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Resume

The following report is the result of the activities carried out during the curricular
internship realized at RFM Radio, as a part of the Master in Marketing that I am now
finalizing at [ADE.

During the period spent at RFM, I had the possibility on the one hand to deepen
my knowledges about the aspects of Marketing concerning an important communication
company and to learn all the inner processes that work behind a leading radio, and, on
the other hand, I strengthened my intercultural and organizational skills, getting better to

know with the Portuguese market.
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CHAPTER 1 - INTRODUCTION

As far as the conclusion of the Master in Marketing at IADE is concerned, I decided
to opt for a curricular internship in a radio, allowing me on the one hand to better
understand and immerse myself in the Radio market, deepening my skills in the analytic
and creative side of radio production, and, on the other hand, to put into practice all the
theoretical notions learned during the Master’s courses.

As a first year of Master’s in Marketing course, I attended consumer behaviour, held
by the Professor Antonio Mendes. Among the reasons that have helped me to choose him
as mentor for the final work, they have contributed his innovative and efficient methods
used during lessons to transmit knowledge and passion about the themes we dealt with, and
the curiosity I had about developing these issues.

During the course the Professor presented to us the reality of the radio in which he is
working, as a speaker and director, the portuguese “Radio RFM”. In fact, he invited all the
students of the class to have an “alternative” lesson at the studios of the radio, in Lisbon.
During that day, he fist made a presentation of the company at the auditorium and later
made us participate to the live program “BFF” with Joana Cruz and Rodrigo Gomes. This
first contact with the reality of radios has been for me enlightening because, first of all, the
processes functioning behind this kind of company became for me at this moment of deep
interest. Moreover, I developed at that time the curiosity to deepen the creative and
analytic processes worked by this kind of media in order to meet customer’s needs and
requests, as a theme in the Master’s final work.

Nowadays, supports Napoli (2003), commercial radios, in order to get loans, are
oriented to audience production. Mendes (2016) confirms that in Social Media, radios find
good allies, which allow to expand their community and share their contents.

In this sense, radios can not ignore the statistics that involve social media managed
by them. Key metrics such as likes, followers, interactions on Facebook and the other
Social Media, can help the company get a 360 ° view of how it's perceived by the public.

The decision of finalizing my Master’s course with a job experience was on my mind
since the moment I decided to enroll at lade.

The degree in foreign languages taken in my country of origin (Italy), and the work

experience I had in marketing and sales before starting the Master's program, have
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motivated me in choosing to deepen the themes that Marketing discipline is adressed. In
fact, if from the one side the Bachelor’s degree I have finalized has helped me to achieve
communicative skills that would have got it easier to attend a Master’s program abroad, on
the other side, my working background have contributed to gain a better understanding of
what are the inner working behind a company, making me realize that an internship was a
good option to immerse myself, during the conclusion of the Master, in a stimulating
environment which required me abilities such as commitment, seriousness, flexibility,
capacity of paying attention to details, curiosity to learn.

Last but not the list, the fact of growing up in a family of musicians also favoured my
decision of preferring music as a field of interest, concerning the choice of a company
where to apply for an internship.

All the reasons listed above contributed to my decision to choose to opt for the six
months curricular internship at “Radio RFEM”.

As previously agreed and planned with my mentor, Antéonio Mendes, and tutor in the
company, Jodo Porto, manager of strategic Marketing department in “Grupo Renascenga”,
the internship took place from October 2017 to the end of March 2018, for a total of six
months.

The internship foresaw three main phases. The first two were attended at Strategic
Marketing department, and the third one at RFM production department and were, namely:
audience analysis, analysis of the performances of social media contents, and social media
content production.

This internship report is divided into four chapters, namely: introduction, giving a
brief explanation of what are the main purposes that brought me to choose this final work,
literature revision, explaining the theoretical context of the main issues I dealt with during
the internship, description of the company where the internship was held, a detailed
description of the activities done at RFM, during the six months, and a conclusive chapter.

In the second chapter, the literature revision, they are presented the main definition
of what radio audiences are, how they have been during the history, and how they are,
perceived by broadcasters. It is shown the concept of audience fragmentation, its main
definition and how are mass media concerned about them. Developing the concept of
audience, they are then presented the main stept that led to the most recent methods used to

get information and analyse radio audiences. They are presented the main procedures used
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in Portugal and Italy. It is then showed how commercial radios develop music scheduling
and how is this work important for the success of a broadcaster. In the last paragraphs of
the theoretical chapter they are presented social media as a definition, it is explained their
role in the change of consumer behavior nowadays and their connection with the radio.

The third chapter shows a brief description and history of RFM radio, the company
where I had the pleasure to have the curricular internship.

The fourth chapter list and describes all the activities done during the experience in
RFM, together with the initial planning and the purposes which brought me to choose this

internship.
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CHAPTER 2 - LITERATURE REVISION

2.1. Radio Audiences

Butsch (2008) supports the thesis according which the first audiences of live
entertainment could be defined as the group of people gathered in churches and streets.
Subsequentely, he continues, governments and, in recent times, radio and television,
understood the power they could have in disciplining these crowds. In this sense, Butsch
(2008, p. 1) affirms “audiences were seen as a mass of isolates individuals who were
vulnerable to manipulation or distracted from their responsibilities as citizens”.

As Lebowitz writes (1986, p. 167) “The audience still works. It still works for
someone else. It is still exploited. It is still the source of surplus value. And, there is still
the sale of audience-time as a commodity”.

From very early on, supports Mendes (2016), communication researches started to
study the relationships existing between the gratification that audiences ask for and manage
to obtain, through means of social communication (as medias) and the contents that they
offer. The radio found a solution to this matter, by keeping the audience on commercially
relevant volumes.

All the advertiser-supported media organizations, they operate in a dual product
marketplace. In fact, if from the one hand the company produces media content, on the
other hand, that content is sold in order to attract another product, the audience (Napoli,
2002).

The radio, in United States, began the process of massification in 1920, when it
started the commercialization of the broadcasting space. Since that moment on, emerged
the need to understand and target the audience, in order to direct in the most efficient way
the advertisement messages (Mendes, 2016). This led as a consequence to the development
of methods able to quantify and characterize every single person listening to the radio
(Napoli, 2011).

“The spread of the radio, television and other home media expanded considerably the
size of the audiences and the time spent as audiences, and this development alarmed many

and generated much discussion” (Butsch, 2008 p.1). “Radio eliminated the crowd and
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dispersed the masses, but theories of radio audiences would retain the idea of
suggestibility”. (Butsch, 2008 p. 42)

By definition, supports Butsch (2008), radio audiences can not be said to be the same
as a crowd. Hadley Cantril, a professor of psychology at Princeton University and pioneer
of radio audience research, made a study in order to prove that lower classes were more
irrational, suggestible and problematic. According to his results, it came out that there they

exist significant class differences in suggestibility.

2.2. Audience Fragmentation

Nowadays, manys analysts are concerned about the Internet potential to fragment the
audiences. The main reason that led to this worries is specifically the fact that people
would “specialize their news consumption when given highly focused Internet-based
outlets” (Tewksbury, 2005). Fragmentation, continues Tewksbury, can be related to the
potential relationship between audiences, in general, and information.

This fragmentation is more advanced that it is commonly recognized. As a
consequence, medias can not avoid to deal with the social and profitability effects that
loyalty and audience fragmentation are bringing to life. Media companies, in fact, have
understood the issue and are exploiting the fact that the delivery of their content and
information is not anymore happening only in one channel. They all joined the challenge
of competing between each other to gain the audience attention (Webster, 2005).

According to Mendes (2016), if in the past barriers in communication were made
mainly due to legal restrictions and high production and distribution costs, nowadays it is
much easier to have the access to platforms, which make it possible to globally share and
create any kind of content.

If, on the one hand, brands and mass media are breaking their communication
barriers and multiplying their presence online, users, on the other hand, are contributing to
develop and create an immeasurable quantity of content. By consequence, the result is an
increasing fragmentation of the audiences and, in this sense, the importance given to
branding in mass media and, in this specific case, in radios, is always more important

(Mendes, 2016).
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Webster and Ksiazek (2011), supposing that fragmentation is both the result of the
interaction between media and audience and the consequence of the growth in digital
media, identified three ways of approaching the study of fragmentation: the media-centric,
user-centric and audience-centric approach.

The media-centric approach has as a focus media outlets, for example channels,
websites etc, or products, which can be movies, music, programs etc. According to this
way of studying fragmentation, we can see how the audience is located, or spread, at a
certain moment or in a long-term period, in media outlets or products (Webster & Ksiazek,
2011).

According to the user-centric approach, it is analyzed each individual’s use of media,
whether it can be distributed homogeneously or not across providers (Webster & Ksiazek,
2011).

As alternative, the audience-centric approach offers a complementary vision to the
other two approaches analyzed above. This can be described as a “macro-level way of
seeing audiences that characterizes them by the other media they use. This hybrid approach
is media-centric in the sense that it described the audience for particular media outlets. It is
user-centric in that it reflects the varied repertoires of audience members, which are
aggregated into measures that summarize each audience. By doing so, we highlight the
extent to which public attention is dispersed across the media environment” (Webster &
Ksiazek, 2011 p. 11).

Also Napoli (2003) studied the process of audience fragmentation, and supposed that
there are two main components of this phenomenon, which are interrelated: the intermedia
and intramedia fragmentation. The fist one, the intermedia fragmentation, is due to the
process of increasement of the number of existing technological platforms, which are
means of content sharing. The second one, the intramedia fragmentation, is defined as the
number of possible options which are offered by a single technological solution. (Napoli
2003, mentioned by Mendes, 2016).

To conclude, the studies made by Webster & Lin (2002, mentioned by Mendes, 2016
p. 151), Pareto principle can be used as a reference to audience analysis of Internet
websites. According to this principle, they continue, during the years and in countries
having different economic situations, is just a small part of the population the one which

contributes to the greatest richness of the nation. According to Mendes (2016, p. 151),
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audience datas can confirm Pareto principle. In fact, continues Mendes (2016 p. 151), for
example, “the second vacancy of 2016 by Bareme Rédio, in total, nine radio stations gather
80,2% of the national audience share, namely, 4/5 of the time spent by portuguese
population listening to the radio, they spent listening to Réadio Comercial, RFM,
Renascenca, Antena 1, M80, Cidade, Mega and Radio Sim”.

In conclusion, the power of fragmentation exists, but still this phenomenon is not

really happening.

2.3. Audience Measurement

Since always, dvertiser-supported communication media felt the need to implement
strategies to catch audience attention and, also, to collect information from consumers.
Radios, since its early days, developed a method for managing mass consumption, proving
that there were humans paying attention to media, consisting on gathering listeners’ letters.
Later on, were set ratings systems to monitor audience behaviors (Bermejo, 2009).

According to Bermejo studies, radios early measurement operations were set in the
hands of CAB, Hooper and A.C. Nielsen. These companies monopolised ratings systems to
monitor audience behaviors for some decades. Sampling had been one of the main
methodological challenges that these studies had to face. In fact, it was clearly impossible
to collect information from each person of the audience. For this reason, it turned to be
easier to make measurements based on samples, even if it took many years to reach an
agreement on the best method to reach national samples. Only in 1940s this study managed
to have success and collected sociodemographic data about cross-section (Bermejo, 2009).

With the introduction of commercials, advertisers started buying listening time of
the audience. The value of “exposure time” was calculated based on “CPMs” units,
representing the cost of reaching a thousand members of the audience. This value was
found through recall questionnaires before, and telephone surveys after, about people
media consumptions. Later on, A.C. Nielson developed audiometers to solve the problem
of time measurement, even if they survived only few time because of their problem of

adaptability. Together with diary data, they introduced peoplemeters, devices having the
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appearance of remote controls with buttons that had to be pushed by individuals, to mark
their presence and that they were listening to a certain radio (Bermejo, 2009).

The advent of new technologies, audience fragmentation, privatization and
commercialization of the Internet, it turned it hard to measure audience based on samples.
Commercial advertisers soon understood the potential of the online, and started to be more
and more interested in gathering information and behaviors of online audiences. As a
common pattern the studies on audiences, they were given a huge importance visits. These
units soon became currency of exchange between advertisements-supported media and
commercial advertisers. Clicking and typing in this sense soon became lucrable, and a sign
of commercialization of interactivity (Bermejo, 2009).

Despite the big changes in environment brought by new technologies, Bermejo
studies led to the conclusion that the functioning of media have not changed so radically in
the past decades.

As will be better analysed in the next paragraph (2.4 Audience Evaluation in
Portugal: Bareme Radio), in Portugal “Bareme Radio” by Marktest group is the reference
study in audience evaluation. Its results are presented in Media Screen and MMW-
Planview. The first on is an online platform containing information as summary tables,
graphs and detailed pictures, while the second, is a powerful tool for global media
planning, able to present the information classified by a specific target, time and other
important indicators for audience analysis. The indicators showed are, namely: weekly
reach, daily reach and audience share (Marktest Website, 2017).

The results are developed by Marktest, according to a study based on 6.006
interviews (five times per year, released in February, April, June, September and
December) made to an “universe” constituted by individuals living in continental Portugal,
being 15 years old and over (Press Marktest, 2017).

For what concerns radio audience analysis in Italy, TER (Tavolo Editori Radio,
Group of Radio editors) represents the society responsible for the emission of national
data. The society is made up by almost all the public and private italian radio broadcasters.
Radio TER constists on the unitary sample survey, representing italian population aged 14
and over, interviewed over the listening of public and private, national and local radio

stations, in order to achieve plausible statistics (Tavoloeditoriradio Website, 2018).
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These interviews, realised by GfK and Ipsos (60.000 each), 120.000 annually, have
as purpose to achieve the number, composition and characteristics of the italian radio

audience (Tavoloeditoriradio Website, 2018).

2.4. Audience Evaluation in Portugal: Bareme Radio

“Baréme Radio”, implemented by Marktest group, is the only reference study for
measuring the audience of portuguese radios. It measures both people who listen to the
radio through FM and people who connect to it online. This study offers a quantification
and characterization of the audience and its behaviors.

As far as “Bareme Radio” is concerned, in the ‘80s it was dictating the terms
“Bareme - Regular Media Base”, a 1983 years old research collecting information about
audiences for all the media. The development and enlargement of the media, by the
beginning of the 1990s, required the need of detailed information for each media.

For this reason, in 1994 Marktest passed from a multi-media study (“Bareme”) to
specialized one-media studies, such as “Bareme Radio” for radios, “Bareme Imprensa” for
press and “Bareme Internet” to understand the penetration of the Internet in Portuguese
population.

The results of “Bareme Radio” are available in two platforms: Media Screen and
MMW-Planview. Media Screen is an online platform containing information as summary
tables, graphs and detailed pictures. MMW-Planview is a powerful tool for global media
planning, able to present the information classified by a specific target, time and other
important indicators for audience analysis (Marktest Website, 2017).

The results of “Bareme Radio” released by Marktest are showed with the following

indicators:

Weekly Reach: number or percentage of people who tune in to a radio station
during one week (7 days) and not depending on the time spent listening to it.
Daily Reach: number or percentage of people who tune in to a radio station

during one day and not depending on the time spent listening to it.
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Audience Share: percentage of time spent by a group of people, listening to a
specific radio station, in relation to the total time spent listening to the radio in

general, in a period of time.

Marktest developed a study based on 6.006 interviews (five times per year, released
in February, April, June, September and December) made to an “universe” constituted by
individuals living in continental Portugal, being 15 years old and over. This universe was
quantified by the census of the population (INE) in 2011 to be 8.563.501 people. During
the interviews, people are questioned which radio they listen to, when do they usually
listen to it and on which devices (car radio, computer, mobile..), in order to be able to
classify more in detail as possible radio users). How do Marktest collect all the data?
Mainly phone interviews are supported by computers (88%), and the online studies are
made by sending auto-fill questionnaires by mail (12%) (Press Marktest, 2017).

