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Abstract: The objective of this study is to examine the strategic organizational communication 

performed by the private companies from Romania in their annual reports published in 2014, 2015 and 

2016. Following the studies performed by Rutherford (2005), Beattie, Dhanani, Jones (2008), Ditlevsen 

(2010), Breeze (2013), Stanton (2017), we are analysing the structure as well as the content of the annual 

reports. Findings of the study show the total and average number of pages per annual report, the total and 

average numbers of words per annual report, the most frequently used words in the twelve published 

annual reports by the four considered companies. Through content analysis, the communication related to 

the diversity of employees’ nationalities as well as the employees’ gender have been assessed, concluding 

that the four private companies make known in their annual reports this type of information. Study of 

strategic organizational communication provide significant information to the academics as well as to the 

organizations.  

Keywords: organizational communication; strategic communication; annual reports 

 

1. Introduction and Theoretical Framework 

Organizational communication, in the opinion of Pace (1983), is an understanding of both the 

organizing process and the products that issue from an organization. The structure, the rules, the 

expectations, and the meanings govern some of the communication activities that occur in an 

organization; at the same time the communication activities produce, create, and affect the 

organization. Hence, organizational communication is at the heart of the organization; it both affects 

and is affected by the organization. (Pace, 1983, pp. 37 - 38) 

Papa, Daniels, Spiker (2008) illustrated that strategic communication is the fundamental subject matter 

for the significant perspective of organizational communication. Strategic communication in 

organizations is a complex process concerned about the transmission of messages in order to influence 

various publics and with the ways in which publics seek out and use information. (Papa, Daniels, 

Spiker, 2008, pp. 376-377) 

Organizations reputation, image, and brand are connected, linked and all three are underpinned, 

supported, reinforced by effective strategic communication. (Stanton, 2017, p. 45) Organizations 

invest directly and indirectly in the sustainability of reputation, image and brand. Direct investment 
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includes a hierarchy of published and broadcast matter with the glossy annual report at the top. 

Organizations tend to invest more in controlled collateral because they are able to manage the message 

and the medium. Controlled collateral is everything an organization publishes, broadcasts, 

disseminates using internal and external mechanisms and all communicative matter emanating from 

the organization is framed in accordance with a core narrative. (Stanton, 2017, p. 50)  

Continuing to speak about the organizations investment, Kohut and Sergars (1992, p 7) mentioned as 

well that annual reports are documents which represent a substantial investment for corporations. 

Annual reports release management’s obligation to report to stockholders and the investing public on 

its stewardship of the business and make available meaningful information for appraising past 

performance and projecting future opportunities. (Kohut & Sergars, 1992, p. 7) 

Stanton (2017) defines the annual report as being a controlled public relations tactic, a category of 

organizational media, a comprehensive publication (review), an information tool to advise community 

and business of activities and results, a record of highlights and challenges, a document required by 

law of public companies. (Stanton, 2017, p. 51) 

Strategic communication performed by various organizations from different countries through the 

published annual reports is investigated and analysed by numerous researchers, academics from 

diverse points of view, such as structure of annual reports, content of annual reports, counting the total 

number of pages, total number of words, frequencies of certain words.  

Beattie, Dhanani, Jones (2008) as well as Ditlevsen (2010) examined in their studies the total page 

count per annual report or the total volume of the annual report.  

Beattie, Dhanani, Jones (2008) performed a content analysis on the United Kingdom annual reports 

issued between 1965-2004 and commented in the main findings relating to structure and format over 

three decades that the corporate annual reports of large listed UK companies continued to increase in 

size, length: from 26 pages in 1965 to 75 pages in 2004.  

Ditlevsen (2010, p 170) showed through genre analysis of five German annual reports, five Danish 

annual reports and five English annual reports that the annual reports are on average of 119 pages 

long. There is also a wide range from the modest 44 pages annual report of the English company 

Aricom to the impressive 223 pages annual report of the German company Bayer that has a length of 

more than five times.  

Additionally, Ditlevsen (2010, p. 170) emphasized that “there seems to be the tendency that the 

German annual reports are longer than the Danish and English ones: the length of all the German 

annual reports is above average and the only other annual report above average in this respect is the 

annual report of the English company Rolls Royce”. Ditlevsen (2010, p. 170) stated that the Danish 

annual reports appear to be slightly longer than the English annual reports. The longest German annual 

report is therefore 1.7 times longer than the shortest one (223 pages versus 130 pages), the longest 

Danish annual report is 1.6 times longer than the shortest one (116 pages versus 72 pages), and lastly 

the longest English annual report is 2.8 times longer than the shortest one (124 pages versus 44 pages).  

