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“All our knowledge begins with the senses, proceeds 
then to the understanding, and ends with reason. 
There is nothing higher than reason.”  

Immanuel Kant 
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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 IADE.  

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 António 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 “Rádio 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 Joãna 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 Iade.  

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 “Rádio RFM”. 

As previously agreed and planned with my mentor, António Mendes, and tutor in the 

company, João Porto, manager of strategic Marketing department in “Grupo Renascença”, 

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 



 

 17 

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 Rádio, 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 Rádio Comercial, RFM, 

Renascença, Antena 1, M80, Cidade, Mega and Rádio 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 Rádio), in Portugal “Báreme 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 Rádio 

  

“Baréme Rádio”, 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 Rádio” 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 Rádio” for radios, “Bareme Imprensa” for 

press and “Bareme Internet” to understand the penetration of the Internet in Portuguese 

population. 

The results of “Bareme Rádio” 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 Rádio” 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 Rádio” 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 Rádio 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 



 

 28 

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, Rádio Clube Português and Rádio Renascença, 

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 Rádio Renascença, Rádio 

Altitude and Rádio Pólo 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, rádio 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: 

 

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

● Older generations (born before 1967) use Internet as the second most reliable 

source inside their media matrix (hierarchy), only after the television; 

● Both younger and older generations consider watching TV as the most interesting 

activity to do (46,7% vs. 74,9%); 

● The second activity considered more interesting is, for older generations reading 

newspapers, and, for younger generations using the Internet; 

● 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 Renascença”, a group of radios including Radio Sim, 

Mega Hits and Radio Renascença. 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 Renascença 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”. (Rádio Renascença, 1986) 

In November 1981, Radio Renascença 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 João 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, Renascença 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 “Rádio 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. 

Renascença choose to be him and not João 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 Rádio Comercial. During the months spent in Renascença, he did 

an awesome job, installing the second national FM network, which soon became RFM, a 

radio belonging to Renascença 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 António Mendes. 

Some of them are today still contributing to the success of RFM (António 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 Renascença Group, with 

musical format. Its positioning can be represented by "RFM Só Grandes Músicas" (“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 São 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 São 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 Piçarra, 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 Fóz, 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). 

  

  
 

Picture 2: logo of RFM “only great music” 

  

“Café da Manhã” (morning coffee) is the best entertaining program of RFM, with 

Nilton, Pedro Fernandes, Mariana Alvim and António 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 Manhã – Nilton, António Raminhos, Mariana Alvim and Pedro Fernandes 

  

BFF is another program loved by RFM audience, in which Joãna 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). 

 

   
Picture 4: BFF – Joãna Cruz and Rodrigo Gomes 

 

Another brand-new program born in the last year is held by Friday Boyz, “O meu 

Boss é 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). 
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Picture 5: Friday Boyz – José Coimbra and Pedro Simões. O meu boss é 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, I 

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 Iade, I attended consumer behaviour 

course, held by the Professor António 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 Iade, 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 Joãna 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; 

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

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

● Develop a method of analysis of social media of such an important communication 

company; 

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

● Learn about social media and programming creation of contents; 

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

● 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 João Porto, manager of strategic Marketing 

department in “Grupo Renascença”.   

Having previosly had an interview with him, at the moment I knew that I was going 

to do this working experience, me and João 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 Iade.  

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 “Rádio 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 Renascença Group and debating 

how they should be read, trying to find the best strategy, in order to increase the listening 

and rates. 

João 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 Renascença 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 Renascença 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: 

  

● Total visitors on the website (differentiated by computer and mobile 

devices). 

● Total pageviews (differentiated by computer and mobile devices). 

● 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 Renascença 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. 

• 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 Marketing, 

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). 

 
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): 

 

• I do not know. 

• I like it a lot. 

• I like it. 

• I am indifferent to it. 

• I am tired of it. 

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

 

After more or less one week, having the test results from Intercampus and having all 

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

people who made the test in an excel document (Picture 11). 
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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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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). 

 

 
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 Rádio 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). 
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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 Rádio 

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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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 Rádio 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). 

 
Picture 18: Facebook Followers in RFM and Rádio 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). 

 

  
Picture 19: reactions to 10 best posts 

 
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. 

 

 
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). 

 

 
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 



 

 69 

 
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 Joãna 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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Picture 28: Video dedicated to single people 

 
Picture 29: Video dedicated to dogs 
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Picture 30: Likes and shares on a BFF video 

 
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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Activities done during the internship at Strategic Marketing Department, by October 2017. 

 

Attachment 1 – Netscope – Grupo Renascença Presentation - Website Ranking of September 

2017 Datas  
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Attachment 2 – Netscope Website Ranking of September 2017 Datas  
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Attachment 3 – Online Audiences – Week 16/22 October 2017 (Triton Digital) 
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Attachment 4 – Fonts of Online Audience – Triton Digital  
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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  
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Attachment 8 – Facebook and Youtube Analysis Proposal for RFM 
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Attachment 9 – Facebook Contents Analysis of RFM Facebook compared to Radio Comerciál – 

28 December 2017 to 3 January 2018 
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Attachment 10 – Facebook Statistics Analysis of RFM page – December 2017  
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Activities done during the internship at RFM Social Media Production Department, by February 

2018. 

 

Attachment 11 – Facebook Posts 

 

 
 

Attachment 12 – Content research for RFM website article about italian food 
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Attachment 13 – Content research for RFM website article about things to do while waiting at the 

airport 
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Attachment 14 – Social Media Marketing at Friday Boyz  
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Attachment 15 – Social Media Marketing at BFF  
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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.

 



 

 135 

 



 

 136 

 
 

February 20th: Pet Day.  

Videos dedicated to dogs. 
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Videos dedicated to cats. 
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March 12th: Weird names day. 

Video dedicated to strange names. 
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March 12th:  Siesta day. 

Video dedicated to “Siesta”. 
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March 27th: Fun Comments on Pedro Texeira Pictures on Instagram. 

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