According to “Bareme Radio” the variables taken in consideration for audience
analysis are both proportional (gender and day of the week) for each region of the Country
and not proportional (age and region). The motivation why the last two variables are not
proportional is given by the fact that on the one hand Portugal underwent to an aging of
population and, in this sense, if age was a proportional variable, younger generations
would have been diminished in value. On the other hand, region variable can not be
proportional, since in regions like “Grande Porto” and “Grande Lisboa” population is way
more heterogeneous in behavior compared to the other regions. Other variables used by
Marktest, showing the difference between samples of the audience are occupation and
social class (Marktest Website, 2017).

Besides the study of Marktest group, RFM Rédio refers also to the Canadian Triton
Digital studies. The main difference between it and the reference study in Portugal, is that
Triton Digital researches are not shared audiences and do not allow RFM to deepen the
knowledge about their target. They just quantify the people who connect to their online
broadcasts, without characterizing this audience (they do not specify their age, sex, social
class, for example). Moreover, RFM Radio, through Triton Digital studies, does not have

the access to other radios data, but just to their ones. (Triton Digital Website, 2017).
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2.5. Music Scheduling in commercial radios

As a pioneer of the studies about the necessity of the creation of heterogeneous
broadcasting, in 1983, Glasser supported the importance to satisfy entertainment
preferences of radio listeners. According to him, today broadcasters “are very much aware
of audience quality, not just quantity; smaller but demographically attractive audience may
indeed be more profitable than a larger but demographically unattractive audience”
(Glasser, 1983 p. 3). Therefore, continues, assumptions about formats duplication “must
rest not on audience maximization, but on profit maximization: a station will duplicate an
existing format rather than produce a unique format if its share of the audience for a
duplicated format yields higher profits than the profits generated by the entire audience for
a unique format” (Glasser, 1983 p. 5).

Music, over the years, has become an instrument of gathering and forming a
particular demographic audience with the purpose of product consumption and corporate
gain. Some studies underline that this process, is leading to “homogeneity, limited artistic
expression and opportunity, corporate hegemony, unethical business practices and a
society that is influenced my music that is controlled and chosen to serve the needs of
corporations” (Petti, 2006 p. 24).

Petti (2006) has a specific point of view that is related to the fact that, specifically
speaking about radio, these media have as main aim to maximize the benefit of their
advertisers, by creating a particular audience, which is part of the business. “The music
industry depends on the radio industry for promotion of its artists and the radio industry
employs the music industry to gather a specific audience for its advertisers. Most decisions
regarding musical format revolve around this concept. Program standardization becomes a
byproduct of collective priming because the process of gathering a large audience for
consumption becomes increasingly viable when the public is presented with musical
content that is standard and equally experienced by everyone. This practice leaves a large
set of creative individuals outside the established circle of the music industry” (Petti, 2006
p. 27).

Hendy’s studies (2000) have a specific approach about the relationship between
industries and public preferences. According to him, the programmers in commercial

radios are, mainly since the 1990s, trying to strengthen the familiarity and predictability
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about the songs on air by the listeners, in this way reinforcing patterns of unadventurous
musical programming (Hendy, 2000).

For what concerns the U.S. case, the “Telecommunications Act of 1996 brought
about a new era for radio, however: the Age of Acquisition. This period has produced rapid
and monumental structural changes that have challenged the old models of radio as a
business” (Potter, Williams & Newton, 2003 p.78). Since this Act, radio industry began to
be involved in brand marketing strategies, with the aim of developing loyal listeners
(Potter et al., 2003).

Ala-Fossi studies, in 2004, supported the idea that commercial radio new directions
were driven by, on the one hand the 1996 Telecommunications Act consequent station
ownership concentration, and, on the other hand, the new progresses in technology means.
In the last decades, it turned to be always more difficult for radio broadcasting to resist to
mass control and will. In fact, supports Ala-Fossi (2004 p. 319), “practically every
commercial music station counts on computerized on-air systems, which include not only
the playlist but all radio elements of the station. Because everything is now in digital form
in an automated system, there is no need for anyone to c) actually play the tangible records,
either. On some stations the DJ can still change songs or promos for airplay within certain
limits, but on other stations they are not allowed to touch the list at all. Although an
intentional deviation might not be noticed on air, all actions are recorded in a system log.
This potential for surveillance and control has virtually eliminated the DJ* s autonomy”.

Nowadays, most of the case report that in U.S. is a single manager to design playlists
for more broadcasters all over the country and, moreover, usually make their playlists
identical. By contrary, in the past it was the job of the DJ to select the songs based on its
own music taste, local sales charts and listeners requests (Ala-Fossi, 2004).

Ahlkvist and Faulkner (2002) made some researches about how radio programmers
manage their gatekeeping practices to select records for airplay. They reported different
comments made by radio programmers, identifying their specific point of view on the job:

“My natural tendency is to take a change is to take a chance on a song... Soul Ballet
is going to be a hit, I’ve already had it on for a month, so what chance did I take? I think
it’s because my ears were open and I heard it and liked it and I thought it would be a hit.

We’re followers. We don’t tend to be leaders, particularly. [We play] whatever’s hot.

For a while the Backstreet Boys and all that were hot, we were playing it. And then we got
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off it really quickly... And right now it’s the hard rock stuff. It’s Three Doors Down’s
“Cryptonite” and Creed and that stuff’s real hot so we’re on that. And a year from now?
Whatever the trend is.

I have a good ear for what our listeners like and sometimes that may be a little
behind the curve, if anything. The usual problem is that you get a little ahead of the curve,
you get too hip for the room. I try not to do that... But I think I have a good feel for the
pulse of the listeners... There are certain people that are good barometers of what the
audience listens to.

A lot of times it comes down to the marketing plan. If the record label isn’t going to
be committed to this artist I can play it two million times and it still isn’t going to make a
difference... At a certain point you have to look at all different facets that go outside the art
form of the song when making a decision.” (Ahlkvist & Faulkner, 2002)

By listing the above comments, Ahlkvist and Faulkner (2002) focused on the way
radio programmers give priorities whether to their personal taste (first case), music trends
(second case), their ability to anticipate the best hits (third case) or the support that a record
receives by a label company (last case).

Among the several abilities that the figure of radio programmer must have, we
identify as principal mediating between the interests of station’s format and its target
audience, and the pressure that recording companies make, turning it profitable the success

of the radio (Ahlkvist & Faulkner, 2002 p. 190).

2.6. Marketing in Radios

According to Mendes studies (2016), radios are putting into practice the marketing
theory of audience gratifications, according which they make researches about the current
market, in order to collect all the needs of their target, and schedule the programmes in a
way that satisfies the audience.

As they are brands, radios must identify, measure and report marketing
performances, through the metrics of marketing. These measurements could help verifying
the effects of marketing activities and desenvolve better strategies, learning from the

results (Kotler & Keller, 2012).
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McCarthy classified marketing activities as a marketing-mix, which analyses data
from different sources (Kotler & Keller, 2012), which, adapted to the radio media, are
namely: price, communication, distribution and product (Mendes, 2016).

Concerning the price, Mendes (2006) considers it to be associated with the duration
and quantity of advertisements broadcasted in the radio. In this way, we can refer this data
to the income which radio gets from each listener.

Promotion, or, in this case, communication, is the base of many marketing strategies.
It is not only a defining element of marketing-mix, but it also is very hard to be evaluated.
The reason is that is not easy to define how communication affects the increment of sell of
the product, or, in radios, the rise of listening (Farris, Bendle, Pfeifer & Reibstein, 2006).
According to Cordeiro (2007, mentioned by Mendes, 2016), the variable of communication
represents “the central element concerning marketing in radios, having as main purpose to
catch the attention of the audience, customer loyalty, communicate its image and promote
the sales”. Given this explanation, we can justify the fact that radios use both visual
elements, like logos, and sounds, like jingles. The purpose of these communication
strategies is to create brand identity, and make the radio recognisable, compared to the
others (Flemming, 2002, mentioned by Mendes, 2016).

Distribution, as a variable of marketing-mix, is relevant for broadcaster media,
mainly for big radio groups, since it involves the enlargement in covering to new
geographic points of interest (Mendes, 2016).

The product being sold by radios literally depends on the information resulting from
market researches, in the way that is inserted in a precise geographical and social context.
According to these studies, broadcasters chose the guidelines for their programmes to be
on air, same as the playlists to be transmitted (Cordeiro, 2007, mentioned by Mendes,
2016). Especially nowadays, the advent of social media has changed radically the way
these researches are made. As brand communities firmly confirmed their presence online,
radios can not avoid to operate analysis and researches also on social platforms where they

operate (Mendes, 2016).
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2.7. Social Media

Social Media, more properly Web 2.0, are defined as new internet applications that
enable participation, connectivity, user-generated content, information sharing, and
collaboration among a community of users. Social networking sites, wikis, blogs, podcasts,
vlogs, mashups, folksonomies and online virtual worlds are all included in this category
(Henderson & Bowley, 2010).

The development of Social Media has changed both needs and obligations that
Marketing of a company should fulfill in the digital environment. In fact, companies have
increased their strengths, in order to gain a more numerous audience online.

A more drastic vision is the one owned by Fuchs (2012), on the wave of the critique
of capitalism by Marx, according whom corporate social media “do not imply a
democratization of the economy and culture, but are rather ideologies that celebrate new
capital accumulation models and thereby help to attract investors”.

We can say that traditional offline social networks and online social media networks
differ in a significant way. Technology represented the main breakpoint between them, in a
way that is brought a fast change on one side, and, on the other side, affected the way
people and companies are connected one to each other, and created their own networks
(Kane and Alavi, 2014). In fact, these new technological tools, have shifted the emphasis
of internet services from being consumption-based towards becoming interactive and
collaborative. If old internet applications were static web browsers, simply displaying
information and generating feedback to our requests, social media have created a new
connectivity (or platform) for a global community to communicate online. They allow
users to share, comment and like any kind of content (thoughts, views, information and
personal datas) (Henderson & Bowley, 2010).

Also, according to a research made by MTV Brasil in 2010, internet and mobile
devices have gained such an important role, which can be justified also by the appearance
of smartphones, mobile devices that allow an easier access to the Internet, transforming
communication into “mobile” (Vieira, 2012).

According to Kane and Alavi: “social network sites as web-based services that allow

individuals to construct a public or semi-public profile within a bounded system, articulate
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a list of other users with whom they share a connection, and view and traverse their list of
connections and those made by others within the system” (Kane and Alavi, 2014).
Analyzing this definition, we can make the following considerations in order to give

a more complete idea of what are their main features:

1. The profiles created on social networks today are becoming always more public,
deleting clear boundaries of their privacy (for example on Facebook we can share a photo
that we have on Instagram);

2. Through social networks we can re-establish connections with our old friends from
school, making new ones and keeping the ongoing friendships by regularly exchanging
messages and information;

3. Our friends network on social media is easily accessible by all of the platforms we

use and allows us to interact in different ways.

2.8. Consumer behavior in the Internet era

New-generation customers are very demanding: they already know what they want,
when and how. Internet facilitated their access to product or service information, creation
of an identity, increase of popularity, and customization of brands’ offers (Rublescki,
2009).

Consumers’ voice and power have undergone a significant empowerment with the
advent of online technologies and social media. Power has always been a human concern,
especially online, where people can continuously shape their own control over their actions
and influence. As a matter of facts, status turned to be a more transparent aspect, reachable
by control over people, relevant content to share and a good management of its personal
network (Labrecque et al., 2013).

The evolution of marketing, which is always more directed to individuals and
foresees customized strategies, has played a key role in the development of consumer
behavior. This shift has been the purpose why consumers are always more claiming for

brands’ attention, establishing closer relationships brand-client (Rublescki, 2009).
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Cyber-clients features, compared to offline customers, are perceived as more
emphasized and enriched, due to the shift of market place. According to Rubescki, online

customers have developed the following behaviors:

* Rational thinking. They already have an idea of how it works the relationship with
a specific brand before buying and they know what they can demand or not.

» Top ranking variables they care about on e-commerce services are: practicality,
rapidity, a wide offer and price.

« Satisfaction and dissatisfaction have no clear differences. Satisfaction deals with
quality, which in turn is defined as the gap between expected and perceived value.

 Price is not perceived as the only crucial factor when buying online. Cyber-
customers are more likely to associate it with the feelings caused by the importance of the
product or service and the worth they perceived right after buying it. The Internet,
furthermore, allows customers to compare prices before buying something.

* They are willing to establish a loyal relationship with the brands that satisfy their
needs the most. In this case customers give companies access to their datas, fill surveys
and give feedbacks that will enrich brand’s added value.

* Cyber-clients are worried the most about security risks given by paying by credit

card and after-sale customer care (Rublescki, 2009).

2.9. Radio and Social Media

Until now, radio attempted many times to establish a close relationship with the
listeners. Recording reports in the streets, reading the letters sent by the audience,
broadcasting phone calls and other actions, represented a try of approximation to the
people (De Quadros & Lopez, 2014).

According to the studies made by Moreno, Martinez-Costa and Amoedo (2009 p.
121), “internet has placed traditional radio in a new environment with regard to the
production and management of different audio contents. The web has enabled the updating
of programming strategies and the promotion and marketing of radio networks, so as to

extend the sphere of communication between networks and listeners”.
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“The interactive multimedia nature of the web offers an opportunity to broaden the
communicative space between a radio station and its listeners” (Moreno et al., pag. 121,
2009). Nowadays, there are different channels of distribution and emission, to which the
audience can have access, by preference. In fact, by the advent of the digital, radio, on the
one hand, gained the opportunity to differentiate the strategies for programming,
promoting and marketing its own brand, and, on the other hand, took the chance offered by
these new platforms to strengthen the relationship with the audience (Moreno et al., 2009).

According to Bonini (2014 p. 17), “social media are the prosecution of radio by other
means”. “Radio listening still maintains some elements of blindness, but the way in which
we now experience this medium is no longer totally disembodied and immaterial”. “The
presence of the public within radio programmes goes from zero grade — the telephone —
which implies only the presence of a voice, invisible and disembodied, to the most
advanced stage so far — Facebook — in which the public has a face, a name, a personal
space for discussion (the Wall), a bio-cultural profile (the Info section), a collective
intelligence (the Home Page), a general sentiment. It is the end of the public as mass that is
blind (it cannot see the source of the sound), invisible (it cannot be sent by the transmitter),
passive (it cannot take part in the conversation) and insensitive (it cannot manifest its
emotions towards the speaker) (Bonini, 2014 p. 17).

Before, in fact, the audience was not visible to the radio, and participated only in the
case of phone calls while the programme was on air. Nowadays, listeners of a radio are
visible, both with their profile information and with their opinions, revealed by comments
and reactions to posts (Bonini, 2014).

According to Bonini (2014, p. 18) “The new communications model that derives
from the short-circuit between radio and social media is a hybrid model, partly still
broadcast, partly already networked. Radio is still a one-to-many means of communication.
However, telephone already made it partly a one-to-one medium (phone interview) and
many-toone (open mic, phone talk radio); to this we have to add SNS, which are at once a
one-to-one (chat), one-to-many (tweets, FB notes or posts), many-to-many (FB Home,
Twitter hashtags), many-to-one (FB comments) kind of media” “The mix between radio
and SNS considerably modifies both the vertical relation between the speaker/presenter
and the public, and the horizontal relation between each listener.” “When a programme’s

presenter and one of his or her listeners become friends on FB they establish a vertical and
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bi-directional relation: both can navigate on each other’s profile, both can watch each
other’s online performance and at the same time be an actor in it. They can both enact two
types of performance, public and private: they can comment posts on each other’s walls,
send each other private messages or communicate by chat in real time. For the first time in
the history of radio the speaker and the listener can easily communicate privately, far from
the ears of other listeners, “off-air”. This gives rise to a “backstage” behavior between
presenter and listener that was previously unimaginable.” “At the same time, the relation
between listeners is similarly changing. Fans of a radio programme can establish links
online, exchange public comments on the programme’s wall, express more or less
appreciation for specific contents, exchange contents on their personal walls, write each
other private messages or chat with each other.” (Bonini, 2014 p. 18).

According to Bonixe (2012), social networks are affecting they way with which radio
expresses and schedule its programs. Nowadays radio is a multiplatform media, trying to
face the new challenges set by communication technology, by adapting successfully to the
new environment. Finally, radio became more interactive, and started reaching listeners
from all over the world, giving them access to its information updated at every time, and
still remaining an important window to the world (Bonixe, 2012).