These studies completed by Beattie, Dhanani, Jones (2008) as well as Ditlevsen (2010) are helpful for 

our research because in this paper we will evaluate the annual reports issued by the private companies 

included in the corpus taking into account the total number of pages per annual report.  

Moving forward, we have noticed that using the genre analysis, Rutherford (2005, pp. 358 - 360) 

examined the annual reports of 44 companies from United Kingdom and highlighted the total number 

of words for the:  
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 loss making companies - 30972 total number of words;  

 least profitable companies - 29518 total number of words;  

 most profitable companies - 48563 total number of words;  

 largest companies - 66625 total number of words;  

 smallest companies -18577 total number of words;  

 highest geared (leveraged) companies - 57927 total number of words;  

 lowest geared (leveraged) companies - 20850 total number of words.  

This information, related to the total number of words in annual reports, is useful because further 

down we will also analyze the number of words from the annual reports of the organizations 

comprised in the corpus of the current research.  

Continuing with the words incorporated in the annual reports, we observed that Rutherford (2005), 

Breeze (2013) and Stanton (2017) analyzed the word frequencies from the annual reports for 

determining the most frequent, recurrent keywords used by the organizations in their strategic 

communication.  

Rutherford (2005) determined the 50 most frequently used words by each group of companies listed 

above and concluded that the most practiced words are: “year, group, business, sales, profit, new, 

increased, market, interest, operating, rate, costs, UK, per, increase, growth, share, cash, net, not, 

financial, during, end, all, over, capital, exchange, systems, rates, operations, group, program, 

investment, tax, cost, than, businesses, currency, US, profits, before, due, compared, significant, up, 

debt, result, years, customers, last”. Rutherford (2005, p. 361) 

In comparison with Rutherford (2005), Breeze (2013) displayed a different top that consisted of 20 

keywords extracted from studied annual reports. These 20 most used keywords presented by Breeze 

(2013) are: “financial, group, million, assets, statements, directors, share, value, shares, annual, 

remuneration, cash, year, liabilities, governance, our, profit, risk, income, impairment”. (Breeze, 2013, 

p. 93) 

In addition, Stanton (2017) also referred in his study to the most frequent, repeated words used in the 

annual reports and underlined the following keywords from the Toyota annual report narrative: 

“environment, global, technologies, growth, society, future, profit, investment, competitive, 

innovation, sustainable, brand, resources, communities, image, expectations, culture, strategy, 

ownership, adversity, reputation, leadership”. (Stanton, 2017, p. 55) 

Following the studies completed by Rutherford (2005), Breeze (2013) and Stanton (2017), in the 

present research, we will also focus our content analysis on retrieving this type of data, most frequent 

words used in the strategic organizational communication, from the available corpus.  

Moving into more details, we are interested to evaluate the strategic communication performed by the 

organizations in regards to their employees. In this sense, we remarked that Branswijck and Everaert 

(2012, p. 55) performed a content analysis on annual reports issued by 55 firms from Belgium and 

Netherlands and outlined that companies report human resources data in their annual reports 

comprising information related to: staff breakdown by age, seniority, equality, nationality, staff 

breakdown by department, staff breakdown by function, education. Alike, Cahaya, Porter, Tower and 

Brown (2012, p. 121) make known, using a statistical analysis of 223 annual reports from Indonesia, 

that the second most revealed item in annual reports is composition of governance bodies and 

breakdown of employees per category according to gender, age group, minority group membership, 

and other indicators of diversity. Furthermore, Ruigrok, Peck and Tacheva (2007) analyzed as well the 

nationality and gender diversity in 210 Swiss companies based on the data obtained from companies’ 



European Integration - Realities and Perspectives. Proceedings                                        2018 

298 

annual reports and websites. Their findings demonstrate the diversity of members’ nationalities and 

gender that are part of the Swiss companies. Based on these studies, in the present paper we will 

analyze the information communicated by the companies included in the corpus in regards to 

employees’ nationalities as well as employees’ gender.  

Following the reviewed literature related to strategic organizational communication, we are continuing 

further down to discuss about the corpus and methodology of this study as well as about the findings, 

the outcomes of the current research.  

 

2. Corpus and Methodology of the Study 

This research is prepared considering the 2016 National Top of the Private Companies from Romania 

(Edition XXV) issued by the National Council of Private Small and Medium Enterprises in Romania 

(Consiliul Naţional al Întreprinderilor Private Mici şi Mijlocii din România, CNIPMMR, 

http://cnipmmr.ro).  

