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IMPORTANTA, ACTUALITATEA
SI NOUTATEA TEMEI

Demersul  stiintific al tezei de  doctorat
»Responsabilitatea sociald 1n radioul local” este structurat pe
cinci capitole si urmareste identificarea unor solutii viabile
prin care radioul local sd-si dovedeasca utilitatea (acela de a
deservi functional, informativ si utilitar comunitatea dintr-un
anumit areal geografic) si sd-si Indeplineasca scopul
existential pentru care a fost (este) creat. Demersul a aparut si
din necesitatea gasiri unei surse de finantare pentru sustinerea
existentei si a perpetuari radioului local.

Viitorul va apartine unei mass media ce va forma si
educa si unei mass media ce se va dezvolta etic pe baza
conceptului de responsabilitate sociald, viitorul va apartine
unei mass mediei responsabile, iar radioul ca factor modelator
al perceptiei si trairilor indivizilor va avea un rol primordial in
comunitatea locald (comunitate de indivizi grupati pe baza
criteriului teritorial) atat in informare, relaxare cét si (mai
ales) in pastrarea identitdtii nationale/locale si totodata in
formarea unui comportament responsabil si etic, precum si in
formarea si modelarea unei comunitati locale interesata de
propria dezvoltare si de propria evolutie. Primele doud

capitole ale lucrarii sunt axate pe cercetarea conceptelor de
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responsabilitate sociald si de radio local iar in urmatoarele
doud capitole se analizeaza situatia actuald, factorii
perturbatori si modalitatea de aplicare a conceptului de
responsabilitate sociald in cadrul activitatii radioului local iar
in capitolul cinci se evidentiaza caracteristicile radioului local
responsabil si cerintele minime pentru ca radioul sa

deserveasca comunitatea.

Scopul studiului/cercetarii

Teoretic intre institutiile media si publicul sau ar trebui sa
existe o strinsd interdependentd, pe de o parte institutiile
media oferd informatii, educd, constientizeaza si relaxeaza iar
pe de cealaltd parte consumatorii de media/ascultatorii ofera
mijloacele de existentd (prin acceptare si influenta asupra
mediului de afaceri).

Practic partizanatul politic, manipularea, infiltrarea
mediei de catre diferite structuri, lipsa unor repere morale fac
din institutiile media actuale un factor nociv. Cumpararea
audientei (premii mari), ducerea in derizoriu a conditiei
umane (vezi emisiunile in care se pune accent pe trasaturi
negative a celor intervievati sau pe barfe) sau impunerea de
retete importate (formate cu succes in alte zone si impuse
local prin repetitie), dezbaterile sterile asupra unor probleme

lipsite de interes, oferirea repetativa a acelorasi informatii sunt
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doar unele dintre cdile prin care actioneaza institutiile de
media actuale.
Ca si prima ,victima” a acestui comportament este

publicul, public care accepta , doreste si impune acest

comportament. O alta victimd a acestei abordarii o
constituie institutiile de invatamant superior. Dar printre
victime se numara inclusiv parti ale institutiilor media: au
disparut ziare, radiouri, televiziuni. Criza economica,
revolutia digitala, expansiunea retelelor media externe sunt
alti factori cu influente negative iar toate aceste influente
negative de mai sus au determinat aparitia unui raspuns din
partea radioului local, raspuns prin care radioul a incercat sa
se opund, prin care radioul local a luat masuri de contracarare
si a aplicat strategii de management, strategii menite sa-i
asigure existenta.

lar prima strategie este management radio 1.0 (orientare
catre Tmbundatdtirea imaginii publice a radioului) prin care
radiourile locale sau adaptat si au copiat actiunile retelelor de
radio si s-a urmadrit exclusiv imaginea publicé a radioului iar
toate actiunile erau orientate direct catre produs (radio) si
catre pozitionarea acestuia In mintea si deprinderile
ascultdtorilor. Apar astfel campanii de promovare a imagini
prin intermediul ziarelor, revistelor si chiar a cartilor, apar si

participari la evenimentele locale sau chiar co-organizarea de
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evenimente locale (primele concerte desfasurate in aer liber).
Totodata apar si oferte de publicitate profesioniste, utilizarea
panotajului si a celorlalte suporturi vizuale de promovare,
apar primelor emisiuni sponsorizate local, primele masuri de
identitate  vizuala corporatistd (masini inscriptionate,
microfoane personalizate, carti de vizitd, ecusoane, oferte
personalizate), primele concursuri cu premii oferite de
societatile locale, primele masuri de fidelizarea clientilor,
precum si promovare reciprocd constantd cu celelalte
segmente mass media (apare cross-promotion).

Aparitia internetului si dezvoltare lui au determinat
aparitia unor noi modalitati de comunicare si de fidelizare.
Retele de radio au fost si de data asta pioneri In ceea ce
priveste utilizarea noilor oportunititi iar radioul local s-a
limitat doar la a copia actiunile retelelor. Trecerea la internetul
2.0 (aparitia retelelor sociale) a fost un alt mod prin care
radiourile nationale/retetele au acaparat piata atat in ceea ce
priveste audienta cat si in ceea ce priveste acapararea
resursele financiare. Bazandu-se pe expansiunea internetului
radioul local a demarat utilizarea de noi actiuni specifice si
utilizarea management radio 2.0 in care accentul este pus pe

imbunatatirea strategiilor retelelor de radio si astfel apar:
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- Primele colabordri trans-judetene 1intre radiourile
locale care fac schimb de stiri, informatii si chiar
schimb de emisiuni.

- Implicare radiourilor si in celelalte canale media (apar
primele televiziuni cu oamenii din radio sau primele
ziare locale scrise de oamenii din radio).

- Implicarea radiourilor locale in actiuni filantropice
(radiourile au devenit initiatorii activitatilor cu scop
caritabil).

- Fidelizare clientilor de publicitate prin oferirea de
stimulente de recunoastere sociala (apar primele
diplome pentru firme, pentru manageri, pentru
autoritatile publice).

- Apar newsletter-ele (direct mail) dedicate clientilor si
ascultatorilor.

- Se extinde utilizarea in masd a promotionalelor

diferentiate pe ascultatori si clienti.

Datorita dezvoltarii explozive a social media si a cresterii
dependentei ascultdtorului de radio fatd de social media
radioul local este nevoit sa aplice management radio 3.0
management ce urmdreste utilizarea social media in
activitatea radio. Dacd primele masuri manageriale-

management radio 1.0 erau orientate direct catre produs
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(radio) si catre pozitionarea acestuia/radioului in mintea si
deprinderile ascultatorilor, iar prin managementul radio 2.0. se
actioneaza direct catre client (prin cresterea implicarii si prin
fidelizare) prin trecerea la managementul radio 3.0 se
actioneaza/mizeaza pe cresterea interactivitati si pe utilizarea
instrumentelor de social media.

Totusi datoritd atdt evolutiei ascultitorului de radio (ca
varstd cat si ca experientd), cat si a evolutiei cerintelor
acestuia apare managementul radio 4.0 in care accentul este
mutat pe segmentare si adaptare la cerintele audientei si la
aparitia de formate radio tematice.

Ipotezele cercetarii sunt:

l.radioul local se indreaptad catre faliment respectiv
disparitie

2.utilizarea conceptului de responsabilitate sociald
poate fi solutia prin care radioul local sa perpetueze.

Ambele ipoteze pornesc de la faptul ca utilizarea acestor
concepte teoretice ar putea fi solutia optima si astfel se
realizeaza trecerea catre management radio 5.0, trecerea la
utilizarea conceptului de responsabilitate sociald in activitatea
curentd a radioului. Radioul nu mai este doar un consumator
de resurse ci este o parte implicatd care contribuie la
dezvoltarea comunitatii din care face parte, este o parte

responsabild care poate modela opinia publicd si care trebuie
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sd actioneze responsabil in interesul public al comunitatii din
care face parte. Evolutia comunitétii, cresterea interactivitatii
dintre radio si audienta sa, implicarea audientei in realizarea
de continut impun radioul utilizarea conceptului de
responsabilitatea sociald in activitatea sa iar comunitatea prin
presiunea exercitatd asupra mediului de afaceri local poate
asigura resursele financiare necesare functionarii radioului
local.

Noutatea temei constd si in faptul ca utilizarea
conceptului de responsabilitate sociala este prima abordare
teoretica ce analizeaza modalitatea in care aplicarea practica a
conceptului de responsabilitate sociala poate asigura radioului
local resursele financiare pentru supravietuire si totodatad
poate asigura indeplinirea rolului existential al radioului.
Totodata este prima abordare in care se urmareste, se
analizeaza si se stabilesc modalitétile concrete si practice prin
care radioul local trebuie sa rdspundd cerintelor omului
modern, este prima abordare 1n care se subliniaza necesitatea
ca radioul local sa se comporte responsabil fata de audienta
sa, comportament ce trebuie sa fie realizat in mod benevol si
peste prevederile si cerintele legale (de multe ori depdsite).
Rezultatul cercetdrii poate fi utilizat si pentru constituirea
primei formule/forme de auto reglementare si de

comportament etic al detindtorilor licentelor radio si a
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jurnalistilor, pentru constituirca unor forme de auto
reglementare ce sa accentueze impartialitatea, onestitatea,
acuratetea, integritatea, corectitudinea, independenta si
deservirea interesul public ca mod general de comportament
al radioului. Scopul principal al demersului este concretizat Tn
schimbarea comportamentului radioului local si trecerea de la
un comportament formal si de adaptare la un comportament
de leadership si de crearea de tendinte si directii de evolutie.
Ca si caracter de noutate o constituie si abordarea conceptului
de radio ca un rezultat al interactiunii dintre tehnic
(echipamente si produse realizate prin intermediul lor) si
uman (interventii, tonalitatii, abordari). Produsul astfel obtinut
in urma acestei interactiunii reprezinta de fapt radioul privit ca
un mix/ansamblu radio intre cele doud componente (tehnic si
uman). Interactiunea intre componentele radio (emisiune
radio, stire, interviu, publicitate, muzica) si personalitatea si
stilul componentei vii a radioului (jurnalistul, stiristul,
reporterul) determind formarea mixului de radio difuzat.
Caracter de noutate o constituie si abordarea conceptului de
radio ca un rezultat al interactiunii dintre ansamblu radio
(mixul de radio rezultat din interactiunea tehnic i uman) si
audienta sa, interactiune ce are drept rezultat un radio
responsabil, radio ce apare ca urmare a deservirii de cétre

radio a interesului public, precum si a adaptérii radioului la
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raspunsul responsabil al ascultatorului. Un alt caracter de
noutate o constituie extinderea functiilor radio de la cele
clasice (exemplu cea de informare) la functii responsabile
(exemplu sustinerea comunitatii locale). Caracter de noutate o
constituie si  prezentarea solutiilor de aplicare a
responsabilitdtii sociale in activitatea radio, intern si extern,
precum si prezentarea cerintelor minime pentru existenta

radioului responsabil .

