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  This thesis has been achieved due to the double position of a researcher in a 

favorable environment, the academic environment of Constantin Brancoveanu 

University,and that of a journalist, employed for Antena 1 Pitesti. The research project is 

the result of an activity based on a documented work, which has been performed not only 

during the local study for this thesis, but also, previously, as a personal interest in the way 

the enterprise of local press works, taking into consideration the specific field of its 

activity. 

   The basic idea of this research has been that any issued hypothesis must be based 

on a certain assessment of the actual facts, and especially on identifying the weak points 

which should be improved in the economic activity of local press. This is the reason why 

I have begun my research with the list of evident theories of the field. It has not been 

easy because most specialists in communication consider that it is, if not impossible, 

extremely difficult to separate the business interests from those of social responsibility, 

 a basic condition of motivating the object of activity. I have tried to underline the 

variables which make the economic organizations work in the local press. There are some 

people who claim that it is impossible to measure the activity clearly, but the specialists 

in theory and practice deny this, due to a possible lack of transparency in an organisation.    

  The methodological, theoretical and scientific support of this thesis. The 

methodological principle of complex and continuous approach of the program list in the 

economy of the local television. The thesis is based on the works of famous specialists in 

this field and also on the studies of some press institutions and associations. The 

information basis of the thesis consists of facts, data, official surveys. I have used 

traditional methods and techniques: analysis of scientific literature, surveys, studies of 

quality. 

As a personal achievement I would like to underline the results of a quality 

study- The List Antena 1, a comparison between the central and local television, 

underlining the socio-economic profile of the instrument and the results of The Survey 

using Questionnaires,  in order to determine the interest of the inhabitants of Pitesti in the 

local television Antena 1and in the shows of the program list; the SWOT analysis can be 

applied to the local television Antena 1. The real value of the thesis is that it is useful 



due to the fact that there are no local audience measurements, studies which the Manager 

of the Territorial Department Cristian Ionescu has found interesting . 

 

        

              Summaries of  the main parts of the thesis 

 

 

The first three chapters of the thesis deal with the specific activities of the press 

enterprise, focusing on the integrating dimensions of the mass media. 

• The first chapter of this thesis underlines the complexity of the mass media 

institution, from the three points of view of industry, public service and political 

institution compared to the social and economic characteristics of its age. The 

requirements of development in the new world frame refer to “globalism” and 

“glocalism”. The main characteristics of a proximity press in the global village are 

discussed. The press evolution has been performed due to the social and economic 

characteristics of the society, leading to the mutation of information regarded as traded 

goods. The symbol of the freedom of expression enters the spiral of profit, and in spite of 

the economic globalization, the theories show that the new context of efficient 

communication is connected to the local press. 

• The second chapter of the thesis – The Mechanisms of the Market Journalism 

represents the attempt to place the press enterprise between the limits of the  micro-

economy concepts and the analysis of the market type where the products are sold. 

Considering that the economic activity offers value to an economic organisation only in 

order to achieve its performance goals,  the mechanisms of making profit are specified -

advertisement in all its possible ways. The press addiction to advertisements is the result 

of the economic enterprises working together, no matter their activity field. The 

economic recession worldwide proves this and the Romanian press enterprise adapts to 

the new conditions looking for surviving strategies. 

• The chapter “The Communication Challenge from Enterprise to Global Industry” 

presents the differences in concepts between the role and the mission of the press in 

society, considering the social effects, during a continuous phenomenon of globalization. 



Communication in public area is a linking action at a social level in order to help 

adjusting the mental principle of  organizations to the slogan Unity in Diversity. 

The communication through press is a necessity in an environment where the cultural 

identity of the member states of the European Union and also the code of the European 

behaviour are respected. The press is an influencing factor in society and its qualities are 

underlined when societies live through crisis periods. This is the challenge of the 

beginning of this new millennium – the economic crisis worldwide. 

• The final chapter of the thesis is based on my personal scientific research : 

studying from the specialist’s point of view the way in which the program list of a local 

television can be used as a financial instrument. 

The main idea of the research is that any successful economic activity is based on the 

knowledge of real facts and also on identifying the weak points which should be 

improved through correct managerial actions. That is why I have structured my research 

on three directions: 

� A compared analysis of the national television Antena 1 and of the local 

television Antena 1 Pitesti. The program list is or should be the main product on 

the audio-visual market which should contain the secondary products - the shows. 