The 2016 National Top of the Private Companies from Romania issued by CNIPMMR comprises a 

general classification of the big, medium, small, micro and newly created enterprises depending on the 

fiscal value, gross income, productivity, and global performance.  

Based on the 2016 National Top of Private Companies in Romania, we have selected using the value 

criterion of gross income the first six organizations that pertain to different industry sectors. 

Table 1. The 2016 National Top of the Private Companies from Romania. 

No. Company Town Gross Income (RON) 

1 OMV Petrom SA Bucharest 1 051 712 321 

2 Continental Automotive Products SRL Timis 903 533 038 

3 Dedeman SRL Bacau 818 537 317 

4 British American Tobacco (Romania) Trading SRL Bucharest 807 824 030 

5 Kaufland Romania SCS Bucharest 751 923 130 

6 Automobile Dacia SA Arges 505 904 389 

From the six companies listed above, only for four companies the annual reports issued in 2014, 2015 

and 2016 were found on the companies’ websites and downloaded1: 

 OMV Petrom, oil and gas industry, with headquarter in Romania, 

 Continental Automotive, automotive industry, with headquarter in Germany, 

 British American Tobacco, tobacco industry, with headquarter in United Kingdom, 

 Group Renault (Automobile Dacia), automotive industry, with headquarter in France.  

For executing the content analysis of the annual reports published in 2014, 2015 and 2016 by the four 

private companies, we have used the NVivo qualitative data software tool, which supports qualitative 

and mixed methods of research. NVivo qualitative data software tool allowed us to determine the 

information presented in the findings of this study, including as well the words frequencies.  

 

3. Findings of the Study 

By analyzing the annual reports issued in 2014, 2015 and 2016 by OMV Petrom, Continental 

Automotive, British American Tobacco, and Group Renault, we identified that the overall average in 
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terms of the number of pages per annual report is 177 pages and in 2016 compared to 2014 the number 

of pages per annual report decreased with 3% as presented in the below table.  

Moreover, based on the annual reports from 2014, 2015 and 2016, we acknowledged that the average 

number of pages of the German annual reports is the highest (233 pages), followed by the United 

Kingdom annual reports (average of 207 pages), Romania annual reports (average of 178 pages) and 

France annual reports (average of 90 pages). Seeing the overall average of 177 pages per annual 

report, we are able to notice that the German and United Kingdom annual reports are above this 

overall average.  

Table 2. Number of pages per annual report. 

Company 2014 2015 2016 
Average number of 

pages/annual report 

Variation 2016 versus 

2014 

OMV Petrom 172 164 198 178 15% 

Continental Automotive 246 226 226 233 -8% 

British American Tabacco 222 226 172 207 -23% 

Group Renault 74 100 96 90 30% 

Total number of pages 714 716 692  -3% 

Taking into account the annual reports published between 2014 - 2016, we determined that the average 

in terms of number of words (with 3 letters or more than 3 letters) is 46662 words per annual report. 

British American Tobacco registers the highest average in terms of number of words per annual report 

with an average of 69324 words, followed by Continental Automotive with an average of 64669 

words, OMV Petrom with an average of 39016 words and Group Renault with an average of 13637 

words per annual report. As shown in the below table, in 2016 compared to 2014, the number of words 

per annual report decreased with 7%.  

 

Table 3. Number of words per annual report (words with 3 letters or more than 3 letters). 

Company 2014 2015 2016 Average number 

of words/annual 

report  

Variation 2016 

versus 2014 

OMV Petrom 37061 37233 42755 39016 15% 

Continental Automotive 65902 64288 63816 64669 -3% 

British American Tobacco 71237 72966 63769 69324 -10% 

Group Renault 15530 18401 6981 13637 -55% 

Total 189730 192888 177321 186646 -7% 

Speaking about the most frequent words (with 3 letters or more than 3 letters) used in the annual 

reports, in the table listed further down we are emphasizing the top 50 words most frequently utilized 

by the companies included in our study OMV Petrom, Continental Automotive, British American 

Tobacco, Group Renault in their 2014, 2015 and 2016 annual reports.  

Table 4. Top 50 words in annual reports. 