Not always it is considered as a powerful and potentially key of success by media
the fact of exploring the interactions with the audience, despite they have all well
understood the need to establish their presence online. The radio is undergoing a huge
process of adaptation, turning to be a hypermedia radio. The new environment is
represented by the cyberspace, while communication is mediated by computers, in order to
reach their audience and establish an interactive relationship with them (De Quadros &

Lopez, 2014).

2.10. Transition through a network society: Mass media and Information in

Portugal

Portuguese society represents a transitional society in almost every dimension, from

political to cultural, from educational to productive.
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The 25th of April of 1974 marked the history in Portugal. That date represented the
passage from dictatorship to democracy and also an important economical revolution. In
fact, if before Portugal was adopting the model of a closed market, in which they just
established close relationships with their african colonies, later that date the country
opened to a regional (with European Union) and global market economy. Other radical
changes saw involved the cultural and social spheres. The First Democratic Government
programme in particular, focus mainly on the school democratization as a key element
around which building a new educated society (Cardoso, 2008).

That 25th of April was also important for media and communication, spheres which
undergone a series of changes in context and practices. Focusing on this issue, between
1974 and 1979 three key moments marked the passage from the old media system and the
actual, the one we know today in Portugal. First of all, the day of the liberation from
dictatorship of 1974 represented the end of censorship and the starting of freedom of
expression all over the country. At a second moment, in 1975, it happened the statisation
process, involving television, press and radios (Mendes, 2016). The last key moment, but
not less important, is represented by the legislative acts of 1979, which gave to social
communication a juridical-legal frame (Cardoso, 2008).

Since the 1930, until the Revolution of 1974, Portugal radio scenario was made up
by three big stations: Emissora Nacional, Radio Clube Portugués and Rddio Renascenga,
and other small ones. It was by the 1975 that, as wrote above, that all the broadcasters
underwent a process of nationalisation, with the exception of Radio Renascenga, Radio
Altitude and Radio Polo Norte (Mendes, 2016).

The phenomenon of free radios (also called pirate radios), which were not legally
framed and operated on boats, occurred more or less all over the Western Europe, and
contributed to the differentiation and segmentation of the broadcasters. Born in 1964
around the English coast, Radio Caroline was one of the first pirate radios, which
contributed to change the radio system in United Kingdom. In order to solve this issue, in
1965 European Council emitted the European Agreement for the Prevention of Broadcasts
Transmitted from Outside National Territories. Some difficulties were met the same to put
a end to this phenomenon. In fact, in England, other free radios born between 1970 and
1980, despite being much less successful and influential than the ones born in 1960s

(Mendes, 2016).
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In Portugal, for historical reasons, pirate radios only appeared in 1980s. The
phenomenon brought to the country great examples of innovators. TSF, rdadio noticias,
represented a good example. Before having a licence to broadcast, TSF had already created
around its name a strong and successful brand of radio information, having as a slogan
“Tudo o que passa, passa na TSF” (“Everything happening, is happening on TSF”)
(Mendes, 2016).

Since 1988 on, Portugal underwent a privatisation process, begun with the issuing of
a law according which free radios should have been turned off. The resulting scenario was
the legalisation and privatisation of more than 300 local broadcasters (Mendes, 2016).

Before 1974, according to Cardoso (2008) studies, Portuguese society was not an
informed society, since most of the population did not reach more than 4th grade at school.
Those who have begun the school after 25th of April of that year (conventionally Cardoso
considers people born after 1967) can be told to have a better control of digital
technologies, have the necessary requirements for handling information better, listen more
radio (80,3% vs. 93,7%) and music (64,1% vs. 95,8%), read more newspapers (68,7% vs.
88,8%), books (33,2% vs. 59,0%) and magazines, go more to the cinema (16,7% vs.
66,7%) (Cardoso, 2008).

Although Portugal is currently witnessing a clear transition, and there are obvious
differences in behavior relating to media between generations who have grew up during
the regime and the following ones, mass media are considered well consolidated, due to the
freedom of the press. Among the various changes which are undergoing media in Portugal,

Cardoso (2008) lists the following ones:

e Younger generations (born after 1967) listen more to the radio (77,3% vs. 66,6%);

e Older generations (born before 1967) use Internet as the second most reliable
source inside their media matrix (hierarchy), only after the television;

e Both younger and older generations consider watching TV as the most interesting
activity to do (46,7% vs. 74,9%);

e The second activity considered more interesting is, for older generations reading
newspapers, and, for younger generations using the Internet;

e Internet and television stand as the two main networks of communication and

information,;
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Internet users daily watch less 40 minutes of TV, listen less 8 minutes the radio and
call less 30 minutes on the telephone;
Reading newspapers average time stands the same for Internet users and non users:

30 minutes daily (Cardoso, 2008);
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CHAPTER 3 - RFM Radio

Chapter 3 purpose is to give a brief description of the company RFM Radio, where I

finalized my six months curricular internship.

3.1 Identification and localization

RFM Radio belongs to “Grupo Renascenca”, a group of radios including Radio Sim,

Mega Hits and Radio Renascenca. It is located, together with the others radios of the

group, in Lisbon (Portugal), and is actually represented by the following logo (Picture 1).

Picture 1: logo of RFM Radio

3.2 Birth of the Company

Born on the first day of 1987, RFM was launched by Radio Renascenga with 17
generators of frequency modulation. With 24 hours per day, 7 days per week transmission,
the new radio claimed to differentiate from its “mother” by offering “a lot of music and
basic information”. (Radio Renascenca, 1986)

In November 1981, Radio Renascenca was broadcasting both in OM and FM
frequencies. Comparing to the other radios in Portugal it was leading the scene, but, at the
same moment, it was undergoing a process of losing a part of its audience, namely youth
generations. In fact, the last ones, were opting to listen to “Radio Comercial” FM, headed

by Jodo David Nunes and Jaime Fernandes.
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Mainly for the reason above, between the 9th of November 1981 and 1st of January
1985, Renascenga progressively differentiated the scheduling of FM and OM broadcasts,
between 10 am to 2 am, filling FM frequency with programs addressed to a young target.

In order to develop a frequency modulation (FM), later on called RFM, Jaime
Fernandes (from “Radio Comercial”) had been contracted from November 1984 to 1985,
before going back to work to the Radio which was going to become RFM main competitor.
Renascenca choose to be him and not Jodo David Nunes (the other Comercial FM leader),
for two main reasons: from the one hand, he was more into day-by-day broadcast and, to
the other hand, in order to not cause a negative impact by “stealing” the general director of
the radio that was supposed to become later on RFM main competitor.

Negotiations were not easy and saw the agreement also of the president of RTP,
which at that age was a partner of Radio Comercial. On 15th of May 1985 Jaime
Fernandes went back to Radio Comercial. During the months spent in Renascenca, he did
an awesome job, installing the second national FM network, which soon became RFM, a

radio belonging to Renascenca Group, focused mainly on a young audience.

Following the regression of Jaime to Radio Comercial, RFM, within the beginning of
1989, saw the inclusion of the following employees to its team: Cristina Abranches de
Almeida, Rui Marques, Pedro Tojal (who became director in 1991), Rui Branco, Maria
Flor Pedroso, Joaquim Cannas, Paulino Coelho and Anténio Mendes.

Some of them are today still contributing to the success of RFM (Antoénio Mendes
for example, in July 2002 took the place of Pedro Tojal as radio director), while others

moved to other radios or to television (Crespo, 2011).

3.3 Description of the Company

The last year RFM has turned 30 years of life (Vaz, 2017).
RFM is a leading national coverage radio, belonging to Renascenga Group, with
musical format. Its positioning can be represented by "RFM S6 Grandes Musicas" (“RFM

Top Hits Only”). It has an extensive national network, covering mostly all the living
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population in Portugal mainland, and having a transmitter both in Sdo Miguel (Azores) and
Madeira islands (rfm.sapo.pt, 2012).

RFM frequencies are, respectively, 89.6 and 107.7 MHz in mainland Portugal, 93.6
MHz in Madeira and 100.0 MHz in Sao Miguel
(en.wikipedia.org/wiki/RFM_(radio_station), 2018).

The music of RFM is essentially pop and rock, playing especially national and
international hits, namely, as main examples, Ed Sheeran, Diogo Picarra, Bryan Adams,
Robbie Williams, U2, Shawn Mendes, Queen. RFM also, for several years has been the
official radio of Portuguese artists concerts, like Rui Veloso, GNR, Pedro Abrunhosa,
David Fonseca and others (rfm.sapo.pt, 2012).

In the last few years RFM has been developed its own music festival, “Maior sunset
de sempre” (greatest sunset ever) - RFM Somnii, in Figueira da F6z, which, in 2017,
gathered 100.000 people (Vaz, 2017).

RFM target includes people aged between 25 and 34 years old (Antunes, 2017).
1.410.000 people daily listen to RFM, 100.662 listen to it online and are A/B/C1 nationally
qualified (RFM Marketing Department, 2017). According to TGI Marktest research
(2016), the average listener of the radio has the following features (Antunes, 2017):

84,1 % are single;

13,2 % have children;

54,5 % are full-time employees;

13,6 % are students;

20,5 % have secondary school certificate;
48,7 % have bachelor’s degree;

16,6 % have master’s degree;

60 % are women,;

40 % are men;
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3.3 Brand: Mission and Values

RFM is a radio leader in Portugal, and its mission is to keep and establish a trustful
relationship with its audience, spread its passion for music, entertain people and be
innovative.

For what concerns values, RFM has for sure a vocation to be the leader. The radio is
known for its innovative attitude, capacity to offer unique experiences, for the music,
humor, strong and cared sound identity and for the proximity kept daily with the listeners.
RFM, more than “playing music, touches people” (Vaz, 2017).

In order to keep its stability as a radio leader, and be the radio of “only great music”
(Picture 2), as it is often associated to its logo, RFM works just with great entertainers,
great humorists, and is the radio of great experiences. In this sense, creativity and quality

are the strategic concepts with which the radio works on during the year (Vaz, 2017).

SO GRANDES MUSICAS.

Picture 2: logo of RFM “only great music”

“Café da Manha” (morning coffee) is the best entertaining program of RFM, with
Nilton, Pedro Fernandes, Mariana Alvim and Anténio Raminhos (Picture 3). It goes on air
every day, from Monday to Friday, starting at 7h until 10h am. The strong series of the
program are the funny phone calls made by Nilton, the jokes “As Marias” made by
Raminhos and others. RFM “hits”, recorded during specific series of the programs, become
viral, and manage to get thousands of views on social networks and youtube, in only few

hours (Vaz, 2017).
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Picture 3: Café da Manhi — Nilton, Antonio Raminhos, Mariana Alvim and Pedro Fernandes

BFF is another program loved by RFM audience, in which Joana Cruz and Rodrigo
Gomes bring to the radio what they are in real life: Best Friends Forever. It goes on air
Sunday to Thursday between 8h to 10h pm. They host guests, share with listeners fun facts

and curiosities, surprises and news (Vaz, 2017).

Another brand-new program born in the last year is held by Friday Boyz, “O meu
Boss ¢ Fixe” (my boss is cool). It is on air every Friday at 10h am, and the concept is to let
it start earlier the weekend, by hosting every week different companies with their boss, and

let them have fun time with good music (Vaz, 2017).

40



Picture 5: Friday Boyz — José Coimbra and Pedro Simdes. O meu boss ¢ fixe!
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CHAPTER 4 — Internship Activities

4.1 Introduction

From the moment I enrolled to this Master program, I have always had clear in my
mind that I wanted to finalize the course with a job experience, namely a curricular
internship, to put into practice all the theoretical notions learned during the two years.

In my opinion an internship is the best choice that a student can make in order to
prepare himself to the responsibilities and duties that life requires us to have when we
grow and develop a professional career. By working indeed, we are called to solve some
situations, to have a variety of tasks depending on the field in which we work, to avoid
making mistakes and, in case we do, to minimize their negative effects.

All the responsibilities we are given, necessitate from our side different skills:
commitment, seriousness, flexibility, capacity of paying attention to details, curiosity to
learn and more.

As far as the conclusion of the Master in Marketing at IADE is concerned, so, |
decided to opt for a curricular internship in a radio, which would have allowed me one the
one hand to gain a better knowledge and introduce me to the portuguese job market, on the
other hand, to consolidate the theoretical foundations during the course frequency.

Having as a background a degree in foreign languages in my country of origin
(Italy), I was able to achieve the aim of obtaining sufficient communicative skills to carry
out both the Masters and the internship in the RFM radio in Portuguese language.

Together with the qualifications acquired in both academic degrees, the work
experience I had in marketing and sales before starting the Master's program motivated me
in choosing to deepen the salient themes that the study and the practical application of the
Marketing discipline offers.

In particular, my choice to ask to train on a radio is due, on the one hand, to the fact
that I grew up in a family of musicians, and therefore privileging curiosity about the world
of music compared to other areas; on the other hand, as the success of radios has

necessarily to do with the ability to deal with audiences, I found myself curious to find out
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what the concern of this type of company was in terms of social media and statistics
analysis, with the aim of achieving better results.

During the first year of Master’s in Marketing at lade, I attended consumer behaviour
course, held by the Professor Anténio Mendes. Having a great impression about him, the
innovative and efficient methods he used to explain and transmit knowledge, and
developing a curiosity about the issues debated during the lessons, at the end of the first
year at lade, I decided to choose him as mentor for the Master’s final work.

During the course the Professor presented to us the reality in which he was in the
radio as a speaker and director, making us explore the freshness of this professional
environment “in loco”, fist making a presentation of the company itself at the auditorium
and later allowing us to assist live the program “BFF” with Jodna Cruz and Rodrigo
Gomes. This first contact with the reality of radios has been for me enlightening for two
reasons. First of all, I had never thought about before of the processes working behind this
kind of media. Secondly, I soon realized and developed a deep interest about how such a
company was able to meet customer’s needs and requests, mainly in the Marketing field.

Resuming, the main reasons why I chose to apply for the internship in RFM and why

I decided to give priority to the activities I made, have been the following:

Have an introduction to the portuguese job market;

e Learn more about the inner workings behind a leading radio;

e See how it works the audience analysis of portuguese radios;

e Develop a method of analysis of social media of such an important communication
company;

e See how they are made in RFM the choices of which music launch on air;

e Learn about social media and programming creation of contents;

e Compare social media contents of the two portuguese leading radios;

e Help with the creation and follow-up of promotional content for social media of

specific programs in the radio;

These curiosities led me to ask for the possibility to have a 6 months internship at the

radio, a possibility that I luckily managed to have and thing that I am really grateful for.
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4.2 Internship Plan

The internship at RFM lasted 6 months, since October 2017 until the end of March
2018, under the supervision of the tutor Jodo Porto, manager of strategic Marketing
department in “Grupo Renascenca”.

Having previosly had an interview with him, at the moment I knew that I was going
to do this working experience, me and Jodo agreed the themes that I had to face during
these months and the activities I would have done.

Subsequently we spoke with my mentor and he approved the plan for the internship,
so that we could start to prepare the documents needed to be formally at a par with lade.

The internship foresaw three main phases:

* Audience analysis.
* Analysis of the performances of social media contents.

* Social media content production.

During the first two steps, from October 2017 to the end of January 2018, I worked
at Strategic Marketing department, while the last two months of internship were held at
RFM production department.

The activities done concerning audience analysis included website ranking with
Netscope, online audiences with Triton Digital, music programming test, campaign
proposal for homeless people.

The analysis of performances of social media contents foresaw a brief analysis of
YouTube RFM page, since it is not frequently updated, and a deeper report of Facebook
performance page, also compared to the main competitor “Radio Comercial”.

During the last two months, spent in Social Media production activities, I mainly
assisted and supported live programs of BFF and FridayBoyz, helped the staff to create
Facebook posts, make researches for RFM website articles, and supported the production

of promo videos for BFF program.
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4.3 Activities

4.3.1. Strategic Marketing

The first four months, from October until the end of January, were spent at the
department of strategic marketing, also called marketing research.