OBIECTIVELE SI IPOTEZELE CERCETARII

Obiectivul fundamental al cercetarii consta in determinare
modalitatilor teoretice si conceptuale prin care radioul local
poate ca prin intermediul utilizarii conceptului de
responsabilitate sociald sad-si indeplineascd responsabil
menirea si sd supravietuiascd financiar pe termen lung.
Cercetarea pleacd de la ipoteza ca in relatia radio local,
audienta sa si sursele de finantare exista o stransa legatura de
interconditionalitate, legdtura care poate fi redatd astfel:
ascultatorii  solicita radioului local un anumit tip de
comportament/raspuns/emisiuni iar in cazul in care radioul
reuseste sd raspunda cerintelor, ascultitorii vor determina
efecte benefice asupra surselor de finantare (ascultdtorii

impulsioneaza/viziteaza clientii/firmele ce utilizeaza radioul
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ca si suport de publicitate) efect benefic care are repercusiuni
asupra existentei/perpetuarii radioului.

Existenta acestei ipoteze presupune existenta a trei
actori responsabili:

- astfel e nevoie de un ascultitor responsabil care sa
inteleaga ca singura sursa de finantare a radioului local este
publicitate  si  astfel ascultitorul sa-si  modifice
comportamentul Tn sensul utilizérii cu precadere a produselor
sau serviciilor comercializate de firmele care utilizeaza
radioul ca si suport de publicitate.

- e nevoie de firme, clienti de publicitate responsabili
care sd cunoasca rolul radioului local si sa recunoasca efectele
benefice datorate utilizarii radioului local ca si suport de
publicitate.

-si in cele din urmd e nevoie de un radio local
responsabil care sd nu urmareasca doar scopul financiar al
existentei sale si sa cunoasca (si sa aplice) rolul responsabil al
radioului local fata de comunitatea locala.

Ca si concluzie e nevoie de un radio responsabil ce sa
Tmbine/armonizeze interesele celor trei categorii de actori
implicati, armonizare realizata pe termen lung (deoarece chiar
dacd radioul raspunde cerintelor imediate ale audientei sale
datoritd atat comportamentului imitativ al concurentei radio

cat si datoritd evolutiei audientei este posibil ca raspunsul
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radioului la cerintele audientei sa fie doar o solutie pe termen
scurt si doar o solutie conjucturald si imediat imitata fapt ce
poate determina obtinerea unei solutii pe termen limitat). Un
alt obiectiv al cercetdrii constd in stabilirea pragmatica si
punctuald a cailor si solutiilor practice de urmat si de aplicat
pentru a raspunde atat necesititilor pe termen lung, a
necesitatilor existentiale si de perpetuare financiard a
radioului cat si necesitatii de utilizare responsabila a radioului
in beneficiul direct si sustenabil al audientei sale.

Obiectivele tezei sunt evidentiate pe fiecare capitol in
parte, in capitolul unu se prezintd conceptul de
responsabilitate sociald, istoricul, dimensiunile si modalitatile
de aplicare, in capitolul doi se prezintd conceptul de radio
precum si elementele componente si functiile acestuia iar
capitolul trei este destinat aplicarii conceptului de

responsabilitate sociala in activitatea unui radio.

Capitolul 1 - Prezentarea conceptului de
responsabilitate sociala (RSC)

- Dimensiunile si beneficiarii RSC

- De ce se utilizeaza RSC?

- Cum se aplica si implementeaza

RSC?
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Actiuni si instrumente RSC
Masurarea efectelor aplicarii RSC

Concluzii

Capitolul 2

Prezentarea conceptului de radio local
Elementele componente ale radioului
Functiile unui radio

Concluzii

Capitolul 3

Situatia actuala si factorii
perturbatorii/declansatori

Aplicarea RSC in radio: cauze
Motivele si solutia utilizarii RSC
Cercetare realizata directionat la
detinatorii de licente radio din tard :
sondaj si concluzii

Concluzii

Capitolul 4

Aplicarea RSC pe plan intern si extern

Concluzii

Capitolul 5

Radioul responsabil

Obiectivul fundamental al tezei este rezultat Tn urma

investigarii si analizei a conceptului de responsabilitatea

sociala si a conceptului de radio local si a imbinarii celor doua

concepte, Tmbinare ce are drept rezultat aparitia conceptului
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de radio responsabil. Obiectivele de cercetare au drept scop
intelegerea, analiza si explicarea relatiilor ce apar intre cele
doua concepte, explicarea modului in care cele doud concepte
se pot si se influenteaza Tn mod direct si mai ales in explicarea
modului in care interactiunea dintre cele doud concepte
determina aparitia conceptului de radio responsabil. Ipotezele
de la care pleaca cercetarea reflectd pe de o parte necesitatea
ca radioul local sd supravietuiascd si sd aibd asiguratid o
resursd financiara iar pe de altd parte reflectd necesitatea ca
radioul local sa se adapteze omului modern, a omului
responsabil si a individului interesat si de ce si ce se intampla
in jurul lui . Tot ca ipoteza se reliefeaza si necesitatea ca
radioul local sé raspunda in primul rand cerintei pentru care a
fost creat de catre legiuitor (acela de a raspunde necesitatilor
comunitatii locale) si apoi sa raspunda cerintelor determinate

de functiile curente ale mass mediei (informare, divertisment).

METODOLOGIA CERCETARII

Metodologia cercetarii este constituitda din teoriile
fundamentale clasice si contemporane, existente in literatura
de specialitate a domeniului studiat att din literatura
autohtona cat mai ales din lucrari straine.

Noutatea este determinatd de Tmbinarea celor doua

concepte si de crearea si explicare noului concept radio - cel
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de radio responsabil. Prima parte a cercetarii este alocata
analizei conceptului de responsabilitate sociald si a analizei
conceptului de radio local iar partea a doua cuprinde
cercetarea propriu zisd care a inceput cu definirea si
formularea problemelor de analizat, stabilirea scopului
cercetdrii si se finalizeazd cu formularea de solutii si sau
recomandarii (totodatd se reflecta distinct si contributia
proprie). Cercetarea este realizatd pe baza unei bibliografii
care este formata din 234 de titluri - 67 de carti si 167 de surse
de pe internet (cu predominanta referiri din literatura straind).
Studiul realizat va contribui din punct de vedere teoretic la
usurarea, detalierea si aprofundarea cunostintelor referitoare
la conceptul de radio local responsabil iar din punct de vedere
practic studiul poate fi o cale pragmaticd de urmat si de
asigurare a perpetudrii radioului local.

Necesitatea utilizarii unui model pragmatic de urmat
este reliefatd si de rezultatul cercetdrii realizatd la nivelul
factorilor de decizie a radiourilor locale (directorilor de radio),
rezultate care reflectd atdt lipsa unor concepte teoretice de
aplicat cat si lipsa unor strategii respectiv modele de aplicat.
Concluziile cercetdrii cit si contributiile personale pot
constitui atdt un model teoretic cat mai ales o solutie practica
de urmat, model si solutie ce poate asigura existenta radioului

local si mai ales indeplinirea scopului pentru care are acesta
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(radioul) a fost creat, precum si adaptarea responsabild a
radioului la noile cerinte ale dezvoltarii umane.

Contributiile personale sunt reflectate pe doua
planuri:

-Pe plan teoretic prin definirea conceptului de radio
local responsabil si prin identificarea rolului pe care radioul
local il are Tn comunitate si prin identificarea si definirea clara
a functiilor responsabile pe care radioul local trebuie sa le
utilizeze in actiunea de deservire a comunititii locale.
Totodatd pe plan teoretic am largit definitia conceptului de
radio (concept ce in mod clasic contine doar elementele
produse) si am introdus in conceptul de radio i componenta
umand, componenta vie care de fapt determind modul in care
radioul actioneaza si este perceput Tn comunitate, componenta
umand care nu se reduce doar la jurnalisti si implica si
receptorii/audienta  (componentd care se influenteaza
reciproc).

-Pe plan pragmatic prin definirea unor solutii de urmat
si prin stabilirea unor cerinte minime pentru radioul local, am
stabilit un model de urmat, un ghid metodologic si de bune
practici , ghid ce contine precizarea clard a pasilor si a
actiunilor necesare pentru transformarea radioului intr-un

radio responsabil.
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CONCLUZII GENERALE

Mass media este o parte componenta si inevitabila a
societatii moderne, de functionarea corectd a mass mediei
depinde gradul de democratizare a unei natiuni, a unei tari si
printre toate modalitatile de exprimare/comunicare radioul nu
reprezintd decdt un suport utilizat pentru comunicare si
reflectd Tntocmai opiniile si sau parerile celor implicati in
crearea, realizarea, comentarea gi prezentarea evenimentelor si
sau a faptelor ce au loc/se desfasoara si care pot influenta sau
nu activitatea si viata receptorilor. Radioul ca parte a mass
mediei ar trebui sa actioneze doar 1in favoarea interesului
public, iar interesul public ar trebui sa contind mai mult decat
nigte prevederi legale referitoare la domeniul guvernarii si sau
a politici, interesul public ar trebui sa reflecte viziunea
responsabild si etici de dezvoltare a unei natiunii, norme
si/sau cutume de co-existentd pasnica si prevederi si limite de
aplicare. Radioul trebuie sa actioneze in slujba binelui si sa fie
responsabil in primul rand fatd de comunitatea céruia i se
adreseaza iar responsabilitate nu trebuie privitd doar din
prisma momentului actual si  doar a informarii
curente/cotidiene respectiv doar din prisma divertismentului ci
trebuie privitd din prisma triplei legaturi om-natura-viitor si
prin dualitatea radio local - comunitate locald. Criza

economica actuala, schimbarile climatice, limitarea resurselor,
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globalizarea dar si evolutia constientd a individului (evolutie
manifestatd si sub forma opiniei publice) vor determina ca in
viitor actiunea corporatiilor sd fie sub un control mult mai
strict, control manifestat atat sub forma impunerilor legale cét
mai ales sub forma actiunilor/presiunilor opiniei publice.
Cresterea civismului, datorata atat evolutiei cat si multiplicarii
canalelor de informare precum si formarii si maturizarii
individului interesat de lumea in care trdieste, vor obliga
corporatiile sa aplice RSC nu doar pentru a obtine avantaje iar
caracterul voluntar de aplicare al RSC va fi inlocuit de
obligativitate. Privit in mod simplist radioul are astfel doar rol
decorativ si/sau minimal in informarea, dezvoltarea si
congtientizarea ascultdtorilor sdi dar privind radioul dincolo
de elementele componente identificabile (exemplu buletinul
de stiri) si dincolo de influenta pe care radioul o are asupra
constientului si asupra comportamentului audientei sale si
dincolo de legatura de interdependentd dintre radio si
receptorii sdi (audienta) radioul este componenta mass media
care poate contribuie la popularizarea/raspandirea interesului
public si mai ales la formarea opiniei publice. Radioul este o
intreprindere/activitate ce trdieste cu sursele si resursele unei
comunititi si de aceea radioul trebuie sd deserveascd

primordial interesele comunitatii care 1l sprijind. Radioul
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trebuie sd fie responsabil atit fatd de comunitatea locald
actuala cat mai ales de comunitatea locala viitoare.

