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FOREWORD
The Swedish Broadcasting Authority is mandated to monitor and follow
the media development in Sweden. As a part of this work, we publish an
annual report to inform the public of how the Swedish media market is
developing. This year, the report opens with an interesting observation of
the media development written by Jesper Strömbäck, Professor in Media
and Communication at the DEMICOM research centre of Mid Sweden
University, Sundsvall. Media Development 2014 contains a description, as
in previous years, of the Swedish media market, focusing on consumption,
selection, industry structures, technology and regulation. When it comes
to statistics and other information relating to ownership and industry
structures within the media sector, we have collaborated with Nordicom
Sweden. We have also collaborated with the Swedish Media Council, the
Swedish Press Subsidies Council, the Swedish Agency for Accessible Media,
the Swedish Post and Telecom Authority, the Swedish Competition Authority and the Swedish Civil Contingencies Agency to produce this report. I
would like to thank all those involved for your valuable contribution.
For those who would like to know more about the current state of the
Swedish media market, this report be very interesting reading.

Globen, June 2014
Magnus Larsson
Director General
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SUMMARY
The news – a matter of democracy

There are different perspectives on media development. One is described
by Jesper Strömbäck in the first chapter; the paradoxical media development, where the access to media becomes an increasingly important
democracy issue. In a media landscape where the supply is growing and
the access to media is increasing, each individual can pick and choose
their preferred information, and exclude what they have no interest in.
A news-seeker is a person with a preference for news consumption, but it
is not unusual for the news-seeker to seek out information that confirms
their own world-view. The complete opposite also exists; the news-avoider, who chooses to avoid the news completely.
Individual consumption continues to rise

Another aspect of the media development is that the consumers’ increased ability to control their own media consumption changes the
conditions for all actors on the media market. On a market with a close
to unlimited supply, content becomes the primary competition factor.
The demand for unique programming content propels the costs of both
production of original content, such as Netflix, and exclusive broadcasting rights to popular live events, and sports in particular, such as Viaplay. The battle for the Internet TV audience is mainly fought through
the selection of films, television series and sports. Most of the commercial actors within the VoD area are geared towards television series, film
or sports.
Swedish actors remain strong

Despite an increasing globalisation in this area, the Swedish TV market
still consists predominantly of domestic actors. In 2013, Swedish-owned
channels represented more than 80 per cent of the total viewing time.
The channels with the most viewers continue to be the “Big 5”, of which
SVT1 and TV4 have the highest number of viewers by far. The Swedishlanguage content is what allows the most popular channels to continue
capturing viewers.
Increased competition for the audience’s time

Competition for the audience’s time is becoming tougher. Consumers
are not spending more time on media, but the proportion of this time

10 |

Media Development 2014 • • • S U M M A R Y

spent consuming media via the internet is constantly growing. This
means that the traditional media are also consumed to an increasing
extent via the internet. The question is how much longer it will be of
interest to divide the consumers’ media use into traditional and nontraditional media, especially as the consumers are mostly interested in
what they have access to, and where they can access it. When all types of
media are available as apps on a mobile phone, they compete on the same
platform. For the consumer, it then becomes irrelevant whether the content in the app comes from a newspaper, a TV channel or a radio station.
This becomes particularly clear when we compare the media consumption of different age groups. In terms of the developments in recent years,
television appears to be the traditional medium coping the best with the
increasingly tough competition on the media market. Compared with
the daily press and radio, television has been largely successful in retaining its audience. In 2013, the average Swede would watch television for
one hour and a half per day. If we add all the television watched online,
which added up to an average 6 minutes, the Swedes do not watch less
television today than ten years ago. The time we spend listening to the
radio has been drastically reduced since 2007, however, and the time we
spend on the internet has increased dramatically in the same time.
Increased differences in consumption between different ages

The differences between various age groups in terms of media consumption are becoming increasingly clear. Among traditional media, radio
and newspapers have had the most trouble capturing the younger audience. The Swedish Media Council survey on young people and media
reveals that the amount of TV viewing has not fallen to any significant
degree since 2010, though internet use has increased. Previously, the
media form consumed by most children and young people every day
was films or television programmes. Today, the internet is more popular.
The largest increase can be seen in the use of internet via mobile phone.
The use of mobile telephones is increasing in general, but mostly among
younger people. The proportion of time that we spend on social media
is greater than the time we devote to traditional media on the internet,
according to Nordicom’s estimations of media consumption per media.
The most common channel for the consumption of moving image is
still watching television. It is more common to watch films directly on
TV than to record, stream or download them, and the very largest TV
screens are the ones increasing in sales. At the same time, the survey con-
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ducted by MMS Mediemätning Skandinavien AB of television viewing
shows that it has decreased since the previous year, both in terms of time
and scope.
The advertising market is still going strong

The strong position of TV with the audience is reflected in the advertising market, and the television industry has reported record results for
five years straight in terms of advertising revenues. After a couple of years
of increasing advertising investments, the market turned downwards in
2012. The decline continued in 2013. The decline in advertising investment does not apply to all types of media. Despite the general downwards trend, the amount of internet advertising increased in 2013. Since
2012, the internet has been the major advertising media in the country.
However, the greatest relative increase of the year was seen in marketing
through mobile phones.
The households are willing to pay for media content

The shift in consumption patterns is also reflected in the household
expenditure on media. Recent surveys from the IRM Institute for
Advertising and Media Statistics as well as TNS Sifo show that the expenditure of Swedish households on digital media is significantly higher
than what they spend on print media. The cost of online services such as
digital newspapers, e-books and streaming subscriptions for music and
television display a very high growth rate, even if the starting levels are
relatively low. The majority of household expenditure is attributable to
mobile telephone services and internet connections.1 In both cases, it is a
matter of costs to access media content and to communicate with others.
The costs of mobile phone and internet services are followed by charges
for television and daily press. The degree to which the media consumption of the households is affected by changes in the general economic
trend is relatively small.
The radio is losing its audience, range and revenues

For a number of years, radio has seen its share of the total media consumption go down, and its range has also been reduced. One important
reason for this decline is the increasingly tough competition facing the
radio stations in the form of the music services that have come about as a
result of digital development and the spread of the internet. Despite the
decline in listeners, the private radio stations have managed to reinforce
1
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the position of radio as a commercial media for a number of years.
However, radio accounts for a very limited share of the overall advertising market. In 2013, the advertising revenues in radio were only a tenth
of those in TV.
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THE PARADOXICAL
MEDIA DEVELOPMENT
By Jesper Strömbäck
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THE PARADOXICAL
MEDIA DEVELOPMENT
In October 2008, approximately five and a half years after the USA
invaded Iraq with the express aim of locating and destroying the weapons of mass destruction that Saddam Hussein was claimed to have
access to, the allied forces had yet to find any of these weapons. In the
same month, an opinion poll showed that 37 per cent of the Americans
still believed that Iraq had been in possession of such weapons of mass
destruction.1
In July 2010, it had been nearly two years since Barack Obama made
history by becoming the first Afro-American elected as president of the
USA. That same month, a survey conducted by Pew Research Center
showed that 18 per cent incorrectly believed that Obama was a Muslim.
Among conservative Republicans, 34 per cent believed that Obama was
a Muslim.2
In March 2011, almost one year later, the American primaries were in
full swing. Again, the matter of Obama’s country of birth was brought
up, even though the claim that he was not born in the USA had been
dismissed as incorrect several times before. And yet a study from the Pew
Research Center showed that 23 per cent of Americans still believed that
Obama was born in a country other than the USA. Among the conservative Republicans, the proportion was all of 47 per cent.3
When examples such as these are brought up, Swedes are often amazed
at how uninformed many Americans seem to be. How is it possible to
believe that weapons of mass destructions were found, that Obama is
born outside of the USA or that he is a Muslim several years after each of
these statements has been proven to be false?
The answer is at the same time simpler and more complex than one
might imagine, but it has nothing to do with Americans being less
intelligent or more unrealistic than Swedes. It is rather a matter of how
1
http://www.harrisinteractive.com/vault/Harris-Interactive-Poll-Research-Iraq-2008-11.pdf
2	http://www.pewforum.org/2010/08/18/growing-number-of-americans-say-obama-is-amuslim
3
http://www.people-press.org/2011/05/04/section-6-obama-2012-and-the-tea-party/
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the media development affects peoples’ opinions and perceptions of the
world. We are what we eat, to paraphrase the title of a TV show, and the
same is true when it comes to our diet of information. Consuming media that provide an incomplete or incorrect view of reality affects us and
our perception of that reality.4 The most important influence on how we
think and act is not, in fact, reality. Instead it is our idea of reality, which
we form, perhaps to a greater extent than we might realise, based on the
information we get from various media.
Media development is not an isolated issue for the industry

The fact that media and media development are important matters is
questioned by few. At the same time, the media development is often
discussed as a relatively isolated industry issue, separated from other
social issues relating to the functions of democracy, politics and economics. This shows a disregard for how fundamental the media are for our
understanding of ourselves and the world we live in, and how the media
and the information they communicate permeate all levels of society.5
For this reason, it is not possible to separate the media and the media
development from society as a whole, and for this reason it is not possible
to separate ourselves and our understanding of the world from them. In
modern societies, all people are dependent on the media for information
about politics and society, and this dependence is not only figurative.
My primary point of departure when analysing the media development is democracy. For democracy to work, people have to be at least
fairly well-informed about politics and society.6 This is a prerequisite for
forming opinions, participating in society and voting in a reasonably
well thought-out manner. This is also why the most important task of
the media is often considered to be supplying people with the kind of
information they need to freely and independently form an opinion on
social issues.
However, it is not enough for the media to supply such information.
People must also choose to consume the type of media that provide good
information about politics and society in a broader sense.

4
5
6

Lippman, 1997/1922.
Silverstone, 2007.
Dahl, 1998.
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If we study media development from this perspective, we find that it is
paradoxical in many ways. On the one hand, the total media selection
has expanded a great deal over the last few decades. Never before has the
access to different media been this good, both in terms of different types
of media technologies and different types of media content. Never before
has the access to information from around the world been as extensive,
and never before has it been as easy to stay informed. From this perspective, the media development is nothing but positive, and has contributed
to what is often referred to as the information society.
On the other hand, it has never been as easy as it is at present to avoid
the news media that focus on supplying information on politics and society; never before has it been as easy to seek out information sources that
confirm the opinions and perceptions you already hold; and never have
the demands on people’s ability to find their way through the growing
selection of information and to be critical of their sources been as high.
And never before has the access to incorrect and misguiding information been as great. From this perspective, the media development entails
several challenges, and has contributed to a so-called disinformation
society.7
Towards increased segregation

From a democracy perspective, the media development thus entails both
positive and negative aspects. This makes it a genuine challenge, meaning that it constitutes a factor that we must relate to, while there are not
simple answers as to how we should relate to it. To understand the challenges entailed by the media development, we have to understand the
mechanisms behind people’s consumption of various media and behind
their choice of media to turn to.
One starting point in this context could be the explanation model that is
normally abbreviated OMA, which stands for Opportunities, Motivations
and Abilities. This model was developed by social scientist Robert C.
Luskin, among others, who in an important article noted that

7
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[…] the conditions that promote any particular behaviour can be grouped under
the headings of opportunity, ability, and motivation. Bedouins in the Sahara do
not become champion swimmers; ordinary people who enjoy music do not
compose great symphonies; professors with research assistants do not do
their own leg work. They lack the opportunity, the ability, and the motivation,
respectively.8

For people to be able to act in a certain way – for example to consume
news media – they must have news media to consume (opportunities).
However, this in itself is not enough if people lack the interest (motivation) to monitor the news media or the knowledge (ability) to use and
understand them. In reverse, the theory states that the greater the opportunities available to people to choose and exclude, the greater the importance of their motivation and ability when it comes to explaining the
degree to which they consume various media.9 Changes at macro level
– the selection of different types of media and media content – thereby
lead to factors at the micro level – people’s motivation and abilities – becoming more important in explaining their media consumption.
Based on this theory, it is to be expected that the increased media selection in recent decades would have led to two changes: on the one hand
that people’s political interests have become more important in explaining their level of consumption of various news media, and on the other
that the differences between various groups in terms of news consumption have increased.
This is also what Swedish research has shown. Based on the annual
surveys of the SOM Institute and an index that captures people’s collected consumption of news media between 1986 and 2010, a study
conducted by myself along with Monika Djerf-Pierre and Adam Shehata
found firstly that the political interest has become more important when
it comes to explaining news media consumption, and secondly that two
groups have grown in size. We call one of the groups news-seekers, and
it consists of those who are large consumers of various news media. The
other group is referred to as news-avoiders, and it consists of those who
rarely or never consume any news media (see diagram 1).10

8
9
10

Luskin, 1990.
Prior, 2007.
Strömbäck, Djerf-Pierre & Shehata, 2013.
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Diagram 1 News-seekers and news-avoiders in Sweden 1986–2010.
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Source: Strömbäck, Djerf-Pierre & Shehata, 2013.

What this diagram illustrates is how the media development has contributed to the creation of brave new worlds for different groups of people.
For those who are interested in politics and society, the media development has made it easier than ever to find and monitor various news media, and over time, an increasing number of people will take advantage
of these possibilities. For those who have no particular interest in politics
and society, it has become increasingly easy to avoid all news media, and
over time, an increasing number of people will take advantage of this
possibility.
The result is a growing segregation of news consumption, but that is not
the end of it. With increasing differences in news consumption comes,
in all likelihood, increasing differences in both knowledge of politics and
society and political commitment.
If one form of increased polarisation concerns the difference in the
amount of news media different people consume, the fact that it has
become easier to seek out information to confirm one’s own opinion
and perception of reality constitutes another form of polarisation. There
is less Swedish research on this latter form, but American research has
clearly shown that Republicans seek out more conservative media, while
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Democrats look for more liberal media.11 This is a central explanation
for why many Americans – most of whom are conservative – believe that
Iraq was in possession of weapons of mass destruction or that Obama
is a Muslim or that he was born in another country. Once again, people’s motivation plays an important part. Humans have a psychological
tendency to seek out media (and other people) to confirm what they
believe, and as it is becoming easier to find media that confirm one’s
own opinions and perceptions (opportunities), more and more will
choose to consume such media (motivation), and to the extent that these
media provide a misleading picture of reality, they will reinforce people’s
prejudice.
There is therefore a risk that the media development will not only lead
to increased knowledge and participation gaps, but also to an increased
polarisation of opinions and a weakened sense of solidarity. When the
government-mandated Commission on the Future of Sweden analysed
different challenges facing Sweden in the coming decades, this was also
an aspect highlighted as a central challenge to society.12
Aiming for the future

By this I do not mean to say that the media development only entails
challenges and problems. In many ways, the development headed towards increased choice, diversity and possibilities of expression is incredibly positive. However, the upsides are something that many have already
noted; fewer have paid attention to the less positive sides of the media
development, although these aspects underline that this development is
not solely a matter of the industry. Since the media and our use thereof
affect society as a whole, the media development is a matter that deserves
much more attention and weight in the public debate than it has been
given so far.
Just as it would be unreasonable for those concerned with the public
economy not to monitor and discuss the development of different economic indicators, it is unreasonable for those who are concerned with
democratic, social, political and cultural developments not to monitor
and discuss the media development more than has been the case so far.

11
12

Iyengar & Hahn, 2009.
DS 2013:19
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1 MEDIA CONSUMPTION
In a regular day, a Swede between the age of 9 and 79 will spend a little
more than six hours on media consumption. This consumption time has
remained relatively constant for several years. The change seen in later
years concerns the media we spend the most time on. In 2011, we spent
an equal amount of time on TV and internet, followed by radio. In previous years, TV and radio followed by internet were the media on which
the Swedes spent the most time during an average day. In 2012, there
was a break in the trend, when the consumption time for the internet
became higher than that for TV, and in 2013, the time spent on internet
consumption increased dramatically.
Clear difference in media consumption

The differences between various age groups in terms of media consumption are becoming increasingly clear. Among traditional media, radio
and newspapers have had the most trouble capturing the younger audience. The oldest age group, the 64 to 79-year-olds, spend the most time
on radio and TV out of all the age groups. The second to youngest age
group, the 15 to 24-year-olds, devote the most time to the internet, and
primarily to social media. This is also the age group that listens the most
to downloaded or streamed music.
Time spent on different media

At 416 minutes, people in the oldest age group are still the ones who devote
the most time to various forms of media, and at 283 minutes it is the youngest who spend the least time. However, the 15 to 24-year-olds are the ones
who spend the most time on a single medium, i.e., the internet, on an average day. At the same time, the oldest age group has doubled their time spent
on the internet. In 2012, the 65 to 79-year-olds would spend 35 minutes on
the internet on an average day, compared to 71 minutes in 2013. The people
between 9 and 14 years old will listen to the radio for 25 minutes on an average day, unlike the oldest age group of 65 to 79-year-olds, who will listen to
119 minutes of radio on an average day. When it comes to the time of use for
the internet, the relationship is the reversed. People between the ages of 15 to
24 use the internet for 185 minutes on an average day, compared with the 65
to 79-year-olds, who use the internet for 71 minutes on an average day.
Access to different media

Nearly all Swedish homes have at least one TV, a computer, and access
26 |
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to the internet. In 2013, 37% of the population between the ages of 9
and 79 had access to a tablet computer, compared to 18% in 2012. The
access to mobile television is also increasing, and in 2013, 67 % of the
population between the ages of 9 and 79 had access to a smart phone,
compared to 54% in 2012.
Time spent on different media

In this section, we use statistics from Nordicom Sweden and their Media
Barometer, which is an annual measure of reach, i.e., the proportion of
the Swedish population that consumes various media on an average day
in each given year. The barometer is based on a telephone interview survey
with a random sample from the population between 9 and 79 years old.
It was first conducted in 1979, and has been completed every year since.
Table 1.1 T
 ime spent on different mass media by the Swedish
population aged 9–79 on an average day in 2013 (minutes).

Radio

1

Music

2

Television3

Total

9–14

15–24

25–44

45–64

65–79

77

25

36

63

87

119

28

35

65

35

18

12

94

75

72

74

100

126

Teletext

3

2

1

2

3

5

Film4

8

13

20

11

4

2

120

106

185

139

100

71

45

73

114

52

30

12

Internet
Social media5

18

6

23

31

18

9

Daily newspaper

Traditional media

19

4

6

12

21

38

Periodical7

12

5

4

7

13

21

6

Book

19

18

19

17

18

24

Total

378

283

408

358

360

416

Computer games total

18

49

48

18

8

5

Online games

15

39

41

14

6

3

1. T his figure refers to average time spent listening to FM radio. Up until 2012, it referred to the
consumption of radio regardless of platform.
2. T his figure refers to downloaded and streamed music, not TV or radio. Up until 2012, the respondents were asked about listening to music on CD or mp3.
3. This figure refers to average time spent watching regular television.
4. T he figure does not refer to films viewed in cinema or on scheduled TV. Up until 2012, the respondents were asked about watching video/DVD/PVR. Note that the time for recorded television
is included in the time for television as of 2013.
5. T
 he figure refers to average time spent on social network/community/discussion forum/chat
group or blog.
6. T he figure refers to average time spent on morning news, evening news, periodical, TV or radio
on the internet.
7. This figure refers to average time spent reading paper editions.
Source: Nordicom Media Barometer 2013
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Table 1.2 P
 roportion of the population aged 9–79 who have access
to different media in their homes in 2007–2013 (%).
At home, has access to
Daily newspaper subscription
Radio

2007

2008

2009

2010

2011

2012

2013

70

68

66

64

62

59

57

100

100

100

99

99

100

100

–

98

97

97

98

97

94

–

–

–

–

–

–

21

TV
Smart TV
Multi TV total

–

90

90

90

91

91

91

DVD player

84

85

86

83

82

79

80

VCR

65

57

53

48

43

37

46

1

PVR/HD receiver

12

12

15

23

26

25

30

Stationary computer total

87

89

89

91

91

92

91

Laptop

44

54

62

71

75

77

78

–

–

–

–

–

18

37

83

85

83

85

86

90

90

–

–

–

14

36

54

67

Mp3 player

54

55

45

38

36

35

38

Video game console

37

41

40

38

45

39

38

Handheld game console

36

–

10

11

15

14

15

–

–

–

–

–

4

6

Tablet computer
Internet via computer
Smartphone

E-book reader

– no data available
1 Multi TV refers to a television with more channels than the “free channels” of the terrestrial network (SVT1, SVT2, Kunskapskanalen, SVT24, Barnkanalen, TV4, TV6 and Axess TV).
Source: Nordicom Media Barometer 2013

The total time of media consumption has not changed to any significant
degree since 2007, even though the selection of and access to media has
continued to grow.
Table 1.3 T
 otal time spent on mass media by the Swedish
population aged 9–79 on an average day
Total time spent on mass
media

2007

2008

2009

2010

2011

2012

2013

in minutes

359

359

352

361

367

365

378

in hours

5.98

5.98

5.87

6.02

6.12

6.08

6.3

Source: Nordicom Media Barometer 2013.
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Sveriges Radio is the single largest media channel, according to Nordicom’s estimations of media consumption divided by different media and
channels, based on their studies of reach. The proportion of time that we
spend on social media is greater than the time spent on traditional media
on the internet.
Diagram 1.1 E
 stimated media consumption divided by different
media and channels1 in the population aged 9–79 in
2013 (%)
Other TV channels 7%
Sjuan 1%
TV6 1%
Kanal 5 1%

Sveriges Radio 16%

TV4 5%
TV3 2%
SVT2 2%
SVT1 6%
Teletext 1%
Film 2%
Social media4 11%

Traditional media on
the internet3 5%

Commercial radio 4%

Music 7%
Weekly-/monthly
newspaper2 2%
Specialist periodical/
professional journal2 1%
Morning paper2 4%
Evening paper2 1%
Book 5%
Other intenet use 16%

1. T his figure represents a calculation where the Media Barometer gross time spent on radio and
TV has been divided based on the data from reach studies for each respective medium in 2013.
Sources: TNS Sifo (radio, preparation), MMS (TV).
2. Refers to paper edition of newspaper only.
3. Refers to TV, radio, daily newspaper and periodicals on the internet.
4. Refers to social network/community/discussion forum/chat group or blog.
Source: Nordicom Media Barometer 2013.

