternative of a Voluntary Register of lobbying ac-

tivities is not accepted, with 60 to 70% of companies, NGOs, 

politicians and public opinion considering that a voluntary register 

of lobby activities won't have the same effects as the legal 

obligation of lobbyists to disclose their activities.  

The research also revealed another surprise: 82% of "vox populi" 

respondents wish that both lobbyists and authorities would 

become more transparent concerning their activities. This result 

contradicts the affirmation that the population wishes 

transparency only from public authorities.   
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The costs for the realisation of this study where borne integrally by its initiators (the 

implementation of the component "vox populi" in cooperation with GfK Romania)   

and there were no material benefits following its publication. 
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