On the other hand, the program list is the main marketing instrument- the one 

which sells and also the one which is sold. Taking into consideration the specific 

of the local and national market I have studied the differences in perceiving and 

the way these differences influence the sale of advertising time. 

� The survey through questionnaire technique in order to determine the interest of 

the citizens of Pitesti in the television Antena 1 and also for its program list. 

� The diagnosis analysis – the SWOT pattern, strong points, weak points, 

opportunities and risks of the press enterprise studied, Antena 1 Pitesti. It has not 

been an easy task because there are external disturbing factors due to the fact that 

this is a community of strong relationships and preferential business partnerships; 

that is why the program list has functional mutations. 

 

 



A research   based on the comparison between the national television Antena 1                                                                                           

and the local television Antena 1 Pitesti, brief conclusions 

 

 

The list of programs is the strict planning of the television shows for a certain 

period of time, which may be of long, medium or , short length in order to generate an 

agenda which should attract the target public and make them loyal. 

The commercial list of Antena 1 Bucharest has six programs on Top Ten Best 

Entertaining Programs October 2008-January 2009( medium rating% / urban 

18+/GFK, Romania), is the second on the market of the viewers’ preferences, after 

ProTV ( according to Clir Media), so the rate card of Antena 1 depends on a well 

balanced and promoted list. The negotiations for the commercials are based on the 

specific of each program. The sports, cultural or  political events are planned and 

negotiated long before they should take place. The advertising companies that Antena 1 

works with represent the interface of market negotiations. Antena 1 Bucharest does not 

negotiate any advertising contracts. The company pays for market monitoring, builds its 

rate card project and offers it to the advertising company which is motivated by 

percentages of sales and profit. 

Antena 1 Pitesti, like any local television builds its list of programs on the format 

required by Bucharest. The time periods when local televisions broadcast are those which 

have very little national audience, according to special statistics. The pressure from 

external  advertisers and local managers who do  not seem satisfied with the national 

policy regarding their own programs, has allowed to insert commercials during some 

shows on the national commercial breaks. In the local audiovisual the list of programs is 

not based on market research, the programs are planned without identifying the target 

public. The only way they are planned is based on what the local investor supposes the  

variety and the need of information and entertainment of the viewers to be.  The 

commercials have been inserted following the Mediaplan, a programming list of the 

commercial breaks. 

In Pitesti, the local Antena 1 and ProTV sell commercials following each other’ s 

programs and a similar rate card, although they have different program list 



characteristics. Both local televisions share the advertisers market, but the one which 

makes profit is ProTV because it does not have production costs. 

On the market of local televisions the list does not work as a financial instrument. 

Only Antena 1 Pitesti and ProTV have tried to adjust to the market, but not very 

successfully because there are no measurements to certify their market quotations. The 

local Antena 1 and ProTV have sales policies due to their brand, have different prices 

according to the access to the periods which are interesting to advertisers, work with 

media plans, have loyal customers and they share them. The customers have more 

financial power than the average and they are represented by hypermarkets, furniture 

manufacturers, average companies, banks. The advertisers of Antena 1 go to ProTV and 

the ones from ProTV come to Antena 1. The rate cards are similar. The local programs 

bring only 30%  of advertisements, according to a manager of a local television, and it is 

more profitable to insert commercials during the central shows. Antena 1 will be the ideal 

channel for advertisers : it has a variety of programs and it can also insert advertisements 

during the local or national list of programs of the network. 

Locally, the advertising spots are sold individually, while nationally, the 

advertising operators negotiate rating points and establish the market quotes. 

  Locally, the televisions broadcast advertisements produced by themselves during 

the list - they film, they direct, because there are no competitive advertising agencies. In 

Bucharest it is easy to find an advertising agency. The local televisions work directly 

with their customers, and they also require the directors of the shows to attract possible 

customers. In Bucharest there are advertising agencies which buy GRPs for their 

customers, a total number of rating points generated by a media program. 