There they kindly received me the two employees who are responsible respectively
for many tasks, including the one of analysing the audiences and their data, efficiently
following up to these datas to the different radios part of Renascenca Group and debating
how they should be read, trying to find the best strategy, in order to increase the listening
and rates.

Jodo Porto, my tutor during the internship, is the manager of this department, so it
was easier for me to plan and realize the activities I was supposed to do, according the

themes of interest for the Master’s program.

4.3.1.1. Website ranking

Start: October 2017
End: October 2017

Duration: 1 week

During the first week of internship, I helped my colleague in doing a follow up of the
ranking of websites of Renascenca Group.

The information were provided by the font of Netscope, concerning the period of the
month of September 2017 and portuguese media and press market.

Together we prepared a presentation (Picture 6) of the more data received by
Netscope, in order to show the results in the best way to be seen and perceived by the

different radios of the group, and the group in general.
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Picture 6: presentation cover — Websites Ranking

The presentation prepared and the information were given both concerning the group
of media (ex: Media Capital, Grupo Renascenca Multimédia, RTP..) and also of single
radios (RFM, M80, Comercial, TSF, Mega Hits..).

The information that Netscope provides (Picture 7), with a monthly frequency, are

the following:

e Total visitors on the website (differentiated by computer and mobile
devices).
e Total pageviews (differentiated by computer and mobile devices).

e Rank.
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Picture 7: Netscope website ranking data

The presentation made underlines the differences during a period of one year in visits
and pageviews. The comparison was made by filling an excel document with all the
Netscope ranking, monthly updated, in order to give a clearer idea of the tendency whether

to increase or decrease.
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4.3.1.2. Online Audiences

Start: October 2017
End: February 2018

Duration: 4 months

Triton Digital is “responsible” for the supply of information about the online
audience for Renascenga Group of radios.

By connecting to its platform online, with the given user datas, it is possible to find
all the information and analytics needed, as follows, concerning the listeners of a certain

radio of the group:

* Geographic distribution.

¢ Standard reports.

e Peak users.

* Average users.

* Average duration.

* Unique users.

¢ Connection time.

* Broadcast report.

¢ Choose the period: 24 hours, daily, weekly, current week, monthly, current month,

custom period.
Information are shown in the platform as it is showed by picture 8. At the top of the

page it is possible to choose the information we need to analyse and then to download them

as an excel document, in order to work on the datas as we like most.
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Picture 8: Live analytics Triton Digital

From the collected data I have been taught by my colleague of Strategic Marketin

g,

to first weekly fill an excel general document in which they are collected all the daily peak

users, and then to make a weekly or monthly presentation that shows differences in the

number of listeners during the month, at the same day. To strengthen the meaning of the

analysis we also fill the graphics with the average of the monthly number of users who

were connected to the radio at the same day of the week (picture 9).

RFM 5°F 19

Audiéncia Instantadnea do Online
.out

~\A \

EEREERREREERER RN R A

—5% 19.out 5°F 12.out —5% 5.out —5%F (média Out'16)

Picture 9: Online Audience Analysis of October 19th 2017
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4.3.1.3. Music Programming Test

Date: November 4th 2017

In order to update the music playlists in radios, RFM, in collaboration with the
company Intercampus, does three or four times per year a music research.

I have been with my colleagues of the department of Marketing Research on
November 4th of the last year.

People are recruited and selected by Intercampus, agency which makes this job for
radios and other medias worldwide.

The parameters of selections depend on the target of the radio (geographical area,
age, sex, job). People recruited do not know for which radio they are making the test for, in
order to do not compromise its effects.

The test is made to more or less a hundred people, who are gathered in auditorium at
a certain hotel in Lisbon. They are asked to do not talk during the test, and fill the
questionnaire on time. The test lasts 3 hours on average, with a break in the middle.

People are asked to first answer to questions concerning their age, which radio they
prefer listening to, where they are resident, which is their job and other general questions.

Afterwards the test starts. The procedure is to listen to a playlist made by hundreds
songs which last 5-7 seconds each. People are asked, per each song, to select one of the

following options (Picture 10):

* Ido not know.

* Ilikeitalot.

o llikeit.

* I am indifferent to it.
e ITamtired of'it.

* I have never liked it.
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Picture 10: Music Research Test

having the test results from Intercampus and having all

After more or less one week,

the samples of the first part of general questions, I have been asked to collect all the data of

11).

(Picture

document

made the test in an  excel

who

people
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Picture 11: Demographic information of participants to music test

In order to fill the excel document, I had to first identify to which social class
belonged the sample, by crossing its educational level and occupation. Classes follow

respectively the table below, as per Picture 12.
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Picture 12: table for social class of participants
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4.3.1.4. Campaign Proposal for homeless people

Period: December 2017

Running across a similar campaign launched in Bologna, during the period after
Christmas, in 2017, I thought it may be a good idea to do a similar project in Lisbon, with
the support of RFM.

Unluckily the campaign was not implemented, also because the lack of time to
organize all in details.

The project consists in giving away the scarves and beanies we may have inside our
closet and probably not using, to be hang on trees in the city, with the aim of helping
homeless people to keep warm during the coldest days, which in Portugal are used to come
after Christmas, between January and February.

Before thinking about the implementation of the campaign, I tried to identify its

main purposes, both for the recipient of the cause and for RFM:

To promote RFM, by combining an inclusive initiative to its image.

Support homeless people during the coldest period in Portugal (Lisbon).

Raise people awareness on the issue.

Start a recycling chain of Christmas gifts we may not use and keep into our

closets.

Essential to understand the possible implementing rules, has been the research I

made about the previous initiatives taken worldwide about the same issue (Picture 13).
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Onde nasceu a iniciativa?

Fonte (14/12/2017):
hitps://ww.rd.com/true-stories/inspiring/scarves-hanging-trees-winter/
https://www.facebook.com/Chase-The-Chill-the-Original-130814650302008/

RFM |

Picture 13: Map of where the initiatives have born

By this research, I have found that the initiative may have born in 2008 by the group
“Chase the Chill” (Pennsylvania, USA). After they launched the project for the first time
that year, the idea turned out to be a habit annually replicated in some places in USA, at the
beginning of the Winter season.

In Lisbon, in 2012, local volunteers promoted a similar initiative: they decorated the
trees of Avenida Almirante Reis with winter scarves sewed by them for charity.

Also Italy understood the important meaning of this project. In 2017, a primary
school class in Turin has hang on trees their scarves to get people who do not have
anything warm. Also in Bologna the issue was taken seriously. Guardian Angels, a group
of volunteers who surveille the city, invited citizens to hang their warm clothes that are not
being used, on the trees of the streets.

To put into practise the project I thought it was a good period the one after
Christmas, since in Portugal the period before is not very cold. Being the main cities in the
country, I proposed the centres of Lisbon and Porto as a location. As seen in an initiative in
USA, people left cards together with the scarves, saying “I’m not lost, If you find yourself
in the cold, please take this scarf to keep you warm”. I thought that the distribution of these
printed cards could have been done by RFM team in the main squares of Lisbon, as a way

to promote the charity initiative, and establish a proximity with citizens.
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The channels I thought to be the most efficient to spread the voice could be social
media and I also thought to be nice to do a “surprise event” to launch the campaign. RFM
team, accompanied by a social media live video, could go down Avenida da Liberdade, the
main avenue in Lisbon, decorating trees with warm scarves and hats and, only at a second

moment, could start to distribute the solidarity cards (Picture 14).

Atuacao da campanha

+ Periodo: depois do Natal, antes da altura do ano mais fria (segunda metade de
Janeiro).

+ Onde? Centro de Lisboa e Porto. O lancamento da campanha podia ser feito a

principais pracas do centro de Lisboa e Porto.

+ Canais de lancamento da campanha: social media principalmente. Preferivel o
efeito surpresa.

+ Lancamento da campanha durante um evento em qual partecipam as radios
do grupo, reproducido em direta (Facebook e Instagram) e segquido da uma

pracas principais do centro de Lisboa, lancamento do Hashtag da campanha
nos social media (#doaumcachecol #juntoscontraofrio..)

Picture 14: Charity Campaign Plan
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4.3.1.5. Facebook and Youtube Analysis Proposal for RFM page

Given my interest for social media and marketing analysis, and their increased
importance for companies, I talked with my mentor and tutor and we planned to insert an
activity to my internship, consisting on doing a proposal of social media analysis which
could be introduced to RFM, in order to analyse main indicators of performance of
Facebook and Youtube pages.

First of all I identified which were the main purposes that the analysis should have

reached:

*  Management and transcription of the main indicators of the pages of RFM, in a
specific period, in order to verify the trend. I proposed the analysis of Facebook values
to be done weekly for Facebook page, and monthly for Youtube page, since is not often
updated.

*  Verify the effectiveness of the contents of RFM pages.

» If possible, compare the values and contents of RFM pages with its main
competitor, namely Radio Comercial.

* See what it is or could be done in terms of “feedback” to RFM pages followers.

*  Generate more visits to RFM website, through social media platforms.

At a second moment, I studied and made some research about the methods that both
Facebook and Youtube offered in terms of page analysis.
I verified that Youtube owns a platform in its website, called Creator Academy (Picture

15).

57



Nota: Creator Academy (YouTube)

Analizza i dati con YouTube Analytics
ﬁ YouTube Analytics ti mostra la situazione del
t os Il X two canale impara a indeiduare le tendenze per
scoprire cosa & efficace e cosa non lo & Scopn

individuare le opportunith di crescita Identifica

n YWTUbQTV hi Quarda | tuoi conmenuti, COsa gradisce e
O YouTube Gaming
) =

‘ YouTube Music

o YouTube Kids 7
5 Valutazione del canale

o Scopri come adottare un modello coerente per

raa ° Creator Academy misurare il rendimento di un canale ¢

YouTube for Artists o domande da fare e | dati da analizzare per

-

hitps://creatoracademy.youtube.com/page/education?utm_source=YouTube&utm_medium=YT
%20Main&utm_campaign=YT%20Appsn

RFM >

Picture 15: Creator Academy Youtube

This service that Youtube offers is for free, and consists on several online courses
which can be attended by Youtube channels owners, in order to achieve personalized
purposes.

For example, for what concerns RFM, I identified they could be attended the
following classes: analyse datas with Youtube Analytics, evaluation of the channel, define
a strategy for video contents, make it grow a community.

As named by the first course, each Youtube channel has a part called Youtube

Analytics. In this area it is possible to download a lot of information, such as:

. Average duration of views.

. View time.

. Pageviews.

. Number of likes to videos.

. Number of dislikes to videos.
. Number of comments.
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. Number of followers of the channel.

As Youtube, also Facebook has a part dedicated to the analytics. There you can find

values concerning indicators, such as:

. Number of followers.

. Pageviews.

. Number of reactions to posts.
. Number of comments to posts.
. Reachability of the page.

According to the indicators and purposes of the research, I identified some methods

which could be used during the analysis:

. Weekly monitor Facebook and Youtube pages progresses, evaluating with graphics
the increase or decrease of the above indicators.

. Identifying which kind of content they belong to (video, picture, link for
Facebook), make a list to analyse which are the best posts, with a weekly frequency for
Facebook and monthly for Youtube.

. It could be created a “focus group” inside the company, to weekly discuss about
social media achievements and make suggestions.

. They could be done qualitative and quantitative questionnaires to radio followers,
concerning the effectiveness of the post shared by the page.

. Comparing the statistics in Facebook Analytics between RFM and Radio

Comercial, with a weekly frequency (Picture 16).
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Picture 16: Radio pages Facebook Statistics

. Make a cross quantitative analysis between the number of people who leave

feedbacks on Facebook page and feedbacks that RFM team gives them (Picture 17).
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Métodos:

tipologia.

Picture 17: Feedback to followers evaluation

. Also is very important to have a reaction, comment and like comments left by
followers to Facebook page posts. As later I will explain, having worked on some content
production and sharing on RFM Facebook page for BFF program, I noticed how much it
changes the impact on the followers, by answering them.
. On Facebook page there is also a section, which is usually ignored, the part of posts
shared by followers on RFM page. I thought it was also very important to give a reaction to
these posts because, as studied during the course of Relationship Marketing, reactions and
answers which companies give to their customers are essential in many ways: they can
make an unsatisfied customer become satisfied, a potential customer become a customer,
and a satisfied customer stop buying (or following, in this case). Consumers’ voice has a
lot of power nowadays with social media, and is very important (as reported in Literature
Revision Chapter) to address this power to the way more convenient for brands, as an

opportunity and not a disadvantage.
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4.3.1.6. Facebook contents analysis

Start: January 2018
End: March 2018

Duration: 3 months

During the second half of the internship, I developed the analysis of contents that
were made more explicit in the activity above.

In Facebook Statistics of RFM page, I have been weekly monitoring the best 10 posts
on the pages of RFM and the competitor Radio Comercial.

The information were taken during the same day of the week (every Thursday) and

included the following information about the posts:

Number of reactions.
Number of comments.

Number of times that the post was shared.

After having gathered all these information about the 10 best posts of both of the

radios, I first compared the changes in number of followers during that week (Picture 18).

|
Comparacao Comercial - RFM
semana 28/12/17-3/01/18

ppp—
Pagina Nomero total de G Da semana passa Publicagdes da se Interagdo esta semana

1 Q Réadio Comercial 1.9m A0,1% 4“ 2239

v

o M Arm 1.7m o% 51 o N

Nota:

GOSTOS (Comercial): 1.948.860
GOSTOS (RFM): 1.668.759

EﬁI. Fonte: estatisticas do Facebook (4/01/2018) >

Picture 18: Facebook Followers in RFM and Radio Comercial
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Secondly, I compared the nuber of reactions, comments and sharing of the 10 best

posts of both the radios (Picture 19, 20, 21).
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Picture 19: reactions to 10 best posts
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EﬁI. Fonte: estatisticas do Facebook (4/01/2018)

Picture 20: comments to 10 best posts
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Picture 21: number of times the 10 best posts were shared
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4.3.2. Social Media Marketing and Content Production Department

The last two months of the internship were spent at Social Media and content
production department at RFM.

During this short period I have been more than before in contact with the reality of
the radio, helping to produce content on facebook and instagram (pictures, lives, stories),
assisting the production during the programs of BFF and Friday Boyz, helping to make
research for website articles, and giving my support to create promotional videos for BFF,
that later were shared on social media.

I have really appreciated the warm welcoming by the team of RFM, being always

kind and helpful with me during my stay there.
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4.3.2.1. Facebook Posts

Among the activities I had the pleasure to do at social media department in RFM, I
have helped scheduling some posts to share on Facebook.

An example is the on in picture 22. Even if very simple, these kind of contents are
very successful on online platforms. As we can see, the image contains an animated
character that everybody knows and likes. Moreover, the font is the same used in every
picture posted on RFM page, and also company logo is included, with the same color of

the font used to express good morning.

RFM
w====Pégina gostada - 13/2- €

HOJE 0 TEU SORRISO S
Catarina Figueiredo — com Erick Pedro Villalobos
PUDE TUDU' Ferreira Gongalo e Joéo DaSilva
-

BUM DIA'I @Y Gosto () Comentar (2 Partithar § ~

O0% 1.4mi Mais relevantes
"
466 partihas 49 comentérios

o 6
W ) * Maria Virginia Carvalho Bom dia hoje meu

sorriso é de alegria porque estio parabéns
beijinhos %
Gosto - Responder - 13 sem

\
:

\""‘-./ I

|

‘ ' Ana Paula Soares Silva Bom dia da
Noruega, muita neve, mas um sol

maravilhoso *g

e
t Escreve um comentirio. @) @@

Picture 22: Good morning Facebook Post

Another thing to be taken in consideration as a strategy of Facebook posting, is that
the descriptions of the post present the tag of the speaker who is on air at the radio, in this
case of Catarina Figueiredo, in order to show coherence and be current.

We noticed that this kinds of contents, funny gifs, things or events that everybody

have in common, help the brand proximity to followers.
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4.3.2.2. Website Content research

Another activity I participated to in RFM team was helping to search for information

to give to the responsibles of writing on the website.