Word Word length References Weighted Percentage (%) 

Million 7 6053 0.85 

Financial 9 5452 0.77 

Group 5 5139 0.73 

2015 4 4954 0.70 

2014 4 4773 0.67 

Report 6 4523 0.64 

Year 4 3961 0.56 
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Company 7 3391 0.48 

Continental 11 3383 0.48 

Board 5 3326 0.47 

2016 4 3276 0.46 

Assets 6 3119 0.44 

Annual 6 2922 0.41 

Statements 10 2750 0.39 

Share 5 2438 0.34 

Business 8 2435 0.34 

Omv 3 2315 0.33 

December 8 2201 0.31 

Cash 4 2122 0.30 

Petrom 6 2086 0.29 

Tobacco 7 2040 0.29 

Executive 9 2038 0.29 

Value 5 2031 0.29 

Management 10 2002 0.28 

Total 5 1973 0.28 

Also 4 1869 0.26 

2013 4 1851 0.26 

Consolidated 12 1821 0.26 

Sales 5 1817 0.26 

Income 6 1794 0.25 

Shares 6 1770 0.25 

Interest 8 1750 0.25 

Net 3 1741 0.25 

Tax 3 1665 0.23 

Liabilities 11 1662 0.23 

Market 6 1628 0.23 

Term 4 1571 0.22 

American 8 1557 0.22 

Performance 11 1536 0.22 

New 3 1524 0.22 

Non 3 1435 0.20 

Committee 9 1429 0.20 

Corporate 9 1396 0.20 

British 7 1375 0.19 

Renault 7 1358 0.19 

Risk 4 1318 0.19 

Governance 10 1315 0.19 

Rate 4 1240 0.18 

Production 10 1231 0.17 

Remuneration 12 1206 0.17 

The words million, financial, group, report, year, company, board, assets, statements, share, business 

are one of most used terms in the yearly documents issued between 2014 - 2016 by the four private 

companies comprised in our research.  

The first word - million - registers 6053 references, out of which Continental Automotive recorded 

3726 references for the word million, followed by British American Tobacco with 1562 references, 

OMV Petrom with 555 instances and Groupe Renault with 210 counts. Therefore, the German 

organization records the highest usage for the word million, followed by the United Kingdom 

company, Romania organization and France company.  

Looking at the last word - remuneration - from the top 50 most used words we can observe that this 

registered 1206 frequencies, out of which British American Tobacco recorded 739 references, 
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followed by Continental Automotive with 377 references, OMV Petrom with 60 instances and Group 

Renault with 30 counts. We are able to observe that the United Kingdom organization lists the biggest 

usage of the remuneration word, this being followed by German, Romania and France companies.  

Moving forward, we noticed that all private companies involved in this study illustrate and 

communicate in their annual reports various data related to their employees as well as the total number 

of employees. In December 2016, the figures presented by the four organizations comprised in our 

research are:  

 OMV Petrom 14,769 employees; 

 Continental Automotive 220,137 employees; 

 British American Tabacco 49,817 employees; 

 Group Renault 124,849 employees.  

Organizational communication related to employees nationalities 

Speaking about the nationality, nationalities, internationality words frequencies - in total these words 

have been used by 116 times in the annual reports from 2014, 2015, 2016 by the four examined 

companies. In average, based on the annual reports included in this research, the terms nationality, 

nationalities, internationality were used by 10 times per annual report.  

From the strategic communication performed through the annual reports published between 2014-

2016, we observed that in regards to the words nationality, nationalities, and internationality - British 

American Tobacco from United Kingdom recorded the highest usage, 98 instances, followed by 

Group Renault from France with 8 counts, Continental Automotive from Germany with 6 references 

and OMV Petrom from Romania with 4 references.  

 

Figure 1. Nationality, nationalities, internationality words frequencies 

The companies OMV Petrom, Continental Automotive, British American Tobacco and Group Renault 

exposed in their strategic organizational communication performed through the annual reports issued 

in 2014, 2015, and 2016 information related to the employees nationalities. For exemplifying, in the 

2016 annual report (p 24), OMV Petrom organization mentioned that the “workforce is made up of 

more than 36 different nationalities and diversity, inclusion and equal opportunities are high on the 

agenda at all organizational levels”. Continental Automotive pointed out as well the workforce 

internationality and in the 2016 annual report (p 63) mentioned that “45% of our management team 
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does not come from Germany”. Moreover, British American Tobacco in the 2016 annual report (p 3) 

specified that “the international nature of our business is reflected in the nationalities of our people - in 

2016, 74 nationalities were represented at our London head office”. In comparison with the companies 

from Romania, Germany and United Kingdom, Group Renault from France mentioned in the 2016 

annual report (p. 65) that “110 nationalities work together on a regular basis at the Group”.  