Radioul local are astfel obligatii curente fata de:

- subiectii informérii si/sau subiectii stirilor ce se
refera atat la obligatii referitoare la incdlcarea intimitatii si
sau a domeniului privat cat si la posibila prezentare deformata
sau/si incompletd a persoanei private prin intruziune,
omisiune sau chiar prin prezentarea faptelor cu caracter jenant
sau prezentarea faptelor ce ar pune intr-o lumind
falsd/negativa persoana.

- destinatarii/ascultatorii fatd de care radioul are
obligatia de a-i informa si preveni de aparitia unor evenimente
si/sau comportamente ce pot sa determine efecte asupra
ascultatorilor. Totodata rolul de céine de paza al presei este
relevant si presupune ca prin activitatea Iui radioul sa previna
aparitia unor comportamente antisociale si totodata sa aduca
la cunostinta opiniei publice in mod rapid si corect toate
evenimentele ce pot avea efect asupra audientei (radioul are
obligatia minima de a informa).

- societate si aceastd obligatie se rasfrange asupra
societdtii in general chiar si asupra celor ce nu
utilizeazd/ascultd radioul deoarece conduita radioul local
responsabil poate fi atdt model pentru concurentd/celelalte

componente mass media cat si ca mod de presiune din partea
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societatii asupra celorlalte radiouri/componente mass media .
Radioul are si obligatia de a educa si culturaliza. Radioul
trebuie sa promoveze comportamentele si actiunile benefice
ale indivizilor si trebuie totodatd sa combata comportamentele
negative. Radioul trebuie si promoveze etica si binele dar
apare totusi posibilitatea in care promovarea binelui colectiv
poate sd aducd atingere intereselor comunitatii si in acest caz
radioul trebuie sd tind cont de impactul direct asupra
comunitatii si sd prioritizeze actiunile (radioul a aparut pentru
a deservi comunitatea si exista cu resurse de la comunitate si
de aceea radioul trebuie sa respecte in primul rand interesele
comunitatii din care face parte). Principala obligatie a radioul
o are fatd de comunitate (locald sau cea pe care o deserveste
pe o anumita arie geograficd) dar comunitate trebuie privita
pornind de la nivelul de individ (ce face parte din comunitate)
pand la comunitatea globald (suma tuturor indivizilor din
comunitatea geograficd). Radioul local contemporan se afla
sub presiunea concomitenta a cinci factori:
- Patronat/actionariat/salariat
- Publicul si Interesul publicului
- Criteriul audientei (teoretic determinat de
atasamentul/recunoasterea oferitd de catre public
dar posibil de manipulat de organismele de

cercetare/sondare)
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- Respectul fata de individ/societate
- Deontologia profesionala privita ca profesie,

institutie si public

Desi radioul pentru a indeplini criteriul de audienta
trebuie sa ofere, teoretic, ceea ce doreste publicul -
comportamentul responsabil al radioul va impune ca acesta sa
se plieze pe satisfacerea interesului public, interes public
privit (diferit de cerintele comunitatii) ca interes al
colectivitatii respectiv comunitatii si interes ce trebuie sa fie
satisfacut pe termen mediu si lung.

Comportamentul responsabil al unei entitati este dat
de suma comportamentelor responsabile a tuturor elementelor
componente iar in cazul unui radio (indiferent ca e local sau si
national) toate elementele ce compun radioul (fizice si sau
teoretice) trebuie sd conlucreze si  sd  respecte
cerinte/standarde minime de responsabilitate/ calitate.
Standardele minime de calitate, de responsabilitate trebuie
aplicate pe toate cele trei paliere :

- Creatia — In ceea ce priveste creatie teoreticd si
dezvoltarea activitdtii creative, a ideilor pe baza
carora vor fi constituite elementele componente

- Implementare — in ceea ce priveste aplicarea

principiilor de responsabilitate in realizarea
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elementelor componente si adaptarea acestora la
principiile de responsabilitate sociala
Difuzare — in ceea ce priveste comunicarea

publica

Totusi existenta unui radio responsabil impune in

primul rand indeplinirea consecutivd a patru cerinte:

Radioul trebuie sa fie accesibil atat in mod gratuit
cat si garantat pe o anumitd arie de acoperire
(licenta locald a unui radio impune obligatoriu
acoperirea localitatii)

Radioul trebuie sa transmisa informatia rapid,
clar, exact si concis pentru ca receptorii lui sa
poata sa-si ajusteze comportamentul in functie de
informatiile transmise de catre radio

Radioul nu poate fi supus greselilor ceea ce
impune o dubld verificare a informatiilor,
mesajelor transmise

Radioul trebui sa respecte functiile pe care acesta
le are si sa informeze, sa educe, sa culturalizeze,
sd actioneze 1n favoarea interesului public si sa

contribuie la formarea opiniei publice.
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Concluziile pot fi structurate ca si concluzii obtinute
Tn urma activitatii de cercetare teoretica si concluzii obtinute
in urma activitatii de cercetare stiintifica empirica. Concluziile
obtinute in urma activitatii de cercetare teoretica confirma atat
viabilitatea teoretici si  actualitatea conceptului de
responsabilitatea socialda cat si viabilitatea si actualitatea

conceptului de radio local.

Concluzii rezultate in urma activititii de cercetare

teoretica

Conceptul de responsabilitate sociala este utilizat cu
preponderenta si in totalitatea sa doar in activitatea entitatilor
economice cu capital sau aport extern (strdin), Inregistrandu-
se o aplicare minimali fata de situatia din tarile de origine. in
cazul entitdtilor economice cu capital autohton, utilizarea
conceptului se reduce doar la actiunii de conformare si de
respectare a legilor. Se inregistreazd totodata un apetit ridicat
pentru actiunile filantropice, indiferent de sursa capitalului,
datorita faptului ca acest gen de actiuni au o mai mare
vizibilitate si mediatizare. Aplicarea minimala a conceptului
de responsabilitate sociala este datorata pe de o parte atitudinii

de indiferentd a propriului nostru guvern (exemplu gropile
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ecologice) cat si a atitudinii cetdteanului — a lipsei de

implicare si civism.

Tn cazul conceptului de radio acesta este utilizat doar
la nivel teoretic si la nivel de organizare departamentala
preferdndu-se utilizarea si copierea unor formate importate.
Acest lucru este posibil datorita atat lipsei unei legislatii
adecvate cét si a lipsei de implicare a organismelor cu atributii
de reglementare si control ceea ce determind atdt o actiune
duplicitard a detinatorilor strdini de licente de radio
(comportament diferit fatd de tara de origine) cat si
generalizarea acestui comportament (prin imitare) in randul
detinatorilor autohtoni de licente de radio. Preocuparea
principala a detinatorilor de licente radio, indiferent de natura
capitalului, o constituie obtinerea de rezultate financiare
pozitive respectiv de profit ceea ce determind ca radioul sa
mizeze doar pe functiile de informare si divertisment si sa
elimine complet celelalte functii. In cazul radiourilor cu
capital strdin experienta si aplicarea unei retete radio (probata
practic) aduce rezultate, iar in cazul radiourilor cu capital
autohton copierea si/sau imitarea nu determind decat
inexistenta audientei radio (nimeni nu doreste sa asculte un
ecou) ceea ce va determina mai devreme sau mai tarziu

falimentul respectiv inchiderea radioului.
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Personal inclin si cred ca doar o aplicare a
conceptului de responsabilitate sociala in activitatea radioului,
o imbinare intre cele doua concepte pot fi solutia pragmatica
de evitare a falimentului persoanei juridice detindtoare de
licenta si implicit de evitare a inchiderii radioului. imbinarea
corecta Intre cele doud concepte poate determina
sensibilizarea autoritatilor, implicarea agentilor economici
publicitari si mai ales poate determina aparitia cetateanului
civic sub a cdrui presiune radioul isi poate exercita toate

functiile in favoarea interesului public.

Concluzii rezultate in urma activititii de cercetare

stiintifica empirica

Cercetarea stiintifica empirica s-a bazat pe utilizarea
unui sondaj de opinie directionat catre titularii licentelor radio
(detinatorii posturilor de radio locale), sondaj concretizat sub
forma unui chestionar cu 31 de intrebari care au fost trimise
catre 152 de titularii de licente audiovizuale. Au raspuns la
sondaj 62,5% din cei selectati , iar sondajul a urmarit
determinarea nivelului de cunostinte teoretice/practice a celor
ce conduc radioul local, determinarea criteriilor care au stat la
baza specializarii sau nu, a radioului, determinarea gradului de

constientizare, in  ridndul  persoanelor  responsabile
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(manageri/proprietari) a problemelor cu care se confruntad
radioul si a solutiilor. Intrebarile utilizate au fost: intrebari cu
variante multiple de raspuns, intrebari deschise, intrebari
inchise, intrebari cu raspuns directionat si intrebari de control
pentru a verifica corectitudinea si veridicitatea informatilor.

Rezultatele cercetarii au evidentiat urméitoarele

aspecte:

- Lipsa cunostintelor teoretice respectiv practice
atat n ceea ce priveste conceptul de radio cat si in
ceea ce priveste conceptul de responsabilitate
sociala

- Constientizarea la nivelul celor intervievati de
faptul ca radioul local are o problema financiara
ce va determina disparitia acestuia

- Lipsa unor solutii viabile la problemele financiare
ale radioului.

- Lipsa unui model de dezvoltare, implicare,

congtientizare si redresare a radioului local

Rezultatele cercetarii au confirmat ipotezele ceea ce
ma determind sa consider modelul Puls Fm un model viabil
dar cu rezultate favorabile obtinute in timp, iar contributiile

personale sunt reflectate pe doua planuri:
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-Pe plan teoretic prin definirea conceptului de radio
local responsabil si prin identificarea rolului pe care radioul
local il are In comunitate si prin identificarea si definirea clara
a functiilor responsabile pe care radioul local trebuie sa le
utilizeze 1n actiunea de deservire a comunitatii locale.
Totodata pe plan teoretic am largit definitia conceptului de
radio (concept ce in mod clasic contine doar elementele
produse) si am introdus in cadrul conceptului de radio si
componenta umand, componenta vie care de fapt determina
modul in care radioul actioneazd si este perceput in
comunitate, componentd umani care nu se reduce doar la
jurnalisti si implica si receptorii/audienta (componenta care se
influenteaza reciproc).