Among the articles I helped to create, there is the one which involves me personally,

since it is about the false myths of italian foods (Picture 23).

LOGIN | NOVO REGIST

=] EﬁI. OE®E

0 QUE FAZEMOS COM A COMIDA [TALIANA QUE DEIXAOS
[TALIANOS DOIDOS? '

Arnscamos dizer que 30 POUCaS as pessoas que ndo gostam da gastronomia italana. Armscamos cizer que
as pessoas que venturaram na cozinha a fazer uma sim r exemplo. Na

vestir o avental, s80 muitcs 0s que acham que tém um itakano dentro verdade é que ndo é

por que a verdadeira comida italiana, s6 se come mesmo em Itélia Se tu sor SSes O que os itakanos
sentem quando vém aquilo que o resto do mundo faz com a sua comida... S6 visto. Deixamos-te aqui alguns

videos para comprovares O que te estamos a dizer

Picture 23: website article about italian food
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4.3.2.3. Social Media Marketig at Friday Boyz

Start: February 2018
End: March 2018
Hours: 10-11 am every friday

Duration: 2 months

As explained in the 3rd chapter, Friday Boyz is a new concept of radio program. The
idea is to start weekend one day earlier, on Friday, from 10 to 11 am. During this hour the
two speakers entertain their hosts, namely employeed who are brought there by their “cool
boss”, with dance music.

During the last two months I spent doing the internship, I followed the program each
friday, helping the speakers with taking pictures (Picture 24), sharing material online,
making live videos and stories on Facebook and Instagram (Picture 25), in order to create

proximity with RFM followers.

Picture 24: Friday Boyz live
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Picture 25: Friday Boyz Instagram Story
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4.3.2.4. Social Media Marketing at BFF

Start: February 2018
End: March 2018

Duration: 2 months

As a main activity of the last two months of internship at RFM, I followed the
program and speakers Jodna Cruz and Rodrigo Gomes to help them in their activities.
My daily task was to participate into a group of the team, sharing interesting news that I
found on online newspapers.

During the recording of their program I helped them, with another colleague, to share
contents (pictures, lives, stories and videos) on Instagram (Picture 26, 27) and Facebook,

and organizing the fun activities they proposed to their hosts.

Picture 26: Instagram story of BFF with two hosts
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Picture 27: Instagram story with survey on BFF
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4.3.2.5. Promo Videos for BFF

Start: February 2018
End: March 2018

Duration: 2 months

Following activities of BFF also meant helping them to produce fun and promotional
video on RFM Instagram and Facebook pages.

According to this task I have helped them, with another colleague of social media
department, to do researches of animated gift to put in the videos, assist them in recording
and editing the videos, sharing contents to promote the videos on RFM online platforms,
sharing the videos and following up by reacting to followers comments and questions, in
order to strengthen the power of these contents.

These videos were namely the remake of famous songs in a funny way (for example
dedicating a song to single people, to pets and others) (Pictures 28, 29), listing the funniest
names existing during the day of strange names (Picture 31) or, also, recording Pedro
Teixeira, a BFF host, reading the “hot” comments he receives to his pictures on Instagram.

We noticed that these videos made a lot of likes (Picture 30), especially on
Facebook, and that people asked for always more of them. We also gave a lot of
importance to the feedback given to followers comment, a thing that raised the reachability

of the posts.
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360 mil visualizagbes

Picture 28: Video dedicated to single people

’ PARA CA EPARA LA;

4

MUSICA BFF DEDICADA AOS CAES **

Picture 29: Video dedicated to dogs
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oo & Tu, José Pedro Pereira @ 20 mil outras pessoas Malis relevantes v

30 353 partilhas

‘ Escreve um comentario .\’-:_-) @ @ 5;;

M RFM © aqui est4 a dos gatos &
https://www.facebock.com/rfmoficial/videos/101565624505322923/

281 631 visualizacbes

Picture 30: Likes and shares on a BFF video

|-

TENTA NAO RIR COM ESTES NOMES VERDADEIROS

Picture 31: Video about weird real names
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CHAPTER 5 - CONCLUSIONS

5.1 Final Considerations

The evolution in technologies have brought many changes and developments in
media environment. Radios also have undergone a process of adaptation and evolution.

Technologies and platforms such as Social Media, have changed the way Radios and
Mass Medias promote their activities and communicate with their audience and listeners.

Nowayadays, in fact, radio listeners have more power than before in communicating
and giving a feedback to broadcasters. In this way, radio stations can either see this reality
as an opportunity to strenghten their presence on Social Media, deepening their influence
on its followers, either decide to avoid this fact and use just traditional media, staying

outside all the changing being faced by mass media.

5.2 Experience in RFM

According to my experience in RFM, this radio represents one of the best example of
how a broadcaster is undergoing these changes, having a positive and proactive reaction.

In fact, the radio where I had the pleasure to have my internship, as the finalization of
my Master’s in Marketing studies at Iade, can be told to be one of the main influencers
among portuguese broadcasters. Thanks to its staff, which develop its job with dinamic and
positive attitudes, RFM confirms its strong presence in Social Media, mainly in Facebook
and Instagram.

This work has both as a consequence and purpose, the one of increasing loyalty of its
audience, achieving better results on national scale.

During the internship spent at RFM I had the pleasure to reach the objectived that I
had fixed before starting it. I gained a better understanding of which are the inner workings
behind this kind of company, especially in Marketing, audience analysis and content
production field. I immersed myself in the portuguese work environment, managing better

communication skills both with colleagues and in operational activities. I came across
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wonderful people who give their best and more doing a job that they like and they are

passionate with.

5.3 Limitations

The only limitation had been the short time. In six months I had the time to get into
the company, understand the inner workings behind a radio, get to know with the main
processes of Strategic Marketing, Social Media content production and radio production.

If the internship had last more time, probably I could have deepened more some

aspects of interest, and helped more my colleagues with their daily tasks.
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ATTACHMENTS
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Activities done during the internship at Strategic Marketing Department, by October 2017.

Attachment 1 — Netscope — Grupo Renascenga Presentation - Website Ranking of September
2017 Datas

Ranking

dos Sites 5
NETSCOPE - tMBRO'1;

Marketing
Estratégico
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Ranking Netscope - GRUPOS DE MEDIA

SETEMBRO'17
N e e e e e
Global Media Grop 63600 033 16711966 46888067 328 668 584 137760167 190908 417
Cofina ATI7510 7 18461278 28686232 289687964 2 158392625 131295339 6,1
Media Capital 37050380 3 11524195 25520185 207814208 3 115291998 92522210 56
Impresa 25597435 4 720214 18327221 87015392 « 405TA911 46440481 34
RTP 8606512 5 4407137 4199375 22 085 303 7 9804487 12280816 26
Impala 5994362 6 981138 5013224 38854172 6 8971807 29882365 65
Addlick 5042310 7 1145628 3896682 8461 678 s 2238062 6223616 17
G'":" ;’;:::"‘“ 3761837 8 2269646 1857994 60311124 s 56527357 5490682 167
Motorpresslishoa 1690231 9 721951 968280 4333854 9 2481602 1852252 26
Clever Advertising 1493319 10 332724 1160595 1928 702 o 460489 1468213 13
Fonte: Netscope

RENASCENCA MULTIMEDIA e outras rddios

Ranking Netscope - Visitas
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RENASCENCA MULTIMEDIA e outras rddios
Ranking Netscope - Visitas (dados multiplataforma) SETEMBRO'17
VISITAS pese (%) pese (%)
Hiper FM 4999735 614214 123% 4385521 87,7%
Radio Renascenga 2524716 1341 086 531% 1183630 4,9%
TSF 1919098 617969 322% 1301129 67,8%
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Rddio Sim 17 900 12520 69.9% 5380 0,1%
Fonte: Netscope

RENASCENCA MULTIMEDIA e outras réadios

Ranking Netscope - Pageviews

| (OM53021836 |
s . REM46929437

| M8013738174 |

TSF7 942599

P

<~ SMOOTH7 834297

: - - - HIPER 6 427 129
1] :

‘ N (1D 4395 945
SE'16 OUT'I6 NOV'I6 DEZ'I6 JAN'IT FEV'IZ MAR'IT ABR'I7 MAINT JUNIT JUL'17 AGO'T SET'NT ™ peca4353176

SIM384618

Fonte: Netscope =o=Renascenga —o=RFM —-—Mega Hits =R Sim =———R_(omercial ——Smooth FM ——(idade FM ———M80 —— Hiper FM ——TSF

85



RENASCENCA MULTIMEDIA e outras radios

Ranking Netscope - Pageviews (dados multiplataforma) SETEMBRO'17

peso (% peso (%)
Radio Comercial 53021 836 48258 782 91.0% 4763054 9.0%
RFM 46929 437 44 452 506 94,7% 2476931 53%
M80 13738174 12792 898 931% 945 276 6,9%
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Fonte: Netscope
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RENASCENCA MULTIMEDIA e entidades no Top5

Ranking Netscope - Pageviews

B \_/\A/\J—rmm 2170
o T Record 131302912
:r (nn Man 104 376 414

T SNB63IIY

50000 000 W—/\(’_——M——-O—\O_q_\ 9'IFI4692'H37 <
| 30°RR8629356
., 8 =0 3. 3 2 e W e 4383176

SE'I6 OUT'I6 NOV'I6 DEZ'I6 JANZ FEV'I7 MAR'IZ ABR'I7 MAI7 JUN'I7 JUL'IT AGO'I7 SEF7( SB'SIM3s4Is

Fonte: Netscope === Renascenqu =O=RFM =o=MegaHits =o=R.Sim ====ABola ===Record ====(orreioManhii =0 Jogo ====JN

RENASCENCA MULTIMEDIA e Top10 Press

Ranking Netscope - Visitas

35000 000
30000 000 ——eee e
M SRR T

P _ PIN19170788
| 3" Record 18 481 604
nmwe /4 CorreiMan 18 150 131
“ 5'Jogo 16301822
— ~ | 8°DN 12737939
=10 Piblico 11050 140
10000 800 M—_/\—T"'M
16° ) Negécios 4 645 886
s — — 17" Caras 4 296 074
—M—M-J 25°RR2524716
8= ———— 3 =— — —— 8= wmumm ]
SET'I6  OUT'I6 NOV'16 DEZ'16 JAN'I7 FEV'I7 MAR'I7 ABR'I7 MAI'L7 JUN'I7 JUL'I7 AGO'17 SET'I7 186485
wsmnm

=O=Renascenga  =O=RFM =o=Mega Hits  =o=RSim == A Bola N e==Record
s (orreio Manhd =0 Jogo N === Pijblico e Expresso == Jornal Negécios === (aras

Fonte: Netscope

87



RENASCENCA MULTIMEDIA e Top10 Press

Ranking Netscope - Pageviews
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RENASCENCA MULTIMEDIA e TV's

Ranking Netscope - Pageviews
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Attachment 2 — Netscope Website Ranking of September 2017 Datas
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28| ™ 13.974.562 6 | 3.604.002  #mwus##y  56.581.828 7  17.732.265  38.849.563 40
129 | Noticias ao Minuto 13.261.257 7 3.505.012 | 9.756.245 60.230.187 6 26923361  33.306.826 45
730 | Diério de Noticias 12.737.939 8 1 3.886.217  8.851.722 39.630.539 10 20.176.192  19.454.347 3,1
31| 10L (Home Page e Servicos) 12.479.010 9 1 4719.834  7.759.176 37.592.496 11 17.241.002  20.351.494 3,0
32 | publico 11.050.140 10 4.751.512  6.298.628 37.334.273 12 24.090.729  13.243.544 34
133 | Bxpresso 9.427.789 11 3238316  6.189.473 28.670.305 14 16.343.464  12.326.841 3,0
EaR 8.606.512 12  4.407.137  4.199.375 22.085.303 16 9.804.487  12.280.816 2,6
35 | Mais Futebol 7.824.607 13 1.764.487  6.060.120 30.472.625 13 6.981.746  23.490.879 3,9
36| sic 7.179.785 14 1.787.411  5.392.374 23.656.201 15 8.991.152  14.665.049 33
37 | Hiper M 4.999.735 15 614.214 4385521 6.427.129 38 785.769 5.641.360 13
38 | Jomal de Negécios 4.645.886 16  3.060.500  1.585.386 13.450.101 24 9.272.321 4.177.780 2,9
139 | caras 4.296.074 17 1.144524  3.151.550 20.415.546 18 8.987.304  11.428.242 48
140 | 0 Jomal Econémico 3.706.290 18 | 1.878.770 | 1.827.520 8.563.184 31 4.944.028 3.619.156 23
41 | Dinheiro Vivo 3.046.276 19 838.203 | 2.208.073 15.050.188 22 5.283.517 9.766.671 4,9
42 | Ta Bonito 2.958.986 20 794746 2.164.240 4.540.500 42 1.458.975 3.081.525 15
43 | Exonomista 2.789.445 21 742.407  2.047.038 4776618 41 1.384.121 3.392.497 17
44 | Flash 2775792 22 1 1.035.982 | 1.739.810 21.240.254 17 10.113.162  11.127.092 77
45 | visio 2745399 23 599.373  2.146.026 4.051.689 45 1.365.030 2.686.659 1.5
46 | Sabado 2.541.856 24 830.608  1.711.248 10.051.510 27 3.990.638 6.060.872 40
47 | Radio Renascenca 2.524.716 25  1.341.086  1.183.630 8.629.356 30 6.571.517 2.057.839 3,4
48 | Delas 2.518.662 26 407.186  2.111.476 15.293.674 21 3.352.389  11.941.285 6,1
49 | Nova Gente 2.082.084 27 329911 | 1.752.173 16.110.504 20 3.841.729  12.268.775 77
50 | TsF 1.919.098 28 617.969 __ 1.301.129 7.942.599 33 4.722.281 3.220.318 4,1
<« » » 7] Setembro / Dominios e Apps. Tn
Normal View Ready Sum=0 v | T 7

Attachment 3 — Online Audiences — Week 16/22 October 2017 (Triton Digital)

Audiéncias semana ge

do online 16a22
Out'17
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RFM

Ouvintes da Emissdo Online em 2016 e 2017

567.533 562.662

544.839
536.692 527.600 518.038
517.746 48&837502484
455.474

498A55506340525]78

SET"16 NOV'16 JAN'"17 MAR'17 MAI'17 JUL17 SET"17

Fonte: provider de gtragming .
(Tetop Digital) - Utilizadores

RFM Audiéncia Instantanea do Online

Ouvintes
25.000

22.500
20.000
17.500
15.000
12.500
10.000
7.500
5.000
2.500

0h00
01h00
02h00

03h00
6h00
00

(=]
(=]
o

04h00
05h00
08h00
10h00
11h00
12h00
13h00
14h00
15h00
16h00
17h00

18h00

19h00
20h00
21h00
22h00
23h00

o o o

——2°F 16.out —3%F 17.out —4°F 18.out =5 19.out —6°F 20.out —Sab 21.out ~——Dom 22.out
Fonte: provider de streaming

(Tritop Digital) - recoina de dados
feita no cia 230ur17
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RFM Audiéncia Instantanea do Online

'8 38888888 ¢888288%888%88¢88¢88 88

8883885883883 88c¢2&38KANR
—2°F 16.0out —2°F 9.out —2°F (média Out'16)

RFM

|

Audiéncia Instantanea do 3 F

Online 1

- 7.out

22!':):“

20.000

17.500

15.000

12,500

10.000

7.500

5.000

2,500
0<> o o S S o Py o o =y P =y ° o ° o ° o ° =y ° o ° S
2 2 2 2 B 2B B 2 2B 2 2R R R2REBR2E2R2R2RE2R2RR2CRCEB
8 5 8 8 83 8 8 5 8 8 2 v ¢ 2 = 8882 822 2 3 48 g

—3%F 17.out —3%F 10.out —3%F 3.out —3%F (média Out'16)
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RFM 4°F

Audiéncia Instantanea do Online

o 18.out

22500

20.000

17.500

15.000

12,500

10.000

7.500

5.000

2,500
‘s 888888888888 ¢8¢8888888¢8¢ss
8 5§ 8§ 383 885838383 F 68k 2L AR

—4°F 18.out —4°F 11.out —4°F 4.out ——4%F (média Out'16)

RFM 5F 19

Audiéncia Instantadnea do Online
.out

25.000
Ouvinos

—5°F 19.out —5°%F 12.out —5%F S.out —5%F (média Out'16)
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RFM 6°F

Audiéncia Instantadnea do Online

e 20.out

22500

20.000

17.500

15.000

12,500

10.000

5.000

2500
°§§§§§§§§§§§§§§§§§§§§§§§§
8 5 8§ 3 3 885838 ¢8c 388§ b B8 ® 33 K5 8

~—6%F 13.out 6% 6.out —6°F (média Out'16)

RFM Sab

Audiéncia Instantanea do Online 2 1 t

e .OU

22500

20.000

17.500

15.000

12,500

10.000

7.500

5.000

2500
<

0c> > = = > y r - > = =y =y P > = =y P =~ = =y = P~ P =y
2 2 2 2 2 2 2 2 2 2 2 2222282822222 ¢8e4¢ez¢e
8 5 8 33 885 88¢¢§F 3 8 F 83238 5 R

—S8ab 21.out ——8ab 14.out —Sab 7.out —S8ab (média Out'16)
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RFM Dom

Audiéncia Instantadnea do Online 2 2 Out

25.000
Cunivies

22,500

20.000

|
/

00h00
01h00
02h00
03h00
04h00
05h00
06h00
07h00
08h00
08h00
10n00
11h00
12h00
13h00
14h00
15h00
16h00
17h00
18h00
19h00
20h00
21h00
22h00
23h00

—Dom 22.out —Dom 15.out —Dom 8.out —Dom (média Out'16)

FICHATECNICA

AUDIENCIA INSTANTANEA DO ONLINE: Numero de ouvintes ligados online em
cada minuto.