The time we spend listening to the radio has decreased drastically since
2007, unlike the time we spend watching TV, which has remained relatively stable. The time we spend on the Internet, on the other hand, has
increased dramatically since 2007.
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Table 1.4 T
 otal consumption in minutes for radio, TV and internet in
the population aged 9–79
Consumption

2007

Radio

2008

2009

2010

2011

2012

2013

100

93

91

86

81

84

77

TV

99

96

96

98

95

93

94

Internet

61

68

68

81

95

96

120

Source: Nordicom Media Barometer 2013

Diagram 1.2 Total consumption in minutes for radio, TV and
internet in the population aged 9–79
120

100

80

60

Radio
TV
Internet

40

2007

2008

2009

2010

2011

2012

2013

Source: Nordicom Media Barometer 2013

Watching TV via a regular television set is still the most common way to
consume moving image. It is also more common to watch a film directly
on TV than to record, stream or download it. In the age group 15 to 24
years old, it is almost as common to watch video clips (59 %) as it is to
watch television programmes (66 %).
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Table 1.5 P
 roportion of 9 to 79-year-olds who watch moving images
on an average day in 2013 (per cent)

TV programmes on a regular
television

Total

9–14

15–24 25–44 45–64

65–79

81

85

66

72

83

91

TV programmes on a computer/
internet

4

3

6

7

3

2

TV programmes on the internet
on smart TV

1

1

2

2

1

1

Recorded TV programme

1

0

1

1

1

0

24

48

59

31

12

5

Video clips
Feature film
Film directly on television

10

9

11

10

11

8

Film recorded from television

1

0

1

1

1

1

Film streamed from the internet

3

4

8

4

2

0

Purchased film

2

3

4

2

2

1

Rented film

1

2

2

1

0

0

Downloaded film

1

1

5

2

0

0

Cinema

1

1

0

1

0

1

Source: Nordicom Media Barometer 2013

The proportion of the population aged 9 to 79 years old who watch moving image via their television on an average day has remained stable since
2007. The largest increase since 2007 has been in the consumption of
video clips. YouTube is now the largest online TV provider in the Nordic
countries in terms of consumption.1 The consumption of TV directly
on the television set has decreased, as has that of purchasing or renting
films.

1	http://www.mediavision.se/nyhet/youtube-starker-sin-position-som-storsta-videotjansti-norden/
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Table 1.6 P
 roportion of 9 to 79-year-olds who watch moving image
on an average day 2007–2013 (per cent)
Consumption

2007

2008

2009

2010

2011

2012

2013

set

84

81

85

83

81

81

Via computer/internet

1

3

3

6

6

7

4

Recorded TV programme

4

3

3

4

3

3

1

On a television

Video clip

4

11

15

17

23

21

24

16

15

14

14

13

13

10

Purchased film

7

5

6

4

4

4

2

Rented film

3

2

2

1

2

2

1

Downloaded film

1

1

1

1

1

1

1

Cinema

1

1

1

1

1

1

1

Film directly on television

Source: Nordicom Media Barometer 2013

Diagram 1.3 Proportion of 9 to 79-year-olds who watch moving image on an average day 2007–2013 (per cent)
150

120
Other
Cinema

90

Downloaded film
Rental DVD

60

DVD
Film on TV
Clips

30

PVR
Internet

0

Tv
2007

2008

2009

2010

2011

2012

2013

Source: Nordicom Media Barometer 2013

Number of television sets sold

ElektronikBranschen is a trade organisation for suppliers and retailers
within the consumer electronics, photo and service sector. Their statistics
on television sales shows that in 2013, 750,000 television sets were sold,
which is a decrease of 90,000 since the previous year. The large screens,
46–51 inches, are increasing in sales, while the sales of the screens at 42
inches and smaller are falling. The largest increase in sales concerned the
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largest screens, i.e., 52–57 inches. The proportion of smart TVs sold is
above 70% and continues to grow. Three out of four televisions sold have
DVB-T2.2
Table 1.7 Television sales 2011–2013
Television sets

Number sold 2011

Number sold 2012

Number sold 2013

LCD, –23 inches

100,000

80,000

70,000

LCD, 24–39 inches

290,000

230,000

193,000

LCD, 40– inches

425,000

440,000

437,000

Plasma

115,000

90,000

50,000

Total

930,000

840,000

750,000

Source: Branschkansliets Marknadsinformation AB

Diagram 1.4 Television sales 2011–2013 in thousands
500

Plasma
LCD 40
LCD 24-39

400

LCD -23
300

200

100

0

2011

2012

2013

Source: Branschkansliets Marknadsinformation AB

1.1 Consumption of TV
TV consumption has gone down compared to the previous year, both
in terms of time and reach. The daily audience, i.e., the proportion of
the TV audience between 3 and 99 years old who have watched TV
for at least 5 consecutive minutes on and average day, is 69.1% in 2013,
according to MMS Mediemätning Skandinavien AB, which represents a
2

http://www.elektronikbranschen.se/wp-content/uploads/2011/01/Rateko2-2014.pdf
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decrease since the previous year, when the reach was 71.2%. During an
average day in 2013, the Swedish TV audience (3-99 years old) watched
TV for 159 minutes, which is a decrease of 5 minutes since the previous year. This means that the share of viewers as well as the time spent
watching TV went down in 2013.3
In this section, we use statistics from MMS, which have been established
through a TV survey panel. The system is based on members of the panel
reporting their TV consumption via electronic gauges. The panel is
representative of the Swedish households that have a television set, and includes 1,200 households or approximately 2,600 individuals aged 3 to 99.
Table 1.8 D
 aily reach in percentage and TV consumption in minutes
for the population aged 3–99
TV consumption
Daily reach %
Daily viewing in minutes

2007

2008

2009

2010

2011

2012

2013

71

69.3

70.3

71

70.7

71.2

69.1

157

160

166

166

162

164

159

Source: MMS Mediemätning i Skandinavien AB

The channels with the most viewers remain the “Big 5”, i.e., SVT1,
SVT2, TV3, TV4 and Kanal 5, despite the increased amount of competition from niche channels. Out of these five, SVT1 and TV4 stand out
with the absolute highest number of viewers.
Table 1.9 Share of total TV viewing hours Big 5 2006–2013
Channels

2006

2007

2008

2009

2010

2011

2012

2013

SVT1

21.8

19

19.4

21

23.2

22.9

24.3

23.3

SVT2

14.5

12.5

10.4

7.5

6.9

6.7

6.7

6.9

TV3

9.4

9.3

8.8

8.4

8.1

7.2

6.4

6.2

TV4

22.2

21.2

20.1

19.4

19.2

19.6

18.9

20.1

8.8

8.2

7.9

7.2

6.8

6.5

6.1

5.9

Kanal 5

Source: MMS Mediemätning i Skandinavien AB

The largest share of total TV viewing hours in 2013 went to SVT1 with
23.3%. They were followed by TV4 with 20.1%. TV4’s share of the viewers increased somewhat in 2013, while that of SVT slightly decreased.
3
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Diagram 1.5 Share of total TV viewing hours Big 5 2007–2013

25

20
Kanal 5
TV4

15

TV3
SVT2
SVT1

10

5

2007

2008

2009

2010

2011

2012

2013

Source: MMS Mediemätning i Skandinavien AB

The list of the most seen programmes is dominated by the programmes
on the public service channel ( SVT1) and by Melodifestivalen in particular. In 2013, the programme with the highest ratings was as usually
the final of Melodifestivalen, which was broadcasted by SVT1. Not until
10th place is the dominance of SVT programming broken by TV4, with
a live sports event.
Table 1.10 The top 10 programmes with the highest ratings in 2013
Programme

Channel

Viewers (million)

Melodifestivalen final

SVT1

4.15

Melodifestivalen part 2

SVT1

3.70

Melodifestivalen part 1

SVT1

3.60

Kalle Anka och hans vänner

SVT1

3.57

Melodifestivalen part 4

SVT1

3.55

Melodifestivalen part 3

SVT1

3.52

Eurovision Song Contest

SVT1

3.38

Melodifestivalen Andra chansen

SVT1

3.25

På spåret

SVT1

3.01

TV4

2.91

Ice Hockey World Championship Switz-Swe
Source: MMS Mediemätning i Skandinavien AB
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The public service company Sveriges Television AB (SVT) is the largest broadcasting company on the Swedish television market in terms
of viewing hours, and SVT1 is the channel with the greatest share of
total TV viewing hours in 2013. SVT is followed by Bonnier-owned
TV4 Group, whose channel TV4 is in second place of the MMS survey
of share of total TV viewing hours in 2013. The TV4 Group also has a
number of niche channels, as well as premium channels from C More.
Modern Times Group AB (MTG)/Viasat is the third largest broadcasting company, with channels such as TV3, TV6, TV8, TV10 along with
premium channels from Viasat. After them comes SBS Broadcasting/
ProSiebenSat.1 with Kanal 5 and Kanal 9. Despite their share of total
TV viewing hours having gone down for the Big 5, the broadcasting
companies maintain their proportions by starting niche channels. All the
most successful niche channels belong to one of the major broadcasting
companies. This fragments the audience, but the broadcasting companies
still get to keep their share of the viewers.
Diagram 1.6 The largest broadcasting companies on the Swedish
TV market in terms of their share of total TV viewing
hours (%)
SVT/UR
TV4/Bonnier
MTG/Viasat

50

Other
SBS Broadcasting
40

30

20

10

0

1997

1999

2001

2003

2005

2007

2009

2011

2013

Note: The figure includes the channels that have been part of the public report published by MMS
each year. Canal+ is included under Other 1997–2004, SBS Broadcasting 2005–2007 and TV4/
Bonnier 2008–.
Source: MMS AB (adapted by Nordicom).
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Diagram 1.7 The largest broadcasting companies on the Swedish TV market in terms of their proportions of total TV
viewing hours in 2013 (%)
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1.2 Consumption of radio
Listening to the radio remains a popular pastime despite the increased
competition from other media. A little more than 74.5% of the population listens to the radio at least 3 minutes every day. Around 36% listen
to commercial radio, and around 60% listen to Sveriges Radio [public
service] at least 3 minutes on an average day in 2013.4 The national reach
figures are reported from the first of January 2013, through a technical
panel survey, or a PPM. The Portable People Meter (PPM) is worn by a
little over 1,300 Swedes taking part in a carefully recruited panel. The
PPM is used to conduct listener surveys to examine the national radio
consumption on a day-to-day and minute-by-minute basis. The data in
the TNS Sifo Radio survey was previously based on telephone interviews
and diaries, where the respondents would indicate what they had listened
4 http://www.tns-sifo.se/rapporter-undersokningar/radioresultat/radiorapporter-ppm, 2014-17
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to. Other differences when using the PPM is that consumption is measured for panellists between the ages of 12–79, compared to the earlier
9–79, and that the definition of daily reach is at least 3 minutes of consecutive listening, instead of 5 minutes. Since the measuring methods are
so different, the radio consumption in 2013, which was measured using
PPM, cannot be compared to that of previous years.
Table 1.11 P
 roportion of the population aged 12–79 who have
listened to the radio for at least 3 minutes on an average
day in 2013 (%)

Proportions of listening to
the radio

Total

Local commercial radio
total

Sveriges Radio
total

74.5

36.1

60.1

Note: PPM survey 01/01/2013-31/12/2013
Source: TNS SIFO Radioundersökningar

Table 1.12 Proportions of the population aged 9–79 who have
listened to the radio for at least 5 minutes on an average
day Q4 2007–2012 (%)
Q4 2007 Q4 2008 Q4 2009 Q4 2010 Q4 2011 Q4 2012
Radio total

75.2

74.3

75.6

72.9

71.6

71.3

SR total

47.4

47.2

49.2

48.6

48.0

47.8

Commercial radio total

33.2

32.6

31.5

29.2

28.5

28.4

Local radio

2.7

1.7

3.3

2.9

2.6

2.6

Web radio

3.7

3.4

3.8

3.7

4.6

6.8

Source: TNS SIFO Radioundersökningar

Since 1979, Nordicom has produced statistics on radio consumption.
Their Media Barometer survey also shows that there are great differences
in radio consumption between the different age groups.
The people between 9 and 14 years old will listen to the radio for 25
minutes on an average day, unlike the oldest age group of 65 to 79-yearolds, who will listen to 119 minutes of radio on an average day. Even if
the reach of radio has not changed to any significant degree since 2007,
the time we spend listening to the radio has gone down each year.
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Table 1.13 T
 otal time spent listening to radio by the Swedish
population aged 9–79 between 2007–2013 (minutes)
Consumption
Radio

2007

2008

2009

2010

2011

2012

2013

100

93

91

86

81

84

77

Source: Nordicom Media Barometer

Table 1.14 Time spent listening to the radio for the Swedish population aged 9–79 on an average day in 2013 (minutes).

Consumption for radio

Total

9–14

15–24

25–44

45–64

65–79

77

25

36

63

87

119

Note: Refers to average time spent listening to regular radio.
Source: Nordicom Media Barometer 2013

Listening to the radio in the car is more common than listening at home
for all age groups except the oldest group, i.e., the 65 to 79-year-olds.
The oldest age group, who most likely spend more time in their home
than in their car, compared to the other age groups, therefore listens to
the radio mostly at home. The majority of those who listen to the radio
do so using a regular radio. The radio is a medium for the home or the
car. The number of people who listen to the radio in their mobile is still
relatively low in all age groups, though the access to mobile phones is
increasing.
Table 1.15 Proportion of the population aged 9–79 who have listened
to the radio, and where, on an average day in 2013 (%)
Listened to the radio:

Total

9–14

15–24

25–44

45–64

65–79

at home

37

18

16

22

38

68

in the car

32

27

28

39

39

20

at work

7

–

5

12

12

1

at school

0

–

1

0

0

–

while travelling, in a café or
other public place

3

2

4

4

3

2

Note: The radio consumption is based on a question where the respondent has been asked to
estimate their time spent listening to the radio the day before. Radio consumption refers to all uses
of radio.
Source: Nordicom Media Barometer 2013
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The radio stations supplement their FM transmissions with transmissions
over the internet and mobile phone. There is a great selection of radio
stations that only transmit online. However, the consumption of this
type of radio is still low: 7% in the ages 9 to 79 per average day.5
Table 1.16 Time spent listening to the radio divided by transmission format for the Swedish population aged 9–79 on
an average day in 2013 (%).
Listen via

Total

9–14

15–24

25–44

45–64

65–79

regular radio

40

19

17

26

45

69

car radio

31

25

27

39

37

20

mobile phone/mp3/iPod

4

2

5

6

4

1

web radio

7

4

8

13

8

2

Source: Nordicom Media Barometer 2013

1.3 Consumption of daily press
A large part of the population, 66%, will read a newspaper every day but
the proportion is decreasing. Since 2007, the proportion of readers has
gone down from 80% to 66%. Out of those who read a daily newspaper, the number who read it in print, 55%, is still greater than those
who read it online, 21%, but this gap is closing. Most of those who read
a daily newspaper read a morning paper, 56%, as opposed to the 25%
who read an evening paper. More people read the evening paper online
than the morning paper. “Total daily newspapers” thus includes both the
morning and evening newspapers, which in the Nordicom Media Baro
meter are two separate questions, the results of which are then added
together. The fact that the reach of the daily press is lower than the sum
of the reach for the morning and evening papers is due to there being
readers who read both these types of newspapers.
Table 1.17 Readers of daily newspapers aged 9–79 on an average
day in 2013 (%)
2007

2008

2009

2010

2011

2012

2013

80

77

77

75

73

69

66

Source: Nordicom Media Barometer 2013
5
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Diagram 1.8 Readers of daily newspapers aged 9–79
on an average day in 2013 (%)
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The proportion of the population aged 9 to 79 who have access to a
daily newspaper subscription is also falling steadily. In 2013 it was 57%,
compared to 70% in 2007. The time spent reading paper editions of the
newspaper is also going down. Since 2007, it has been reduced by 10
minutes.
Table 1.18 P
 roportion of the population aged 9–79 who have
access to a daily newspaper subscription at home in
2007–2013 (%).

Have access to a daily
newspaper subscription at
home

2007

2008

2009

2010

2011

2012

2013

70

68

66

64

62

59

57

Source: Nordicom Media Barometer
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Table 1.19 Time spent reading a daily newspaper for the Swedish
population aged 9–79 on an average day in 2007–2013
(minutes).