-Pe plan pragmatic prin definirea unor cai, a unor
solutii de urmat si prin stabilirea unor cerinte minime pentru
radioul local am stabilit un model de urmat, un ghid
metodologic si de bune practici, ghid ce contine precizarea
clard a pasilor si a actiunilor necesare pentru transformarea

radioului Tntr-un radio responsabil.
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Limitele cercetarii

Cercetarea realizatd are o seric de limite inerente
structurate pe cele doua tipuri de cercetdri realizate respectiv
cercetarea teoretica gi cercetarea stiintificad empiricd. Totodata
cercetarea este influentata si de subiectivismul cercetitorului,
subiectivism datorat atat nivelului cultural-stiintific propriu
cat si a experientei practice, cat si a necesitatii obtinerii de

rezultate pozitive bazate in special pe pragmatism.

Limitele cercetarii teoretice sunt determinate in
special de sursele de documentare. Astfel predomina ca surse
autorii strdini si bazele de date de pe internet. In cazul
autorilor romani sursele sunt incipiente si de cele mai multe

ori doar simple traduceri.

Limitele cercetarii empirice sunt influentate pe de o
parte de capacitatea si experienta respondentilor de a aprecia

si raspunde obiectiv .
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Perspectivele cercetarii viitoare

Pentru a se obtine un rezultat cat mai aproape de
perfectiune si a cdrui aplicare sd genereze rezultatele

asteptate este nevoie de :

- O documentare calitativa extinsa

- Posibilitatea unei documentari si la materialele
redactate Tn alte limbi

- Realizarea unei comparatii si cu rezultatele
obtinute 1n alte tari

- Evidentierea evolutiei, a rezultatelor obtinute in
urma aplicarii/utilizarii conceptelor

- Implicarea specialistilor si din domenii conexe cat
si implicarea acestora pe specializari

- Perfectionarea chestionarului si largirea bazei de
respondenti

- O echipd de cercetare mixta realizata din

teoreticieni si practicieni
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CERINTE MINIME ALE ELEMENTELOR
COMPONENTE PENTRU UN RADIO RESPONSABIL

Grila de programe — trebuie sa aiba clar precizate
reperele orare de difuzare, tipul emisiunilor si durata in timp a
acestora, realizatorii si/sau invitatii si pe cat posibil sa se
precizeze si modalitatile de contact. Grila de programe trebuie
adusa la cunostinta publicului atdt prin intermediul radioului
cat si prin intermediul suportului oferit de internet si sau de
presa scrisd. Grila de programe trebuie actualizatd in
permanenta cu realitatea.

Emisiunea radio — trebuie sa aiba precizat clar tipul
de emisiune, realizatorul si eventuali invitati. Emisiunea si
mai ales realizatorul trebuie sa respecte cerintele de limbaj si
sau comportament iar in cazul interactivitatii realizatorul are
si rol de moderator . Ca si grila de programe emisiunea trebuie
prezentatd si popularizatd si prin alte suporturi ( internet) , sa
aiba precizat modalitatile de contact cat si cele referitoare la
dreptul la replicd si sa respecte prevederile C.N.A.

Informarea publica: stirea radio — indiferent de
modul de difuzare a stirilor sub forma de stire unicd sau in
cadrul unui buletin de stiri , informarea publicd prin
intermediul stirilor trebuie sd respecte zece cerinte minime

(punctaj stire anexa 3):
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Sa fie transmisa rapid

- Sa fie reald si pe cat posibil nealteratd de
interventiile personale

- Sa fie de folos comunitatii locale pe care o
deserveste

- Sa aiba prioritatea criteriul spatial

- Sa respecte si criterille  temporale si de
importanta

- Sa respecte cerintele de moralitate, incredere si
efect benefic asupra audientei

- Sa asigure latura de supraveghere, de interpretare
a evenimentelor si de socializare

- Sa aiba un unghi de abordare corect si in directd
concordanta cu efectele benefice ce trebuie aduse
comunitatii respectiv societatii

- Sarespecte principiul celor trei surse

- Saindeplineasca punctajul minim pentru difuzare

Insertul radio — trebuie sa aduca fie greutate stirii
radio fie informatii suplimentare sau si opinii din partea unor
experti si/sau persoane avizate. Insertul trebui sd dea
credibilitate si legitimitate stirilor fapt ce impune si o selectie

calitativa a persoanelor ce vin si dau viata insertului (expertii),
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selectie calitativa realizatd de catre realizatorii/oamenii din
radio pe baze strict profesionale.

Interviul radio — trebuie sa realizeze corecta
informare a audientei si/sau sd popularizeze in randul
audientei activitatea si sau ideile personalitétilor. Interviul
radio are rol de a oferi informatii suplimentare si cu
argumentatii precise fie din partea realizatorului fie din partea
celui intervievat iar cerinta de bazd ar fi existenta unui
documentari clare si concise.

Reportajul radio - indiferent de tematica Ilui
reportajul radio ar trebuie sa reflecte realitatea cat mai fidel si
sa respecte principul veridicititii. In cazul anchetelor radio
este necesard si o documentare cantitativa si calitativd ce sa
asigure respectarea atit a cerintele legate de respectarea
legilor referitoare la calomnie cét si a cerintelor de securizare
a surselor si a realizatorilor, reporterilor.

Talk show radiofonic — acest tip de emisiune ar
trebui sd respecte cerintele legate de dubla calitate a
realizatorului cea de realizator, cét si cea de moderator si sa
asigure conditiile tehnice - in prealabil anuntate (popularizate
atat pe suport radio cat si pe alte suporturi — internet) — si de
acces a potentialilor doritori/ascultdtori care doresc si

participe (in direct) la emisiune/talk show.
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Interventiile radio - ar trebui utilizate doar de catre
realizatorii si in scopul de informare, avertizare si
divertisment. Interventiile trebuie sa fie de actualitate, de
utilitate si veridice.

Alte tipuri de emisiuni ca horoscop, revista presei,
topuri, clasamente si meteo sd fie realizate pornind de la
utilitatea lor si strict legate de cerinta audientei.

Publicitatea radio — ar trebui sa fie accesibila tuturor
agentilor economici din arealul 1n care radioul 1si desfasoara
activitatea atat din punct de vedere al tarifelor percepute cat si
din punct de vedere al creativitatii. Totodata publicitatea radio
ar trebui sd elimine manipularea si persuasiunea si sa puna
accent pe prezentarea succintd a informatiilor legate de
localizarea, prezentarea si beneficiul direct obtinut ca urmare
a utilizarii de produse respectiv servicii. Deoarece publicitatea
radio este singura sursa de venit (cel putin teoretica) a unui
radio, iar radioului ar trebui sa accepte impunerile celui ce
plateste difuzarea este necesar existenta fie a unui
comportament comun al tuturor radiodifuzorilor fie existenta
unor prevederi legale clare (sunt doar directive C.N.A.
referitoare la orele si tipurile de reclame, directive cuprinse
sub forma de decizii ce cuprind reguli si sau modele de
comportament al radiodifuzorilor referitoare doar la anumite

aspecte si sau probleme si doar pe anumite perioade de timp —
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exemplu: Decizie CNA nr. 244 din 12 aprilie 2016 privind
regulile de desfasurare in audiovizual a campaniei electorale
pentru alegerile locale din anul 2016)

Promotia la radio — sa respecte scopurile promotiei
respectiv de informare, imagine si sau fidelizare si sa asigure
atat accesul neconstrans tuturor celor ce doresc sa participe si
sd nu fie utilizata ca si element de concurenta neloiala. (cazul
concursurilor organizate de marile retele de radio unde
accesul la concurs este conditionat de urmarirea emisiunilor
radio si totodatd unde activitatea de promotie are loc in
perioada in care se realizeaza masurarea de audientd).

Stilul conversational — determinat atat ca suma a
stilurilor conversationale ale jurnalistilor cat si ca mod in care
este perceput de audienta trebuie sa se bazeze exclusiv pe
claritate, corectitudine, precizie, concizie, armonie si
demnitate. Stilul conversational defineste modul in care
radioul privit ca si entitate percepe sd-si facd datoria fata de
societate, fatd de audienta si comunitate.

Jurnalisti — care reprezintd de fapt resursa de baza a
radioului sunt cei ce reflectd prin vocile lor, prin
comportamentul lor stilul conversational si imaginea radioului
in constientul audientei. Indiferent de calitdtile lor vocale
si/sau intelectuale jurnalistii trebuie sa respecte politica si

principiile radioului, orientarea radioului si nu in ultimul rand
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cerintele si dorintele si asteptarile comunitatii din care radioul
face parte.

Muzica — fiind cea mai utilizatd resursa a unui radio,
muzica este cea care defineste formatul radioului si este
totodatd si motivul principal pentru care radioul este ales de
catre audienta sa. Chiar si In cazul unei audiente captive
(audiente ce nu are alte solutii/frecvente fie urmaresc un radio
pentru un premiu) responsabilitatea radioului trebuie sa fie
reflectatd atat prin selectia fatd de genul de muzica promovata
cat si prin frecventa utilizata.

Publicul si audienta — De reguld publicul este si cel
ce determina audienta unui radio iar audienta poate fi teoretica
(totalitatea publicului dintr-un areal) sau determinatd prin
sondaje. Ideal ar fi ca un radio sd ofere informatii despre
audienta si ratingul pe care il obtine pe baza
masuratorilor/studiilor de piatd, informatii oferite ca un
raspuns responsabil atdt fatd de clientii de publicitate cat si
fata de ascultatorii postului de radio. Reflectarea reala a
audientei/ratingul va determina radioul sd-si Tmbunatiteasca
calitativ emisiunile, programele si/sau unghiul de abordare,
va determina radioul si se specializeze si sd se adreseze fie
unei nise, fie cerintelor si asteptarilor comunitatii din care face

parte.
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Interesul public — impune pe deoparte determinare
exactd a interesului public, determinarea realizatd atat pe
termen scurt cat si pe termen lung si totodatd realizarea unei
politici/optici responsabile in cea ce priveste emisiunile ,
programele realizate de catre radio.

Opinia publicd — in strinsd legdturd cu interesul
public radioul trebuie sa reflecte pe de o parte ceea ce e este
benefic pentru public/audientd si totodatd sda fie in
concordantd cu ceea ce doreste opinia publicd. Radioul are
doar rol de informare a opiniei publice si de deservire a
interesului public.

Comportamentul ascultatorilor — este strans legat
de actiunea radioului In comunitate iar in cazul in care un
radio se comporta responsabil in timp si ascultatorii vor
adopta acest tip de comportament atat ca reflex, imitatie cat
mai ales ca un raspuns emotional si sau rational.

Un radio responsabil trebuie sa indeplineasca
responsabil:

- Functia de informare care trebuie sa fie neutra,

utilitara, de avertisment si imediata

- Functia de interpretare prin care radioul trebuie

sa interpreteze in mod corect si accesibil audientei

sale evenimentele pe care le relateaza
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- Functia de comunicare prin care radioul trebuie
sd comunice imediat si in mod accesibil

- Functia de culturalizare prin care radioul trebuie
sa reflecte 1n relatdrile sale si in abordarile sale si
evenimentele culturale si sd popularizeze toate
formele de culturd (pornind de la prezentarea
evenimentelor pana la difuzarea radio a unor
concerte, specii culturale)

- Functia de educatie prin care radioul este chemat
sa prezinte pe de o parte efectele benefice ale
educatie, sd prezinte favorabil sentimentele
morale, etice si sau patriotice iar pe de altd parte
sd prezinte comportamentele negative ale
societatii .