OUVINTES ONLINE - UTILIZADORES UNICOS: nimero de utilizadores ligados &
emissao online por um periodo minimo de 60 segundos. Este nimero é estimado
com base no enderego IP e na lista de browsers, aplicagdes e players usados para
ouvir a emissao online.

Fonte: provider de streaming (Triton Digital).
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Attachment 4 — Fonts of Online Audience — Triton Digital

-
\)TRITON Streaming | ~ User : Erica Parreira ~
Live Analytics
Navigator x Report Manager [seve JEEIED - E3
b (#) Grupo Renascenca
Type: | Standard Reports v | Peak Users v
Period: | Daily v | 10/16/17 (i
Data Sets to Report Against:
Drag item here Drag item here Drag item here Drag item here Drag item here
o = Smin |v|  ExportAs:|Select Format |

Standard Reports - Peak Users for station RFM
Period: 10/16/17 - View by: 5 min

12K /_—_\_/——\_

Users

JZ:EDAM 3:00 AM 6:00 AM 9:00 AM 12:00 PM 3:00 PM 6:00 PM 9:00 PM
Time
® O O [T Standard_Reports_Peak_Users_Daily_10-16-17_10-17-17_Created_10-24-17_1-40_PM_UTC.xls e
PESHES XD BE# @60 38K (R Gearch in sheet ) »
#A Home I Layout I Tables I Charts I SmartArt l Formulas ] Data l Review ] | A
Edit Font Alignment Number Format Cells Themes
BT RC = CAm
: 4 : ¢ |seceo
Paste | B | 1 | 18] J | & M A Tl Aign \[@ " %] > J :Eg:'r:gt'%:al Styles - Actions = Themes Aav
: : : 9 : : :
Al 1 @ @ ([ fx| *statistics Type: E
N B8 [ ¢ [ b [ E [ F [ & [ W [ 1 [ J [ K [ v [ M T N [=
L |'Statstics 1Peak Users
2 |"Period: " Daily
3 |"Selected C 10/16/17
4 |Time Broadcaste Staton Mount Users Peak Event
5 |12:00AM Grupo Ren RFM (WES ALL 1661 N/A
6 [12:205AM Grupo Ren RFM (WES ALL 1643 N/A
7 |12:10AM  Grupo Ren RFM (WES ALL 1642 N/A
8 [12:15AM Grupo Ren RFM (WES ALL 1639 N/A
9 |12:20AM Grupo Ren RFM (WES ALL 1632 N/A
10 |12:25AM  Grupo Ren RFM (WES ALL 1636 N/A
11 |12:30AM Grupo Ren RFM (WES ALL 1620 N/A
12 |12:35AM  Grupo Ren RFM (WES ALL 1626 N/A
13 |12:40AM Grupo Ren RFM (WES ALL 1600 N/A
14 |12:45AM Grupo Ren RFM (WES ALL 1613 N/A
15 |12:50 AM Grupo Ren RFM (WES ALL 1594 N/A
16 |12:55AM Grupo Ren RFM (WES ALL 1584 N/A
17 |1:00AM  Grupo Ren RFM (WES ALL 1574 N/A
18 |1:05AM  Grupo Ren RFM (WES ALL 1542 N/A
19 |1:10AM  Grupo Ren RFM (WES ALL 1547 N/A
20 [1:15AM  Grupo Ren RFM (WES ALL 1555 N/A
21 |1:220AM  Grupo Ren RFM (WES ALL 1537 N/A
22 [1:25AM  Grupo Ren RFM (WES ALL 1524 N/A
23 [1:30AM  Grupo Ren RFM (WES ALL 1438 N/A
24 |1:35AM  Grupo Ren RFM (WES ALL 1484 N/A
25 [1:40AM  Grupo Ren RFM (WES ALL 1468 N/A
26 [1:45AM  Grupo Ren RFM (WES ALL 1465 N/A
27 |1:50AM  Grupo Ren RFM (WES ALL 1465 N/A
28 [1:55AM  Grupo Ren RFM (WES ALL 1445 N/A
29 |2:00AM  Grupo Ren RFM (WES ALL 1435 N/A
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31 [210AM  Grupo Ren RFM (WES ALL 1425 N/A
32 |215AM  Grupo Ren RFM (WES ALL 1432 N/A
33 |2:20AM  Grupo Ren RFM (WES ALL 1403 N/A
34 |2:25AM  Grupo Ren RFM (WES ALL 1398 N/A
35 |2:30AM  Grupo Ren RFM (WES ALL 1381 N/A
36 |2:35AM  Grupo Ren RFM (WES ALL 1375 NA
37 |2:40AM  Grupo Ren RFM (WES ALL 1362 N/A
38 |2:45AM  Grupo Ren RFM (WES ALL 1366 N/A
39 |2:50AM  Grupo Ren RFM (WES ALL 1356 N/A
40 |255AM  Grupo Ren RFM (WES ALL 1361 N/A
41 _|3:00AM M (WFS Al | 1348 N/A
<< > i Standard Reports - Peak Users | + JIT | [
Normal View ] Ready ] Sum=0 4




Attachment 5 — Music Programming Test — Intercampus (4 November 2017)
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Attachment 6 — Music Programming Test — Demographic Data Analysis
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Attachment 7 — Campaign Proposal for homeless people

Campanha
Cachecgis -
Gorros

Sensibilizagédo para os
sem-abrigo
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Objetivos

* Promover a/as radio/s do grupo associando uma iniciativa de

solidariedade;
* Solidariedade para os sem-abrigo durante a altura de mais frio em
Portugal;

» Sensibilizacdo do cidaddos portugueses ao tema das pessoas sem-abrigo;

* Reciclagem dos presentes deste Natal e/ou dos Natais passados para uma
boa causa;

Onde nasceu a iniciativa?

Fonte (14/12/2017):
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Historia da Iniciativa

2008 — Nasceu Chase the Chill (Easton, Pennsylvania, USA). Foram eles a
lancar pela primeira vez essa iniciativa. Essa ideia se tornou quase um habito, em
G alguns lugares dos USA, no inicio do inverno de cada ano.

« @)

Informagdes da empresa MAIS INFORMAGOES
¥ Fundada a 2008 @ Sobm ,
A, charity, and yarn bombing: An annual happening with a
® Miss3o case
Celebrating the art and beauty of knitting and crocheting, O Descrigdo da empresa
building community, generating positive interest in a location, A loose coalition of stitchers and groups who independently
and sharing with others, make scarves throughout the year and them come together
in late fall 10 paint the town with yamn. There are few rules:
H|STOR‘A Anyone can participate in any part of the process. Join us in
£aston or start your own event in another location.
An annual graffiti'yarn bombing event that distributes O Informag3o geral
scarves in public places so that those in need —regardless Scarves drapad on trees, bridge walkways, Signs, and other
of income and without any qualifiers—can help puDiC 200 ight in Easton,
themselves. PA, for the first time in fall 2010. Each one included a hang

tag inviting anyone to claim ownership of the scarf.

Historia da Iniciativa

2008 — Nasceu Chase the Chill (Easton, Pennsylvania, USA). Foram eles a
lancar pela primeira vez essa iniciativa. Essa ideia se tornou quase um habito, em
S, alauns lugares dos USA, no inicio do inverno de cada ano.

Informagbes da empresa MAIS INFORMAGOES
¥ Fundada a 2008 O Sobre
A, charity, and yarm bombing: An annual happening with a
® Missdo e
Celebrating the art and beauty of knitting and crocheting, O Descrigio da empresa
building community, generating positive interest in a location, A loose coalition of stitchers and groups who independently
and sharing with others, make scarves throughout the year and them come together
in late fall 10 paint the town with yam. There are few rules:
H|SYOR|A Anyone can participate in any part of the process. Join us in
£aston or start your own event in another location.
An annual graffiti/yarn bombing event that distributes O Informag3o geral
scarves in public places so that those in need —regardless Scarves draped on trees, bridge wallkways, signs, and other
of income and without any qualifiers—can help public locations appeared overnight in downtown Easton,
themselves. PA, for the first time in fall 2010. Each one included a hang

1ag inviting anyone to claim ownership of the scarf.
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O que foi feito nos USA (2015)

GOOD NEWS 01232015 09:23 am ET | Updated 4 days ago

Groups Place Free Hats And Scarves Around
Cities, Spread Warmth To Those Who Need It
Most

ﬂ By Kimberly Yom
Hats and scarves have been spotted around several areas that are experiencing frigid
temperatures this winter. The apparel — which has shown up in cities including Edmonton
and Winnipeg in Canada, and Wilmington, North Carolina — comes with messages urging
those in need to take the winter wear.
“l am not lost!" a message attached to a scarf in Wilmington reads. “If you are stuck out in

the cold, please take this to keep warm!”

Fonte (12/12/2017):

RFM |

Lisboa: iniciativa parecida, cachecdis tricotados
por voluntarios locais (2012)

AMBIENTE, INTERVENGCAO SOCIAL

Arvores especiais ddo cor a Almirante Reis
No ambito do projeto de dinamizagao “Natal & Avenida®, as arvores da Avenida Almirante Reis, junto
a Igreja dos Anjos, foram decoradas, dia 12 de dezembro, com cachecdis tricotados por voluntérios
locais, que convidavam todos os moradores a participar.

Paralelamente, e para assinalar de uma forma Unica o Natal nesta Avenida, foram colocadas na
Igreja dos Anjos, na Praga Jodo do Rio, na Praga de Londres e no Largo do Intendente, quatro
pinheiros de Natal feitos com garrafas de plastico, latas, rolhas, caricas, tampas e outros
desperdicios. Um exemplo de como o lixo se pode transformar em arte.

Estas iniciativas, da Camara Municipal de Lisboa e das Juntas de Freguesia dos Anjos e Sdo Jodo de
Deus, contaram com a participagdo de um grupo de voluntarios locais e do Banco de Voluntariado
para a cidade de Lisboa.

As "Arvores com f(r)io" e os "Pinheiros de Natal" podem agora ser vistos por toda a populagao.

Fonte (13/12/2017):
DOd
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Noticias em Portugal

Um cachecol nilo cobre o corpo todo, mas decerto aquece 0 pescogo ¢

talvez também o coragilo. E assim as criangas de uma escola de Turim
decidiram prend
centrais da cidade, deixando-os a disposigio dos sem-

0s seus cachecois as drvores de uma das pragas

abrigo, obrigados a enfrentar nas ruas as geladas noites de Inverno.

Num mundo que anda & pressa, havia o risco de que 0 seu genuino gesto
de solidariedade nio fosse compreendido e até visto como uma nova
forma de decoragio natalicia ou uma original instalagiio artistica. Por
i$s0, junto aos ramos de que pendem cachecdis de todos os aspetos,
cores e fantasias, colocaram cartdes em forma de coragiio que se dirigem
diretamente a quem passa necessidade: «Tens frio? Leva-me. Eu
aquego-te». Uma mensagem simples mas profunda, educativa para as
criangas e edificante para os adultos.
A ideia de prender os cachecdis para os colocar a disposigio dos sem-
abrigo chegou dos EUA, onde, em alguns locais, se tornou quase um
hibito, a0 inicio do inverno. Em Itdlia foi hd algumas semanas
experimentada em Bolonha, por parte de uma associagio da cidade. Em
Turim foram as criangas a p6-la em pritica: os cachecéis dados pelas
classes tornaram-se em poucos dias mais de 150. E ji se acrescentaram
alguns gorros.

Fonte (13/12/2017):

hitp://snpcultura.org/cachecois_para_aquecer_o_coracao.html

RFM

O que foi feito em Torino (2017)

Le sciarpe dei bimbi appese agli alberi “Per chi
non ha nulla”

Liniziativa nata dai bambini della classe V della scuola elementare Rita Levi Montalcini Un
aiuto ai senzatetto per permettere loro di scaldarsi nei mesi piu freddi

“Cachecdis das criancas pendurados as arvores — Para quem néo tem

nada”. A iniciativa criada pelas criancas da turma V da escola primaria
Rita Levi Montalcini. Uma ajuda as pessoas sem-abrigo, para lhes

permitir de se aguecer nos meses mais frios.
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O que foi feito em Bologna (2017)

Sugli alberi di '
Bologna arrivala
sciarpa sospesa:
"Cosi i senzatetto
potranno scaldarsi
ininverno"

L'iniziativa dei Guardian angels parte da due quartieri: “Invitiamo i cittadini a donare un capo che non
usano pin”

S MICOL LAVINIA LUNDARI

“Nas arvores em Bologna chega o cachecdl suspenso: “Assim o sem-

Angels incentiva os cidadados a doar uma roupa gue ja ndo usam.

Fonte (12/12/2017):

O que foi feito em Bologna (2017)

\\h] / |

% 1y NOT LOST
{ you find « the cold,

AN

O “Cachecdl suspenso”, a solidariedade made in USA chega em
Bologna.

Fonte (12/12/2017):
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Conceitos da campanha

+ Presentes do Natal inutilizados (porque ndo gostamos ou néo precisamos..).
* Ajuda a combater o frio do inverno as pessoas sem-abrigo.

+ Bilhete personalizdvel em cada cachecdl (e/ou gorro). O bilhete pode ser

distribuido a partir do lancamento da campanha por um periodo de tempo nas.
pracas principais do centro de Lisboa e Porto. A messagem podia ser, por
exemplo: “N&o estou perdido. Se estas com frio, pega-me para te aquecer” mais
1 ou 2 linhas que as pessoas podem preencher com uma mensagem de
solidariedade. SR e
: LOST ‘
$ i NPT i the cold, !

1f you find Jourscii
Take this 1o keep warm. I

Atuacao da campanha

+ Periodo: depois do Natal, antes da altura do ano mais fria (segunda metade de
Janeiro).

* Onde? Centro de Lisboa e Porto. O lancamento da campanha podia ser feito a
partir da Avenida da Liberdade. A distribuicdo dos bilhetes podia ser feita nas

principais pracas do centro de Lisboa e Porto.

» Canais de lancamento da campanha: social media principalmente. Preferivel o

efeito surpresa.

* Lancamento da campanha durante um evento em qual partecipam as radios
do grupo, reproducido em direta (Facebook e Instagram) e seguido da uma
promocdo consistente na distribuicdo dos bilhetes personalizaveis nas

pracas principais do centro de Lisboa, lancamento do Hashtag da campanha

nos social media (#doaumcachecol #juntoscontraofrio..)
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Attachment 8 — Facebook and Youtube Analysis Proposal for RFM

Facebook
& YouTube

Objetivos:

A) Gerir os Valores da pagina RFM para verificar o seu andamento
dentro dum determinado periodo de tempo. E importante que esta
andlise seja feita semanalmente (Facebook) e mensalmente
(Youtube), e comparando sempre com o periodo anterior.