Time spent daily
newspaper

2007

2008

2009

2010

2011

2012

2013

29

28

28

25

22

21

19

Source: Nordicom Media Barometer 2013

1.4 Young people and media
In October 2013, the Swedish Media Council published the report Ungar
& medier 2012/13[Kids and media 2012/13], in which 2000 children and
young people between the ages of 9 and 18 have been asked by Statistics
Sweden about their everyday media intake and attitudes towards media
consumption. The report also contains comparisons to see how media
consumption has changed since 2010. We can see that the internet use is
increasing in all the age groups, and is close to 100% from the age of 12.
The largest increase can be seen in the use of internet via mobile phone.
Internet is more popular than TV

Previously the media form that most children and young people would
consume every day was films or television programmes. Today, the internet is more popular (from the age of 13 and up). The time spent watching TV has not gone down to any significant degree since 2010, but
the use of the internet has gone up. Today, 82% of 12-year-olds use the
internet on a daily basis (47% in 2010) and 81% of the 9-year-olds use it
a few times per week or more often (62% in 2010). The largest increase
can be seen in the use of internet via mobile phone. In 2010, only 12%
of the 15-year-olds would use the internet via mobile phone. Today, the
corresponding figure is 89%. The use of mobile telephones is increasing
in general, but mostly among younger people. In 2010, 39% of the 9 to
12-year-olds used their mobile phone on a daily basis, and for 2012/13
this figure is 53%. In 2010, 80% of the 13 to 16-year-olds used their
mobile phone on a daily basis, and in 2012/13 this figure is 88%.
Gender differences

The gender differences in media consumption increase with age, until
the children are around 16 years old, after which point the differences
become somewhat smaller. In general, girls blog more than boys, read
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more blogs, use their mobile phones more and spend more time on
social media, while the boys watch more clips on YouTube, play more
computer and video games and watch more pornography than girls. The
most significant difference can be seen when it comes to computer/video
games. While one in two 15-year-old boys play such games at least 3
hours per day, 0% of the girls of the same age do this.
Social media are the most popular among older children

In the two oldest age groups, the participation in social sites is the most
important online activity. 71% of the 13 to 16-year-olds and 78% of the
17 to 18 year-olds use social media daily. Among the 9 to 12-year-olds,
it is more common to play games (32%) and listen to music (29%) every
day, after which comes the use of social media on a daily basis (24%).
Facebook has the largest number of members by far out of all the social
networking sites, regardless of age group.
This year’s survey shows an increased interest in the news in all age groups.
The consumption of news has increased since 2010, via television, internet
and – above all – via mobile phone. In 2010, 4% of the 9 to 12-year-olds
and 11% of the 13 to 16-year-olds follow the news through their mobile
phones. The corresponding figures for 2012/13 are 31% and 70% (and
72% for the 17 to 18-year-olds). However, the reading of a paper edition
newspaper has declined compared to earlier studies.6
Diagram 1.9 Do you have access to any of the following?
9–12
TV 13–16
17–18
9–12
DVD 13–16
17–18
9–12
PC 13–16
17–18
9–12
Internet 13–16
17–18
9–12
Xbox, Playstation, Wii 13–16
17–18
9–12
Game console 13–16
17–18
9–12
Tablet 13–16
17–18
0

20
Yes my own

6

40

60

Yes, share with my family

80

100

No

www.statensmedierad.se
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Diagram 1.10 If you think about a regular day, about how much
time would you spend on the following during your
free time?
9–12
Computer games 13–16
17–18
9–12
Playing an instrument 13–16
17–18
9–12
Watch TV 13–16
17–18
9–12
Spend time with friends 13–16
17–18
9–12
Use social media 13–16
17–18
9–12
Spend time with your family 13–16
17–18
9–12
Use your mobile 13–16
17–18
0

20

40

60

Every day

A few times a week

More seldom

Never

80

100

Once a week

Diagram 1.11 What do you normally use your mobile phone for?
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The most popular TV programmes
Table 1.20 Which TV programmes or series do you normally watch?
9 to 12-year-olds, all

Boys

Girls

The Simpsons (18%)

The Simpsons (32%)

X-factor (21%)

All “Disney” (14%)

Family Guy (19%)

All “Disney” (14%)

X-factor (14%)

All “Disney” (12%)

Good luck Charlie (11%)

Family Guy (12%)

Cartoon Network (10%)

Shake It Up (9%)

Solsidan (8%)

X-factor (9%)

Victorious/112 på liv och
död (8%)

Note: 97% out of the 9 to 12-year-olds stated that they watch TV. This question was only answered
by them.

Among the 9 to 12-year-olds, 95% watch TV, with girls and boys watching the same amount of time. However, there are gender differences in
the choice of programming, other than when it comes to the various
Disney channels, which are equally popular among boys and girls. Boys
would watch cartoons more often, while the girls preferred dramas and
talent shows. Among younger children, the gender differences are significantly smaller. All of the most
Table 1.21 Which TV programmes or series do you normally watch?
13 to 16-year-olds, all

Boys

Girls

Family Guy (24%)

Family Guy (36%)

X-Factor (18%)

The Simpsons (22%)

The Simpsons (35%)

The Simpsons (12%)

How I Met Your Mother
(15%)

How I Met Your Mother
(26%)

Vampire Diaries (11%)

Solsidan (12%)

Solsidan (15%)

Grey´s Anatomy (10%)

X-Factor (11%)

2 1/2 men (11%)

Solsidan (8%)

Note: 96% out of the 13 to 16-year-olds stated that they watch TV. This question was only answered
by them.

The gender differences are great also in the group of 13 to 16-year-olds.
The Simpsons and Solsidan are on the top five for both boys and girls,
but are significantly more popular among the boys. These two programmes are also the only comedies on the top list for the girls. Otherwise they prefer dramas and talent shows. All of the five most popular
programmes among the boys are comedies.
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Table 1.22 Which TV programmes or series do you normally watch?
17 to 18-year-olds, all

Boys

Girls

How I Met Your Mother
(21%)

How I Met Your Mother
(30%)

Gossip Girl (19%)

Family Guy (15%)

Family Guy (24%)

How I Met Your Mother
(14%)

The Simpsons (14%)

The Simpsons (19%)

Vampire Diaries (10%)

Gossip Girl (10%)

Sport (19%)

Grey´s Anatomy (10%)

The Big Bang Theory (9%)

2 1/2 men (13%)

Family Guy, The
Simpsons, Project Runway,
Top Model (8%)

Note: 94% out of the 17 to 18-year-olds stated that they watch TV. This question was only
answered by them.

There are also large gender differences in the group of 17 to 18-year-olds.
The boys still mostly watch comedies, but sports programmes are also
popular. The girls prefer dramas, comedies and fashion competitions.
It is difficult to compare TV preferences over time, as different programmes come and go. However, it can be noted that The Simpsons
and Family Guy are the most popular programmes among boys in the
groups 9 to 12-year-olds as well as 13 to 16-year-olds, both in 2010 and
in 2012/13. The favourite programmes of girls are completely different
in 2012/13, with one exception: among the 13 to 16-year-olds, 10% indicate Grey’s Anatomy as their favourite in both 2010 and 2012/13.
The TV preferences of the boys have not changed with age in the same
way as was the case for the girls: The Simpsons and Family Guy are
among the three most popular programmes among the boys in all the
age groups. Among the girls, there is not a single title in common between the five most popular programmes for the 9 to 12-year-olds and
those for the 17 to 18-year-olds.
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2 THE SWEDISH TV MARKET
Den svenska tv-marknaden består av flera företag som erbjuder tv via kabel,
The Swedish TV market consists of several companies offering television
services to Swedish households via cable, the terrestrial network, satellite and
IPTV. The six largest actors on the pay TV market on the last of December 2013
were Com Hem AB, TeliaSonera AB, Boxer TV-Access AB, Viasat, Telenor AB
and Tele2 AB. Com Hem has the most customers, nearly half of all subscriptions. Since IPTV was introduced, TeliaSonera has had the greatest increase in
market shares. Telenor’s acquisition of the company Canal Digital Kabel gave
them around 220,000 new cable and IPTV customers, which at the same time
reduced the market share of Canal Digital.1

2.1 Distribution of TV
Diagram 2.1 Market shares – subscriptions of TV services (%)
120
100
Other
Sappa

80

SMATV

60

Tele 2
Canal Digital

40

Viasat
TeliaSonera
Telenor

20

Boxer
Com Hem

0

2008

2009

2010

2011

2012

2013

Source: PTS Statistics Portal, 2013 figures based on the first six months.

The basic offer on the various platforms does not differ to any great extent. All of the platforms broadcast the most popular channels, and also
offer premium channels along with other, more niched channels.
As the available frequencies limit the number of channels, the terrestrial
network has a smaller selection of channels than the other platforms.
Premium channels are the ones considered more attractive to consum1

50 |

Rörlig bild, Stelacon 2013

Media Development 2014 • • • TH E S W E D I S H T V M A R K E T

ers, and they contain a more niched programming selection, often with a
large amount of films or sports. The consumer must be prepared to pay a
little more for a selection more adapted to their own preferences.
Terrestrial TV

There is only one company offering pay TV through the terrestrial network, and that is Boxer TV-Access AB (Boxer). On the last of December
2013, 578,4002 customers had pay TV subscriptions with Boxer. In the
terrestrial network, there is also the possibility of watching free-to-air
TV, with no subscription. Eight of the channels in the terrestrial network are free-to-air: SVT1, SVT2, SVT24, SVTB, Kunskapskanalen,
TV4, TV6 and TV Finland. A little over 8 per cent of the Swedish
households only have free-to-air TV.3 Boxer also offers TV on demand
and online catch-up TV through its Boxer On Demand service. In order
to use this service, you need a subscription from Boxer, and On-Demand
box and broadband access.
Cable TV

Cable TV is the most common means of television distribution in
Sweden, and is broadcasted both digital and analogue. On the last of
December 2013, the number of subscriptions for digital cable services
amounted to 913,000.4 The three largest operators on the cable TV
market are Com Hem AB, Tele2 AB and Canal Digital Sverige AB.
Com Hem AB has the highest number of connected households, with
1.73 million, of which 574,7005 are digital. Tele2 AB has 217,8006 and
Telenor Sverige AB had approximately 215,0007 connected households in
December 2013. Canal Digital Sverige AB offers more than 130 channels via cable TV and Tele2 AB offers around 140 channels. Com Hem
offers an analogue channel package consisting of some 15 channels,
i.e., their analogue basic selection. In addition to this basic selection,
the households can choose to sign up for a supplementary subscription
of digital channels. Com Hem AB offers more than 140 channels for
its digital TV clients, along with the service TiVo. TiVo can be used to
record programmes, watch live TV and catch-up services, and to rent
films. This service also includes Netflix.
2
3
4
5
6
7

www.pts.se
Hushållens användning av fri-TV 2013, Post- och telestyrelsen 2014
www.pts.se
www.pts.se
www.pts.se
www.pts.se
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Satellite TV

On the Swedish TV market there are currently two operators offering
TV via satellite direct to households: Viasat AB and Canal Digital
Sverige AB. In order to watch these TV channels, some form of pay TV
subscription and a satellite dish is required. The satellite dish is not tied
to any specific company, but the digital TV box is. The channels are
encrypted, and packaged into different pay TV subscriptions. The total
number of subscriptions for digital TV via satellite has gone down, and
amounted to 636,3008 at the end of December 2013. Viasat has a little
more than half of these subscriptions, 328,500, and Canal Digital has
the remaining 307,7009. Viasat, a company that owns no infrastructure,
purchases broadcasting services from SES Astra AB while Canal Digital
purchases broadcasting from its owner Telenor (Thor). In addition to the
broadcasts from ASTRA and Thor, the Swedish households can receive
broadcasts of both free-to-air TV and pay TV from a number of other
satellites, including Eutelsat, provided that they have the appropriate
receivers. Viasat offers approximately 75 TV channels, along with the
service Viaplay, which allows access to films, sports and series via streaming on the internet. Canal Digital offers around 100 TV channels and
one on-demand channel: Canal Digital GO.
IPTV

The actors within IPTV are often telecom operators that have also started broadcasting television. The major operators on the Swedish market
are TeliaSonera AB, Telenor Sverige AB and Tele2 Sverige AB. To gain
access to IPTV, the client is often required to have a broadband subscription with the same operator. The number of IPTV subscriptions has
increased drastically in later years, and especially when it comes to IPTV
via fibre optic LAN. At the end of December 2013, TeliaSonera AB had
554,100 IPTV subscribers. Telenor Sverige AB had 91,800 subscribers
and Tele2 Sverige AB had 24,60010 subscribers. TeliaSonera offers over
one hundred channels in its selection, as well as their on-demand channel Telia Play+, which also contains HBO Nordic. TeliaSonera is also
one of the Swedish actors offering telephony, broadband and television
for their clients, known as triple play. Bredbandsbolaget and Canal Digital are both owned by Telenor Sverige AB. Bredbandsbolaget also offers
triple play and has a TV selection consisting of more than one hundred
channels from Viasat and C More. The selection of Canal Digital is dis8
9
10

52 |

www.pts.se
www.pts.se
Ibid

Media Development 2014 • • • TH E S W E D I S H T V M A R K E T

tributed via the city grid, and varies depending on location.11 Tele2 also
offers a large selection of channels from both Viasat and C More.
Distribution between the different reception formats for television

MMS Mediamätning i Skandinavien AB continuously measures TV
consumption in Sweden. Their baseline study, in the form of a survey,
shows what forms of reception the Swedish households are using.12 The
below table shows the distribution of the Swedish households’ forms of
TV reception in the period 2008 to 2013. The table indicates that the
number of households receiving television through cable has decreased
somewhat. Satellite and terrestrial network reception has also gone
down, unlike IPTV, which has gone up. The sum of the table exceeds
100% because some of the households have more than one television,
and receive signals in more than one way. The proportion of households
with cable TV is low, compared with the market shares of the Swedish
Post and Telecom Authority. This could be because many households
with cable TV are part of a block of flats, which are collectively connected to the grid through the property owner, and thereby unaware of
how they receive TV.
Table 2.1 Proportion of household in % according to form of TV reception
At home, has access to

2008

2009

2010

2011

2012

2013

Terrestrial network

31.5

31.5

31.4

29.0

30.0

27.8

Cable

52.5

49.6

44.8

40.3

35.4

34.9

Satellite

17.0

17.0

17.1

16.2

15.6

15.5

4.8

5.3

6.9

6.7

11.5

13.5

Other

–

–

–

–

–

1.7

No TV

–

–

–

0.2

0.1

0.2

Not sure

–

–

–

9.9

10.0

9.7

IPTV

– Information not available
Source: MMS Mediamätning i Skandinavien AB

2.1.1 Terrestrial TV
The terrestrial network is the oldest infrastructure for TV broadcasting
in Sweden. Construction on the network began already in the 1950s,
and was the only form of distribution for television up until the 1980s.
At present, broadcasting of radio and television is carried out in the ter11
12

Rörlig Bild, Stelacon
MMS Mediamätning i Skandinavien AB
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restrial network via 54 broadcasting stations, which reach the majority of
Swedish households. There are also around 600 smaller broadcasting stations that are intended to reach the households that are outside the scope
of the larger ones. The TV signal is often transferred wirelessly on the air
between various broadcasting stations, via radio link. The on-air broadcasting space is a limited resource, and to avoid network interference, the
frequencies are regulated by national and international telecommunication authorities. As the frequency for terrestrial TV is more limited than
that of other distribution forms, the Riksdag has decided that a licence is
required for this form of broadcasting. The Swedish Government issues
public service licences in the terrestrial network, and the Swedish Broadcasting Authority issues licences for other types of channels. Within
other platforms, the distribution is completely based on an agreement
between the broadcasting companies and the distributor/operator. The
terrestrial network is mainly used for detached houses, as tower blocks
may have difficulties receiving the signals from that network. Since
tower blocks in most cases have no possibility of receiving terrestrial TV
through a central antenna, the household would have to have an indoor
antenna. According to MMS, 27.8% of Swedish households receive terrestrial TV.
The switchover to digital transmission

In October 2007, the last analogue transmitter of the terrestrial network
was switched off. This made Sweden one of the first countries in the
world to complete the switchover to digital broadcasts in the terrestrial
network. When the terrestrial network went over to digital transmissions, this freed up space in the broadcasting networks. This space is
found between 790–862 MHz and is referred to as the 800 band. It has
been auctioned off by PTS, and is now used for the mobile 4G broadband.
Licences in the terrestrial network

The broadcasting licences of the public service broadcasters are applicable
up until 31 December 2019. All other licences to broadcast terrestrial TV
expired on 31 March 2014. Before this time, all interested parties were
afforded an opportunity to apply for a licence to broadcast television in
the terrestrial network. 30 broadcasting companies applied for licences for
a total of 85 different TV channels, and of these, 51 national and 6 local
channels were given permission to broadcast over the terrestrial network.
Six of the national channels are broadcast in high definition (HDTV)
and the others in standard definition (SDTV). The channels TV3, TV4
and Kanal 5 were licenced for parallel broadcasts in both standard and
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high definition until 31 March 2017. The new broadcasting licences are
in effect from 1 April 2014 until 31 March 2020, with the exception of
the aforementioned parallel broadcasts. The frequency range for terrestrial
TV will be reduced over this licence period, since the frequencies used
until now for terrestrial TV (the 700-MHz band) are to be used for
other services after 31 March 2017. The reduced frequency range will
increase demands on efficient use of the frequencies. Using newer broadcasting technology, more channels can fit into the terrestrial network,
and the authority will therefore promote the use of the broadcasting
technology DVB-T2 to compensate for the reduced frequency range.
Table 2.2 Selection in the terrestrial network
Licence-holder/
Broadcasting company

Programming
service

Sveriges Television AB

SVT1, SVT2, 24,
Barnkanalen,
UR/SVT
Kunskapskanalen,
SVT1 HD, SVT2 HD,
SVT Extra

Förvaltningsstiftelsen för
Sveriges Television AB,
Sveriges Radio AB and
Sveriges Utbildningsradio AB

Sveriges Utbildningsradio AB

UR, UR/SVT
Kunskapskanalen

Förvaltningsstiftelsen för
Sveriges Television AB,
Sveriges Radio AB and
Sveriges Utbildningsradio AB

AENT Networks UK Ltd

History

AE Television Networks (UK)
Ltd and BSKYB History Ltd

Aftonbladet Hierta AB

Aftonbladet TV

Schibstedt AB and LO

Al Jazeera Media Network

Al Jazeera English

HH the Father Emir of Quatar

Axess Publishing AB

Axess

Nordstjernan Kultur och
Media AB

BBC Global News Ltd

BBC World News

British Broadcasting
Corporation

BBC Worldwide Ltd

BBC Knowledge

British Broadcasting
Corporation

BBC Worldwide Ltd

BBC Entertainment

British Broadcasting
Corporation

C More Entertainment AB

CMore Sport,
C More Series,
C More First, C
More Fotboll
Hockey Kids,
C More HD Mix

TV4 AB and Telenor Media
Invest AS

Discovery Communications
Europe Ltd

Discovery Channel, Discovery
Animal Planet, TLC Communications Inc

Eurosport SAS

Eurosport,
Eurosport 2
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Licence-holder/
Broadcasting company

Programming
service

Fox International Channels
Sweden AB

FOX

Fox International Channels
Netherlands Holding B.V

Hästkanalen AB

Horse1

Nore 862 AB

Kanal GlobalTelevision 1 AB

Kanal Global

SIMS, Bijan Salehi,
Behrouz Salehi , Behzad
Salehi and Mojdeh Zandeieh

MTV Networks Europe

MTV

Viacom International Inc

NGC Europe Limited HD

National Geographic NGC UK Holdings
Channel HD
Company Ltd

Owner

Nickelodeon International Ltd Nickelodeon,
Nick JR

Viacom International Inc

SBS Broadcasting
Networks Ltd

Kanal 5, Kanal 9,
Kanal 5 HD,
Kanal 11

Discovery
Communications Inc

Scripps Networks
International (UK) Ltd.

Travel Channel

Scripps Networks
Interactive Inc

The Walt Disney
Company Ltd

Disney XD, Disney
Channel

The Walt Disney
International Ltd

Turner Broadcasting
System Europe Limited

CNN, Cartoon
Network, TCM

Time Warner Inc

Turner Nordic and Baltic AB

Silver, TNT

Time Warner Inc

TV4 AB

TV4, Sjuan, TV4
Fakta, TV12, TV4
Film, TV4 HD, TV4
Sport HD

Bonnier AB

Viasat Broadcasting UK Ltd

TV3, TV6, TV8,
TV10, TV3 HD,
Visat Explorer

Modern Times Group MTG AB

VIMN Netherlands
Holding B.V.

Paramount Movie
Channel

Viacom International Inc.

VIMN Netherlands B.V.

Comedy Central

Viacom International Inc.

Table 2.3. Local and regional programming services
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Licence-holder/
Broadcasting company

Programming
service

AB Upsala Nya Tidning

24.UNT

Norrköpings Tidningars
Media AB and
Axel Johansson Upsala Nya
Tidning Förvaltning AB.

Norrbottens Media AB

24Norrbotten
Malmfälten,
24Norrbotten

Norrköpings Tidningars AB,
Piteå-Tidningen AB and
Valrossen AB

Östgöta Media AB

24nt, 24 Corren

l Norrköpings Tidningars
Media AB

Sverigefinska Riksförbundet

TV Finland

Ideell förening

Owner
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2.1.2 Cable TV
In the early 1980s, the expansion of a cable network for the households
was initiated, and cable is currently the most common means of TV
reception in Sweden. A cable TV network is built especially to handle
simultaneous distribution of a large number of channels to all those
connected to it. In order to reach all the connected households with all
channels, a high capacity is required in the whole network. A cable TV
network starts at a main hub, which is fed with content in the form of
TV channels. The content, or the signal, may come from a terrestrial
network, a satellite of a fibre optic network, and is then relayed through
the cable network. One or more cables lead out from the main hub, in
order to then gradually branch out to the end users. Large cable operators have networks spanning the whole country, in which the different
main hubs can be connected via a core network controlled by the operator. The network closest to the main hubs often consist of fibre optic
cable, while the cables closest to the end users are normally coaxial. The
cable TV operator, i.e., the actor who disposes of the cable structure in
the network, may own or lease the cables included in the network, or
otherwise enter into agreements for the use thereof. However, the part
of the network that is inside a property always belongs to the property
owner.
Cable TV networks are mostly found in densely populated areas, and
have a limited spread in sparsely populated ones. More than 80% of
Sweden’s blocks of flats have cable TV network belonging to the property. According to MMS, approximately 34.9% of Swedish households
actively receive TV via cable. On the other hand, a little more than half
the Swedish households could theoretically receive cable TV.