- Functia de divertisment prin care radioul trebuie
sa raspundd nevoi de relaxare, de bund dispozitie
si tonus intelectual al audientei.

- Functia de declansator de comportament social
care pe baza Iincrederii cdpatatd de radio in
comunitate trebuie sd determine un raspuns
imediat si neconditionat al audientei.

- Functia publicitara acceptatd de audientd si

utilizatd atat pentru efectele benefice aduse
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comunitati prin informare cat si prin efectele
financiare aduse radioului ca entitate economica.

- Functii noi responsabile: promovarea valorilor
locale, formator de opinii si atitudini,
pastrarea vie a traditiilor locale, sustinere a
mediului de afaceri local, sustinere si
promovare a initiativelor locale, dezvoltarea
civismului local si contributie la formarea

opiniei publice.
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THE IMPORTANCE, CURRENCY
AND THE NEW OF THE THESIS/WORK

The scientific approach of the PhD thesis "Social
Responsibility in the Local Radio" is structured in five
chapters and aims to identify viable solutions through which
the local radio can prove its usefulness (to serve functionally,
informative and utilitarian community in a certain
geographical area) And to fulfill the existential purpose for
which it was created. The approach has also emerged from the
need to find a source of funding to support the existence and
perpetuation of local radio.

The future will belong to a media that will form and
educate a mass media that will develop ethically based on the
concept of social responsibility, the future will belong to a
responsible mass media, and the radio as a modeling factor of
the perception and experience of individuals will have a
primordial role In the local community (community of
individuals grouped on the basis of the territorial criterion)
both in information, relaxation and (above all) preservation of
national / local identity and at the same time in the formation
of responsible and ethical behavior, as well as in the
formation and modeling of an interested local community Of

their own development and their own evolution. The first two
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chapters of the paper are focused on the research of the
concepts of social responsibility and local radio and in the
next two chapters the current situation, the disturbing factors
and the way of applying the concept of social responsibility
within the local radio activity are analyzed, and the chapter
five highlights the characteristics Responsible local radio and

minimum requirements for the radio to serve the community.

The purpose of the study / research

In theory, there should be close interdependence
between media institutions and its public, on the one hand
media institutions provide information, educate, become
aware and relax, and on the other hand media / listeners offer
livelihoods (by accepting and influencing the environment
Business).

Practically political partisanship, manipulation,
infiltration of the media by various structures, the lack of
moral marks makes the current media institutions a harmful
factor. Buying the audience (high prizes), denying the human
condition (see programs focusing on the negative features of
those interviewed or gossip) or imposing imported recipes
(successfully formed in other areas and imposed locally by

repetition) Sterile debates on issues of interest, and the
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repeated provision of the same information are just some of
the ways in which current media institutions operate.

The first "victim™ of this behavior is the public, the
public, who accepts, wants and imposes this behavior.
Another victim of this approach is higher education
institutions. But among the victims are also parts of media
institutions:  newspapers,  radios, televisions  have
disappeared. The economic crisis, the digital revolution, the
expansion of external media networks are other factors with
negative influences, and all these negative influences have
caused a local radio response, a response by which the radio
has tried to oppose, by which the local radio has taken
Countermeasures and applied management strategies,
strategies designed to ensure its existence.

And the first strategy is radio management 1.0
(focusing on improving the public image of the radio) through
which local radios or adapted and copied the actions of the
radio networks and only the public image of the radio was
watched and all the actions were directed directly to the
product (radio) Positioning it in the listener's mind and skills.
There are campaigns to promote images through newspapers,
magazines and even books, as well as attending local events
or even co-organizing local events (the first outdoor concerts).

At the same time, professional advertising offers, the use of
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billboards and other promotional media appear, the first
sponsored local issues, the first visual corporate identity
measures (inscribed machines, personalized microphones,
business cards, badges, personalized offers) Prizes offered by
local societies, first steps to customer loyalty, and consistent
mutual promotion with other media segments (cross-
promotion).

The emergence of the internet and its development led
to the emergence of new ways of communication and loyalty.
Radio networks have also been pioneers in terms of using new
opportunities, and local radio has only copied network shares.
The transition to Internet 2.0 (the emergence of social
networks) was another way in which national radios / recipes
captured the market both in terms of audience and in terms of
seizing financial resources. Based on the expansion of the
internet, the local radio has started using new specific actions
and using radio management 2.0, with emphasis on
improving radio network strategies and thus:

- The first trans-county collaborations between local
radios that exchange news, information and even exchange of
programs.

- Involvement of radios in other media channels (the
first televisions with the people in the radio or the first local

newspapers written by people in the radio).
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- Involve local radios in philanthropic actions (radios
have become the initiators of charitable activities).

- Loyalty to advertisers by offering incentives for
social recognition (the first degrees for companies, for
managers, for public authorities).

- There are newsletters (direct mail) dedicated to
clients and listeners.

- Increased mass use of differentiated promotions on
listeners and customers.

Due to the explosive development of social media and
the increase of the radio listener's dependence on the social
media, the local radio has to apply radio management 3.0
that aims to use social media in radio activity. If the first
management measures - radio management 1.0 were directed
directly to the product (radio) and its positioning / radio in the
mind and skills of the listeners, through radio management
2.0. to act directly towards the client (through increased
involvement and loyalty) by switching to radio management
3.0, act on increasing interactivity and using social media
tools.

However, due to both the evolution of the radio
listener (as an age and experience) as well as the evolution of
its requirements, there is radio management 4.0 in which the

emphasis is shifted to segmentation and adaptation to the
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audience requirements and to the appearance of thematic radio
formats.

The novelty of the theme is that the use of the
concept of social responsibility is the first theoretical
approach that analyzes how the practical application of the
concept of social responsibility can provide local radio
resources with the financial resources for survival and at the
same time can ensure the fulfillment of the existential role of
the radio. At the same time, it is the first approach that seeks,
analyzes and sets out the practical and practical ways in which
the local radio has to respond to the requirements of modern
man, is the first approach that emphasizes the need for the
local radio to behave responsibly towards its audience,
which has to be done voluntarily and over the legal provisions
and requirements (often overcome). The result of the research
can also be used to establish the first formula / forms of self-
regulation and ethical behavior of radio license holders and
journalists to form self-regulatory forms that emphasize
impartiality,  honesty, accuracy, integrity, fairness,
independence and service Public interest as the general mode
of radio behavior. The main aim of the action is to change the
behavior of the local radio and to move from a formal
behavior and to adapt to a leadership behavior and to create

trends and directions of evolution. As a novelty is the
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approach of the radio concept as a result of the interaction
between the technique (equipment and products made through
them) and human (interventions, tone, approaches). The
product thus obtained from this interaction is actually the
radio regarded as a mix / radio ensemble between the two
components (technical and human). The interaction between
radio components (radio, news, interview, advertising, music)
and the personality and style of the live radio component (the
journalist, the scientist, the reporter) determines the broadcast
radio mix. A novelty is also the approach of the radio concept
as a result of the interaction between the radio ensemble
(radio mix resulting from the technical and human interaction)
and its audience, interaction resulting in a responsible radio,
radio that occurs as a result of the service To the radio of the
public interest, as well as the adaptation of the radio to the
responsible answer of the listener. Another novelty is the
expansion of radio functions from classical ones (for example,
information) to responsible functions (for instance support for
local community). The introduction of solutions for the
application of social responsibility in radio, internal and
external activity, as well as the presentation of the minimum
requirements for the existence of the responsible radio is a

novelty one.
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OBJECTIVES AND ASSUMPTIONS OF
RESEARCH

The fundamental objective of the research is to
determine the theoretical and conceptual modalities by which
the local radio can, through the use of the concept of social
responsibility, fulfill its responsibility and survive financially
on a long-term basis. The research is based on the hypothesis
that there is a close link between inter-conditionality in the
local radio, its audience and its sources of funding, a link that
can be played as follows: listeners require a local type of
behavior / response / broadcasts, and if the radio Manages to
respond to the demands, the listeners will have beneficial
effects on the sources of funding (the listeners impel / visit the
customers / companies that use the radio as advertising) a
beneficial effect that has repercussions on the existence /
perpetuation of the radio.

The existence of this hypothesis implies the existence
of three responsible actors:

- This requires a responsible listener who understands
that the only source of funding for local radio is advertised,
and so the listener changes its behavior in terms of the use of
products or services marketed by companies using radio as

advertising support.
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- Companies, responsible advertisers need to know
the role of local radio and recognize the beneficial effects of
using local radio as advertising support.

- and finally, a responsible local radio that does not
just aim for the financial purpose of its existence and know
(and apply) the responsible role of local radio over the local
community.

As a conclusion, a responsible radio is needed to
combine / harmonize the interests of the three categories of
actors involved, long-term harmonization (because even if the
radio responds to the immediate demands of its audience due
to both the imitation of the radio competition and the
evolution of the audience It is possible that the radio response
to audience requirements is just a short-term solution and only
a conjectural and imitated solution that can lead to a limited
solution). Another objective of the research is to establish
pragmatic and punctual ways and practical solutions to be
followed and applied in order to meet both the long-term
needs, the existential and financial perpetuation of the radio
and the need for responsible use of the radio for the direct
benefit and sustainability of its audience.

The objectives of the thesis are emphasized on each
chapter, in chapter one is presented the concept of social

responsibility, the history, the dimensions and the
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implementation modalities, the second chapter presents the

concept of radio as well as its component elements and

functions, and the third chapter is meant to apply the concept

of social responsibility in the activity of a radio.

Chapter 1 - Presentation of the Social Responsibility Concept
(CSR)
- Dimensions and CSF beneficiaries
- Why is CSR used?
- How to apply and implement CSR?
- CSR actions and tools
- Measure the effects of CSR implementation
- Conclusions
Chapter 2 - Presentation of the local radio concept
- Components of the radio
- Functions of a radio
- Conclusions
Chapter 3 - Current situation and disturbing / triggering factors

- Applying RSC to radio: causes
- Reasons for and use of CSR
- Research directed to radio licensees in the country:

survey and conclusions
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- Conclusions

Chapter 4 - Application of CSR internally and externally
- Conclusions

Chapter 5 - The responsible radio

The fundamental objective of the thesis is the result of
the investigation and analysis of the concept of social
responsibility and the concept of local radio and the
combination of the two concepts, a combination that results in
the appearance of the responsible radio concept. The research
objectives aim at understanding, analyzing and explaining the
relationships that arise between the two concepts, explaining
how the two concepts can and will be directly influenced and
especially in explaining how the interaction between the two
concepts determines the emergence of the concept
Responsible radio.