From this analysis we can deduct that all four organizations involved into this study communicated in 

their annual reports from 2014, 2015 and 2016 information related to the employees’ nationalities and 

this is also visible in the above graphic (Figure 1: Nationality, nationalities, internationality words 

frequencies).    

Organizational communication related to employees gender  

All four companies included in this study communicate information related to the gender of employees 

in their annual reports published between 2014 - 2016 and this is also visible in the words frequencies. 

The words occurrences for woman, women, female, feminine are visible in the below graphics.  

Based on the annual reports published in 2014, 2015 and 2016 by OMV Petrom, Continental 

Automotive, British American Tobacco and Group Renault, the total count for the words woman 

and women is 147. Speaking about the words female and feminine, the total count for these words is 

57.  

 

Figure 2. Woman/women word frequencies 

By analyzing the annual reports of the four companies from 2014 - 2016, we can conclude that the 

women/woman were referred in average of 12 times per annual report, while the words female / 

feminine were referred in average of 5 times per annual report.  

Continental Automotive from Germany registered the highest woman and women words frequencies 

in the examined annual reports counting 47 woman and women words, followed by Group Renault 

from France with 43 counts, OMV Petrom from Romania with 37 counts and British American 

Tobacco from United Kingdom with 20 counts of woman and women terms.  

Regarding the words female and feminine, British American Tobacco recorded the highest frequency, 

38 counts, in using the words female and feminine, followed by Group Renault with 9 counts, 

Continental Automotive with 7 counts and OMV Petrom with 3 references of female and feminine 
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terms utilization in the examined annual reports.  

 

Figure 3. Female/feminine word frequencies 

We observed that all four companies comprised in this research communicated in the analyzed annual 

reports from the three years (2014, 2015 and 2016) information about employees’ gender. In order to 

exemplify, OMV Petrom mentioned in the 2016 annual report (p 24) that “by the end of 2016, the 

proportion of women across the OMV Petrom Group increased above 25% (thereof 31% in 

management positions), which is better than the industry benchmarks”. Continental Automotive 

organization displayed in the 2016 annual report (p 62) that in December 2016 the women employees 

counted 27%. British American Tobacco communicated too in the published annual reports 

information related to the percentages of women and man in the total group employees as well as the 

proportion of women in all management roles across the organization. For instance, in 2016 annual 

report (p 13) British American Tobacco showed that total group employees comprised 22% women 

and 78% man; Main Board included 27% women and 73% man; and from the Senior Managers 

viewpoint this consisted of 12% women and 88% man. Compared with the companies from Romania, 

Germany and United Kingdom, the organization Group Renault from France illustrated in the 2016 

annual report (p 27) that from 124,849 employees: 19% are women and 81% are man.  

 

4. Conclusions 

The aim of this paper is to improve our understanding and knowledge regarding the strategic 

organizational communication performed by the private companies in Romania through their 

published annual reports. Following the reviewed literature, the annual reports issued by four major 

private companies in Romania have been examined for determining the total and the average number 

of pages per annual report as well as the total and the average numbers of words per annual report. 

Moreover, the most frequent words used in the 2014, 2015, 2016 annual reports by the studied 

companies have been revealed in this research. Through content analysis, the employees’ nationalities 

as well as the employees’ gender diversity have been assessed, concluding that all four private 

companies present, communicate in their annual reports this type of information.  
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When the “Weaker Sex” became the “Beauty symbol” – The Feminine 

Beauty in the Romanian Interwar Press 

 

Fănel Teodoraşcu1 

 

Abstract: Among the important changes brought about by the early years of the interwar period in the 

life of the woman was the fact that she, the woman, was no longer regarded as the “weak” half of man, as 

it had been before, but the “beautiful” half. Another feature of the interwar era is that beauty is no longer 

old. The desire of the interwar woman, regardless of her social status or her age, of being always beautiful 

was explained by the fact that a beautiful woman was easier to find a job or get into the business world. 

For some journalists, lipstick and last fashion clothes were specific to women of mild morals. Most of the 

texts used for this paper were published in the years between the two world wars. 