2.1.3 Satellite TV
Satellite TV was introduced in the 1980s, as the capacity of the satellites
increased and they could thereby be used to distribute TV programmes
directly to the public. The satellite ASTRA became operational in 1989,
which was a breakthrough for TV distributed via satellite in Sweden. As
the transmission power of the satellites grew, significantly smaller and
cheaper satellite dishes could be manufactured. Since satellites transmit the TV signal directly to the household satellite dish, this form of
transmission is referred to as DTH (Direct-To- Home). The satellites are
always located above the same point on the equator, receiving TV signals
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from stations on the ground and amplifying them to then send them
back over a certain geographical area, where they are picked up by satellite dishes.
Satellite transmissions are also used within the framework of other forms
of TV broadcasting. Satellite dishes on the Kaknäs Tower receive satellite
transmissions and distribute them through the terrestrial network. In
the same way, TV broadcasts from satellites are relayed on cable TV or
broadband networks
Satellite systems

The satellite systems ASTRA and Thor reach all the Nordic countries,
even if their range is limited by certain topographical obstacles to their
line of sight. They have a great transmission capacity and are able to send
hundreds of channels to the households. A unique feature of satellite TV
is the wide geographical range of the satellite system, which can easily
cross national boundaries. For this reason, the positions and broadcasting spaces of the satellites must be internationally coordinated to avoid
interference. Since the frequency range is not as limited as it is for broadcasts in the terrestrial network, no licences are required for satellite transmissions. According to MMS, approximately 15.5% of Swedish households receive TV via satellite, but many more could in theory receive TV
this way, as the format provides excellent coverage all over Sweden.

2.1.4 IPTV
IPTV has been available to Swedish households since the mid-2000s.
The two most common ways to watch IPTV in Sweden are via the copper wire network of Telia Sonera, i.e., TV via the wire that connects the
end user with telephony and broadband (xDSL) or through new fibre
optic broadband networks to the property (fibre LAN). The fibre optic
networks can be owned and maintained by the operator or by the property owner, who hires one or more operators to offer the residents TV,
telephony and internet.

2.1.5 TV on demand
Most TV channels are currently transmitting some form of internet TV,
as do newspapers, radio channels and other companies. A prerequisite for
these TV on demand services to work is that the consumer has access to
either mobile or fixed broadband, along with a device connected to the
internet (computer, smart phone, tablet or smart TV). They are then able
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to receive the service directly over the Internet, and the viewer chooses
which programmes to watch from a catalogue. The selected programme is
then played, and the viewer can start, pause and fast forward or rewind.
The selection of TV on demand consists of both free and paid services.
Reception of TV on demand

On-demand services can be received via a smart TV. A Smart TV has
a built-in internet connection and supports various apps produced by
the manufacturer or by a third party. It may resemble a smart phone by
having a user-friendly interface and by focusing on social media. There
are suppliers who offer a limited number of apps, with no real access to
the internet, while others allow for access to the whole internet. Several
of these services are also available as smart phone apps, but using them
outside the home requires access to a mobile broadband.
Online catch-up services

Most Swedish broadcasting companies have an online catch-up service.
These function as a portal for the channels’ overall on-demand selection, or their online catch-up selection. Due to limitations in terms
of intellectual property rights, it is most often impossible to offer the
channel’s entire selection in the online catch-up service. The intellectual
property rights to the programmes will often set the limit for how long
they are available online. MTG gathers its selection in the on-demand
service Viaplay and in addition, TV3, TV6, TV8 and TV10 each have
their own online catch-up services. Kanal 5, Kanal 11 and Kanal 9 also
have individual online catch-up services. SVT is currently broadcasting
its entire selection and all of its channels on SVT Play. SVT has also
launched a new service this spring, called SVT Flow, which is distributed solely over the internet. Like SVT, TV4 was one of the first to show
clips and online TV on its website, and in January 2009 they launched
a trial online TV channel called TV4 Replay. This channel contained
all of the programmes produced by the TV4 Group, available for one
week after they had been broadcast. Already in April 2009, the service
was relaunched on a larger scale and with the new name TV4 Play. They
then started TV4 Play Premium, a subscription service where the viewer
can watch programmes from all the TV4 channels, including older ones.
TV4 Play Premium contains the whole free selection of TV4 Play, with a
higher quality of image and sound, and with no advertisements. In addition it has full series of TV4’s own programmes. As of October 2012, all
eleven channels owned by TV4 are available online.
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The households’ use of online catch-up services

The Swedish Broadcasting Authority and the Swedish Competition Authority carried out a joint survey in the autumn of 2012, in which 1,000
households were asked about their consumption of moving image. Some
of the questions related to the households’ consumption of online catchup services, and 4 out of 10 households said that they used such services.
Diagram 2.2 Share of households watching TV programmes via
online catch-up services via computer, mobile phone
or tablet.

No 57%

Yes 43%

Source: Stelacon/KKV/MRTV 2013

The online catch-up service used most by the households was by far SVT
Play (82%), followed by TV4 Play (56%).
Diagram 2.3 Of those who used online catch-up services:
Which online catch-up services did you use?
Other
Filmnet
Tv6 Play
Viaplay
Kanal 5 Play
Tv3 Play
Tv4 Play
SVT Play

0
10
20
30
Source: Stelacon/KKV/MRTV 2013
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The absolutely most common way to view online catch-up services is
through a computer (93%), followed by mobile phone (26%) and tablet
(23%). On the other hand, it is less common to use a game console or
Apple TV to watch online catch-up services. More households still have
access to a computer (91%) or a smart phone (67%) than to a tablet
(37%), and fewer still have access to a smart TV (21%).13

2.2 Swedish media output
Svenskt medieutbud14[Swedish media output] is a report intended to
clarify how the contents of the major TV channels have changed over
time, and to describe the selection of radio and certain on-demand
services in 2013. The report was produced by the Department of Journalism, Media and Communication (JMG) at the University of Gothenburg, led by professor Kent Asp, on behalf of the Swedish Broadcasting
Authority. The study measures the selection and diversity in ten different
TV channels. The diversity of the output is investigated by determining the scope of the channels’ programme selection. The more types of
programme a TV channel is able to show in its selection, the broader the
scope of that selection is deemed to be.
SVT1 and SVT2 display roughly the same amount of diversity through
a mix of news and entertainment programmes, along with a large selection of factual programmes. SVT has a somewhat wider scope, and is
more focused on fiction and entertainment, while SVT2 is more distinctively factual in nature, with a large selection of news and factual
programmes, and particularly at prime time. However, considering the
combined programme selection of these two channels, including prime
time, the most prominent content is information-oriented. In addition, the scope of the selection has increased in 2013 for all of the SVT
channels, and in SVT1 the scope of the entertainment content has also
increased somewhat.
Three quarters of the TV4 programme selection consists of entertainment, fiction and diversion. The proportion is slightly higher at prime
time. The information-oriented contents consist primarily of morning
TV and news programmes. On TV4, the scope of the factual contents
went down significantly in 2013, but increased somewhat in the enter13
14

Nordicom Media Barometer 2013
http://www.radioochtv.se/Documents/Publikationer/Svenskt-medieutbud-2013.pdf
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tainment selection. For TV4, the programme scope is being reduced
in the long term, especially in the last three years, both in terms of the
selection as a whole and in terms of the prime time selection. In 2013,
TV4 had the least diversity of programmes since the first survey conducted in 1998.
TV3, Kanal 5 and TV6 are completely focused on entertainment and
fiction. For 2013, Sjuan and TV8 can also be included in this group of
entertainment channels. On TV3, Sjuan and TV8, the scope increased
somewhat in 2013, while it remained unchanged on Kanal 5 and went
down a bit on TV6. In the selections of TV3, Kanal 5 och TV6, the
prominence of fiction and entertainment remains throughout the period.
TV4 Plus/Sjuan and TV8 have both become almost completely focused
on entertainment over time. For this reason, all five channels can therefore be characterised as pure entertainment channels in 2013.

62 |

Media Development 2014 • • • TH E S W E D I S H T V M A R K E T

T H E S W E D I S H T V M A R K E T • • • Media Development 2014

| 63

64 |

Media Development 2014 • • • M E D I E O M VÄ R L D E N

THE SWEDISH
MEDIA MARKET

M E D I E O M VÄ R L D E N • • • Media Development 2014

| 65

3 THE SWEDISH MEDIA MARKET
This chapter was written by Jonas Ohlsson, Ph.D., Nordicom, commissioned by the Swedish
Broadcasting Authority.

The Swedish media market is in the midst of an extensive transformation
process. The motor of this transformation is technological development. The
internet and digital technology have dramatically redrawn the map of the media
landscape. The altered audience and advertisement patterns that follow in the
wake of the new technologies have not only paved the way for brand new actors in the field of media, they also constitute great challenges for the established media companies.
This chapter contains an analysis of the developments in the Swedish media industry in 2013. The data comes from the annual reports of the media companies
and from industry reports. Initially this chapter accounts for the most important
changes in terms of audience and advertising markets over the year. This is
then followed by separate analyses of the TV and radio industries. A particularly
important section is devoted to the developments within the rapidly growing
market segment for moving image online. The chapter ends with a summary of
the financial development of some of the major Swedish media companies.

3.1 Media consumption and
advertising investments
The revenues of the companies on the Swedish media market spring
from two main sources: the sale of advertising space to advertisers and
the sale of media content to consumers. The importance of the different
sources of revenue vary greatly, however, both between the various parts
of the media market and between individual media companies. When
it comes to the sales to media consumers, a particular revenue stream
comes from the licencing funds controlled by the Government, which
contribute to the financing of the public service companies; Sveriges
Television, Sveriges Radio and Utbildningsradion.
A clear trend in recent years has been that both the audience and advertising markets to an increasing degree traverse the boundaries between
different media. In both cases, competition is very tough. The fact that
the battle for the media audience’s attention has intensified over time is
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shown in table 3.1. Even if the time we spend collectively on media consumption has remained relatively constant (just above six hours), the last
few years have brought a shift in what we choose to spend our time on.
The greatest decrease in overall consumption is in the time spent listening
to the radio. In ten years, the average time spent listening to the radio in
a day has been reduced by 40 minutes; nearly a third. From having been
the medium that the average Swede would spend the most time on, the
radio has been surpassed by both the internet and the TV in the 2010s.
Table 3.1 T
 ime spent reading on different media for the Swedish
population aged 9–79 on an average day in 2003, 2012
and 2013 (minutes).
Change (min)

Radio
Television

2003

2012

2013 2003–2013 2012–2013

117

84

77

–40

–7

106

93

94

–12

+1

Daily newspaper 2

30

21

19

–11

–2

Book

19

19

19

±0

±0

Periodicals

15

12

12

–3

±0

Music

…

21

28

…

+7

1

Film

3

11

8

8

–3

±0

23

96

120

+97

+24

Social media5

…

17

40

…

+23

Traditional media6

…

9

18

…

+9

4

Internet

1 Refers to average time spent watching linear television. If TV watched online is included, the time
for 2013 increases to 100 minutes.
2 Refers to average time spent reading a paper edition of the newspaper If newspapers read online
is included, the time for 2013 increases to 23 minutes.
3 In 2012, this question referred to Mp3.
4 From 2003 to 2012, this question referred to video/DVD.
5 Social media refers to social network/community/discussion forum/chat room or blog.
6 Traditional media on the internet refers to morning newspaper, evening newspaper, periodical or TV.
Source: Adaptation of the Nordicom Media Barometer 2013.

The table clearly indicates the shift from traditional media towards the
internet that has taken place in the last ten years. On average, we spent
two hours on the internet per day in 2013. This is an increase of 30 minutes compared to the previous year. The largest increase is represented by
social media, but the consumption of traditional media via their websites
(and in particular the daily press and TV) is growing quickly. In both
cases, we are seeing a doubling of the time spent in just a year.
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The shift in consumption patterns is also reflected in the household expenditure on media. Recent surveys from the IRM Institute for Advertising and
Media Statistics as well as TNS Sifo show that the expenditure of Swedish
households on digital media is significantly higher than what they spend
on print media. The cost of online services such as digital newspapers,
e-books and streaming subscriptions for music and television display a very
high growth rate (even if the starting levels are relatively low).
The majority of household expenditure is spent on mobile telephone
services and internet connections (IRM, press release 07/03/2014). In
both cases, it is a matter of access costs, paid to access media content and
to communicate with others. The costs of mobile phone and internet services are followed by charges for television and daily press. According to
TNS Sifo, an average Swedish household will spend SEK 2,556 per year
on pay TV, and SEK 2,340 on daily newspaper subscriptions (TNS Sifo,
press release 19/02/2014). This can be compared to the radio and TV fee,
which amounts to SEK 2,076 per year.
When it comes to television in particular, the household costs have
increased over time. Between 2009 and 2012, the collective costs of TV
subscriptions increased by 17%, an increase that was mainly due to higher
price levels (the Swedish Post and Telecom Authority) The Swedish households have never spent as much money on TV services as they do today.
The degree to which the media consumption of the households is affected by changes in the general economic trend is relatively small. In
comparison, the advertising market is characterised by a significantly
higher sensitivity to the economic trend. After a couple of years of
increasing advertising investments, the market turned downwards in
2012. The decline continued in 2013. According to IRM, the decrease in
the total investments made in media advertising for these years was 2.1
and 1.8% respectively. This means that the turnover for the advertising
market in 2013 ended at SEK 31.5 billion, or approximately half a billion
less than two years earlier (see table 3.2). Despite the slowdown of the
advertising market, Sweden continues to be one of the most advertisingintensive countries in the world (IRM, press release 23/10/2013).
The development over the year reflected the general economic trend in
the country. GDP growth continued to be low, at 1.5%, while the unemployment rate increased marginally However, the future looks relatively
bright. The prognosis is that the advertising market, as a result of an
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improved trend for the Swedish economy as a whole, will show positive
growth in 2014 (IRM, press release 12/03/2014).
The decline in advertising investment does not apply to all types of
media. Despite a downwards trend in the economy, online advertising
increased by 7.9% in 2013, to close to SEK 8.4 billion. Since 2012, the
internet has been the major advertising media in the country. However,
the greatest relative increase of the year was seen in marketing through
mobile phones. 2013 ended with a turnover of SEK 901 million, which is
more than twice that of the previous year. One medium that has had its
share of the advertising reduced in recent years is the paper editions of the
daily press; a reduction of 13.4% in 2013, and the periodical industry, with
a decrease of 14.5%. Table 3.2 clearly shows the ongoing structural transformation of the advertising market, where the advertisers are choosing to
place an increasing share of their advertising in internet-based media. In
other words, the advertising is following the audience to the internet.
Table 3.2 A
 dvertising investments in Sweden 2008, 2012 and 2013
(SEK n million, per cent)
Revenues SEK n
million

Share %

Change (%)

2008

2012

2013

2008

2012

2013

2012–20131

Internet

4,822

7,772 8,352

14.9

24.2

27.1

+7.9

Daily newspapers

8,816 6,895 5,972

27.2

21.5

19.0

–13.4

Television

4,969 5,934 5,938

15.3

18.5

18.9

+0.1

Direct marketing

4,303

3,837

13.3

12.0

11.9

–2.4

Free publications

2,554

2,525 2,347

7.9

7.9

7.5

–7.0

Periodicals

2,521

1,767

1,511

7.8

5.5

4.8

–14.5

Outdoor advertising

1,060

1,089

992

3.3

3.4

3.1

–8.9

728

671

608

2.2

2.1

1.9

–9.5

1,897

486

328

5.9

1.5

1.0

–32.5

494

457

433

1.5

1.4

1.4

–5.2

38

419

901

0.1

1.3

2.9

+114.8

104

113

117

0.3

0.4

0.4

+3.3

72

95

99

0.2

0.3

0.3

+4.2

26

10

7

0.1

0.0

0.0

–27.2

32,403 32,070 31,352

100

100

100

–1.8

Radio
Printed catalogues
Advertisement
supplements
Mobile marketing
Cinema
In-store media
Teletext
Total

3,746

Note: Refers to current prices, net, including advertising tax.
1 Growth is based on comparable data.
Source: Svensk Reklammarknad 2012 [Swedish Advertising Market 2012] and www.irm-media.se,
the IRM Institute for Advertising and Media Statistics.
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3.2 The Swedish TV market
In terms of the developments in recent years, television appears to be the
traditional medium coping the best with the increasingly tough competition on the media market. Compared with the daily press and radio,
television has been largely successful in retaining its audience. In 2013, the
average Swede would watch television for an hour and a half per day. If
we add all the television watched online, which added up to an average 6
minutes, the Swedes do not watch less television today than ten years ago.
Its strong position with the audience is reflected in the advertising
market. For five consecutive years, the TV industry has reported record
numbers in terms of advertising revenues. As a result, TV has increased
its share of the total advertising market from 15.4% in 2008, to the
record-high 18.9 % in 2013. This means that TV is basically neck to
neck with the daily press on the list of the greatest advertising channels.
According to the IRM prognoses, advertising sales in TV will continue
to increase in 2014 (IRM, press release 12/03/2014).
Despite an increasing globalisation in this area, the Swedish TV market
still consists predominantly of domestic actors. In 2013, Swedish-owned
channels represented 80% of the total viewing hours (see table 3.3).
These results can be explained mainly by the strong position of Sveriges
Television (SVT) and TV4 with the audience. And yet television is the
part of the Swedish media market where the presence of international
actors is the most noticeable. The list of companies active on the Swedish
TV market includes several of the largest media groups in the world.
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Table 3.3 The TV companies’ share of the audience 2013 (per cent)
Audience
3–99 years old
Number of Share of total
channels viewing hours %

Principal owner

Country Company/channels

Administrative
foundation

SE

SVT, UR

5

35.3

Bonnier

SE

TV4 AB/C More

17

29.7

Stenbeck

SE

MTG/Viasat

20

16.7

Discovery
Communications

US

Kanal 5 AB

10

10.8

Disney

US

Disney Channel

3

1.8

US

MTV, Nickelodeon,
VH-1 and others

5

1.4

Time Warner

US

Cartoon Network,
CNN and others

8

1.0

TF1

FR

Eurosport and others

3

0.7

BBC

UK

BBC World News
and others

4

0.4

Others

…

…

Viacom

Total

…

2.1
100.0

Source: Adaptation of the MMS annual report 2013.

The globalisation becomes even clearer if we instead look at where the
content of the Swedish TV selection is produced. In 2013, American
productions represented as large a proportion of the total viewing hours
in the five largest channels as the Swedish ones (42 and 43% respectively). However, the Swedish-produced programmes retain their unique
position at prime time, i.e., the times of the evening when most people
watch TV and the competition for the audience is thus the greatest. Out
of the programmes that started between 19:00 and 22:00, 60% had
Swedish content. Only 24% were American. The two channels of Sveriges Television along with TV3 and Kanal 5 constitute opposite poles
when it comes to programme origins. At SVT1 and SVT2, American
programmes represent less than 10% of the programming hours. For
TV3 and Kanal 5, the corresponding figure is around 80%. In the single
largest channel, TV4, the proportion of material produced in the USA is
approximately 25%. (Swedish media output 2013, estimations).
Several major foreign actors are also involved in the TV distribution market (table 3.4). Com Hem, which currently has 1.78 connected households,
making it the largest cable TV distributor in the country, is owned since
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2011 by the English investment company BC Partners. Telenor, the
company behind Canal Digital, is owned by the Norwegian state. In 2010,
Telenor also entered the Swedish broadcasting market by acquiring 35%
of the shares in C More Entertainment (then Canal+) from Bonnier AB.
Table 3.4 Companies in the radio and TV distribution market:
revenues, results and net margins in 2012
(SEK n million and per cent)
Results poss.
Revenue financial items Net margin %

Principal owner

Company

BC Partners

Com Hem

4,534

1,515

33

Swedish state

Teracom

4,478

316

7

Boxer Sweden

2,024

289*

14*

Teracom Sweden

1,484

470*

32*

Telenor1

1,826

128

7

Canal Digital Sverige

1,542

116

8

284

12

4

2,178

739

34

of which refers to
business sector

Norwegian state
(54)

Canal Digital
Kabel-TV
Stenbeck/MTG2

Viasat

* Refers to operating profit/loss or gross margin
1 Telenor also distributes television via broadband in B2 Bredband. This operation is not reported
separately. 2 Stenbeck also distributes cable TV in Tele2. This operation is not reported separately.
Sources: Annual reports.