The hypotheses that research goes into reflect on one
hand the need for the local radio to survive and to secure a
financial resource and on the other hand it reflects the need
for the local radio to adapt to the modern man, the responsible
man and the interested person, and why and what is
happening around him. Also, the need for the local radio to
respond primarily to the requirement for which it was created

by the legislator (to respond to the needs of the local
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community) and then to meet the requirements of the current

media functions (information, entertainment).

RESEARCH METHODOLOGY

The methodology of research is made up of the
classical and contemporary theoretical theories, existing in the
literature of the field studied both from the native literature
and especially from foreign works.

The novelty is determined by the merging of the two
concepts and the creation and explanation of the new radio
concept - the responsible radio. The first part of the research is
devoted to the analysis of the social responsibility concept and
to the analysis of the local radio concept, and the second part
includes the actual research which started with the definition
and formulation of the problems to be analyzed, setting the
purpose of the research and finalizing with the formulation of
solutions and / (At the same time its own contribution is
clearly reflected). The research is based on a bibliography
consisting of 234 titles - 67 books and 167 internet sources
(with predominant references from foreign literature). The
study will contribute, theoretically, to facilitating, detailing
and deepening the knowledge about the responsible local

radio concept and from the practical point of view the study
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can be a pragmatic way to follow and ensure the perpetuation
of the local radio.

The necessity to use a pragmatic model to be
followed is also highlighted by the result of the research
carried out at the level of the local radio makers (radio
directors), which reflects both the lack of some theoretical
concepts to be applied and the lack of strategies and applied
models. The conclusions of the research as well as the
personal contributions can constitute both a theoretical model
and a practical solution to be followed, a model and a solution
that can ensure the existence of the local radio and especially
the fulfillment of the purpose it has (the radio) was created, as
well as the responsible adaptation of radio to the new
requirements of human development.

Personal contributions are reflected on two levels:

-The theoretical plan by defining the local responsible
radio concept and by identifying the role that local radio has
in the community and by clearly identifying and defining the
responsible functions that the local radio has to use in serving
the local community. At the same time, on the theoretical
level, | have broadened the definition of the concept of radio
(concept which in classical terms contains only the elements
produced) and introduced in the concept of radio and the

human component the living component that actually
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determines the way the radio acts and is perceived in the
community, component Humanity that does not just reduce to
journalists and also involves the receptor / audience
(component that influences each other).

- On the pragmatic level by defining solutions to be
followed and laying down minimum requirements for local
radio, we have set up a model to follow, a methodological
guide and best practices, a guide that contains a clear
indication of the steps and actions needed to transform the

radio into a responsible radio.

GENERAL CONCLUSIONS

Mass media is a component and inevitable part of
modern society; the correct functioning of the media depends
on the degree of democratization of a nation, country, and
among all modes of expression / communication, the radio is
only a support used for communication and reflects exactly
the views and / or the views of those involved in the creation,
performance, commenting and presentation of events and / or
acts that take place / are taking place that may or may not
influence the activity and life of the receptors. The radio as
part of the media should only act in favor of the public
interest, and the public interest should contain more than just

legal provisions on governance and / or politics, the public
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interest should reflect the responsible and ethical development
vision of a nation, norms and / or customs of peaceful
coexistence and provisions and limits of application. The
radio should act in the service of good and be primarily
responsible for the community to which it is addressed, and
responsibility should not be seen only from the point of view
of actual moment and only current / daily information,
respectively from the point of view of entertainment, but must
be seen from the perspective of the triple connection Human-
nature-future and local radio duality - local community. The
current economic crisis, climate change, resource limitation,
globalization, but also the conscious evolution of the
individual (evolution and public opinion) will lead to
corporations being under much more strict control, in the form
of legal imprisonments especially in the form of actions /
pressures of public opinion. The rise in civic life, due to both
the evolution and multiplication of information channels as
well as the formation and maturation of the individual
interested in the world in which they live, will force
corporations to apply the CSR not only to gain advantages,
and the voluntary nature of CSR will be replaced by
mandatory. Simplistically, the radio has only a decorative and
/ or minimal role in informing, developing and raising

awareness of its listeners but on the radio beyond the
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identifiable components (for instance the news bulletin) and
beyond the influence the radio has on the consciousness and
on the behavior of the audience and beyond the
interdependence between the radio and its receivers (the
audience), the radio is the mass media that can contribute to
popularizing / spreading the public interest and especially to
the formation of public opinion. Radio is an enterprise /
activity that lives with the sources and resources of a
community and that's why the radio must primarily serve the
interests of the community that supports it. Radio should be
responsible for both the local community and the local
community in the future.

Local radio has current obligations towards:

- Information subjects and / or news subjects that
refer both to privacy and / or private privacy violations and to
the possible deformed and / or incomplete presentation of the
private person through intrusion, omission or even the
disclosure of embarrassing facts or the presentation of facts
that would put a person in a false / negative light.

- Obligations towards the recipients / listeners to
whom the radio has the obligation to inform and prevent the
occurrence of events and / or behaviors that can cause effects
on the listeners. At the same time, the role of the watchdog of

the press is relevant and implies that by its activity the radio
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prevents the emergence of anti-social behaviors and at the
same time informs the public quickly and correctly all the
events that may have an effect on the audience (the radio has
the minimum obligation to inform).

- obligations towards the society and this obligation
affects society in general even over those who do not use /
listen to the radio because the conduct of the responsible local
radio can be both a model for competition / other media and
as a way of pressure from society on other radios / media.
Radio has an obligation to educate and culture. The radio has
to promote the behaviors and beneficial actions of individuals
and must also combat negative behaviors. The radio has to
promote ethics and good, but there is the possibility that the
promotion of collective good can harm the interests of the
community and in this case the radio should take into account
the direct impact on the community and prioritize the actions
(the radio has appeared to serve the community and there is
with resources from the community, and therefore the radio
must primarily respect the interests of the community it
belongs to). The main obligation of the radio has to the
community (local or the one it serves on a certain
geographical area), but the community must be viewed from
the level of the individual (community) to the global

community (sum of all individuals in the community
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geographical). Contemporary local radio is under the
concomitant pressure of five factors:

- Owner / shareholder / employee

- Public and Public Interest

- The audience criterion (theoretically determined by
attachment / recognition offered by the public but possibly
manipulated by the research / survey bodies)

- Respect for the individual / society

- Professional ethics seen as a profession, institution
and public.

Although the radio to meet the audience criterion has
to offer theoretically what the public wants - the responsible
behavior of the radio will require that the radio be satisfied in
meeting the public interest, public interest (different from
community requirements) as an interest of the community and
interest that needs to be met in the medium and long term.

The responsible behavior of an entity is given by the
sum of the responsible behaviors of all the constituent
elements, and in the case of a radio (whether local or
national), all radio elements (physical and / or theoretical)
have to work together and meet minimum requirements
responsibility / quality. Minimum standards of quality,

responsibility must be applied on all three levels:
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- Creation - in terms of theoretical creation and the
development of creative activity, the ideas on which the
component elements will be constituted

- Implementation - As regards the application of the
principles of responsibility in the implementation of the
component elements and their adaptation to the principles of
social responsibility

- Dissemination - in terms of public communication.

However, the existence of a responsible radio requires
first and foremost the fulfillment of four requirements:

- The radio must be accessible both free of charge and
guaranteed on a certain coverage (the local radio license
necessarily requires coverage of the locality)

- The radio should transmit the information quickly,
clearly, precisely and concisely so that its receivers can adjust
their behavior according to the information transmitted by the
radio

- The radio cannot be mistaken which requires a
double check of information, messages sent

- The radio has to respect the functions it has and to
inform, educate, culture, act in the public interest and
contribute to the formation of public opinion.

The conclusions can be structured as the conclusions

of the theoretical research activity and the conclusions
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obtained from the scientific empirical research activity. The
conclusions from theoretical research confirm both, the
theoretical viability and the current concept of social
responsibility, as well as the viability and timeliness of the
local radio concept.

Conclusions resulting from the theoretical
research activity

The concept of social responsibility is used
predominantly and in its entirety only in the activity of
economic entities with capital or external contribution
(foreign), with a minimal application to the situation in the
countries of origin. In the case of economic entities with
domestic capital, the use of the concept is reduced only to
compliance and compliance. There is also a high appetite for
philanthropic actions, regardless of the source of capital, due
to the fact this type of actions have a greater visibility and
media coverage. The minimal application of the concept of
social responsibility is partly due to the attitude of
indifference of our own government (for instance ecological
plots) and the attitude of the citizen - lack of involvement and
civism.

In the case of the radio concept, it is used only at the
theoretical and departmental level, preferring the use and

copying of imported formats. This is possible due to both the
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lack of adequate legislation and the lack of involvement of
regulating and controlling bodies, which leads both to
duplicate action by foreign license holders (behavior different
from the country of origin) and generalization of this behavior
(by imitation) among the domestic licensees of radio licenses.
The main concern of radio license holders, regardless of the
nature of the capital, is to obtain positive financial results or
profit, which determines that the radio only relies on
information and entertainment functions and completely
eliminates other functions. In the case of foreign-owned
radios, the experience and the application of a radio
(practically proven) radio recipe brings results, and in the
case of radio stations with native capital, copying and / or
imitating only determines the non-existence of the radio
audience (no one wants to listen to an echo) sooner or later the
bankruptcy or the closure of the radio.

Personally, | incline to believe that only the
application of the concept of social responsibility in the
activity of the radio, a connection between the two concepts
may be the pragmatic solution to avoid the bankruptcy of the
licensed legal person and implicitly to avoid the closing of the
radio. The right connection between the two concepts can lead
to the sensitization of the authorities, the involvement of the

economic agents and, in particular, to the emergence of the
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civic citizen under whose pressure the radio can exercise all
its functions in favor of the public interest.

Conclusions resulting from the scientific empirical
research activity

Empirical scientific research was based on the use of
an opinion poll directed at the holders of radio licenses (local
radio station holders), a survey conducted in the form of a
guestionnaire of 31 questions that were sent to 152
audiovisual license holders. They surveyed 62.5% of those
selected and the survey aimed to determine the level of
theoretical / practical knowledge of those conducting the local
radio, to determine the criteria that were the basis of the
specialization or not, of the radio, to determine the degree of
awareness, in the responsible person, the problems faced by
the radio and the solutions. The questions used were: multiple
choice questions, open questions, closed questions, directed
guestions, and control questions to check the accuracy and
truthfulness of the information.

The research results highlighted the following:

- Lack of theoretical and practical knowledge both in
terms of the concept of radio and the concept of social
responsibility

- Awareness among those interviewed that the local

radio has a financial problem that will cause it to disappear
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- Lack of viable solutions to the financial issues of the
radio.

- Lack of a model for the development, involvement,
awareness and recovery of local radio.