In Pitesti you can not find mature advertising market. The city offers two great 

disadvantages : it is close to  Bucharest and this means it is not interesting to advertisers 

and it also has many customers interested in national promotion. For example, the 

headquarters of Dacia Renault are in Pitesti, but the are advised by agencies from 

Bucharest. Fuchs and Dr. Oetker are also the customers of national agencies located in 

Bucharest. 



  The lack of balance is caused by the changes in traditional trade – new 

supermarkets and malls are open  and this leads to the bankruptcy of small shops – an 

important source of  local advertising. 

  For Antena 1 and ProTV, the other existing local televisions are not yet regarded 

as rivals. According to the manager of the local television ProTV, the market quotation of 

all the other televisions is less than 30%. 

  The others are variables which concern the quality of programs, attractive new 

programs, investment in technical equipment and professional development.    

  

 

 

A Survey through Questionnaire Technique in order to determine the interest of the 

               citizens of Pitesti in the Local Television Antena 1 Pitesti          

 

 

  I have been concerned about achieving the following goals through this research 

on the consumers’ behaviour – projecting an image of the way the list of program of 

Antena 1 is regarded by consumers, projecting a real vision of the way in which the 

editorial and marketing activity of the local activity is fulfilled, identifying the difficulties 

that the Economic Department has when selling the advertising time of the list of 

programs, difficulties that must be taken into consideration in order to find the necessary 

solutions. 

  The research can be ranged among the applied research because I have tried to 

test certain aspects connected to the attitudes that form the consumers’ behaviour, based 

on a questionnaire addressed to my friends. The questionnaire consists of four questions-  

1. What national channel do you most frequently watch? 

2. What local channel do you most frequently watch? 

3. What kind of programs of the national television Antena 1 do you prefer? 

4. What kind of programs of the local television Antena 1 do you prefer? 



  According to this study on a random improbable segment of population,  Antena 1 

Pitesti is the market leader, being the first among the viewers’ preferences. The 

motivations are based on variables hard to be measured, but possible to be stated: 

� The theories for the public interest in proximity are psychologically based 

and confirmed by the consumers behaviour, taking into consideration that these 

preferences are divided between the needs of the viewers: 

� The high audience of the local television Antena 1 is achieved  because of 

some factors – own programs and credibility and image transfer of the central television; 

that is the reason why people are interested in the morning program when useful 

information, news, summaries of newspaper articles, the social agend of the community 

are presented – the interest in local news – satisfying the need of discovering the 

environment, and thus the local entertainment represented by interviews with the VIPs 

from Pitesti seems to be less interesting than the more exciting and expensive programs 

of the central television; 

 Antena 1 Pitesti is the market leader and this should be useful to all the possible 

customers bearing in mind the idea that the good offer and the good demand make good 

profit. This is not the case, though, because Antena 1 Pitesti and ProTV Pitesti sell 

competitive advertising despite the differences between the market quotations 64.03% 

to5.45%. 

 The goals of my research, stated in “ The motivating factors of this research”, 

have been achieved 

- The program list of the local television Antena 1 can be seen and used by the 

users 

- The editorial activity of Antena 1 is fragmentarily perceived  because the public 

needs to be informed at the beginning of the day so any morning program can 

reach high audience and this proves that the program list is a financial instrument 

that the manager does not use correctly 

- The difficulties of the economic and marketing departments are connected to the 

strong competition of the local ProTV, which does not have as high audience as 

us but has equal commercials ( due to the image transfer of ProTV Bucharest), to 



the property of some broadcasting periods which do not regard the maximum or 

medium audience; 

My conclusion is that, once again, the program list does not sell the advertising 

time in our local audiovisual. 

 

 

The SWOT analysis, brief conclusions 

 

Certain aspects connected to the strong and weak points, development 

opportunities and specific features of a local television which struggles to make the 

customers loyal under terrible conditions of fierce competition have been revealed. 

  This analysis has proved the way in which Antena 1 Pitesti has struggled to adapt 

to the local business environment in order to achieve financial progress and program 

quality. 