The Swedish TV market has come to be dominated by four different
actors in the 2000s. Despite the increasing competition, SVT has been
able to maintain its position as the country’s leading TV company in
terms of the share of total TV viewing hours (see table 3.3). In 2013, the
five channels of SVT represented 35% of the total TV viewing hours in
Sweden. Second place is held by Bonnier AB, owning 17 channels, of
which a handful are included in the terrestrial network (TV4 Group)
and the rest are in the premium and pay TV group C More. Even more
channels, 20 of them, are found in the Stenbeck sphere, which is the
third largest TV actor in the country in terms of viewing hours. TV3,
TV6, TV8 and TV10 are included in its free-to-air TV selection, and
the other sixteen belong in the pay TV segment Viasat. Fourth on the
list of the greatest actors on the Swedish TV market is SBS Discovery,
which has a total of 10 channels. SBS Discovery is the result of American Discovery Communications purchasing SBS TV, including Kanal 5
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and Kanal 9, from German ProSiebenSat.1; a deal that was completed
in the spring of 2013. Later in the year, TV 11 was also purchased from
Bonnier. As a result of these changes, the market share of SBS increased
from 8.3% in 2012 to 10.8% in 2013. All of SBS’ channels are broadcast
through the terrestrial network.
The dominance of a few large actors has consequences for the ownership
structure of the Swedish TV market. In comparison to the rest of Europe,
Sweden appears to be one of the countries where the ownership concentration in television is the greatest. In 2013, the channels belonging to the
two largest ownership groups represented nearly two thirds of the total
TV viewing hours. The corresponding share for the four largest owners
was more than 90%. As seen in table 3.5, the ownership concentration has
increased again in recent years, after a gradual recession since the 1990s.
Table 3.5 Ownership concentration on the Swedish TV market:
share of the total TV viewing hours in 1997, 2005, 2012
and 2013 (per cent)
Change %
1997 2005 2012 2013
The largest owner

47.6

39.9

The two largest owners

75.3

The four largest owners 93.7

1997/
2013

2005/
2013

2012/
2013

36.6

35.3

–12.3

–4.6

–1.3

65.8

65.6

65.0

–10.3

–0.8

–0.6

89.3

90.5

92.5

–1.2

3.2

2.0

Sources: MMS (adaptation), Nordicom, SBS Discovery Media.

The aforementioned success on the audience and advertising markets
has left a positive imprint on the balance sheets of the TV companies.
The TV companies of the Stenbeck sphere (business sector Norden) and
SBS TV have reported annual surpluses of around 20% or more since
2009 (table 3.6). With these numbers, they belong to the most profitable
actors on the Swedish media market. In both cases, it is a question of
a publicly listed holding group and a selection of channels and programmes that is of a distinct entertainment character. For the third large
commercial actor on the market, family-owned Bonnier AB, the profits
have been significantly smaller. The main explanation has been their
premium division C More, which has incurred great losses for a number
of years. In 2012, the net deficit amounted to SEK 169 million, and
the year before it was SEK 286 million. The losses within the premium
segment have been compensated by an increasingly profitable operation
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within the TV4 channels, the free-to-air TV segment of Bonnier. TV4
AB had its best results yet in 2013. Their earnings (EBITDA) amounted
to SEK 648 million (SEK 577 million) after a turnover of SEK 6,121
million (SEK 5,885 million) (annual report of the TV4 Group).
Radio and TV fee-funded SVT has for obvious reasons not been able to
benefit from the success of the TV industry on the advertising market in
later years. The increase in revenues since 2009 has also been comparatively limited and is explained almost entirely be an increased number
of people paying the radio and TV fee. However, this is not a for-profit
company, for which reason more or less all of its revenues are placed back
into the operation.
Table 3.6 T
 he profitability of the major TV companies, 2009–2012
Revenues (SEK n million), results after financial items
(SEK n million) and net margin (per cent)
2009

2010

2011

2012

MTG/Viasat

Revenue

8,147

8,731

9,123

9,082

(Nordic countries)

Result1

1,545

1,915

2,000

1,627

19.0%

21.9%

21.9%

17.9%

5,543

6,019

6,594

6,894

Profit margin
Bonnier 3 (TV4, C More)

Revenue

(Nordic countries)

Result

2

348

671

220

298

Profit margin

6.3%

11.1%

3.3%

4.3%

Sveriges Television AB

Revenue

3,804

4,156

4,169

4,397

(Sverige)

Result

10

42

28

69

Vinstmarginal

0.3%

1.0%

0.7%

1.6%

SBS Discovery TV AB4

Revenue

1,059

1,160

1,212

1,312

(Sweden)

Result
Profit margin

267

313

278

353

25.2%

27.0%

22.9%

26.9%

1 Refers to operating profit/loss.
2 Refers to gross margin.
3 Refers to the companies TV4 AB, TV4 Sverige AB and C More Entertainment AB (prior to any
intercompany eliminations).
4 Previously Kanal 5 AB.
Source: The companies’ annual reports, adaptations.

For the companies that only represent smaller parts of the Swedish TV
market, the financial outcome has been worse. The large American groups
Viacom and Time Warner as well as French TF1 reported results close to
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zero for their Swedish activities in 2012 (table 3.7). At the same time, the
last Swedish company on the list, Axess Publishing, continued to have
large deficits. In 2012, their losses amounted to SEK –7 million after having revenues of only SEK 8 million. The company, which is owned by the
Ax:son Johnson sphere (Nordstjernan Group), includes the terrestrial TV
channel Axess TV and Axess magazine. The TV channel and the magazine both have a content focusing on social issues, culture and science.
Table 3.7 Broadcasting companies on the Swedish TV market in
2012. Revenues and results after financial items
(SEK n million)
Result after
fin. items

Revenue
Principal owner Company

Channels1

Sweden

Total

Total

Bonnier

TV4 AB

TV4, Sjuan,
six other TV4
channels

Bonnier (65),
Telenor (35)

4,571

4,571

468

C More
Entertainment

Around fifteen
C More channels

1,188

2,323

–169

Public
foundation

Sveriges
Television AB

SVT1, SVT2,
SVT24,
Barnkanalen,
Kunskaps
kanalen2

4,397

4,397

69

Public
foundation

Sveriges Utbildn- Kunskaps
ingsradio AB
kanalen2

323

323

–1

Stenbeck

MTG – Pay TV
Nordic Region
business area

…

4,925

834*

Stenbeck

MTG – Free-to- TV3, TV6, TV8,
view Scandinavia TV10
business area

ProSiebenSat.1

SBS TV AB

Thirteen Viasat
channels

…

4,517

793*

Kanal 5, Kanal 9,
Kanal 11

1,312

1,312

353

VIMN Nordic AB MTV, Nickelodeon, VH-1,
Comedy Central

166

166

6

Time Warner

Turner Nordic
and Baltic AB

Star!, Showtime,
Silver, TNT

170

170

–3

TF1

Eurosport
Television AB

Two Eurosport
channels

69

69

1

Nordstjernan

Axess Publishing Axess TV

8

8

–7

Viacom

* Refers to operating profit/loss.
1 Information about channels refers to May 2013.
2 Kunskapskanalen is produced through a collaboration between Utbildningsradion and Sveriges
Television.
Sources: Annual reports.
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3.3 The market for moving image online
Parallel to the traditional, linear TV selection, there is currently a
massive expansion of TV-like services online. The selection is growing
rapidly, as is the number of actors. Viewing is increasing at the same rate,
which in turn leads to an increased influx of advertisers. But with the
increasingly limitless selection comes problems with delimitation, which
makes this segment difficult to analyse. The problems of estimating the
scope of the market for moving image online, for example in terms of
reach, viewing hours and financial turnover, are made more difficult by
the absence of comparable statistics.
However, a few main groups and services can be distinguished.
Online catch-up services of the free-to-air TV companies All of the major
Swedish TV channels currently have an online catch-up service, i.e., a
website where they post part of the programming content from their linear free-to-air channels. To an increasing degree, the contents of the linear TV broadcasts can also be live-streamed on the site. The three largest
commercial actors on the free-to-air TV market: Bonnier, SBS Discovery
and MTG, have all chosen a solution where some content is free, while
other content is locked and must be paid for. In common for all the feebased premium packages, which cost from SEK 59 (Kanal 5 Premium)
to SEK 99 (TV4 Play Premium) per month, other than a wider selection,
is that the programmes contain no advertising breaks and are of a higher
broadcast quality.
The single largest catch-up service on the Swedish market, however, is
SVT Play. In 2013, the total viewing hours for the channel amounted
to 86.8 million (across 406 million initiated streams), which can be
compared to 21.4 million for TV4 (110 million streams), 13.5 million for
MTG TV (44 million streams) and 7.7 million for SBS Discovery (28
million streams) (MMS annual report on internet TV 2013).
The on-demand services of the pay TV companies Both Bonnier and MTG
offer online versions of their respective terrestrial premium segments, C
More and Viasat, in addition to their catch-up services. However, their
solutions differ somewhat. Within MTG, all subscription-based online
services, including the advert-funded material from the company’s free-
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to-air channels, have been gathered on one and the same site: Viaplay.
When it comes to Bonnier, they instead provide two separate services (in
addition to the previously mentioned TV4 Play Premium). C More Play
is an online version of the selection of films, series and sports broadcasted in the C More channels. Filmnet, which is a streaming service,
offers films and television series from C More Film. The Bonnier Group
also contains SF Anytime, which is a pure pay-per-view service for film.
Both Viaplay and C More Play have special additional packages for the
broadcasting rights to sports events that Bonnier and MTG each have at
their disposal.
Pure video-on-demand (VoD) actors Other than the traditional TV
companies, there are a number of new actors who for a couple of years
have been competing for the time and money of the Swedish TV audience. Most noted is American Netflix, which since it was established in
Sweden in 2012 has become a significant actor on the Swedish media
market. According to MMS, nearly a million Swedes now have access
to this service, which makes Netflix by far the largest subscriptionbased streaming service for TV and film in Sweden (MMS press release
03/02/2014). One important step in the success of Netflix has been
their acclaimed original programming. HBO Nordic, also American,
is a VoD service linked to the American cable TV company HBO,
which is known as a leading producer of quality TV series. However, its
breakthrough on the Swedish market so far seems to be limited. Netflix
is listed on the Nasdaq stock market, while HBO Nordic is owned by
Time-Warner, the fifth largest media group in the world.
The evening newspapers A fourth category of actors on the Swedish
market for moving image consists of the Swedish evening newspapers
Aftonbladet and Expressen, which due to their large online reach have
become major competition for all media companies, regardless of genre.
In both cases, these activities have come to focus on broadcasts similar to
those of linear television. Both aftonbladet.se and expressen.se have been
providing regular TV broadcasts online for some time now. Their express
goal is to compete for the audience of the TV channels. The contents of
these broadcasts are mostly produced internally by the newspapers’ editorial staff. Another expression of the limitless competition in the media
sector came at the start of 2014, when it was announced that Aftonbladet had applied for, and been granted, permission to broadcast TV in
the terrestrial network.
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YouTube The final group in the moving image online category consists of
a sole actor, namely YouTube, the website for video clips that since 2006
is owned by Google. YouTube differs from the other services discussed in
this section, as it is a site mainly focused on
user-generated content. According to the analytical company Alexa, YouTube is the third largest website, both in the world and in Sweden, and
it is surpassed only by Google and Facebook (www.alexa.com/topsites).
Through its great impact, not least in the younger age groups, YouTube
has come to be an increasingly important channel for traditional media
companies as well as other organisations and companies that wish to
communicate directly with the audience. The site has also grown to be
an increasingly attractive channel for Swedish advertisers.
As mentioned initially, there are no general statistics on how successful
these presented activities are. None of the Swedish media companies
keep separate accounts of the financial development of their respective catch-up or VoD services. Nor is there any country-specific data to
be found when it comes to the foreign actors. One general conclusion,
however, is that in a situation with a close to unlimited number of actors, content becomes the primary competition factor. The demand for
unique programming content propels the costs of both the production of
original content (see, e.g., Netflix), and exclusive broadcasting rights to
popular live events, and sports in particular (see, e.g., Viaplay). Another
conclusion is that the battle for the TV audience is fought within the
entertainment-oriented segment. Most of the commercial actors within
the VoD area are geared towards television series, film or sports.

3.4 The Swedish radio market
Financing of the Swedish radio market is somewhat different to that of
the TV market, primarily in terms of the more or less complete lack of
traditional audience revenues. The activities of the radio companies are
instead financed almost exclusively through the radio and TV fee, which
is the case of Sveriges Radio (SR), or through advertising sales, as in the
case of the commercial actors. This gives the radio industry perhaps the
most refined revenue structure of the entire media market.
As mentioned above, the radio has seen its share of the total media
consumption go down for a number of years. Its reach has receded too.
In 2013, an average 67% of the Swedish population would listen to the
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radio on a regular day. Fifteen years earlier, that figure was 80%. One
important reason for this decline is the increasingly tough competition
facing the radio stations in the form of the music services entailed by
the digital development and the spread of the internet. Radio consumption is in this case characterised by a significant age factor. The reach in
the youngest age groups; 9 to 14 and 15 to 24, is currently lower than
50% (44 and 48% respectively). The corresponding percentages in these
respective groups that listen to music via some form of digital platform
(mp3 player, smart phone etc.) on a daily basis amount to 60 and 76%.
The listening time measured in minutes displays a similar pattern (Media
Barometer 2013).
Despite the decline in listeners, the private radio stations have managed
to reinforce the position of radio as a commercial media for a number of
years. 2011 was a record year for the radio, in terms of both its share of
the advertising and its absolute sales figures. The total advertising revenues amounted to SEK 759 million; an increase of nearly 40% in just six
years (source: IRM). This means that the radio increased its share of the
total media advertising from 1.9% in 2005 to 2.4% in 2011. However, in
2012 this positive trend turned abruptly. The decrease that year was all
of 11.2%, which was followed by a further decrease of 9.4% in 2013 (see
table 3.2). All in all, this means that a large proportion of the previous
increase has now been erased.
Regardless of the quick rises and falls in later years, it can be noted that
the radio continues to represent a very small part of the total advertising
market. In 2013, the advertising revenues in radio were only a tenth of
those in TV. In comparison to many other European countries, the radio
is a very limited advertising medium in Sweden.
Among the individual companies on the radio market, SR is the largest
by far; both in terms of turnover and listening. The company’s revenues
in 2012 amounted to 2.5 billion (table 3.8), which is a little over four
times that of the total advertising investments on the radio market. On
the radio audience market, there is a similar relationship between SR and
the private radio companies.
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Table 3.8 B
 roadcasting companies on the Swedish radio market in
2012 Revenues and results after financial items
(SEK n million)
Principal owner

Company

Revenue

Results

Förvaltningsstiftelsen

Sveriges Radio

Discovery Communications

SBS Radio1

Stenbeck family

MTG2

…

…

NRJ SA

RBS Broadcasting

50.0

4.8

Norrköpings Tidningar Media

Norrköpings Radio & Co

22.4

2.3

Upsala Nya Tidning

Uppsala Musikradio City 3

6.0

2.5

2,532.9

–7.0

380.3

31.6

Note: The media groups conduct their operations on the Swedish radio market via a number of majority or minority-owned companies for concessions, programme production, national advertising
sales, local advertising sales etc. This ownership structure makes accounting more difficult.
1 Financial data refers to SBS Radio and its subsidiaries, excluding any intercompany eliminations.
2 Information on revenues and results is not available. Modern Times Group AB does not provide
financial accounts for its radio-related activities.
3 Pursuant to an agreement, MTG Radio (Kilohertz AB) is responsible for the broadcasts on the
company frequency (106.5) since 2008.
Source: The companies’ annual reports.

The private sector of the Swedish radio market has undergone a radical
structural transformation since the mid-1990s. More and more of the
private, local channels have either been purchased or otherwise tied to
one of the major networks on the market: SBS Radio and MTG Radio.
They currently have control of 98 out of the country’s 99 local broadcasting licences. In combination with the dominant position of SR, this
means that there is a significant ownership concentration on the Swedish
radio market.
When it comes to the commercial actors, it is mainly SBS Radio that has
significantly reinforced its position on the radio market in later years.
Through acquisition and partnership agreements, the company has more
than doubled its possession of broadcasting licences, from 31 in 2008 to
71 six years later. Measured in shares of the audience, SBS was almost
twice as large as MTG at the start of 2014 (table 3.9). Parallel to this
rapid growth, however, the company’s profitability has fallen somewhat.
Since the record year 2010, when the company reported a net surplus of
13.8%, the profit levels have gone down to 8.3% in 2012 (table 3.10). As
MTG does not provide a separate account of its radio activities, the corresponding figures for this company are not available.
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Table 3.9 C
 ompetition for the radio audience, 2013 and 2014.
Daily reach, average consumption per day and market
share (listening time)
Network

Daily reach1 % Listening time2 min.

Market share3 %

2013

2014

2013

2014

2013

2014

59.8

58.1

145

144

79.7

78.7

SBS Radio

25.1

24.9

56

60

13.0

14.0

MTG Radio

16.6

14.6

48

53

7.3

7.3

Totalt

74.0

72.8

147

146

100.0

100.0

Sveriges Radio

Note: The data is based on TNS Sifo’s PPM (Portable People Meter) survey, which registers radio
consumption with the use of mobile measuring devices. The table refers to average consumption in
January (week 1–5) of 2013 and 2014 respectively for the age group 12–79. The results only include
listening to channels belonging to Sveriges Radio, SBS Radio and MTG Radio.
1 Share of the audience (% of the radio audience) who have listened to the radio for at least three
consecutive minutes on an average day.
2 T he average time per day the audience of a specific radio channel will spend listening to that
channel.
3 Share of the total radio listening time.
Source: Adaptation of the TNS Sifo national PPM surveys.

Table 3.10 S
 BS Radio: Broadcasting licences, reach, revenues and
results after financial items, 2007–2012

Broadcasting licences (quantity)
Daily reach (%)

1

Revenue (SEK n million)

2007

2008

2009

2010

2011

2012

31

31

40

40

54

54

13.8

13.5

15.4

15.2

15.0

15.8

274.5

290.5

291.0

298.8

366.5

380.3

Net result (SEK n million)

-2.6

5.0

18.0

41.2

42.0

31.6

Profit margin (%)

-0.9

1.7

6.2

13.8

11.5

8.3

1 The figures relating to reach refer to the first quarter of each year, and the age group 7–79.
Source: The Swedish Broadcasting Authority, Nordicom (number of licences), TNS Sifo (reach),
annual reports of SBS Radio AB, Radio Match AB, Radio Daltid SBS AB, SBS Radio HNV AB and
Eskilstuna SBS Radio AB (revenues, results and profit margins).