Keywords: beauty; history of the press; interwar period; newspaper; media 

 

What is and what is not a Woman 

More than a decade before the period specified in the title of this paper, in the first issue of the 

magazine “Moda/Fashion”, which was released on October 8, 1905, the article “Cartea de aur a 

femeii: Femeia și femeile/Woman's Gold Book: Woman and Women” was published. The quoted text 

has attracted our attention for several reasons. First, the author of the text defines the woman. So the 

woman is a complex creature, which makes her different from the feminist, which is, at least in some 

cases, “a sexless being”. This complexity referred to by the author of the article makes, for example, 

that women, even those with poor education, can easily climb “the steps of the social ladder” and, 

once entering the salons of the high society, leave a good impression to those who they come to know 

her. The woman is not only different from the feminist (the “sexless being”), but also from the man 

who, when coming from a lower social class, will never be able to integrate into the high society and 

thus will always be a parvenu. The woman differs from the man also by possessing a fine intellect, and 

he is often brutal. In a woman-man relationship, he is the master, who, in many cases, preying on 

prejudices, forgets that his mission is to support her. 

After he shows what the woman is, the author of the text reveals what she has to do to remain what 

nature has created her for - the creature that completes the man. So, if the woman does not want to 

become a bad and snappy creature, she must do it in such a way as to remain the creature to which 

nature has given her grace, courage and moral gentleness. The author warns, however, that a woman 

must be mindful when she uses the gifts she has received from nature. To always be seductive, the 

                                                
1 Senior Lecturer, PhD, Danubius University of Galati, Romania, Address: 3 Galati Blvd., Galati 800654, Romania, Tel.: 
+40372361102, E-mail: teodorascu.fanel@univ-danubius.ro. 
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woman must keep these gifts as long as possible. She can accomplish this goal only if it first takes as 

weapons hygiene, and later on the therapeutic hygiene.1 

Among the important changes (Teodoraşcu, 2016, pp. 101-112) brought to the first years of the 

interwar period in the life of the woman was, as one of the publications of those times shows, that the 

woman was no longer regarded as the “weak” half of mankind, as it has been before, but the 

“beautiful” half (Const.,1932, p. 9) The beauty2 that was referred to had nothing to do with the canons 

(Umberto Eco, 2012, pp. 72-75), which governed, for example, the artists of ancient Greece. 

 

The Beauty - Romanian Standards 

In the book Basmul în cultura integrală/The fairy-tale in Full Culture, published in 1914, Anastasie C. 

Păunescu speaks about the form of beauty in popular thinking. According to the author, the beauty is 

given first of all by young people, the youthful age playing an important role when it is attributed to a 

girl the title of the most beautiful. The body of the most beautiful girl is characterized by gentleness. 

Body robustness was not appreciated for girls, “big hands and feet” are specific to “uncivilized” 

beings. (Păunescu, 1914, p. 36) 

In the Romanians, according to a paper that first published in 1890, the beauty was always among the 

main attributes that a virgin who wanted to be married had to possess. Only the girl that met very clear 

“quality criteria” (the virgin had to be: honest, stout, diligent, shrewd, caring, smart, wise, beautiful 

and healthy) managed to get married before she was 20 years of age which the young girl became an 

old girl. (Marian, 1995, p. 34) Beauty is among the most important criteria on the basis of which the 

ladies choose their brides. Girls who were not beautiful remained in most cases unmarried. (Marian, 

1995, p. 25) 

In 1932, a study, signed by N. Argintescu, on the “popular canons of body beauty” was published in 

the Archive for Science and Social Reform, a publication belonging to the Romanian Social Institute. 

In our paper we will present only some of the conclusions reached by the author of the study about the 

way the female beauty of the woman in the Romanian village was understood. Clothes play a very 

important role when considering the beauty of a woman, because they can turn ugly into beautiful. The 

same goes for cleanliness. To be beautiful, a woman needs to be clean. But is beauty also conditioned 

by good living. The one who works a lot cannot be nice, because he does not have time to care of 

herself. The prestige of cleanliness is also related to the light colour of the skin. And youth has an 

important role. 27-28 years is the age to which a woman could be beautiful. Social prestige could also 

give a woman beauty. (Argintescu, 1932, pp. 428-442) 

In 1933, in the pages of a publication that appeared as a “religious-literary magazine”, it appeared that 

true beauty “lies not only in the charm of the curves, in the fine contours, but in the holiness of the 

soul.” (Vultur, 1933, p. 7) This vision of beauty reminds to some extent some of the statements made 

by William Hogarth in The Analysis of Beauty.3 

                                                
1 (October 1905). Cartea de aur a femeii: Femeia și femeile/Woman's Gold Book: Woman and Women. Moda/Fashion, year 
I, no. 1, 8, pp. 3-4. 
2 M.P., (1933). Există un model tip, definitiv, al frumuseții?/Is there a type, definitive pattern of beauty?. Realitatea ilustrată/ 