 

This is the brief image of the SWOT analysis 

Matters to be faced                                                      Matters to be avoided 

External  environment/ strong points                         External  environment/weak points    

-The competitors resources ( media trusts                 The association between Antena 

- Arges TV and cable televisions that own                and the Conservative Party 

studios )                                                                      Disinformation 

- The market perception, the customers                     Getting the viewers bored because  

opinion, lacking other market statistics                       of weak programs 

- The audience perception- Antena 1 

Pitesti regarded as family television  

 

 

Matters to be taken advantage of                                Matters to be researched 

Internal environment/ strong points                        Market testing in order to improve 

- Increasing the number of own productions              the program list with entertainment 

among the program list                                               for the young 



- The technical modernization  and                            Decreasing the length of the  

the human resources strategy                                      programs in order to increase their  

development                                                                variety 

- Respecting the brand and the image                          New customers, opportunities,  

through quality programs in order to                            partnerships    

attract customers 

Antena 1 Pitesti must improve its performance for all its levels 

1. Company level 

� clear goals in business partnerships 

� the best ways of the company organization 

� clear meaning of the proximity television 

� strong management of investment, improving the It department with 

human resources 

� clear targets and budgets 

2. Team level 

� clear direction of goals 

� competitive ability to work in a continuously changing team 

� team work concentrated on the customers’ satisfaction based on the final product 

� motivating the members of the team 

3. Personal level 

� clear personal goals and role for each employee of Antena 1 Pitesti 

� often feedback 

� paying for high-performance activities 

� flexible payment system and rewards 

� a system of development for all the competences of each employee, training 

courses 

� a self-developing system in order to discover each employee’s potential 

 

 The conclusions of the research 

 

Concerning the three types of research on the specific activity of Antena 1 Pitesti 

there have been underlined the following negative points: 



• the lack of a development strategy on long and medium term 

• there is no high performance editorial policy; although there are no competitive 

ways of social  monitoring, surveys on people must be performed, the news on 

violence cannot be sold anymore, and especially with the proximity television 

• the list of programs which does not apply to the viewers’ needs, needs that can be 

somehow identified through letters or live phone calls during the shows, all kinds 

of feedback of a certain community 

• the mediocre quality of the news programs, the main attraction for the local 

public, interested in what happens daily in our community. While the main news 

competitor Arges TV produces complex TV news programs based on certain 

fields, presenting very promptly the events live, the news programs of Antena 1 

are always the same, lack gradual structure and what is worse, present the news 

the next day after the events occurred, after the competitors’ news 

• the clear association between Antena 1 Pitesti and the Conservative Party, 

presenting too often and in detail all the events of this political party 

• even if we are strictly interested in this, if we divide the business environment 

according to the political status, the minimum score belongs to Antena 1 Pitesti     

( due to the impact of percentage and image of PC in the area) 

• another category of negative points concerns the mass media system and the 

people who work for it – logistics, equipment, staff salaries, lack of 

professionalism, lack of interest, increasing the journalists’ income due to the 

financial sources based on advertising quotes, which results in lack of objectivity 

and credibility 

• there is no marketing department which could promote the programs, regarding 

Antena 1 as a factor of unification of the local community 

         The positive points underlined are as follows 

• Antena 1 owns balancing resources better than those of its competitiors, a famous 

brand, long broadcasting periods during the national programs 

• Antena 1 Pitesti has been on the market for 13 years and it successfully leads the 

market despite the terrible competitive conditions 



• the local television benefits from editorial consultancy from the Territorial 

Department such as professional training 

• the local television has the same sales policy, with a different rate card according 

to the period of time, with discounts, it does not negotiate its contracts with the 

advertisers and thus it has a professional attitude. 

  I would like to make the following proposals: 

Redefining- regarded from this point of view, the program list should become a 

reference for the local public. In order to accomplish this, there should be defined a 

certain degree of interest in events categories, a well balanced and accessible 

language, and also be created a unique, individual and specific mark of the local 

television and therefore a continuous way of public communication, including here 

the creation of a website 

Restructuring – an experienced professional and a unique editor should work on 

improving the program list who will find the right way to blend approach and 

presentation. For the news program, the reporters should be trained on specific fields and 

they must present their portfolio of relationships and contacts 

Professionalizing – the “marriage” between reporter and advertiser should be erased; 

the objective approach based on various sources, credible and responsible, of all the 

journalistic field; training courses for personal development 

Promotion – it is absolutely necessary to establish a system of relationships between 

Antena 1 and the printed mass  media, because this kind of partnerships do not need 

financial efforts ( most of them work using barter system), and also they do not need 

special production efforts. The results, however are amazing, taking into consideration 

the fact that the need of our local public for written news is increasing. 