The results of the research confirmed the hypotheses
which make me consider the Puls Fm model a viable model
but with favorable results obtained over time, and the personal
contributions are reflected on two levels:

- The theoretical plan by defining the local
responsible radio concept and by identifying the role that local
radio has in the community and by clearly identifying and
defining the responsible functions that the local radio has to
use in serving the local community. At the same time, on the
theoretical level, we have broadened the definition of the
concept of radio (concept which in classical terms contains
only the elements produced) and we have introduced within
the concept of radio and the human component the living
component that actually determines how the radio acts and is
perceived in the community, A human component that does
not just reduce to journalists and it also involves the receptor /
audience (component that influences each other).

- On a pragmatic plan by defining some paths,
solutions to be followed, and setting minimum requirements

for local radio, we have set a model to follow, a
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methodological guide and best practices, a guide that contains
a clear indication of the steps and actions required for turning
the radio into a responsible radio.

Research boundaries

The research has a series of inherently structured
boundaries on the two types of researches, namely the
theoretical research and the empirical scientific research. At
the same time, research is also influenced by the subjectivity
of the researcher, subjectivism due to both its own cultural-
scientific level and practical experience, as well as the need to
obtain positive results based especially on pragmatism.

The limits of theoretical research are determined in
particular by the sources of documentation. Thus, foreign
authors and databases on the internet predominate. In the case
of Romanian authors, the sources are incipient and most of the
time only simple translations.

The limits of empirical research are influenced, on the
one hand, by the capacity and experience of respondents to
appreciate and respond objectively, and on the other hand, the
construction of the guestionnaire. (A construction that had to

match and just suggest)
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Prospects for future research

In order to achieve a result closest to perfection and
whose application to generate the expected results, it is

necessary to:

- Enhanced qualitative documentation

- Possibility of documenting and materials written in

other languages

- Making a comparison with the results obtained in

other countries

- Evidence of evolution, of the results obtained from

the application / use of concepts

- Involvement of specialists and related fields and

their involvement in specializations

- Improving the questionnaire and broadening the

base of respondents

- A mixed research team made up of theoreticians and

practitioners

— 05—



Aportul responsabilitatii sociale in activitatea radioului local

MINIMUM REQUIREMENTS OF
COMPONENT ELEMENTS FOR A RESPONSIBLE
RADIO

Program grid - must clearly specify the timelines of
the broadcast, the type of broadcasts and the duration of the
broadcasts, the producers and / or invitations and as far as
possible the details of the contact details. The program grid
must be made publicly available both through the radio and
through the support provided by the Internet and the written
press. The program grid needs to be continually updated with
reality.

Radio broadcast - must clearly specify the type of
broadcast, the creator and eventual guests. The broadcast and
especially the publisher must comply with language and / or
behavioral requirements, and in the case of interactivity, the
performer also has the role of moderator. Like the program
grid, the show has to be presented and popularized by other
media (the internet), to specify the contact and the right of

reply, and to comply with the provisions of C.N.A.

Public information: radio news - regardless of how

news reports are broadcast in the news or in a news bulletin,
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public information through news must comply with ten

minimum requirements (news item appendix 3):

- To be transmitted quickly

- Be real and as far as possible unaltered by personal
interventions

- To be of benefit to the local community it serves

- Prioritize the spatial criterion

- Observe both time and importance criteria

- Obey the requirements of morality, trust and a
beneficial effect on the audience

- Ensure supervision, event interpretation and
socialization

- Have a right angle of approach and in direct
harmony with the beneficial effects that must be brought to
society and society

- Respect the principle of the three sources

- To meet the minimum score for broadcast.

The radio insert - should either bring weight to the
radio news or additional information or advice from experts
and / or certified persons. The insertion has to give credibility
and legitimacy to the news, which also implies a qualitative

selection of the people coming and giving life to the insert
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(the experts), a qualitative selection made by radio producers /
people on strictly professional basis.

The radio interview - needs to properly inform the
audience and / or popularize the audience's activity and / or
ideas. The radio interview is intended to provide additional
information and precise arguments either from the interviewer
or the interviewee, and the basic requirement would be the
existence of clear and concise documentation.

Radio reporting - regardless of the subject of the
radio reportage, should reflect the reality as faithful as
possible and respect the principle of veracity. In the case of
radio surveys, quantitative and qualitative documentation is
also required to ensure compliance with both the requirements
of respect for slander laws and the requirements for securing
sources and reporters.

Talk show radio - this type of broadcast should meet
the requirements of the two-fold quality of both the creator
and the moderator and ensure the technical conditions -
previously announced (popularized both on radio and on other
media - the Internet) - and access for potential listeners /
listeners who want to participate (live) at the show / talk

show.
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Radio interventions - should only be used by the
developers and for information, warning and entertainment
purposes. Interventions must be timely, useful and truthful.

Other types of programs such as horoscopes, press
releases, charts, rankings, and weather can be done based on
their usefulness and strictly related to the audience
requirement.

Radio advertising - should be accessible to all
economic operators in the area in which the radio operates,
both in terms of perceived tariffs and creativity. At the same
time, radio advertising should eliminate manipulation and
persuasion, and focus on briefly presenting information about
the location, presentation, and direct benefit of using products
or services. Since radio advertising is the only source (at least
theoretical) of a radio and the radio should accept the debts of
the broadcaster, it is necessary either for a common behavior
of all broadcasters or for clear legal provisions (they are only
CNA concerning the hours and types of advertisements,
directives in the form of decisions that contain rules and / or
behavioral patterns of broadcasters referring only to certain
aspects and / or problems and only for certain periods of time
- example: CNA Decision No. 244 of the 12" of April 2016
on the rules for the broadcasting of the electoral campaign for

local elections in 2016)
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Promotion on the radio - observe the purposes of the
respective promotion of information, image and loyalty, and
to ensure non-contentious access to all who wish to participate
and not to be used as an element of unfair competition. (In the
case of competitions organized by large radio networks where
access to the contest is conditional on the tracking of radio
broadcasts and at the same time where the promotional
activity takes place during the time when the audience
measurement is carried out).

Conversational style - determined both as a sum of
the conversational styles of journalists and as perceived by the
audience, must be based solely on clarity, fairness, precision,
concision, harmony and dignity. Conversational style defines
how the radio seen as an entity perceives its duty to society,

audience and community.

Journalists - who are actually the core resource of
the radio - are those who reflect through their voices, their
behavior the conversational style and the image of the radio in
the audience's consciousness. Regardless of their vocal and /
or intellectual qualities, journalists must observe radio politics
and principles, radio orientation, and, last but not least, the
requirements and desires and expectations of the community

to which the radio belongs.
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Music - being the most used resource of a radio, it is
music that defines the format of the radio and is also the main
reason why the radio is chosen by its audience. Even in the
case of a captive audience (audiences with no other solutions /
frequencies either pursue a radio for a prize), the
responsibility of the radio must be reflected both by the
selection of the kind of music promoted and the frequency
used.

Public as audience and audience - As a rule, the
audience/public is also the one that determines the audience of
a radio, and the audience may be theoretical (the whole
audience in an area) or determined by polls. Ideally, a radio
should provide information about the audience and rating it
derives from market measurements / studies, information
provided as a responsible response to both advertisers and
listeners on the radio. The true reflection of the audience /
rating will cause the radio to improve its broadcasts, programs
and / or approach angle, will cause the radio to specialize and
address either to a niche or the requirements and expectations
of the community it belongs to.

Public interest - requires an exact determination of
the public interest, the determination made both in the short

and the long term, and at the same time the realization of a
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responsible policy / optics in the broadcasts, the programs
made by the radio.

Public opinion - in close connection with the public
interest, the radio must reflect on the one hand what is
beneficial to the public / audience and at the same time be in
line with what the public wants. Radio only serves to inform
the public and serve the public interest.

Behavior of the listeners - is closely related to the
action of radio in the community and if a radio behaves
responsibly in time and the listeners will adopt this type of
behavior both as a reflex, imitation as much as an emotional
and or rational response.

A responsible radio must fulfill the responsibility:

- Information function that has to be neutral, useful,
warning and immediate

- Interpretation function by which the radio must
interpret correctly and accessible to its audience the events it
reports

- The communication function through which the
radio must communicate immediately and in an accessible
way

- The cultural function by which radios must reflect

in their accounts and in their approaches and cultural events
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and to popularize all forms of culture (from the presentation
of events to radio broadcasting of concerts, cultural species)

- The function of education by which the radio is
called to present, on the one hand, the beneficial effects of
education, to present favorably moral, ethical and / or patriotic
feelings and, on the other hand, to present the negative
behaviors of society.

- The entertainment function through which the
radio has to meet the needs of relaxation, good mood and
intellectual tone of the audience.

- A social behavior trigger function based on
community-based confidence in the community must lead to
an immediate and unconditional response of the audience.

- Advertising feature accepted by the audience and
used for both the beneficial effects of communities through
information and the financial effects of radio as an economic
entity.

- New responsible positions: promoting local
values, forming opinion and attitudes, keeping the local
traditions alive, supporting the local business
environment, supporting and promoting local initiatives,
developing local civism and contributing to public opinion

formation.
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53.http://www.ancom.org.ro/spectru-radio_2749 24.2.2016
ora 12.04

54 .http://www.audienta-radio.ro/default.aspx?id=7
16.11.2016 ora 21.00
55.http://www.brat.ro/mip/publicitatea-mip-in-2014
24.9.2015 ora 9:00
56.http://www.cisco.com/web/RO/news/2014/140627.html
24.9.2015 ora8:15
57.http://www.cna.ro/Decizie-CNA-nr-405-din-02.html art.1,
art.3, art.32,21.10.2015 ora 8:59
58.http://www.cna.ro/DECIZIE-Nr-220-din-24-februarie.html
7.12.2015 ora 19:14
59.http://www.cna.ro/DECIZIE-Nr-220-din-24-februarie.html
7.12.2015 ora 19:21
60.http://www.comunicatedepresa.ro/audienta/definitie/
3.12.2015 ora 10:47
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61.http://www.forbes.ro/la-radio-local-trecea-fanfara-
funerara-frunte-c-un-compozitor-31627 25.9.2015 ora 9:00
62.http://www.forbes.ro/mai-multe-televiziuni-muzicale-
36149 24.9.2015 ora 8:17
63.http://www.hotnews.ro/stiri-arhiva-1179182-lupta-
cablistilor-muta-micile-orase.htm 24.9.2015 ora 8:44
64.http://www.mediafax.ro/cultura-media/cna-sunt-necesare-
criterii-care-sa-spuna-ce-inseamna-interes-public-in-
audiovizual-7688852 21.10.2015 ora 15:22
65.http://www.nyradioguide.com/formats.htm 10.2.2016 ora
12:19
66.http://www.optimum-communication.ro/ro/4.-ponturi-
despre-publicitate-radio-si-creatie-spoturi-radio 20.10.2015
ora 10:52