The content of the private local radio is characterised by standardisation. The programme selection in Sweden’s 99 commercial radio stations
consists almost exclusively of popular music and morning shows with a
distinct entertainment profile. The attempts that have been made to provide channels with a broader and more varied selection have all failed as
a result of poor profitability. The latest one, MTG Radio’s Radio 1, was
cancelled at the end of 2013. The channel that was started in 2011 was
run as a marked talk-radio channel for the Stockholm area.
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3.5 The major media companies
The Swedish media market is dominated by a small group of large
companies. However, going over the main actors on the Swedish media
market shows that this is a relatively heterogeneous group, both in terms
of origin and ownership. It includes old and well-established media
families (such as Bonnier in Stockholm, Hjörne in Göteborg and Ander
in Karlstad) as well as domestic and foreign stock exchange giants (such
as Kinnevik/MTG, Norwegian Schibsted and American Discovery
Communications). Among the largest media owners, there is also the
administrative foundation that owns the public service companies of
SVT, SR and UR. In the daily press, several local and regional markets
are controlled by groups owned by non-profit newspaper foundations.
Next to the major companies, the digitalisation of the media landscape
has created new niche markets and lowered many of the earlier establishment barriers for new actors. This applies not least to the market for
TV production companies, the periodicals market and within the less
frequent daily press, where the occurrence of small, independent actors
is relatively large. In the latter case, the state press subsidies have played
an important role for the diversity of the newspaper market. The general
tendency, however, is an increased ownership concentration over time in
TV, radio and the daily press alike. Several of the country’s leading media groups are currently vertically integrated and transmit media content
across a number of different platforms (table 3.11).
Table 3.11 V
 ertical integration within TV, radio and daily press
among the largest actors on the Swedish media market,
2013
Free-toair TV
Bonnier

l

State sphere

l

VoD/
Internet
Pay TV TV
Radio
l

l

Schibsted
l

SBS

l
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l

l

l

l

l

Free
newspapers
l

l

l

MTG
Stampen

l

Evening Morning
press
press

l

l

l

l

l
l

l
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An analysis of the major actors on the Swedish media market furthermore indicates a close connection to the other Nordic countries (see table
3.12). The Bonnier Group and the Stenbeck Group as well as Danish
Egmont and Aller, Norwegian Schibsted and Telenor and American SBS
all hold strong positions in Denmark, Norway or Finland. KF Media
and state-owned Teracom, with its subsidiary Boxer, have activities in
the neighbouring countries. Out of the larger media groups, the public service broadcasters, Stampen, MittMedia, Norrköpings Tidningar
Media and foreign-owned Com Hem are more or less exclusively active
on the Swedish market.
Table 3.12 O
 wnership on the Swedish radio market. Media revenues
in Sweden and total, as well as total group revenues 2012
(SEK n million)

Media revenue
Owner

Principal
company

Sweden

Total

Bonnier family Bonnier AB

16,205 29,382

Swedish state

11,4551 12,9831

Swedish state
(60), Danish
state (40)

Results after
Total financial items
group
Major companies
revenue Media
Total (brands) in Sweden
29,382

–217

–217 Albert Bonniers
Förlag, Wahlström
& Widstrand,
Forum, Bonnier
Carlsen, Bonnier
Audio, AdLibris,
Bonnier Tidskrifter,
Semic, Dagens
Nyheter, Sydsvenskan, Expressen,
Dagens Industri,
TV4, C More,
Svensk Filmindustri, SF Bio, Homeenter, Discshop
50 Sveriges Television,
Sveriges Radio,
Utbildningsradion

…

of which
SVT, SR,
UR

7,692

7,692

7,419

50

of which
Teracom

2,950

4,478

4,478

316

of which
PostNord

1,389

1,389

39,173

8
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Media revenue
Owner

Principal
company

Stenbeck
Stenbeck
family (>50
sphere2
through direct
and indirect
ownership)
Modern
Times
Group
Metro International3

Total

… 17,409

…

…

4,511 13,336

13,336

2,034

…

2,034 TV3, TV6, TV8,
Viasat, Strix, MTG
Radio (Rix FM)

616

1,687

1,687

…

… Metro

…

2,386

4,462

…

–201 CDON

5,391

5,391

5,391

99

99 Göteborgs-Posten,
V-TAB, Liberala
Tidningar (VLT,
Nerikes Allehanda,
10 local newspapers and free newspapers), Media
bolaget Västkusten
(Hallandsposten,
Hallands Nyheter,
TTELA, Bohusläningen, Strömstads
Tidning), Appelberg
Publishing Group,
Stampen Media
Partner

Blommenholm Schibsted
Industrier (26), ASA
investment
funds

4,849

17,184

17,184

831

831 Svenska Dagbladet,
Aftonbladet,
Blocket, Hitta.se

BC Partners

Com Hem
AB

4,540

4,540

4,540

1,515

1,515 Com Hem

Kooperativa
Förbundet

KF

2,540

2,540

37,851

–224

-956 Akademibok
handelsgruppen,
Norstedts Förlagsgrupp (Norstedts,
Rabén & Sjögren),
Tidningen Vi,
Pan Vision

1,834

1,834

1,834

56

56 Norrköpings
Tidningar, Östgöta
Correspondenten,
Norrländska
Socialdemokraten,
NorrbottensKuriren, Upsala
Nya Tidning (50)
and another 5 local
newspapers

CDON
Group4
Hjörne family
(87)

The Erik and
Asta Sundin
Foundation
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Sweden

Results after
Total financial items
group
Major companies
revenue Media
Total (brands) in Sweden

Stampen
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Media revenue
Principal
company

Owner
Norwegian
state (54)

Telenor

KKR and
Permira (88)6

ProSiebenSat.1

5

Results after
Total financial items
group
Major companies
revenue Media
Total (brands) in Sweden

Sweden

Total

1,826

7,543

114,318

1,692 20,523

20,523

3,974

1,632 13,950 Canal Digital

Nya Stiftelsen MittMedia
Gefle Dagblad Förvalt(70)
nings AB

1,538

1,538

1,538

70

Egmont
Fonden

Egmont
International
Holding7

1,415 14,083

14,083

1,469

Familjen Aller

Aller
Holding

1,341

4,908

387

4,725

3,974 SBS TV
(Kanal 5, Kanal 9),
SBS Radio
70 Sundsvalls Tidning,
Gefle Dagblad,
Arbetarbladet,
Östersunds-Posten,
Dalarnas Tidningar
and another 8 local
newspapers
1,469 Egmont Kids
Media, Nordisk
Film, Egmont Tidskrifter, Vagabond
387 Aller Media

1 The charges paid by SVT, SR and UR to Teracom have been eliminated (a total SEK 576 million).
2 T hrough Tele2 cable TV, the Stenbeck sphere is conducting cable TV activities that are not accounted for separately.
3 T he Swedish activities of Metro refer to the joint revenues from the companies Metro International
Sweden AB, Metro Nordic Sweden AB and Tidnings AB Metro, excluding any intercompany
eliminations.
4 The media revenue of CDON also includes the sales of electronics, toys and clothes.
5 Telenor also distributes television via broadband in B2 Bredband. This operation is not reported
separately. The media results refer to operating profit/loss.
6 The Nordic operations of ProSiebenSat1 were acquired by Discovery Communications in 2013.
7 T he date for Sweden refers to the total revenue of the group’s Swedish subsidiaries, excluding
intercompany elimination.
Source: The companies’ annual reports.

3.5.1 Bonnier
Bonnier is the single largest media group in Sweden, with a turnover in
2013 of SEK 26.7 billion, of which a little over half in Sweden. During
the 1900s, the group gradually increased its business areas and is now
among the major actors when it comes to nearly all media sectors in
Sweden, with the exception of radio and music. After a number of noted
acquisitions in the first decade of the 2000s, the largest of which include
the purchase of TV4 in 2007 and the Nordic Canal+ channels (later C
More) the following year, the growth of the group has however stagnated. For five years in a row, Bonnier has reported a turnover that is at
a standstill or lower than the year before. Between 2012 and 2013, sales
dropped by close to 2.5 billion. This reduction, which is the largest in
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the group’s history, depended primarily on sales and structural changes.
Over the year, the ownership majority of SF Bio was sold to the investment company Ratos, which already owned the Finnish cinema chain
Finnkino. The sale of SF Bio is also an important explanation for the improvement of the group’s result before tax by close to SEK two million,
compared to the previous year (see table 3.13).
Table 3.13 R
 evenues and results after net interest expense for
Bonnier AB 2008–2013 (SEK n million)
Bonnier AB
Revenues

2008

2009

2010

2011

2012

2013

29,731

30,960,

30,870,

30,520

29,176

26,688

Results

1,533

–228

1,000

664

–217

1,730

Profit margin

5.2%

–0.7%

3.2%

2.2%

–0.7%

6.5%

Source: Annual reports and financial statements, Bonnier AB.

One important reason for the company sales in later years is that Bonnier has been struggling with profitability for a longer period of time.
Both 2009 and 2012 ended in a loss for the group. Among the unprofitable activities is, above all, the pay TV segment C More. Large deferred
costs resulting from interest charges and depreciation of surplus values
(goodwill) from the large and mainly leveraged company acquisitions of
the 2000s have also played a part. The highlights of 2013 mainly include
successes for the business areas Magazines and Books International,
which both reported profit margins of around 10% (table 3.14). For the
group’s largest business area, Broadcasting, the turnover decreased somewhat over the year, while the operating profit improved. Other than TV4
and its sister channels, Broadcasting includes C More and the Finnish
MTV.
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Table 3.14 R
 evenues and operating profit/loss for Bonnier AB by
business area 2013 (SEK n million)

Revenue
Business area

Share of
revenue %

Operating
profit/loss
EBITA

Operating
margin %

2013

2012

2013

2013

2012

2013

2012

Books Nordic

4,132

4,096

11

10

217

149

5

4

Books International

2,123

2,204

6

6

185

214

9

10

Broadcasting

7,990

8,165

22

21

406

386

5

5

Business to Business

1,120

1,040

3

3

88

79

8

8

Magazines

4,343

4,910

9

13

323

151

10

3

News

4,572

4,735

12

12

251

321

5

7

Growth Media

3,251

4,216

9

11

23

230

1

5

–843

–190

…

,…

–489

–676

…

…,

26,688 29,176

…

… 1,004

854

4

3

Other
Total

2012

Source: Financial statement 06/02/2014, Bonnier AB.

Other than SVT, TV4 is the sole actor on the Swedish TV market with
news-related programming. Since 2012, there is the production of the
TV4 news and social programmes, including an editorial staff of 400,
employed within a separate company called Nyhetsbolaget AB. Much
like the other major commercial news companies in Sweden, the editorial staff of the Bonnier Group news company, for example at Dagens
Nyheter, Sydsvenskan and the aforementioned Nyhetsbolaget, have faced
significant cutbacks in recent years. The savings schemes within the group
also meant the end, in August 2013, of the specialised news channel TV4
News, which was closed down after only a year and a half. Eight months
later, in April 2014, the Bonnier Group announced that it would also
wind up the regional news broadcasts of TV4. The proposal, which was
met with strong opposition, means that 13 local editorial offices will be
closed down, resulting in the redundancy of a total 140 staff positions.
The cutbacks in the news section can be viewed in light of TV4 for a number of years increasing its focus on a more entertainment-based selection.
Surveys of the TV channels’ contents profiles show that TV4 has gradually
moved away from its original ambitions to be a “commercial public service
channel”. Since 2010, the information-based content in the channel’s total
selection has been reduced by 20%, from 50 to 40 broadcasting hours per
week (Svenskt medieutbud [Swedish media output] 2013, p.73)
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3.5.2 State owned companies
The State is the second largest media owner in Sweden. The basis of
the state-owned media companies consists of the public-service companies Sveriges Radio, Sveriges Television and Utbildningsradion, which
are owned by the administrative foundation Förvaltningsstiftelsen för
Sveriges Television AB, Sveriges Radio AB and Sveriges Utbildningsradio
AB. The total turnover of the foundation’s companies in 2012 amounted
to SEK 7.7 billion; an increase of four per cent since the previous year.
Since 2009, the annual fee for the households has remained unchanged
at SEK 2,076 (table 3.15).
The fully state-owned company Teracom AB, with a turnover in 2012
of SEK 1.5 billion (1.5 billion) is responsible for broadcasting radio and
television in the terrestrial networks. Its subsidiary Boxer TV-Access AB
sells special channel packages, in addition to broadband and telephony
along with TV (known as Triple Play) on the Swedish market. The company’s turnover for 2012 amounted to SEK 2.0 billion (2.0 billion) and
its profit margin after financial items was 15% (14%).
Table 3.15 R
 evenues in the state-owned media companies,
2008–2012
2008

2009

2010

2011

2012

Radio and TV fee (SEK)

2,032

2,076

2,076

2,076

2,076

Number of fees (n thousand)

3,457

3,480

3,4551

3,469

3,485

Total revenue (SEK n million)2

10,812

10,966

11,813

12,095

12,983

6,911

6,879

7,365

7,419

7,692

per broadcasting company

1 In 2010 the number of fees was reduced by 41,000 as a result of altered regulations for legal entities.
2 The charges paid by SVT, SR and UR to Teracom have been eliminated.
Source: Annual report, Radiotjänst i Kiruna AB.

3.5.3 Schibsted
The Norwegian media group Schibsted was established on the Swedish
market during the second half of the 1990s, through the acquisition of
Aftonbladet in 1996 and of Svenska Dagbladet two years later. Schibsted
has long held a very strong position within the Norwegian daily press.
During the 2000s, the group has made large investments in the internet
area, mainly within online classified advertising, where Schibsted is the
largest actor in Europe. In 2013, this business area represented barely a
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third of the turnover, and around half of the operating profit (prior to
intercompany elimination) (table 3.16). Their Swedish brand portfolio
includes the websites Blocket, Byt Bil, Mötesplatsen and Hitta.se.
Even if the daily newspaper activities continue to represent the majority
of the Schibsted Group revenue, this share is shrinking. When it comes
to profitability, the online classified advertising displays by far the highest profits. In 2013, the profit margin (EBITDA) for Blocket and Byt
Bil amounted to 52%. The conditions within the Norwegian operations
(Finn.no) yield a similar outcome. For Aftonbladet, the surplus in the
same period remained at 14%, while Svenska Dagbladet ended at ±0.
Table 3.16 R
 evenues and operating profit/loss for Schibsted by
division, 2013 and 2012 (NOK n million)

Revenue
Division

Share of
revenue %

Operating
profit/loss
EBITA

Operating
margin %

2013

2012

2013

2012

2013

2012

2013

2012

Online classified
advertising

4,265

3,647

28

25

711

956

17

26

Schibsted Norge
Media House

6,368

6,485

42

44

515

565

8

9

Schibsted Sverige
Media House

3,731

3,538

24

24

313

384

8

11

728

939

5

6

–23

–35

neg.

neg.

700

664

5

4

–334

–306

neg.

neg.

15,232 14,763

…

… 1,182 1,564

8

11

International Media
Houses
Other and main office
Total

Note: The total revenues include intercompany elimination. The exchange rate NOK to SEK was
0.9013 in 2013 and 0.8528 in 2012 (year average).
Source: Annual report, Schibsted Media Group.

Unlike its closest Swedish equivalent, Bonnier, Schibsted is a publically
listed company. The largest shareholder, with 26% of the equity, is Blommenholm Industrier, a company affiliated with the family that previously
owned Schibsted. However, in 2013, the majority of the shareholders
were found outside of Norway, including several foreign finance banks
and investment companies. Among the major shareholders, with around
3.7% of the shares, is Swedish newspaper group NWT. The investment
by this Karlstad-based company in Schibsted had a market value at the
end of 2013 of approximately NOK 1.6 billion.
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With daily press publication as its financial base, Schibsted has come
to build up a very strong position in the digital market of Sweden. The
company is responsible for three of Sweden’s most visited websites, and
four of the five most visited mobile sites (KIA index, week 12 2014). The
flagship aftonbladet.se has gained a unique position since the launch
in 1994 in terms of national coverage for a single online news medium.
In December 2013, its daily reach encompassed 1.647 million unique
users. The newspaper’s mobile site is equally dominant; the year ending with a reach of 1.487 million, which is an increase of 42% in just a
year (Orvesto). In 2012, the proceeds from advertising on aftonbladet.
se passed the advertising revenues of the paper edition, a relationship
that is unique for the Swedish daily press. Despite the online success, the
evening newspaper Aftonbladet is still responsible for the majority of the
company’s revenues and profits. In 2013, the paper edition (single copies
and advertising) represented 70% of the turnover and 54% of the operating profits.

3.5.4 Stenbeck
Stenbeck is made up of a number of groups controlled by the children
of Jan Stenbeck, through direct or indirect ownership. In total, they had
a turnover in 2013 of approximately SEK 17.4 billion within the media
sector. The largest of the sphere’s media groups is Modern Times Group
(MTG), which had a turnover in 2013 of SEK 14.1 billion (table 3.17).
MTG AB is currently a more or less exclusive TV and radio company,
while Metro International, CDON Group and a few subsidiaries to
Tele2 represent the Stenbeck operations within free newspapers, E-commerce and cable TV. MTG, CDON Group and Tele2 are all publicly
listed companies. Metro International, which includes the free newspaper Metro, has been a fully-owned subsidiary of Kinnevik, the Stenbeck
family investment company, since 2012. The newspaper is distributed
in 150 cities in 23 countries in Europe, Asia as well as North and South
America.
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Table 3.17 R
 evenues and results after net interest expense for
Modern Times Group (MTG) 2009–2013 (SEK n million)
2009
Modern Times Group

2010

2011

2012

2013

Revenue

12,427 13,101 13,473 13,336 14,129

Profit/loss (EBIT)

–1,553

Net margin

2,355

–637

2,124

1,738

–12.5% 18.0% –4.7% 15.9% 12.3%

of which:
Free-TV Scandinavia1 Revenue1
Operating profit/
loss (EBIT)
Net margin

Pay TV
Nordic markets1

Revenue1
Operating profit/
loss (EBIT)
Net margin

3,820

4,247

4,393

820

1,082

1,077

793

668

21.5% 25.5% 24.5%

19.1%

6.3%

4,730

4,925

5,335

923

834

619

19.5% 16.9%

11.6%

4,327

4,484

725

833

16.8% 18.6%

4,157

4,110

1 Excl. any intercompany eliminations.
Source: Annual reports and financial statements, Modern Times Group.

The main share of the Stenbeck sphere media investments have been focused on the area of television ever since the launch of TV3 in 1987. The
TV-related operations, which are run through MTG, currently consist of
some 60 TV channels in around 40 countries. However, the majority of
sales take place in Scandinavia. A little over 30% of the revenue comes
from Sweden and around 40% from Denmark and Norway (2012).
Structurally the MTG group is divided into six business segments: FreeTV Scandinavia, Pay-TV Nordic markets, Free-TV Emerging Markets,
Pay-TV Emerging Markets, CTC Media and Other. The latter segment
includes the group’s radio operations and TV production companies. In
addition to being the second largest commercial actor on the Swedish
radio market, MTG has ownership interests in Norway, where they own
the largest commercial radio network, and in Finland and the Baltic
countries. CTC Media is the largest independent TV company in Russia. MTG owns 40% of the shares in this company.
In order to lessen its dependence on the trend-sensitive advertising market, MTG has striven towards continuously increasing the proportion
of subscription revenues. Since 2009, the pay TV segment (Viasat) has
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gradually increased its share of the group revenues. In 2013, the Viasat
share of MTG’s total sales amounted to 38%. Considering the group’s
large investment in the broadcasts from the Sotji Winter Olympics, their
turnover is expected to continue increasing in 2014.
However, the most rapid growth within the group has been in the Free
TV Emerging Markets segment, which in 2013 increased in sales by
20% to 2.0 billion. This segment includes free-to-air TV channels from
the Baltics, the Czech Republic and Bulgaria, and as of January 2014,
from Tanzania.
MTG also controls Strix, which is one of the leading TV production
companies in the Nordic countries. Its activities are primarily geared
towards reality TV, which is produced for the Scandinavian and Dutch/
Belgian markets. The company has also developed and exported several
of its own formats.
Just like most other media groups, MTG has intensified its investments
in online services in later years. MTG’s online pay TV service, Viaplay,
had a daily reach of 137,000 people during the fourth quarter of 2013,
which makes it the country’s second largest VoD service, after Netflix
(MMS). In January 2014, the company entered a collaboration agreement with the American group Viacom, which allows MTG to broadcast
streamed video content from the TV channels MTV and Comedy Central. This agreement also included a collaboration on advertising sales
(MTG, press release 30/01/2014).