It is statistically proved that the local written press is more often read than the 

national one because the people are interested in local information and  events, while the 

national ones can be accessed through national televisions. From the  audio-visual point 

of view, the local loses this favour. 

As a conclusion of these evident facts, we can say that the local press is one of special 

and temporal proximity, while the national one is used for specific information. 



On this kind of competitive market, the national television masters strategies better 

and also has the advantage of obtaining information from all over the country, while the 

local press suffers from “space proximity” syndrome. More than this, the reporters 

of Antena 1 Pitesti are press correspondents at national level, who offer the interesting 

information at a central level. Under these circumstances, the advantage of local press is 

that it is the first to broadcast the specific information. 

There are journalistic opinions which state that the specific of local press is too much 

based on random events – there are many times when the local press does not have the 

same agenda of information priorities of its potential reader. It does not know anything 

about its public because of the difficulties in real and scientific monitoring . 

In conclusion, the local commercial television, and as an example, Antena 1, must 

find ways of improving its editorial policy and, as a consequence, the program list, of 

forming the sales department, in a marketing-friendly environment, and of defining and 

supporting  specifically  the sales policy in order to promote its program list. As the 

marketing department is regarded  as auxiliary in general management, it is hard to 

achieve any target. The relationship between program list and sales of advertising time is 

direct, interdependent, and it cannot be artificially supported under the conditions of 

competitive market 

• The last chapter of the thesis is that of conclusions. 

The approach from the economic point of view of mass media has appealed to 

research  schools – that the press sells illusions and not  real products  are old fashioned 

theories, what is modern is the duality of the media market, which allows approaches 

connected to the relationships system that the press develops as an economic enterprise 

regarding all the factors of the business environment. 

A research on the effects of advertising on the market economy shows that, on the 

whole, advertising through press stimulates the health and the economic development, the 

wish to buy, ensures a competitive fight, makes the brands more powerful and stimulates 

new marketing techniques. As a vehicle of advertising information, the press is regarded 

as a mediator between companies, public services, readers, and between producers and 

consumers. 

 



Concerning the moral health of the mass media system, paid through advertising 

sources, the scientists in theory and practice agree on the fact that the press institutions do 

not depend anymore on political or state structures which paid and therefore controlled 

them, but they depend on the financial interests of business people. As there is a 

connection between politics and businesses, people may ask questions on the ethics of the 

relationship between the two and the press enterprise. 

Acknowledging the moral and professional standard by the employees of the press 

enterprise is connected to restructuring individual and collective values in the global 

society because the evolution to worldwide economy is enriched by the changing of the 

cultural and social system. 

Under these conditions, it seems easy to plead for the local press to fade away and 

disappear. In fact there is a boomerang effect- despite the fact that the problems of the 

modern man are global, that real life is focusing on community more and more. In 

democratic countries, the economic and bureaucratic decentralization has led to a higher 

autonomy and to the rediscovery of the need for identity. 

How can a local press enterprise face the competition of international trusts? Through 

a competitive management adapted to a specific market. Romania has lived through the 

information market after 1990 and the media enterpreneurs have been forced to learn 

quickly, in 10-12 years what other foreigners have achieved through dozens or hundreds 

of years. 

In the 90s it was believed that the newspaper is produced by journalists and the film 

by actors. 5 years later, based on the support of European and American foundations, the 

media started to become professional. 

Successful management means long term planning because the type of press business, 

the market context and the responsibility of the content of the media means investment in 

human capital, latest technology, precious investment that becomes rewarding after a 

longer period of time ( 4-10years). 

For example, personalizing a newspaper, a radio station or a television is defined 

according to the geographic area, communicational characteristics, the program content 

and the impact on certain social groups of the community. The audio visual space must 

adapt to the requirements of the public to offer what is needed according to interests and 



availability for reception in order to increase the chances for a loyal public. The 

systematic statistics of audience is the main concern of the managers of press enterprise 

at a central level. It is essential in order to establish an original program list which could 

sell the inserted advertising breaks. The offer of the television is related to the 

expectations and the behaviour of reception of a certain public targeted by advertisers 

through the program list. The statistics on audiences offer data for the optimization of the 

list in order to plan daily certain moments, related to the availability of the public, on 

certain days, in order to attract loyal viewers and to range among the competitive market 

of the offers. The audience assessment does not mean only reception quotes, a 

quantitative approach, but also the qualitative approach of media products – indicators of 

satisfaction. 