67.http://www.orda.ro/regulament 24.9.2015 ora 12:36
68.http://www.paginademedia.ro/2015/08/guest-writer-dan-
ionescu-cine-a-distrus-presa-din-romania-cum-au-influentat-
o-banii-mogulilor-banii-agentiilor-banii-dusi-spre-tabloide-si-
banii-lipsa/ 22.10.15 ora 10:51
69.http://www.pr-romania.ro/articole/ongpr/1035-
voluntariatul-in-romania-intre-altruism-si-trend.html
28.9.20150ra 9:44
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70.http://www.realitatea.net/consumul-intern-secretul-cre-
terii-economiei-in-2015-ce-previziuni-fac-economi-
tii_1726972.html 18.2.2016 ora 11:04
71.http://www.romaniacurata.ro/protest-impotriva-
furtisagurilor-alesilor-un-activist-civic-din-codlea-isi-plateste-
taxele-si-impozitele-cu-munca-in-folosul-comunitatii/
21.10.2015 ora 15:32
72.http://www.romanialibera.ro/stiinta-tehnologie/it-c/inedit--
pirateria-online-in-cifre--vezi-topurile-celor-mai-piratate-
materiale--254566 24.9.2015 ora 8:37
73.http://www.smark.ro/articol/30293/gfk-purchase-journey-
romanii-mari-cumparatori-online-de-smartphone-si-tableta
24.9.2015 ora 8:50
74.https://dexonline.ro/definitie/acurate%C5%A3e 10.9.2015
ora 11.50

75.https://dexonline.ro/definitie/concis 10.9.2015 ora 11.52
76.https://dexonline.ro/definitie/cultur%C4%83 1.12.2015 ora
14:42

77.https://dexonline.ro/definitie/ecart 10.2.2016 ora 12:26
78.https://dexonline.ro/definitie/educa%C8%9Bie 1.12.2015
ora 14:43

79.https://dexonline.ro/definitie/educa%C8%9Bie 1.12.2015
ora 14:43
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80.https://dexonline.ro/definitie/emisiune 5.10.2015 ora
11:23

81.https://dexonline.ro/definitie/gril%C4%83 5.10.2015 ora
12:12

82.https://dexonline.ro/definitie/mimetism/paradigma
28.9.2015 ora 15:57

83.https://dexonline.ro/definitie/opinie 10.11.2015 ora 11.05
84.https://dexonline.ro/definitie/persuasiune 8.10.2015 ora
11:57

85.https://dexonline.ro/definitie/publicitate%20 5.10.2015 ora
12:32

86.https://dexonline.ro/definitie/reportaj 5.10.2015
87.https://dexonline.ro/definitie/stil 18.2.2016 ora 11:13
88.https://dexonline.ro/definitie/talk-show 5.10.2015 ora
11:10

89.https://ro.wikipedia.org/wiki/Heavy-rotation 19.1.2016
ora 19:49

90.https://ro.wikipedia.org/wiki/Uni-Fun_Radio 2.2.2016 ora
11:15
91.https://www.academia.edu/3542334/Globalizarea_%C8%9
i_efectele_sale._Studiu_critic 22.10.2015 ora 10:33
92.http://audiovizual.ro/ro/category/digitalizare/ 23.9.2015
ora 8:40
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93.http://ro.ejo-online.eu/etica-si-deontologie/mass-media-ca-
prelungire-a-politicii

94 http://stiri.tvr.ro/radio-romania-de-85-de-ani-in-e-misiune-
istoria-noastra-moderna-s-a-auzit-intai-la-radio_36647.html
2.2.2016 ora 11:11
95.http://theprjournal.com/studiu-zenithoptimedia-42-dintre-
consumatorii-de-internet-romani-acceseaza-continut-online/
24.9.2014 ora 8:41
96.http://www.agerpres.ro/cultura/2012/05/24/cna-20-de-ani-
de-la-infiintare-17-33-26 2.2.2016 ora 11:20
97.http://www.allwords.com/word-outro.html 17.3.2016 ora
10:12

98.http://www.ancom.org.ro/spectru-radio_2749 24.2.2016
ora 12.04

99.http://www.audienta-radio.ro/default.aspx?id=7 16.11.
100.http://www.brat.ro/mip/publicitatea-mip-in-2014
24.9.2015 ora 9:00
101.http://www.cisco.com/web/RO/news/2014/140627.html
24.9.2015 ora8:15
102.http://www.cna.ro/Decizie-CNA-nr-405-din-02.html
art.l, art.3, art.32, 21.10.2015 ora 8:59
103.http://www.cna.ro/DECIZIE-Nr-220-din-24-
februarie.html 7.12.2015 ora 19:14
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104.http://www.cna.ro/DECIZIE-Nr-220-din-24-
februarie.html 7.12.2015 ora 19:21
105.http://www.comunicatedepresa.ro/audienta/definitie/
3.12.2015 ora 10:47
106.http://www.forbes.ro/la-radio-local-trecea-fanfara-
funerara-frunte-c-un-compozitor-31627 25.9.2015 ora 9:00
107.http://www.forbes.ro/mai-multe-televiziuni-muzicale-
36149 24.9.2015 ora 8:17
108.http://www.hotnews.ro/stiri-arhiva-1179182-lupta-
cablistilor-muta-micile-orase.htm 24.9.2015 ora 8:44
109.http://www.mediafax.ro/cultura-media/cna-sunt-necesare-
criterii-care-sa-spuna-ce-inseamna-interes-public-in-
audiovizual-7688852 21.10.2015 ora 15:22
110.http://www.nyradioguide.com/formats.ntm 10.2.2016
ora 12:19
111.http://www.optimum-communication.ro/ro/4.-ponturi-
despre-publicitate-radio -de-spoturi-radio 20.10.2015 ora
10:52

112.http://www.orda.ro/regulament 24.9.2015 ora 12:36
113.http://www.paginademedia.ro/2015/08/guest-writer-dan-
ionescu-cine-a-distrus-presa-din-romania-cum-au-influentat-
o-banii-mogulilor-banii-agentiilor-banii-dusi-spre-tabloide-si-
banii-lipsa/ 22.10.15 ora 10:51
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114 http://www.pr-romania.ro/articole/ongpr/1035-
voluntariatul-in-romania-intre-altruism-si-trend.html
28.9.2015 ora 9:44
115.http://www.realitatea.net/consumul-intern-secretul-cre-
terii-economiei-in-2015-ce-previziuni-fac-economi-
tii_1726972.html 18.2.2016 ora 11:04
116.http://www.romaniacurata.ro/protest-impotriva-
furtisagurilor-alesilor-un-activist-civic-din-codlea-isi-plateste-
taxele-si-impozitele-cu-munca-in-folosul-comunitatii/
21.10.2015 ora 15:32
117.http://www.romanialibera.ro/stiinta-tehnologie/it-c/inedit-
-pirateria-online-in-cifre--vezi-topurile-celor-mai-piratate-
materiale--254566 24.9.2015 ora 8:37
118.http://www.smark.ro/articol/30293/gfk-purchase-journey-
romanii-mari-cumparatori-online-de-

smartphone-si-tableta 24.9.2015 ora 8:50
119.https://dexonline.ro/definitie/acurate%C5%A3e
10.9.2015 ora 11.50

120.https://dexonline.ro/definitie/concis 10.9.2015 ora 11.52
121.https://dexonline.ro/definitie/cultur%C4%83 1.12.2015
ora 14:42

122.https://dexonline.ro/definitie/ecart 10.2.2016 ora 12:26
123.https://dexonline.ro/definitie/educa%C8%9Bie 1.12.2015
ora 14:43
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124 https://dexonline.ro/definitie/educa%C8%9Bie 1.12.2015
ora 14:43

125.https://dexonline.ro/definitie/emisiune 5.10.2015 ora
11:23

126.https://dexonline.ro/definitie/gril%C4%83 5.10.2015 ora
12:12

127 .https://dexonline.ro/definitie/mimetism/paradigma
28.9.2015 ora 15:57

128.https://dexonline.ro/definitie/opinie 10.11.2015 ora 11.05
129.https://dexonline.ro/definitie/persuasiune 8.10.2015 ora
11:57

130.https://dexonline.ro/definitie/publicitate%20 5.10.2015
ora 12:32

131.https://dexonline.ro/definitie/reportaj 5.10.2015
132.https://dexonline.ro/definitie/stil 18.2.2016 ora 11:13
133.https://dexonline.ro/definitie/talk-show 5.10.2015 ora
11:10

134.https://ro.wikipedia.org/wiki/Heavy-rotation 19.1.2016
ora 19:49

135.https://ro.wikipedia.org/wiki/Uni-Fun_Radio 2.2.2016
ora11:15
136.https://www.academia.edu/3542334/Globalizarea_%C8%
99i_efectele_sale._Studiu_critic 22.10.2015 ora 10:33
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DANIEL STEFANOV
Targoviste, strada Stupilor nr. 3
Tel:0751/329.315

E-mail: stefanov.dan@gmail.ro
Date of Birth: 15.12.1967
Experience:

CEO

SC IMAGE GROUP SRL
Marketing and Advertising Agency
Period: 1998.01 — present

- brand building, compelling recognition from the local
market, providing any marketing-related services from
classical marketing to political marketing

- since the year 2000 we own a radio station — PULS FM

Marketing and Sales Director

SC MINISAT SRL

Job description: coordinating the activities of the society
Period: 2005.08 — 15.01.2007 until UPC takeover

Field of activity: Telecomunication , cable television,
Vodafone dealer, fiscal forms distributor, internet
services supplier, franchise shop

Period: 2004.05 — 2006.09
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Public Relations Director

SC EUROINTERMED SA

Period: 1997.01 - 1998.01

Public Relations director at a securities market society
Marketing Teaching Assistant at Facultatea Valahia
Targoviste

Period: 1996.01 - 1997.01

Sales and Marketing Chief
SC RESCOPA SA (restaurants confectionaries

bakeries) coordinating 30 units
Period: 1995 - 1997
Sales and Marketing Chief

student

Universitatea Alexandru Ioan Cuza lasi - zi

Period: 1990.09 - 1995.06

Bachelor's degree in Tourism and Service Providing,

degree mark 9.25, average mark 8.92

Part-time

Various part-time jobs at bars, clubs, shops
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Period: 1990.01 - 1995.01

Postman

As part of Directia Regionala de Posta Neamt
Period: 1989.01 - 1990.01

Smith for reinforced concrete

at Casa Republici Bucuresti

Period: 1988.01 - 1989.01

Woodworker

At Directia Silvica Neamt

Period: 1988.01 - 1988.01

Education

Studies: University (graduate)

Alexandru loan CUZA 1ASI — day course - degree in
Marketing in Tourism and Service Providing
Period: 1990 - 1995

Courses

Shareholers register user and market agent
Course by Rasdaq

broker

Course by Bursa de Valori Bucuresti

Period: 1995 - 1998
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Master at Academia Britanica de Afaceri si Comunicare
lasi
Training trainers course

Bachelor’s in Tourism

Published books

Cum sa-ti faci publicitate - Editura Institutului
European lasi 2009

99 Motive pro Publicitate — Editura Humanitas

Bucuresti 2017
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