B) Verificar a eficacia dos Contelidos da pagina/canal RFM

C) Sempre que possivel, comparar Valores e Conteidos da RFM
com valores/conteldos da Radio Comercial

D) Ver o que estamos a fazer e o que pode ser feito em termos de
“atendimento” e “feedbacks” aos clientes e potenciais clientes

E) Produzir mais visitas ao website da RFM, a partir do Facebook e do
YouTube
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YouTube TV

YouTube Gaming

YouTube Music

YouTube Kids

Creator Academy

YouTube for Artists

Nota: Creator Academy (YouTube)

Analizza i dati con YouTube Analytics ~ ~+
YouTube Analytics ti mostra la situazione del

tuo canale. Impara a individuare le tendenze per
scoprire cosa é efficace e cosa non lo & Scopri

chi guarda i tuoi contenuti, cosa gradisce e

)

= DETTAGLI

Valutazione del canale +
Scopri come adottare un modello coerente per
misurare || rendimento di un cal
individuare le opportunith di crescita. Identifica
le domande da fare e | dati da analizzare per

8 DETTAGLI

Nota: Creator Academy (YouTube)

Q

Definire una strategia per i contenuti =+
video

1 brand che hanno successo su YouTube creano
contenuti che offrono un valore aggiunto agli
spettatori: video che la gente vuole guardare.

=, DETTAGLI

Fai latua i =

2

Resta sempre sulla cresta dellonda
conquistando la fedelta dei fan. Interagendo
con il pubblico su YouTube e su altre
piattaforme puoi ottenere grandi risultati

=, DETTAGLI

109



Métodos:

A) Medir semanalmente os sequintes valores e compara-los com os
da semana anterior

Facebook YouTube
A des ra Pagira . Viauwiragtes da Pigra ' e esstangies de Pagne
258 22 856 2195 B [
S
1.294985 v 2374
Geatire e Pagra O Aeses © Mecomerdegoee
Viavabzraroni
2017 2410689 2
—— —~ / \ 491833 v
st cnopttants  © | Wi R [P P PRI — s |
615920 1294 845 2228
_““/\\_ e T /\a

RFM

Métodos:

B) Dividir todas as partilhas por TIPO (video, link, foto, artigo..) e por TEMA (“dia
do.."..), por ordem decrescente do numero de interacdes.

Todas as publicagdes publcadas Primi 10 video
Acace g Tage B o en poncacten ] Peagtes orertaron o parst - Tevee 8 cacetisanane e -
Owre * Pteagte T Patesshe  Anee - Promagte - AL m m ?
e Nenutose =
Wiose. = ¢ = - = . oy - .
waeame ol o |wm u — - o, “ 2
N» wsy - 3
ol - e m ! ==
K ee 7w n 2
waoar R . P
Bosoiss. o o - = == o - 1
100 Come aawm, amarnd 4 - e N3 . 3 3
P « @ na ol
02¢ S8 0 s
[P ol © | PO —
ot esan - =
p— PP 2
R Yo— o——
e @ © = 8 = n aun n




Métodos:

B) Fazer uma lista das primeiras 10 melhores publicacdes (com mais
interacdo) da semana em anadlise, e compara-las com as 10 melhores da

semana anterior (interacdes, alcance, tipo e tema da partilha).

Questionarios quantitativos e qualitativos (ou focus groups de 5/6 pessoas) para
verificar a eficacia das varias tipologias de “posts”, perceber a maior frequéncia

de cada tipologia de posts e apanhar sugestdes nas varias discussdes (focus
group).

Métodos:

C) Comparar Estatisticas (destacados em “Vista Geral” dentro de “estatisticas” do

Facebook) da Comercial e da RFM; comparar os melhores 10 Contetidos da semana das

duas paginas.

No Facebook esses valores ja’ estdo na secao “estatisticas”. No YouTube e’ preciso
pesquisar no canal da Radio Comercial.

Pagina Namero total do G Da semana passa Publicacdes da se Intoragho osta semana
1 Q Rédio Comercial 1.m 202% 10 2707 I
T
o D mrM 1m o & 1K -

3 Cidade 815,2K 0% a 775 .
= Hiper Fm 5133K A02% 60 283 8
5 g Mega Hits 416,9K 0% 20 1.5¢

£




Métodos:

D) Andlise das interacoes que temos com as pessoas que fazem comentarios e/ou
reclamacoes em termos de quantidade e qualidade. Esta anélise € mesmo_ importante

porque as nossas acdes podem aumentar a satisfacao dos ouvintes e torna-los mais fiéis.

NOTA: reclamacbes, comentarios (positivos ou negativos que seiam) representam uma consulta
gratuita (Marketing Relacional).

LN -
P——— T T
44005 estros
RFMO 4 morticas
Ccrem
Qsmmms,-n R - @
. St C— 12 71 b 1448 €

Aradio 1 em potugal 30U Suvints & 30 s & Minha racko de ekeicad, Goatel c

Pbisyies I incltiv de irem fazer radko 808 CONsehos fusHQaTos DEOS INCEndos de 15 outubr
Viseos . fol pena nao rem a0 conseiho de argant 1 dos Mais Astigados Mas fca a dica vao
2 50T 00 COr MAtA 0 MAGAMC gA d2 PENa © AKIEAS 0a 5673 DAra verem
Foeon SOU LIMA CLVINTD PASCIA NA S6rA GO BCOF @ 8 vivir em ISDOR Mas S0 a8 Mishas.
— Crigens 1enho Dera de agra ver 10 VEStdo B8 NGO & NN SATa bis para tdos
Gosto Comentsr £ Partihar
Youkoe © o
Scere. 00
Crimcas c
Buid a Cramot
Pramcn Woren RFM Fatima Rodrigues «.acou RFM - @
” 800 ¢

¥ers 4 EIEA o manhA & neste Aremann we s sain e faes & oA na & Rote

Métodos:

D) Como medir?

Frequéncia: semanal (comparagéo com semana anterior).

1- Nas reclamacodes os clientes classificam a RFM dando de 1 a 5 estrelas; depois
dividimos os clientes em 3 grupos: positivo (+) (4-5 estr), neutro (=) (3 estr) e negativo (-)
(1-2 estr). Verificamos semanalmente se ha melhorias ou ndo no nimero dos votantes por

tipologia.
4.4 de 5 ostrolas

- H4m
- 48m
as ® 12m

lestela ® 13m

2- Analisar o nimero de criticas/estrelas sobre o nimero dos “followers” (percentagem de
pessoas que gostam da radio e a avaliam)

RFM

112



Metodos:
D) Como medir?

Frequéncia: semanal (comparagdo com semana anterior).

3- Analisar o numero de criticas/comentérios com resposta nossa e/ou reacdo em relacéo
ao numero total de criticas/comentarios recebidas durante a semana em analise.
;«n;;;&nwmwmammmame Jacinto Maravalhas avalou FFM - @D
ndo conseguiram i & freguesia de SERPINS onde era necessdno a malor ajuda ¢ e"s".‘m“'-’, 3

onde também hd bombeiros . Claro o problema é sempre da coordenagdo , claro
mas cuve tempo para r 30 Licor berlio , Clar houve 1empo para passear na serra

A rim n8o respeita a lel nem as pessoas no envio abusivo de emails de propaganda

mas infeizments onde for 3 GeSGrAGa ONGR ArCEram Casas Al [4 N0 tveram tempo . ‘em que a funcionalidade de remover ndio funciona. Jd tinha denunciado a stuagdo
ndo enganem os portugueses ¢ s6 fachada . mas estiio-se a marimbar. Exempio da falta de ética e da conduta desta empresa
) Gosto (D Comentar 2 Partithar @) Gosto (D Comentar 2 Partihar
ooe
% Ana Cristina Siiva avalou FFM - @D

Nanca Ellzeu N3O Me aCmira pOMUe QUAaNco O presidents da Caman talou em drec * M2 29 €

G0 Oivera 0O HOSDAN 1AMBAM %2 UM AQACECHTENO om Qeral a 100as a3

COPOagtes Co DOMEENtS em especial 308 Ca LOUSA @ 08 08 SEMins i Mmensceram The Bestlll!

nenhuma mencao especifica. Porgue serd? Oceano Pacifico, café da manh®™ ___ ou seja, ridio de exceldncia, de manhd 4

Gosto - Responder @ 2 1511 48 1258 noitelt!

Pauio Palva Oha Femanda também acredto que a CML no tenha 4o que havia Always RFM.

Bombewros em Serpins

Gosto - Responder - 111 &s 1421 g5 Gosto () Comentar 2 Partihar
r, Luis Pauio M. Marting Lousd @ Lousd 1o 0 resto § tada
180 Gowo - Responcer - © 1 1511 i 15 00:s

Aida Marques Bem dito Paulo Pava

Gosto - Responder - 16/11 s 833 t Saaots i Aot @ 8 0
M, Corcaicas Piipe Vel & Dana ser parihadol! C o

RFM

Métodos:
D) Como medir?

Frequéncia: semanal (comparacéo com semana anterior).

4- Analisar o nimero de comentarios as nossas partilhas que receberam resposta nossa
e/ou reacdo em relacdo ao numero total de comentérios recebidos durante a semana em
exame aos 10 melhores posts da semana.

NOTA: comentarios mais populares as nossas publicacdes, comentarios as publicacdes dos visitantes.

Pusicestes 603 vatartes
‘;—-.n-.—--u

Co8 FEN N 1000 B [ras P Sn3ae S B0 s
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Attachment 9 — Facebook Contents Analysis of RFM Facebook compared to Radio Comercial —

28 December 2017 to 3 January 2018

Analise
Facebook

| 2811217
| -3/01/18

Radio Comercial

MENOS

&N “TEMOS DE COMBINAR™

E MAIS

“VAMOS AGORA

POST4 - 29 Dezembro: POSTS5 - 2 Janeiro:

3,4m reacdes. 5,1m reacdes.
940 comentarios 168 comentarios 255 comentarios
499 partilhas 1239 partilhas. 1235 partilhas
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Contenldos: 10 melhores publicacies
Radio Comercial

]

2018
ESTOU
PREPARADO!

FELIZ 2018!

TENS AQUI A CHAVE! ENTRAMOS JUNTOS?

POST7 - 1 Janeiro: POSTS - 31 Dezembro: POSTY - 31 Dezembro:
3,4m reacdes. 3,1m reacdes. 2,6m reacdes
98 comentarios 76 comentarios 291 comentarios
719 partilhas 1254 partilhas. 399 partilhas

EﬁI. Fonte: estatisticas do Facebook (4/01/2018)

Conteudos: 10 melhores publicacées
Radio Comercial

HOJE NAO SOU A |
MESMAPESSOA | “**3issazeer™

QUEERANODIA | ‘“wrie
1DE2017.

Eﬁ:{. Fonte: estatisticas do Facebook (4/01/2018)
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-

GOSTO MUITO
DE ALGUEM

QUE FAZ ANOS
EM JANEIRO!

ANA DO CARMO

POST1 - 1 Janeiro:
14m reacoes
6,3m comentarios
7313 partilhas

Contenudos: 10 melhores publicaces

Radio Comercial

-4

3JANEDIADA -
VAN ESSA SE OLHAR ASSIM
NARUANAOE
ENGATE. E MIOPIA.
SRR comesiin B

POST2 - 3 Janeiro:
5,1m reacdes,
5,6m comentarios
6272 partilhas.

Conteudos: 10 melhores

Radio Comercial

2017FOIO
ANOEMQUE
TIVEUMFILHO!

9m reacdes
3,9m comentarios
4861 partilhas

POSTS5 -1 Janeiro:
10m reacdes.
71 comentarios
3688 partilhas

POST3 - 2 Janeiro:
19m reacdes.
2,2m comentarios
3239 partilhas

publicacoes

T

MARQUE UMA
PESSOA QUETENHA
TORNADO MELHOR

OSEUANO!

AmMER cOeni

5,4m comentarios
708 partilhas
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Conteudos: 10 melhores publicacdes
Radio Comercial

e Radic Comercal

€. mastil

SrProsicente. AQOrR ¢ 3 NOSSE ez 08 MRt O AeCto; RAPKIAS Mmeihors.
Wiison Morvado

QUE COR VAIUSAR?
SORTE E SAUDE
DINHEIRO

PAZ

AMOR _
ABUNDANCIA

f’"’/ : \'{;

\ ¥
PARABENS
SALVADOR!

Marcelo foi internado

Prosscunte 08 AepUDACS v r CORRDD & T YA

POSTY7 - 28 Dezembro: POSTS - 28 Dezembro POSTY - 28 Dezembro:
9,9m rveagoes 6,8m reacdes.
589 comentarios
295 partilhas

Conteudos: 10 melhores publicacdes

Radio Comercial

INFORMACAO MUITO UTIL

FERIADOS 2018
POST10 - 2 Janeiro:

30 DEMARCO - SEXTA-FEIRA 4,7"1 @“Q@%

5 DE OUTUBRO - SEXTA-FEIRA ;
25 DE ABRIL - QUARTA-FEIRA 231 comentarios

1DE MAIO - TERGA-FEIRA 2692 partilhas
31 DE MAIO - QUINTA-FEIRA
15 DE AGOSTO - QUARTA-FEIRA
1 DE NOVEMBRO - QUINTA-FEIRA
NATAL - TERGA-FEIRA
DIA DE ANO NOVO - TERGA-FEIRA

Eﬁ:. Fonte: estatisticas do Facebook (4/01/2018)
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Comparacao Comercial - RFM
semana 28/12/17-3/01/18

P —
Pagina Namero total de Gi Da passa Publicagoes da se cao esta
1 Q Radio Comercial 19m . .01% 44 2239k S
TU
2 M RFM 1.7m 0% 51 o6« M
Nota:

GOSTOS (Comercial): 1.948.860
GOSTOS (RFM): 1.668.759

EﬁI- Fonte: estatisticas do Facebook (4/01/2018)

Conteudos: reacoes 10 melhores posts
Comercial/RFM

20000
18000

16000
14000

12000
10000

8000
6000

4000
2000
0

Qoé\ Q% QOQ\ <2°9\ QOQ\ <2°9\ QOQ\ <2°9\ &

[Iﬁ:i- Fonte: estatisticas do Facebook (4/01/2018)

SV R R N I B
&)

QO

B Reagbes Comercial
O Reagbes RFM
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Conteudos: comentarios 10 melhores posts
Comercial/RFM

7000
6000

5000
4000
3000 ¥ Comentarios Comercial
@ Comentarios RFM
2000
1000 I_ l
0 b e

ECINN
&
4

<z°6 <2°6 QO@ QO@ QO6 <2°@ Q°® & QO

Eﬁi- Fonte: estatisticas do Facebook (4/01/2018)

Conteudos: partilhas 10 melhores posts

Comercial/RFM

8000
7000
6000
5000

4000
B Partilhas Comercial
3000 B Partilhas RFM
2000
1000 ‘
0 J

Eﬁm Fonte: estatisticas do Facebook (4/01/2018)




Attachment 10 — Facebook Statistics Analysis of RFM page — December 2017

Estatisticas

Facebook

Dezembro

:. 2017

grefsconBanss

Gostos da pagina Facebook

1.669.000
1.668.000

1.667.000 /

1.666.000 /

1.665.000 )

1.664.000 / =—Total de gostos
1.663.000

1.662.000
1.661.000
1.660.000

e s T TSRS

ST O BRI OO RK IS B KIS

T - - v v N N N N N ™M

i
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Novos e cancelamento de gostos

no Facebook

S —

——

1.200

1.000

CLLE
(490}
cliee
cL/8e
(494
(49014
cL/se
cLive
cliee
clree
cie
cl/oe
cLi6l
cLi8l
cLiLL
cLol
(47517
clivl
cLiel
cLrel
[4%1%°
cLiolL
cL/6

cL/8

(4973

cL/9

(475

cLy

cL/e

(4914

cL

===(Cancelamentos de gostos por dia

===(0stos novos por dia

dia

dg1ina por

’