Illustrated Reality, Year VII, no. 341, 10 august, pp. 2-3. 
3 “With regard to character and expression; we have daily many instances which confirm the common received opinion, that 
the face is the index of the mind; and this maxim is so rooted in us, we can scarce help (if our attention is a little raised) 
forming some particular conception of the person's mind whose face we are observing, even before we receive information 
by any other means.” (William Hogarth, 1753, p. 125) 
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In another text, from the same “religious-literary” magazine mentioned above, it is shown that purely 

sensual beauty is not true beauty. More specifically, beauty is real only when grace is complemented 

by the radiance of eternal beauty. (Potcaș, 1935, p. 8) Another author, referring to the Bible, pointed 

out that beauty is not among the characteristics of the feminine ideal. The ideal woman is “a virtuous, 

active, provident, economical, devoted, kind, religious woman who deliberately and courageously 

fulfils her duties as a housewife, housekeeper, wife and mother.” (Fântânariu, 1935, p. 3) It must be 

said, that Solomon, in Cântarea Cântărilor/Song of Songs, speaks of the woman’s bodily beauty. In 

the same biblical text even some expensive adornments are mentioned, which are meant to emphasize 

the beauty of the woman. 

 

Any Woman can be Beautiful 

In an article published in the Ilustrațiunea română/The Romanian Illustration in 1929, it is shown that 

among the most burning desires of the woman, who are “the weaker sex,”, but to whom the poets say 

the “beautiful sex”, is to become more beautiful than in reality. To turn her dream into reality, the 

woman began fighting nature. The winners of this fight were those who manufactured powders, soaps, 

lotions or creams. For the women to be more beautiful than nature, it is not enough the use of the 

products listed above. She needs to know when and how to apply them. Most women, especially those 

who want to keep up with “Paris fashion”, do not master the secrets of the make-up. For this reason, 

on the street or in other places, we can see women who do not know how to choose their lipstick, the 

red is too bright from their lips, disturbing the eyes of those who look at them. (Celina, 1929, p. 17) 

The desire of the interwar woman, regardless of her social status or her age, to be always beautiful was 

explained by the fact that, as shown in an article published in January 1930, the ugly ones have 

difficulties in finding a job and are not allowed to enter into the business world.1 

But there were also journalists who did not understand the need to change the interwar woman of any 

age. Pamfil Şeicaru, one of the most important Romanian journalists in the years between the two 

world wars, blamed the transformation of the old white-haired woman, who until then was happy 

when she was called “grandmother” in something that was disgusting. In the opinion of the same 

journalist, it was unnatural for a “grandmother” to use male-up, to trim à la garçonne and wear dresses 

that did not cover her knees. However, this transformation only occurred to women with a good 

financial situation. (Șeicaru, 1928, p. 1) The same way of seeing things can be found in some early 

20th century publications, where elegance brought to ladies approaching the age of 50 was labelled as 

being “ridiculous”. (Teodoraşcu, 2017, p. 8) 

Some authors highlight the difficulty faced by the one who is trying to identify the aesthetic ideal that 

the media have spread in the 20th century. (Umberto Eco, 2012, p. 428) From an article about the 

place occupied by a mirror in a woman's life, we find that wrinkles and white hair are signs of 

ugliness, and any resemblance to a movie star is a sign of beauty. (Doria, 1931, p. 17) One possible 

explanation for this might be that, with the development of the film industry, personal charm has 

become more important than any canon of beauty. The hypnotizing charm of cinema stars, called “sex 

appeal” by Americans, was the “ideal of qualities” to which modern women aspired. (Rodia, 1932, p. 

13) 

 

                                                
1 From English by Laura, (1930). Cosmetica este o artă/Cosmetics is an art. Realitatea ilustrat/Illustrated reality, year IV, no. 
153, 2 Jan., p. 20. 