3.5.5 Stampen Media Group
Stampen AB is the mother company of the group that, among other
things, publishes Göteborgs-Posten, of which the Hjörne family is the
majority owner. Through a number of takeovers of other Swedish newspaper companies between 2005 and 2008, Stampen established itself
as the largest newspaper group in the country in terms of individual
titles. These acquisitions entail an increase in turnover of more than
200%, while the group’s share of the total daily press publications nearly
doubled, from 8.2% (2005) to 16.1% (2011). In later years, however, a
certain concentration to western Sweden can be discerned for the group’s
interests in the daily press. At the end of 2013, Stampen was the principal owner of a total seventeen daily newspapers and some forty local free
newspapers.
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In 2013, the group structure was changed as the six business areas were
merged into three. The newspaper activities are collected in the business
section Local Media. This also includes Göteborgs-Posten and Mediabolaget Västkusten (with Hallands Nyheter, Hallandsposten, Bohusläningen and other publications) as well as Liberala tidningar i Mellansverige,
including VLT, Nerikes Allehanda and the free newspaper group Mitt i
Stockholm (table 3.18). The group is also a major actor on the printing
market, through its subsidiary V-TAB. The business area Printing was
responsible for 35% of Stampen’s total turnover in 2013. The third business area, Stampen Media Partner (SMP), contains a number of websites,
such as Familjeliv and Svenska Fans, the customer newsletter publisher
Appelberg Publishing Group, and the production company OTW Media.
Table 3.18 R
 evenues and operating profit/loss (EBITA) per business
area for Stampen 2013 (SEK n million)

Revenue1

Share of
revenue %

Operating
profit/loss
EBITA

Operating
margin %

Business are

2013

2012

2013

2012

2013

2012

2013

2012

Local media

2,860

3,203

54

55

41

130

1.4

4.1

Printing

1,875

2,072

35

36

95

27

5.1

1.3

559

561

11

10

–6

14

–1.1

2.5

4,884

5,391

256

302

1.0

5.6

Stampen Media
Partners
Total

Note: 1 Revenues for business areas are stated excluding intercompany elimination.
Source: Financial statement, Stampen AB.

In 2013, the group’s turnover amounted to SEK 4,884 million; a reduction by 7.4% compared to the previous year (see table 3.19). The most
important cause of this recession was falling revenues from the newspaper activities. To compensate for this loss of revenue, the group implemented an extensive rationalisation programme over the year, which
resulted in a reduction of the number of employees by approximately
500. The fact that Stampen is a company in significant financial distress
is made even clearer by the depreciation of goodwill (surpluses form
company acquisitions) of a total SEK 790 million, that the company
found itself forced to carry out in the 2013 balance sheet. This depreciation, along with high interest costs and a result after financial items of
SEK –862 million, constitutes a loss that is unparalleled in the history of
the Swedish daily press.
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Table 3.19 R
 evenues and results after financial items, Stampen,
2008–2013 (SEK n million)

Revenues

2008

2009

2010

2011

2012

2013

5,096

5,072

5,196

5,603

5,391

4,884

Net profit/loss

154

173

136

343

99

–862

Net margin (%)

3.0

3.4

2.6

6.1

1.8

–17.6

Source: Annual reports and financial statements, Stampen AB.

3.5.6 SBS Discovery Media
One of the most important structural changes on the Nordic media
market in recent years took place in 2013, when SBS Nordic, with the
Swedish TV channels Kanal 5, Kanal 9 and the radio network SBS Radio, was sold by German ProSiebienSat.1 Group to American Discovery
Communications. The purchasing sum amounted to around SEK 11.6
billion (1.325 billion euro), and included a total of 20 TV channels and
19 radio networks, as well as a number of digital brands. At the time of
the ownership change, SBS was the second largest private actor on the
Norwegian TV market, and the third largest in Sweden, Denmark and
Finland. On the commercial radio market, it holds a leading position
in both Sweden and Denmark. After the transaction, all of Discovery’s
Nordic radio and TV channels were placed together in SBS Discovery
Media. Shortly after the acquisition of SBS, Discovery Communications bought 20% of the TV sports network Eurosport from the French
media group TF1, an investment that was expanded to 51% at the start
of 2014. On 1 June 2013, the Swedish TV channel TV11 was also taken
over from the TV4 Group.
Discovery Communications is the world’s leading media and entertainment company within the field of documentaries with 4,600 employees
and a reach of more than 400 million households across the planet. The
company is responsible for some 150 TV channels, of which Discovery
Channel, TLC, Animal Planet and the Oprah Winfrey Network are
among the most prominent. In 2013, the group’s turnover amounted to
5,535 million dollars (approx. SEK 36.1 billion), which was an increase
by 23% compared to the previous year (see table 3.20). For a number of
years, Discovery Communications have been among the most profitable
companies on the global media market.
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Table 3.20 R
 evenues and operating profit/loss Discovery
Communications, 2008–2013 (n million dollars)
2008

2009

2010

2011

2012

2013

Revenue
(n million dollars)

3,307

3,387

3,706

4,168

4,487

5,535

Operating profit/loss
(n million dollars)

1,062

1,274

1,377

1,803

1,855

1,998

Operating margin (%)

32

38

37

43

41

36

Source: Annual reports and financial statements, Discovery Communications.

With the acquisition of SBS Nordic and Eurosport, Discovery not only
chooses to expand its production portfolio with general entertainment
and sports broadcasts; the company also gains a footing on the European
radio and TV market, not least on the Nordic one. In 2012, Discovery’s
own channels had a share of the audience constituting around two per
cent of the Swedish TV market. As a result of the acquisitions of late,
this market share has increased to around eleven per cent (compare with
table 3.3).
Under the previous, German ownership (2007–2012), the Swedish
activities of SBS have had great financial success, with rapid growth and
high profitability (see table 3.21). In 2012, the Swedish radio and TV
operations of SBS had a joint turnover of SEK 1.7 billion (prior to intercompany elimination). Its profit margin was 23%.
Table 3.21 R
 evenues and profit/loss after financial items, SBS,
Swedish segments 2009-2012 (SEK n million)
2009

2010

2011

2012

1,350

1,459

1,579

1,692

Net profit/loss

285

354

320

385

Net margin (%)

21

24

20

23

Revenues

Note: Revenues and profit/results are reported prior to any intercompany eliminations.
Source: Annual reports.
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4 SELECTION AND SERVICES ON
THE RADIO MARKET
In Sweden, the public service companies, Sveriges Radio AB and Sveriges
Utbildningsradio AB (UR) are licenced to broadcast nationally. There are two
networks broadcasting commercial radio: MTG Radio AB and SBS Discovery
Radio AB. There are a total of 99 licences to broadcast commercial radio in
Sweden, across 52 areas. The two networks hold 98 out of those licences.
There is only one radio station that does not belong to either of the networks,
and that is East FM, which is broadcast in Norrköping. Community radio is used
by non-profit associations, and these normally broadcast in a specific municipality. The number of licenced community radio broadcasters at the end of
2013 was 806, broadcasting in 153 areas. In June 2012, there was a chance to
apply for licences to broadcast digital commercial radio. These licences could
be granted for nations, local or regional broadcasts. At the end of the application period, 26 applications had been received by MRTV. The majority of the
applications were made by SBS Discovery Radio AB or MTG Radio AB.

4.1 National radio
Both Sveriges Radio AB and Sveriges Utbildningsradio AB are public
service broadcasters, and are licensed by the Government to broadcast
national radio. Their activities are controlled by regulations that are set
in dialogue between the Riksdag and the Government. Pursuant to the
Swedish Radio and Television Act, the government issues broadcasting licences, which set out the framework of the activities. The current
broadcasting licences of the public service broadcasters are applicable up
until 31 December 2019. The broadcasting licence outlines that the programming is to be unbiased and objective, and that they must be available to as many as possible. They must also be diverse, and cater to the
different interests of the public to the greatest extent possible. Sveriges
Radio and UR are owned by Förvaltningsstiftelsen för Sveriges Radio
AB, Sveriges Television AB och Sveriges Utbildningsradio AB. They are
independent of the foundation, and the funds they receive by way of the
radio and TV fee are given directly to the companies, in order to guarantee the independence of the public service broadcasters in relation to
outside interests.
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4.1.1 Sveriges Radio
Sveriges Radio began broadcasting already in 1925, with a few hours of
radio per night in a single channel. It then took 30 years before broadcasting began in a second channel. After a number of reorganisations
and reformations, the new company Sveriges Radio AB was formed in
1993. The activities of Sveriges Radio are mainly financed by the radio
and TV fee, which is set by the Riksdag. The fee has been the same since
2009; SEK 2,076 per year. The radio and TV fees are collected and administered by Radiotjänst i Kiruna AB. In 2013, Sveriges Radio received
37.6%, i.e., SEK 2,677,900,000 of the fees.1

4.1.2 Service
Sveriges Radio broadcasts analogue radio in four national channels: P1,
P2, P3 and P4. All FM channels are also available online and via mobile
phone. Sveriges Radio has also developed various apps, such as Sveriges
Radio Play, Radiosporten Play, Melodikrysset and Radioapans banankalas. The most popular is Sveriges Radio Play, in which the audience can
access all the channels to listen live, stream catch-up programmes with
music or download them without music. In the autumn 2012, Sveriges
Radio also launched a special app for children; Radioapans banankalas
[Radio monkey’s banana party]. Several of the programmes broadcast by
Sveriges Radio can be downloaded or streamed as podcasts. The mobile
site m.sverigesradio.se and the Sveriges Radio Play app have both experienced great growth. During an average week at the end of 2013, the
number of unique visitors had increased by 40% to 340,000 listeners.
Sveriges Radio’s own surveys show that the listeners under the age of 50
use the catch-up app the most. On the mobile site, the number of unique
visitors increased by 58% in 2013. Sveriges Radio also makes playlists
from P3 available through the music streaming service Spotify.2

4.1.3 What does Sveriges Radio broadcast?
The music selection online and in DAB is not the same as the one broadcast in the FM network. The latter has a greater music selection from
more genres.

1
2

www.radiotjanst.se
Sveriges radios public service redovisning 2013, sid 9-14
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Table 4.1 
Channel

Content3
Talk radio that aims to
provide in-depth information
Art music, jazz, folk
music, programmes in
several languages

14.0 FM, web, mobile, DAB

2.4 FM, web, mobile

Channel for the younger
audience where the music
is important

14.7 FM, web, mobile,
DAB, DAB+

25 local channels that
broadcast on weekdays

42.6 FM, web, mobile,
DAB+Stockholm

Din gata 100,6

For young, multicultural
urbanites in Malmö

FM, web, mobile

Metropol 93,8

For young, multicultural
urbanites in Stockholm

Web, mobile, DAB+

P2 Musik

Art music in Stockholm

FM, web, DAB+

P6

News in multiple
languages, broadcast in
Stockholm

Web, DAB, mobile

SR Minnen

Broadcasts from the
Sveriges Radio archives

Web, DAB, mobile

SR Klassiskt

Classical music

Web, DAB, mobile

SR Sisuradio

Finnish channel

Web, DAB, mobile

P3 Star

Music for a younger audience

Web, DAB, mobile

Radioapans
knattekanal

Radio channel for children

Web, DAB, mobile

SR Sápmi

Sami channel

Web

P2 Världen

World music

Web, DAB, mobile

3
4
5

100 |

Share of
listeners 4 Technology5

www.sr.se
TNS Sifo PPM daily reach 2014 w.11
www.sr.se
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4.1.4 Utbildningsradion
Sveriges Utbildningsradio AB has its origin in an experimental state
operation to develop radio and TV for educational purposes. The first
school radio broadcast took place in 1928, produced by AB Radiotjänst.
In 1956, the first TV transmissions took place in Sweden and at the
same time, the company began broadcasting adult education in the new
medium. UR became a broadcasting company in its own right in 1994,
but has no individual radio channel but broadcasts at certain hours in
the channels of Sveriges Radio, according to agreement. UR also broadcasts TV programmes in SVT channels. The programme selection is
distributed, other than in radio and TV, via internet and books. UR’s
mandate is set out by the Riksdag and the Government, and is described
in broadcasting licences, appropriation conditions and in the Swedish
Radio and Television Act. UR is funded through the radio and TV fee.
In 2013, UR was given 4.7% of the radio and TV fees, equivalent to
SEK 338,400,000.6

4.2 Commercial radio
There are currently 99 licence-holders who broadcast analogue commercial radio over 52 broadcasting areas in all of Sweden. A licence entails the
right to broadcast radio around the clock within a certain broadcasting
area. The possibility of broadcasting commercial radio has been available
since 1993, but the distribution of licences, content terms and regulations
regarding concession charges have changed over the years. Since 1 August
2010, the same regulations regarding contents apply to all licence-holders,
but the concession charges vary greatly. The size of the charges depends
on the allocation system that was in place at the time the licence was issued, and the commercial value of the broadcasting area.
Out of the current 99 permits, 77 have been distributed through auction
during the period 1993-1995. The concession charges for these permits
vary a great deal, and in 2014 they amount to somewhere between SEK
60,000 and 3,700,000. Those with licences for major urban areas pay
the highest charges. To improve the conditions for commercial radio, the
licence-holders are given a reduction of the charges by SEK 12 million
per year, as of 2012. The reduction is to be distributed proportionately
in accordance with the licence-holder’s share of the total charges. Eight
6

www.radiotjanst.se
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licences have been distributed according to a selection procedure during
the period 2001-2010, and they pay a charge of SEK 47,000 per licence.
Finally 14 licences have been distributed after a closed procurement
procedure in 2010. The charge is paid as a lump sum when the licence
comes into effect, and the charges vary from SEK 1.7 to a little over 10
million. The highest tenders were submitted for the most attractive areas.
All licences are applicable until 1 August 2018. In 2013, a total of four
licences were returned; two in Stockholm, one in Göteborg and one in
Åre/Öresund. These licences will be advertised again in 2014.

4.2.1 Digital commercial radio
In June 2012, the Swedish Broadcasting Authority advertised open
licences to broadcast digital commercial radio. The scope to broadcast
digital commercial radio is equivalent to two broadcasting networks;
each such network having room for around 16 channels. The broadcasting areas are divided into 34 regions, which means that a licence can be
granted for national as well as local or regional broadcasts. At the end
of the application period, the authority had received 26 applications.
The majority of the applications were made by SBS Discovery Radio AB
or MTG Radio AB. Out of their applications, 22 referred to national
licences and four to regional licences. Swedish Broadcasting Authority
intends to licencing decisions no later than the autumn of 2014. Sveriges
Radio has been licenced by the Swedish Government to start broadcasting digital radio from 1 January 2014 to 31 December 2019.
When allocating licences, the authority will take into consideration the
fact that it must be possible for programming services with varying content to utilise the broadcasting space. There must also be channels from
mutually independent broadcasting companies. This is also important to
allow room for national, local and regional programming services.
Once the licences have been granted, the broadcasting companies that
are going to broadcast digital radio must reach an agreement in certain
technical issues. The most important one is to decide who is to handle
the actual transmission of the programmes. Today Teracom handles all
transmissions in the terrestrial network, for both national radio and TV.
The broadcasting companies must also fulfil a number of other conditions to get a broadcasting licence. One relates to the smallest acceptable
broadcasting time and coverage. Since the licence-holders are primarily
responsible for the expansion of the broadcasting network, consideration
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is also given to what the applicants have indicated in their application as
an appropriate expansion rate for the broadcasting network.
The Government has appointed a special investigator to function as an
industry coordinator in preparation for a transition to digital radio. This
coordinator is to collaborate with Swedish Broadcasting Authority and
maintain a close dialogue with Sveriges Radio, the commercial actors
and any other stakeholders to develop a proposal for how to transition
from terrestrial analogue radio over to terrestrial digital radio. This
means that the coordinator must work under the assumption that the
FM transmissions will be shut down by 2022, and that the digital broadcasts is to reach the whole country by then, and live up to high contingency requirements. The mandate includes giving an estimated date for
shut-down, which will be used as a basis to finally settle the time when
the FM transmissions are to end. This plan is to be completed no later
than 30 November 2014. When the plan is finished, the Government
will return to the matter of digitalising the radio.

4.3 Networks
The analogue commercial radio is currently dominated by the two
networks MTG Radio AB and SBS Discovery Radio AB, which are both
part of large international media groups. MTG Radio AB belongs to
Modern Times Group MTG AB and SBS Discovery Radio AB belongs
to SBS Discovery Media AB, which in turn is owned by Discovery Networks International Holdings Limited. The networks contain licences
that are either directly or indirectly owned by MTG or SBS, or licences
where the holders have reached a collaboration agreement with either
network with regard to programme content and advertising sales. A
major change occurred in 2013, when the collaboration between MTG
Radio and RBS Broadcasting AB ended, along with their 20 licences,
and RBS instead began collaborating with SBS Radio. Four licences
were returned in 2013; two from each of the networks.

4.3.1 MTG Radio Network
The network MTG Radio consists of 26 radio stations. MTG Radio
AB is a shareholder of 15 unlimited partnerships and 5 limited liability
companies, which together hold 20 licences. MTG Radio is owned by
Modern Times Group MTG AB. This network also includes six licence-
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holders that collaborate directly or indirectly with MTG Radio when it
comes to programming production. Norrköpings Tidningars Media AB
(NTM) has ownership interests in several of these licence-holder companies. NTM also owns Radio & Co AB, which produces programmes
and sells advertising to the radio stations.
Table 4.2 MTG Radio Network, 26 stations
Licence-holding companies in which MTG Radio AB has ownership interests,
20 licences
Unlimited partnerships
Forum & Marknad 107,7 i Nyköping HB
GH Giga Hertz HB
Göteborg Air 105,9 HB
Jönköpings Reklamradio 106,0 HB
Kimtevill HB
Lugna Favoriter 104,7 i Stockholm HB
Power i Stockholm HB (2 tillstånd)
Radio 2000 107,6 i Helsingborg HB
Radio Air 104,5 i Hällby och Eskilstuna HB
Radio Storpannan 104,8 i Göteborg HB
Reklammedia 104,4 i Kil och Karlstad HB
Reklammedia 107,3 i Kristianstad HB
Trestad Air 105,0 HB
Växjö Reklamradio 104,3 HB
Limited liability companies
Kilohertz AB
Radio National Luleå AB
Radio National Skellefteå AB
RadioIndustri Xerkses i Borås AB
Planet 103,9 Södertälje AB

Licence-holders in collaboration agreements with MTG Radio, 6 licences
Uppsala Musikradio City 106,5 AB
David Olsson Radioproduktion AB
Fria Media i Östergötland AB
Radio Nova AB
Göta Radiokanal i Linköping AB
Björn Widstrand via VK Radio AB
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4.3.2 In which formats does MTG Radio broadcast?
The stations that belong to MTG Radio are RIX FM, Bandit Rock and
Lugna Favoriter. RIX FM targets the age group 20 to 49 and broadcasts
from 20 stations all over Sweden. Bandit Rock broadcasts rock music
from five stations in different cities. Its target audience is the 20 to
39-year-olds. Lugna Favoriter is currently only available in Stockholm
and its target group is between 25 and 54 years old. MTG Radio started
Radio1, Sweden’s first commercial talk radio channel, in April 2011, but
this was cancelled on 31 December 2013.
Table 4.3
Three programming formats,
distributed over 26 radio stations
RIX FM

20

Bandit Rock

5

Lugna Favoriter

1

Share of the audience1
12.5

1 TNS Sifo PPM daily reach, 2014 week 11

4.3.3 SBS Radio Network
The network SBS Discovery Radio includes 71 radio stations as of the
start of the year. In recent years, the network has improved its position on
the market as licence-holders that previously had collaboration agreements
with MTG Radio now collaborate with SBS Radio instead, the latest one
being RBS Broadcasting AB, holder of 20 licences. At the latest advertising of licences for analogue commercial radio, in the autumn 2010, SBS
Radio AB was awarded 13 of the 14 advertised broadcasting areas, as the
company submitted the highest tender for each area.
SBS Discovery Radio was previously owned by German media group
ProSiebenSat.1 Media AG and by the newspaper group Stampen. In the
autumn of 2012, Stampen transferred its shares, and in the spring 2013,
the transfer of the entire SBS group to Discovery Networks International
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Holdings Limited was completed. The operations are currently run under
SBS Discovery Media. SBS Radio AB holds 34 licences of its own, and
another one through its subsidiary 1Mix Megapol.se. SBS Radio AB also
has shares in Östersjöns Reklamradio AB and the ownership group holds
another ten licences through the companies Radio Licence Startup Halland AB, Radio Licence Startup Örebro AB och Radio Licence Startup
Västerås, Vinyl AB och Radio City AB, and Rockklassiker Sverige AB.
SBS Discovery Radio also has collaboration agreements with the newspaper companies AB Rix Gävle Sandviken KB, Radio Ö-vik KB, Mittmedia
AB and Media Intressenterna Sundsvall/Härnösand KB as well as Umeå
Radiointressenter KB.
Table 4.4 SBS Radio Network, 71 stations
Licence-holding companies in which SBS Radio has ownership interests,
46 licences
SBS Radio AB (34)
Radio City AB (3)
Rockklassiker AB (2)
Mix Megapol.se AB
Vinyl AB
Östersjöns Reklamradio AB
Radio Licence Startup Halland AB (2)
Radio Licence Startup Örebro AB
Radio Licence Startup Västerås AB

Licence-holders in collaboration agreements with SBS Radio, 25 licences
Nätverket NRJ (20)
Mittmedia AB
Media Intressenterna Sundsvall/Härnösand KB
Rix Gävle Sandviken KB
Radio Ö-vik KB
Umeå Radiointressenter KB

4.3.4 In which formats does SBS Radio broadcast?
SBS Discovery Radio broadcasts the formats Mix Megapol, Rockklassiker, The Voice and Vinyl. In accordance with its collaboration agreement
with RBS Broadcasting AB, SBS Discovery Radio also broadcasts the
format NRJ in 22 locations, the main target group of which is women
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between the ages of 20 and 44. Mix Megapol broadcasts from 36 stations for the age group 25 to 44. Rockklassiker has 10 associated stations for the age group 25 to 49. The Voice broadcasts in Stockholm for
a younger audience, between 15 and 34 years old. The format Vinyl is
broadcast in Stockholm and Dalarna, intended for the somewhat older
age group of 35 to 64.
Table 4.5
Five programming formats,
distributed over 71 radio stations

Share of the audience1

Mix Megapol

36

16.6

Rockklassiker

10

2.9

The Voice

1

NRJ

22

Vinyl

2

9.0

1 TNS Sifo PPM daily reach, 2014 week 11

4.3.5 Other licences
JFM-Förvaltnings AB, which broadcasts the format East FM, holds a
licence for Norrköping and collaborates with Radio & Co when it comes
to advertising sales. The permit-holder company is owned by a private
individual.