For local press enterprises, especially for Antena 1 , the audience measurements are 

not a priority for the manager because of two reasons – they are expensive, you can not 

find this kind of activity in Pitesti. The managers are oriented by sociological calculus, 

public feedback ( internet, mail, live phone calls) and by the intentions of buying 

advertising time of business people. 

In order to     achieve a certain product in the media, the producer, the press enterprise 

needs more types of resources- raw material, equipment, energy, well qualified labour 

force, information or cultural creation. All the resources have witnessed increasing costs. 

According to some studies on the market press in Eastern Europe, the necessary 

investment in order lo launch a television is recovered in 8-10 years. 

What is the connection between advertising and program list? 

They are interdependent, and the lack or the minimization of one leads to structural 

modifications of the other. 

The case study of the thesis has led to this conclusion based on the following 

arguments: 

• a press enterprise, a television, can last on the competitive market only if it has 

valid financial sources on long term. These sources must be, if not exclusively, at least 

most of them financed by the advertising it sells during its programs 

• advertising is the vehicle of some information which some people who are not 



journalists do not have any power to launch, and thus they pay money- projections of 

some estimated profits to be obtained through information distribution 

• in the market game the producer of mass media messages inserts those  

advertisements during the time periods watched by specific public interested in them, it 

can be stated that television sells the audience it has during a certain time period or that it 

sells viewers to the interested announcer 

• in order to sell viewers, the television must have a target public, loyal through 

shows that satisfy their fundamental needs- first of all informing, psychotherapeutic and 

social identification. The first step that a press investor takes is to know the market – the 

public and the competitors. The surveys on market research , of structural, quantitative 

and qualitative research make the second step possible- planning a list of programs that 

satisfy the needs of the target public 

• the initial investment in making programs that can sell and be sold is the most 

important and expensive type of media investment. Once the pattern has been defined, 

the activity of production is continuous- a new product is consumed and thus, it creates 

the need for the next one. This is why people require a certain format 

• the investment of economic activity turnover concerns the audience studies, very 

expensive but easy to recover if there is a managerial business plan related to marketing 

studies. Any variation of audience indicators must be regarded as a warning in order to 

plan the list of programs for the favourable perception of the people to receive the 

message 

• the program list is the instrument of economic operations generating financial 

resources; the trade of commercial breaks inserted in an interesting list is the secondary 

activity, but the main one in making profit for the media enterprise 

• on an imperfect market such as the media market, it is almost impossible to 

control in the best possible  way the activities of projecting, producing, marketing and 

promotion and distribution, so there are new group strategies oriented vertically and 

horizontally. A successful example is the INTACT group, the only holding group 100% 

Romanian which controls all the chain of press activities, beginning with written press 

and printing shops to niche television, producing studios and advertising agencies 

• the local television market in Romania encounters some problems due to the 



following reasons 

• there are no great investors with financial power 

• the proximity public does not guarantee great or fast profit through quality 

• the local economic climate belongs to small businesses that do not use the 

advertising breaks because of different reasons 

• the politic environment is the environment where the economic investment is also 

discussed; the politicians are business people and the business people become local 

politicians because advertising is preferentially paid 

• the social environment does not allow journalistic experiences or innovations, the 

traditional point of view is a dimension of the local public 

• the professional climate is not a model, the lack of  specialized training, low 

salaries, the staff turnover because of the above mentioned things 

• enriching the editorial activity with the advertising one, requiring the producers to 

attract advertising customers are some of the reasons that affect the success of a local 

television 

This thesis has marked the first step in researching the economic dimension of 

press enterprise, beginning with the real facts encountered in the daily activity for Antena 

1, and that of some variables which influence the press organization and its economic 

activity. Separating the business interests from the social responsibility- a fundamental 

condition in motivating the activity object and the study  of balance on the information 

market will be the challenge for another research. 
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