European Integration - Realities and Perspectives. Proceedings                                        2018 

308 

“81-61-91” - Looking For Ideal Measures 

Another feature of the interwar era is that beauty had no age. This situation was due in particular to 

beauty salons1: “At the age of 30, a 18th-century writer wrote, a woman must start hiding her hair in a 

lace cap and make room for those younger than her.” If this author lived in our day, he would run the 

risk of becoming a man of a very poor mentality.2 “Women's magazines reserved space for advice to 

maintain beauty3. Many of these tips came from cinema, music-hall, or theatre stars.4 

As shown in an article published in early 1932, the woman of the interwar period is a challenge for the 

one who proposes to designate her in exact terms: “Never before did an age offer a greater diversity of 

images, and the feminine type amplifying her curves, above the norms known in the past ages.”5 It is 

self-evident that in the press of those times, there have been many attempts to define beauty. One of 

the conclusions reached is that the theory of relativity remains valid in terms of beauty: 

“The laureate of a recent beauty contest possesses the following characteristics: neck thickness - 35.70 

cm, bust - 81.60 cm., Waist - 61.20 cm., Hips - 91.80 cm., Thighs - 45.90 cm, calf of the leg - 31.87 

cm, ankle - 15.94 cm, leg - 14.03 cm. and weight - 52 kg. 

How many women do have the same measure as this one, and yet they go unnoticed!” (M.P., 1933, pp. 

2-3)  

Another article shows that charm and attraction are closely related to the woman’s age. Even a 

“mathematical formula6” is presented in this sense: 

Age 16 years old 20 years 

old 

25 years 

old 

30 years 

old 

40 years 

old 

50 years old 

Beauty 80% 70% 60% 50% 30% 10% 

Physical coquetry – 10% 10% 10% 10% 10% 

Spiritual coquetry 20% 20% 15% 15% 10% – 

Intelligence – – 15% 15% 25% 40% 

Kindness  – – – 10% 25% 40% 

The same source also shows that the woman can use clothes to compensate for the lack of natural 

beauty. The author of the quoted article brings to the attention of the public in Romania also a theme 

that had already stirred many discussions in France: 

“Must a woman be beautiful in order to be loved? 

This question asked by a Parisian newspaper has been blatantly debated in France for weeks in a row, 

blurring talks on war debts, upward taxes, and the social crisis - minor issues of importance when it 

comes to love and beauty.”7 

                                                
1 Tik, Ion (1929). Într-o zi, la Ionică/One day at Ionica. Ilustrațiunea română/Romanian Illustration, year I, no. 25, 12 Dec., 

pp. 6, 19. 
2 ***(1931). Femeia modernă/The modern woman. Realitatea ilustrată/The illustrated reality, year V, no. 222, 30 April, p. 
13. 
3 *** „Cum vă puteți menține frumusețea/How to mantain your beauty. Realitatea ilustrată/The illustrated reality, year V, 
no. 223, p. 2. 
4 Teady, Georges (1930). Femeie, vrei să fii frumoasă?/Woman, do you want to be beautiful. Realitatea ilustrată/The 
illustrated reality, year IV, no. 199, 20 November, p. 2. 
5 Kar, Lucrezzia (1932). Femeia standard/The standard woman. Realitatea ilustrată/The illustrated reality, year VI, no. 274, 

28 April, pp. 29-30. 
6 (E.A., (1933). Trebuie o femeie să fie frumoasă pentru a fi iubită/Must a woman be beautiful to be loved. Realitatea 
ilustrată/The illustrated reality, year VII, no. 352, 26 October, p. 10. 
7 E.A., (1933). Trebuie o femeie să fie frumoasă pentru a fi iubită/Must a woman be beautiful to be loved. Realitatea 
ilustrată/The illustrated reality, year VII, no. 352, 26 October, p. 2. 
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We think it is useful to mention the distinction that Edmund Burke made between “the beauty of the 

sex” and “personal beauty” (Burke, 1885, p. 36). The attention of the Romanian public was also 

brought to the “forty cardinal points of beauty”1, which we will not analyse, however, this time. 

 

Conclusions 

With the advent of the first human civilizations, the cult of beauty was born, which became a lifeless 

spring of life and art. Over the centuries, some civilizations have disappeared to make room for others, 

but the cult of beauty has never disappeared. The beautiful woman was both an “object of artistic 

inspiration” and a mobile for the great human actions2. The novelty of the interwar years was that any 

woman could be beautiful (Fulmen, 1930, p. 5), and the pages of women's publications were full of 

prescriptions for long-lasting beauty3. Some cosmetic products, a visit to the beauty salon and the 

change of old clothes to those created after the latest fashion in Paris / Berlin solve the problem of the 

lack of natural beauty. The heated conversations about how the woman should be considered to be 

beautiful have continued to exist, because beautiful is not what is beautiful, but what the viewer likes4. 

For some journalists, lipstick and last fashion clothes were specific to women of easy morals. 

(Teodoraşcu, 2014, pp. 243-244) 
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