Visualizacoes da

A

3.500
3.000
2.500
2.000

1.500 -

1.000 -

500

clLE
cL/oe
cL/ee
cL/8e
cLiie
cL/9e
cL/se
cLve
cLee
cLree
cliLe
cL/oc
cLi6l
cLi8l
(49743
cLil
cLisi
[4%14"
cLeL
4943
47131
cL/oL
cL/6

cL8

(4973

cL9

cL/s

[4%1%

cLe

(494

¢l

==\fisualizagdes da Pagina
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or dia

Interacao

180.000
160.000
140.000
120.000

\

[\

100.000 -

80.000
60.000
40.000
20.000

LA SAAAL

CL/E
cL/oe
(49514
cL/8e
cliLe
cL/9e
cL/se
cLve
cLee
cLree
cLne
cL/oc
cLi6l
cLi8lL
cLiL)
cLi9l
cLisi
[4%4%
cLel
[4%74°
[4%1%%
cLiol
cL/6

cL/8

(4973

cL9

(495

(4914

cLe

cLre

¢l

=Utilizadores que interagiram com a Péagina

dia

na por

a

Alcance conteudos da

2.000.000

1.800.000
1.600.000
1.400.000
1.200.000
1.000.000

800.000

600.000

400.000
200.000

(47135
cL/oe
cli6e
cl/8e
cliLe
49014
cL/se
cLive
cL/ee
cliee
14%1%4
49014
cLi6l
cLigl
cLiLL
cLol
cList
clivl
cliel
[4%74°
147131
cL/ol
cL/6

cL/8

4973

cL9

(475

(4714

cL/e

(4914

474"

==Alcance pago =Alcance viral

==Alcance orgéanico

==Alcance total
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Alcance counteudos da pagina por dia

Alcance total: o nimero de pessoas que viram gqualguer conteddo
associado com a tua Paagina. (Utilizadores individuais)

Alcance organico: o nimero de pessoas gue visitaram a tua Pagina, viram

a tua Pagina ou viram uma das suas publicacdes no Feed de Noticias ou no
Ticker. Podem ser pessoas que gostaram da tua Pagina ou pessoas que ndo

gostaram. (Utilizadores individuais)

Alcance viral: o numero de pessoas gue viram a tua Pdgina ou uma das
suas publicacdes a partir de uma histdria partilhada por um amigo. Estas
histdrias incluem gostar da tua Pagina, publicar na cronologia da tua
Pégina, gostar de, comentar ou partilhar uma das publicaces da tua
Pdgina, responder a uma pergunta gue publicaste, responder a um dos teus
eventos, mencionar a tua Pdgina, identificar a tua Pagina numa foto ou

visitar a tua localizacdo. (Utilizadores individuais)

Alcance publicacoes da pagina por dia

2.000.000
1.500.000
1.000.000
500.000
0 P . .

ANANANNNNNNNNNNNNNNNNNNNNNNNNNNNNN

T T T T T T N NN T

el e e e e e e e e e e e e e e e e e e e e

‘—vam«al\comcn-mmvmcolxooc:o‘—&mvmcolxcomo‘-

T T T e - NN NANANANNANNOOOM

==Alcance das publicagdes da Pagina
=Alcance organico das publicagdes da Pagina
—=Alcance pago das publicagdes da Pagina
==Alcance viral das publicagbes da Pagina
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Alcance publicacdes da pagina por dia

Alcance total: o numero de pessoas que viram uma das publicacbes da tua
Pagina. (Utilizadores individuais)

Alcance organico: o nimero de pessoas que viram as publicacdes da tua

Pagina no Feed de Noticias, no Ticker ou na Cronologia da tua Pégina.
(Utilizadores individuais)

Alcance pago: o numero de pessoas gue viram as publicacdes da tua
Pagina num anuncio ou histdria patrocinada. (Utilizadores individuais)

Alcance viral: o nimero de pessoas que viram as publicacdes da tua Pagina
através de uma historia partilhada por um amigo. (Utilizadores individuais)

Impressoes por dia

7.000.000
6.000.000
5.000.000
4.000.000
3.000.000
2.000.000
1.000.000

—Total de impressGes =—Impressdes organicas
~~Impressdes pagas =|mpressodes virais
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14
12
10

o N A OO @

Impressoes por dia

Total de impressoes: o numero de impressdes em conteudos associados
com a tua Pagina. (Contagem total)

Impressdes oraganicas: o numero de vezes que as tuas publicacdes foram

de pessoas gue gostaram da tua Pagina ou de pessoas gue ndo gostaram.
(Contagem total)

Impressdes pagas: o numero de impressdes de uma histdria patrocinada
ou de um anuncio que direcione para a tua Pagina. (Contagem total)

Impressoes virais: numero de impressdes de uma histéria publicada por
um amigo sobre a tua Pagina. Inclui gostos da Pagina, publicacdes na
Cronologia da Pagina, gostos, comentdrios ou partilhas de publicacdes da
Pagina, respostas a perguntas publicadas, respostas a eventos da Pagina,
mencdes da Pagina, identificacbes da Pagina em fotos ou visitas na tua
localizacao. (Contagem total)

Total Cliques para o site por pagina

NN N NN OO OO NN NN NN NN NN NN NN NN NN N
TN O T ORI O rAN T DN O r AN TONOND D
- T T e N ANNANNNNNNN

==Cliques para o site

30/12
3112
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Activities done during the internship at RFM Social Media Production Department, by February

2018.

Attachment 11 — Facebook Posts

RFM oo
ve-m==  Pagina gostada - 13/2 - €

HUJE 0 TEU SURRISU —
Catarina Figueiredo — com Erick Pedro Villalobos
Pu D E Tu DU I Ferreira Gongalo e Jodo DaSilva.
-

BUM DIA“ o Gosto (D Comentar /> Partihar & ~

Q0% 1.4mi Malis relevantes v

466 partilhas 49 comentérios

@ Maria Virginia Carvalho Bom dia hoje meu
sorriso é de alegria porque estao parabéns
beijinhos %

Gosto - Responder - 13 sem

ﬁ Ana Paula Soares Silva Bom dia da
Noruega, muita neve, mas um sol
maravilhoso *g

v,
t Escreve um comentério... © @

Attachment 12 — Content research for RFM website article about italian food

QUVIR

LOGIN | NOVO REGIST!

OE®®

Anuncio fechado por Google

0 QUE FAZEMOS COM A COMIDA ITALIANA QUE DEIXA 0S
ITALIANOS DOIDOS? i orcue?

Arriscamos dizer que sdo poucas as pessoas que nao gostam da gastronomia italiana. Arriscamos dizer que
s30 poucas as pessoas que nunca se aventuraram na cozinha a fazer uma simples massa, por exemplo. Na
hora de vestir o avental, sdo muitos os que acham que tém um italiano dentro de si, mas a verdade € que nao é
por acaso que a verdadeira comida italiana, s6 se come mesmo em Itélia. Se tu soubesses o que os italianos
sentem quando vém aquilo que o resto do mundo faz com a sua comida... S6 visto. Deixamos-te aqui alguns
videos para comprovares o que te estamos a dizer:
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Vé aqui a reagao dos italianos a pizza Havaiana AKA Pizza com Anands

Italian’s reaction to Hawaiian Pizza [PRANK]

ITALIAN'S REACTION TO

HAWAIIAN PIZZA [PRANK]

fanpage.«

Olha sé como € que os estrangeiros assassinam a pizza aos italianos...

Italian Grandmas Try Olive Garden/For The First Time
-,

Fica também com algumas regras bésicas de tudo aquilo que n@o deves fazer com a comida italiana:

Fica também com algumas regras bésicas de tudo aquilo que n@o deves fazer com a comida italiana:

- Beber cappuccino depois das refeigdes. O cappuccino bebe-se de manha.

- Risotto e massa sao primo piatto, ou seja, n@o acompanham com mais nada.

- A verdadeira massa italiana é cozida apenas com agua e sal. Molhos e outros condimentos devem ser postos
a parte.

- Nunca cortar o spaghetti com uma faca.

- Nunca meter ketchup na massa.

- Pizza e ananas sé@o duas coisas que ndo combinam.

- Spaghetti a la bollognese ndo é com esparguete, mas com fettucine

- Massa carbonara nao leva bacon.

- Saber distinguir entre lasanha vermelha e lasanha branca, uma tem muito mais molho de tomate do que a
outra.

- A massa deve estar al dente. Mas esta tu j& sabias.

Tens mais videos com reagdes de italianos a forma como destruimos a comida deles? Manda para

cenasparvas@rfm.pt e bom apetite.
Tens mais videos com reagdes de italianos a forma como destruimos a comida deles? Manda para

cenasparvas@rfm.pt e bom apetite.
PARTILHA: @ @
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Attachment 13 — Content research for RFM website article about things to do while waiting at the

airport

LOGIN | NOVO REGIST!

®®

oUVIR

10 COISAS PARA FAZERES ENQUANTO ESPERAS NO AEROPORTO

10 coisas para fazeres enquanto esperas num aeroporto.

Viajar ¢ lindo, é maravilhoso, mas ha uma coisa que pode tirar a magia a qualquer viagem, o tempo que se espera dentro dos aeroportos, entao imagina
que vais viajar pelo mundo durante trinta dias, vais passar por muitos aeroportos e precisas de saber o que fazer para estares sempre animado durante
a tua viagem, até mesmo enguanto esperas dentro de um aeroporto. Estas sdo as nossas dez sugestdes:

Aproveita para provar a comida local, experimenta os pratos mais diferentes que existem.
Planeia a tua préxima viagem.

Aproveita para anotar tudo o que queres visitar, para ndo te esqueceres de nada.

Edita as fotos que j4 tiraste.

10 coisas para fazeres enquanto esperas num aeroporto.

Viajar ¢ lindo, € maravilhoso, mas ha uma coisa que pode tirar a magia a qualquer viagem, o tempo que se espera dentro dos aeroportos, entdo imagina
que vais viajar pelo mundo durante trinta dias, vais passar por muitos aeroportos e precisas de saber o que fazer para estares sempre animado durante
a tua viagem, até mesmo enquanto esperas dentro de um aeroporto. Estas s@o as nossas dez sugestdes:

Aproveita para provar a comida local, experimenta os pratos mais diferentes que existem.
Planeia a tua préxima viagem.

Aproveita para anotar tudo o que queres visitar, para no te esqueceres de nada.

Edita as fotos que j4 tiraste.

Fala com um desconhecido, podes sempre conhecer alguém interessante.

Mete a leitura em dia.

Faz algumas compras.

Observa pessoas a serem pessoas num aeroporto e imagina historias a volta delas.
Navega pela internet e ndo te esquegas de ir atualizando os teus amigos nas redes sociais.
Explora o aeroporto. Ha alguns que tém massagens, cabeleireiros, ginasios.

S6 nos resta desejar que tenhas a tua viagem marcada para breve, ou as tuas viagens, nunca se sabe quando € que vais viajar pelo mundo, durante
trinta dias.

PARTILHA: @ @
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Attachment 14 — Social Media Marketing at Friday Boyz

> ‘D O:OO 7
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Snooker GlubLisboa

< B

[ 4) 0:00 / 0:09
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Attachment 15 — Social Media Marketing at BFF
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Quem também adorava
Donettes?

COMIA ATE DOER INCA
A BARRICA OMI

132



Y #Liga o numerol,

1/60.301.101

| "Ganha bilhetes para ver os U2
\ i . o e 4
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Attachment 16 —Promo Video Production for BFF on Facebook and Instagram

February 15th: Day dedicated to singles.

Video dedicated to people who are single.

RFM
15/2- €

Identifica os teus amigos solteiros &

Joana Cruz, letra de Rodrigo Gomes
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@ = D Aihoor Aleem e 8,5 mil outras pessoas Mais relevantes v

3094 partilhas
’0 Escreve um comentario... @ @

m Marta Machado Brutal ahah Grandes falsetes!! Ja o Pedro
Fernandes naquele sonoro de apresentagao do café da manha
manda ca um falsete! Muito bom! E por esta e por muitas razdes
que sao N°1

Os

Gosto - Responder - 12 sem

Q Marisa Dos Santos Paula Duarte Elodie Pancracio garrafa de GIN
. &gua quente |, cama toda para mim /. vejo o filme que guero

A A~

L. & adorei® porque ser solteira também tem os seus lados
bons = *g

Gosto - Responder - 12 sem 00% 1

< 1 resposta

Ver mais comentarios

February 20th: Pet Day.
Videos dedicated to dogs.

RFM ees
v D02 - ¢

E dia de Homenagear os nossos animais de estimagdo com uma Mdusica
BFF!
Identifica os doidos por caes que conheces!

Joana Cruz , letra de Rodrigo Gomes ... Ver Mais
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e

MUSICA BFF DEDICADA AOS CAES °°

1,2 M visualizagbes
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OO Tu, José Pedro Pereira e 20 mil outras pessoas Mais relevantes v

30 353 partilhas

.‘{.
‘OR* ' Escreve um comentario... @ @

<M RFM @ aqui esta a dos gatos &
https://www.facebook.com/rfmoficial/videos/10156524505322923/

281 631 visualizagbes

Videos dedicated to cats.

RFM eee
v D02 - t

Musica BFF dedicada aos Gatos e ao que eles pensam de nés &
Joana Cruz , letra de Rodrigo Gomes

Parédia de Nao Es Homem Para Mim - Romana
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MUSICA BFF DEDICADA A0S GATOS

281 mil visualizagdes

I~
o~ v‘
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O = O Tu, José Pedro Pereira e 5,7 mil outras pessoas Mais relevantes v

5677 partilhas
G Escreve um comentério... © @

@M RFM @ aqui esta a dos cdes &
https://www.facebook.com/rfmoficial/videos/10156524304917923/

Misica BEF Dedicada aos \§
Caes
02:41

1 236 622 visualizacdes

March 12th: Weird names day.

Video dedicated to strange names.

RFM
© 6/3- €
Hoje € dia dos nomes invulgares... tenta ndo te rir com estes...
Joana Cruz , Rodrigo Gomes
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FL[WIU CAVALCANTE REI DA TEI.EVISAU

TENTA NAO RIR COM ESTES NOMES VERDADEIROS
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& ) Inés Filipe e 3,2 mil outras pessoas Mais relevantes v

1285 partilhas

Escreve um comentario... @ @

M RFM® Parte2 &
https://www.facebook.com/rfmoficial/videos/10156582018217923/

Nomes parte 2
00:51

124 147 visualizacdes

March 12th: Siesta day.

Video dedicated to “Siesta”.
RFM coe
v 12/3- €

Celebramos a sesta! == Tens algum amigo que adoraaaaaaa tirar uma
sestinha? =

Joana Cruz , letra de Rodrigo Gomes
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MUSICA BFF - PARA QUEM GOSTA DE DORMIR A SESTA

625 mil visualizagbes

143



o o Luls Filipe Medeiros e 8,6 mil outras pessoas Mais relevantes ~

5841 partilhas

T2
v

Escreve um comentério... @ @

@M RFMO

Gosto - Responder - 9 sem ©=D

< \Ver respostas anteriores

@ Miguel Charters Identifico me & g 4

Gosto - Responder - 9 sem

March 27th: Fun Comments on Pedro Texeira Pictures on Instagram.

Fun Video where the actor reads fun comments he receives on his Instagram photos.

RFM ces
27/3- €

Pedimos ao Pedro Teixeira para ler comentarios atrevidos que |lhe fazem
nas fotos... ai....

Joana Cruz , Rodrigo Gomes
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PEDRO TEIXEIRA LE COMENTARIOS ESCALDANTES

304 mil visualizagbes
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O’v‘ o 6,6 mil Mais relevantes ~

668 partilhas

T
el

Escreve um comentério... © &

@ Lucinda Nobrega agora e que me ia arrebentando os labios de
’ tanto rir ....RFM no seu melhor 722

Gosto - Responder - 7 sem =028

=m RFM®

Gosto - Responder - 7 sem o 2
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