4.4 Community radio
Community radio is used by non-profit associations, having existed since
1979. The number of permit-holders that broadcasts community radio
has gone down in recent decades. The number of permit-holders at the
end of the year was 806, which is a reduction by 25 compared to the
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end of 2012, when there were 831. The number of licences is highest in
Västra Götaland County (202, compared to 203 in the previous year)
and lowest in Gotland county (0, unchanged compared to 2012).
At the end of 2013, community radio was broadcast in 153 areas in
Sweden, an increase of two areas compared to 2012. The broadcasting
areas are usually limited to a municipality. In Stockholm, Göteborg and
Malmö, there are several community radio frequencies since there is a
high number of associations in these areas. During the autumn 2012,
SCB carried out a survey on the community radio on behalf of MRTV.
The survey indicates that approximately 26% of the associations that
answered the survey described themselves as religious associations. These
associations are thereby the largest group of licence-holders, and has
been since 1998. After the religious associations come the community radio associations (approx. 19%) followed by associations formed with the
purpose of broadcasting community radio (19%), political associations
(8.5%) and cultural associations (approx. 8%). Out of the associations
that responded to the SCB survey, approximately 60% stated that they
conduct some other form of activity than broadcasting radio.
The community radio actors pay no charges for their licences. The
activities are financed through membership fees, municipal grants and
advertising revenues. Since community radio is intended for non-profit
associations, the association’s radio activities may not lead to financial
gain for its members. The costs of transmitting community radio is affected, among other things, by geographical conditions and the equipment required to cover a municipality. In the south and centre of Sweden, a single transmitter may cover an entire broadcasting area, unlike
the north of Sweden, where the municipalities are larger and where the
terrain may require more transmitters to cover a broadcasting area. There
are also additional costs for the studio and copyright fees for the music
that is played. The community radio stations are transmitting analogue
radio programmes via the FM network, and some also broadcast online.

4.4.1 What is required to broadcast community radio?
Any association that wants to broadcast community radio must apply
for a licence with MRTV. This licence is applicable for three years, and
all the licence-holders share a frequency within the broadcasting area. A
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broadcasting area is normally a municipality but the authority may decide to grant a larger area if there are special reasons to do so. A licenceholder must be prepared to share their broadcasting hours if more than
one association is licensed to broadcast in the same area. Licences to
broadcast community radio may currently be granted to the following
groups.
• Non-profit associations with ties to the broadcasting area.
• Registered religious communities, and registered organisational parts
thereof, which have ties to the broadcasting area.
• Groups of multiple licence-holders in a broadcasting are for joint community radio purposes, referred to as community radio associations.
When Swedish Broadcasting Authority evaluates whether a non-profit
association or religious community has ties to the broadcasting area,
it considers the location of the studio and other premises linked to the
activities, the residence of the managing editor and board members, as
well as where general meetings and board meetings are held. All radio
transmissions from Swedish broadcasting companies must adhere to
the Swedish Radio and Television Act. The new Swedish Radio and
Television Act repealed the ban on broadcasting of non-local content
in community radio. Before this, a licence-holder was principally only
allowed to broadcast programmes that had been produced specifically
for the station’s activities, a practice that was commonly referred to as
riksförbudet [the national ban]. There were certain possibilities to broadcast programmes that had not been produced for this specific purpose,
but with a limit of a maximum ten hours per month. Through the new
act, it has also become easier within the community radio to get an
expanded broadcasting area. It is sufficient to argue special reasons for a
broadcasting area to be larger than a municipality. Broadcasting across
municipalities would previously require exceptional reasons. In addition, the scope for licence-holders was expanded to include all registered
religious communities with ties to a broadcasting area. The Church of
Sweden was formerly the only religious community included in the scope
of licence-holders. At the same time, mandatory university student associations were removed from the scope of licence-holders. These student
associations may instead apply for licences to transmit community radio
as non-profit organisations.
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4.5 How many radio stations are there?
Table 4.6
2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013
Public service
National

4

4

4

4

4

4

4

4

4

4

4

4

Regional

26

26

26

26

27

27

27

27

27

27

27

27

3

6

6

6

6

7

7

7

7

7

7

7

87

86

87

90

89

89

89

89

89

103

103

103

1,319 1,159 1,164 1,080 1,027 1,000

952

900

874

853

831

806

150

149

146

157

151

153

Digital (DAB)
Private
Local commercial broadcasting licences
Community
radio
Number of
community
radio licences
Number of
broadcasting
areas
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161

171

177

156

163
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5 DISTRIBUTION OF RADIO
The radio is still the sole medium to be broadcast through analogue
transmissions in the terrestrial network. Despite the rapid technological
development in the last decade, and the fact that the terrestrial network
for the television network was digitalised ten years ago, the radio transmissions have not been digitalised at present. The radio continues to be
broadcast in the FM network, while there is a process underway to issue
licences for digital terrestrial radio. There is currently a frequency range
reserved for the broadcasting of commercial digital radio, but so far,
no transmissions have been initiated. In parallel to the terrestrial network, the radio utilises other distribution possibilities, which are digital.
Listening to internet radio has long been a well-established practice,
and most radio stations also have smart phone apps. The listeners have
increasingly turned to downloading podcasts, to gain access to a more
niched selection. Sveriges Radio has chosen to invest in both traditional
broadcasting and internet, but are also licenced to transmit digital radio.

5.1 Distribution of analogue radio
The analogue programmes of Sveriges Radio, as well as many commercial programmes, are transmitted through the terrestrial network, which
is operated by state-owned Teracom AB. It is possible for a licence-holder
to purchase and operate their own broadcasting equipment. A licence
from the Swedish Post and Telecom Authority is required to use an
audio radio transmitter. The terrestrial network for radio and television
of Teracom consists of a little more than 570 broadcasting stations, with
a base of 54 larger FM/TV stations. Sveriges Radio’s transmissions cover
90% of Sweden’s area, reaching 99.8% of the population. Commercial
radio is transmitted within 52 broadcasting areas, and community radio
is available at a number of locations around the country. The national
public service channels (P1, P2, P3 and P4) are broadcast from the
Kaknäs Tower in Stockholm to the 54 transmission stations via a radio
link network, which connects all the stations. These radio links are also
used to collect material from broadcasting companies in other parts of
the country.
The transmission stations broadcast programmes and relay the signal to
the smaller stations, which retransmit the signal.
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5.2 Distribution of digital radio
Digital audio radio was launched in Sweden already in 1995, however, its
introduction never had any larger impact with the listeners, since the selection of channels was limited, and digital receivers were expensive. DAB
(Digital Audio Broadcasting) is the distribution technology used since
1995, and it is adapted to both fixed and mobile reception. The distribution technology used as the European standard is T-DAB (Terrestrial Digital Audio Broadcasting). The new audio codec in DAB is called DAB+
and it makes it possible to increase the broadcasting capacity up to three
times, which allows for the transmission of many more channels. The
broadcasting network was at first expanded to cover 85% of the population, but has since been limited and now reaches 35% of the population.
The locations where DAB is on trial are Älvsbyn, Stockholm, Göteborg
and Malmö. Through international agreements, Sweden has been allocated
frequencies in Band III (174-240 MHz) equivalent to four frequency layers
for terrestrial digital radio. On 28 October 2010, the Swedish Government
decided that a range corresponding to two frequency layers with regional
divisions is to be allocated to commercial, digital radio.

5.3 Distribution of radio via internet
It is possible to listen to online radio from all platforms with a broadband connection. Through wireless internet, online radio also becomes
portable. Each listener establishes their own, unique connection to the
server; a unicast, which requires a high bandwidth to deliver the audio
to many listeners simultaneously. Online radio is radio that is streamed
via the internet. Listeners with access to a broadband connection can
listen to a constantly growing selection of radio channels from around
the world. Many traditional media companies supplement their regular
broadcasts with online radio. There are also a number of radio stations
that are only transmitted via the internet. Online radio is based on an
audio stream being made available via the station’s website. Each listener
establishes their own, unique connection to the radio station server,
which requires a high bandwidth to deliver the audio to many listeners simultaneously. Any actor transmitting radio over the internet must
register their broadcasting activities and managing editor with the Swedish Broadcasting Authority. In March 2014, there were 115 such radio
stations registered with the authority.
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5.3.1 Radio via mobile phone
It is also possible to listen to the radio via a mobile phone, either using
the internet or the FM network. Mobile radio over the internet is based
on the same technology as for streaming radio online. The consumer can
listen to the radio by connecting to the internet over the mobile network.
The consumer then pays traffic charges to the mobile phone operator,
and in some cases a service fee. The transfer in the mobile phone network
is in the form of a unicast. More and more radio channels are available as
apps that can be downloaded to a smartphone.
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6 REGULATION OF THE MEDIA
The Swedish media are regulated through a number of laws. Our constitutional
freedom of speech is legislated through the Swedish Fundamental Law on
Freedom of Expression (1991:1469). Then there is the Swedish Radio and Television Act, which regulates radio and television broadcasts in Sweden, and the
Swedish Electronic Communication Act (2003:389) applies to electronic communications networks. The media are not only controlled by legislation, there is
also self-regulation. The press has its own code of ethics, which is monitored
by the Swedish Press Council (PON) and the Press Ombudsman (PO). The
regulations of the Swedish Radio and Television Act are primarily monitored by
the Swedish Broadcasting Authority, while the Swedish Electronic Communication Act is monitored by the Swedish Post and Telecom Authority.

6.1 The Swedish Fundamental Law on
Freedom of Expression
The Swedish Fundamental Law on Freedom of Expression (1991:1469)
applies to radio, television, film, video and databases. The fundamental
principles of this act are the same as those of the Swedish Freedom of the
Press Act (1949:105), including freedom of establishment, prohibition
against censorship, sole liability with the individual’s right to anonymity
in publishing information and a specific catalogue of offences. Freedom
of establishment means that anyone is permitted to transmit programmes
through wires, i.e., cable TV, IPTV, Internet TV or Internet radio. No
requirements for a licence to operate may be established. However, the
broadcasting company may be required to register its activities. For
broadcasts of TV programmes through the ether on the other hand, i.e.
TV broadcast terrestrially or by satellite, limitations of the freedom of
establishment are permitted. This is because the frequency space that can
be used for the broadcasts is limited. Anyone who transmits radio and TV
must appoint a publisher and register him or her with the Swedish Broadcasting Authority. The publisher is responsible for any freedom of expression offences that may be committed during the broadcast, for example incitement to racial hatred, defamation or offence. The publisher also decides
the content of the broadcasts and nothing may be broadcast against his or
her wishes. The publisher is not responsible for ensuring that the rules in
the Swedish Radio and Television Act are observed, for example rules on
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advertising. This is instead the responsibility of the licence holders or the
persons who actually carry out the broadcasting activities.

6.1.1 Online publication
As with radio, TV and newspapers, freedom of expression can be protected when publishing on the internet. Websites, internet radio, internet
TV and e-mail newsletters can be covered by the protection afforded in
the fundamental law. Traditional mass media companies have an automatic protection for their websites in fundamental law and must then
inform the Swedish Broadcasting Authority of a responsible publisher
and the name of the website. Persons who wish to obtain a decision by
an authority for protection of their website in accordance with the Swedish Fundamental Law on Freedom of Expression can apply for a publishing certificate for the website from the Swedish Broadcasting Authority.
Publishing certificates can be issued to physical and legal persons. For
a publishing certificate to be issued, the website must be well defined,
it must be possible for those in charge of the activities to make changes
to it, it must be supplied to the general public and it must have a tie to
Sweden as well as a responsible publisher. Internet radio and Internet TV
broadcasts do not require a licence but their designated publisher must
be registered with the Swedish Broadcasting Authority if they consist of
direct broadcasts or playback at times decided by the broadcaster. These
broadcasts must also be aimed at the general public.
What is constitutional protection?

The constitutional protection entails:
• special rules of liability applies to freedom of speech violations
• only the publisher is liable for the published material
• informers have the right to remain anonymous – authorities may not
research their names, and those working with the publication are not
allowed to reveal their identities.
• no authority may preview material or hinder publication (prohibition
of censorship)
• the Swedish Personal Data Act (1998:204) (PuL) shall not apply if its
enforcement is in breach of the Swedish Fundamental Law on Freedom
of Expression.
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6.2 The Swedish Radio and Television Act
The Swedish Radio and Television Act (2010:696) is the law that governs
radio and television broadcasting in Sweden. This act regulates the licences
required to transmit radio and television in the terrestrial network, which are
granted either by the Government or by the Swedish Broadcasting Authority. It also contains regulations pertaining to the contents of the broadcasts.
There are also provisions in the Swedish Radio and Television Act relating
to advertising, sponsorship, product placement and regulations to increase
the accessibility of the broadcasts to persons with functional impairments.

6.2.1 New requirements for accessibility to TV
The new Radio and Television Act establishes requirements for greater
access for persons with functional impairments. Access to TV is to be
increased, for example, with the aid of subtitles, sign language interpretation and spoken text. The Swedish Broadcasting Authority will decide
what requirements are to be imposed on Swedish commercial broadcasters that transmit TV over the terrestrial network or via satellite. The
requirements set for commercial broadcasting companies will take into
account their financial conditions. The broadcasting companies that
transmit via satellite, in the terrestrial network or via wire are to report
annually to the Swedish Broadcasting Authority how they have facilitated access to their selection for persons with functional impairments.

6.2.2 TV on demand
The Swedish Radio and Television Act also covers the service TV on
demand. TV on demand refers to a service where the viewer chooses when
and what to watch from a list of programmes. On-demand services are to
be registered with the Swedish Broadcasting Authority. The services that
must be registered, which fall under the Swedish Radio and Television Act,
are to be offered based on a catalogue of TV programmes, and be open to
anyone who wishes to watch them. There must also be financial activities
linked to the service, and the supplier is to be editorially responsible for the
content. Furthermore, the service has to be offered via an electronic communication network, it must have the main purpose of offering a selection
of TV programmes, and the supplier must be established in Sweden.
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6.2.3 Advance review of new services
In accordance with their appropriation conditions, the public service companies are to submit new services to the Government for approval. The Swedish
Broadcasting Authority is to carry out an advance review of these services,
and it is then up to the Government to approve them or not. The review
is to be conducted for new, permanent programming services that SVT,
SR or UR want to launch, and for any other services of importance to
the core activities. The Swedish Broadcasting Authority is to review the
market impact of the reported service, as well as how, and to what extent,
the service will contribute to the public service broadcaster fulfilling its mandate, which includes providing the public with independent, unbiased and
objective programmes. So far, no services have been submitted for review.

6.2.4 EPG and API
The Radio and TV Authority had been tasked by the government to
monitor the development of electronic programme guides (EPGs) and
application programming interfaces (APIs) and to encourage the transition to a common standard for such application programming interfaces.
This task was completed when the Swedish Radio and TV Authority
was replaced by the Swedish Broadcasting Authority. The reason for assigning this task was that electronic programme guides and application
programming interfaces were discussed in the draft to the Electronic
Communications Act (government Bill 2002/03:110), which in turn was
based on the introduction of the European Union “Access Directive”1 to
Swedish law through the same act. The Access Directive includes a provision stipulating that it must be possible for national regulatory authorities
to introduce obligations for operators to provide access to electronic programme guides under fair, reasonable, non-discriminatory conditions.
However, the Government came to the conclusion that no regulation on
access to electronic programme guides or the introduction of a common
open standard for application programming interfaces was required.
Nevertheless, the Government deemed it appropriate for the Radio and
TV Authority to be tasked with monitoring the developments in the
sector and submit annual reports on whether these developments made
further measures necessary. There was not considered to be any need for
regulation during the years that the Radio and TV Authority held the
remit. The Swedish Broadcasting Authority has continued to monitor developments in these areas, and notes that there are no operators applying
1

Directive 2002/19/EG
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discriminatory conditions for accessing EPGs, and that there is therefore
no need for regulation. Nor has the authority seen any indications of
problems when it comes to a common standard for APIs; but rather the
opposite, as Nordig is recommending the standard HbbTV as the API
standard. This is a joint European initiative to harmonise the selection of
connected TVs and digital TV boxes, which can both be used for hybrid
solutions between broadcasting and broadband connections. Even if there
is currently no need to regulate these areas, there are however benefits
from continued monitoring of their development.

6.3 The Swedish Electronic
Communication Act
The Swedish Electronic Communications Act (2003:389) applies to electronic communications networks and communication services. The purpose of this law is for private individuals and authorities to have access to
secure and effective electronic communications, with the greatest possible gains in terms of the selection, price and quality of electronic communication services. This purpose is to be obtained primarily through
promotion of competition and international standardisation. However,
universal services must always be available to everyone on equal terms all
over the country, at a reasonable price. In addition, consideration must
be given to the significance of electronic communications when it comes
to freedom of speech and information in the application of this act.
Scope of act

In this act, the term “electronic communications” entails all forms of
electronic communication networks, such as the telephone network, the
internet and the cable TV network. It includes the technical infrastructure but not the contents transferred through electronic communication
networks. The Act is based on EU regulation, the overall purpose of
which is to bring about harmonised rules for electronic communications
and thereby increase competition and the free mobility of electronic
communication services within the EU. Broadcasting services for radio
and TV distribution are electronic communications services. They are
therefore covered by the Electronic Communication Act.
The Swedish Post and Telecom Authority conducts market analyses

The Swedish Post and Telecom Authority (PTS) is the authority charged
with analysing which markets are suffering such extensive problems with
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regard to competition that there is a need for regulation to improve the
situation. If there are dominant operators on these markets, the PTS
decides on specific obligations for these operators in order to “mitigate”
their dominant position. These obligations may, for example, force the
company to allow admission to a network or maintain cost-orientated
pricing. Such regulation takes place in advance, without any assertion
that the dominant operator has abused its position. PTS has made the
assessment that Teracom has a significant influence on the wholesale
markets for broadcasting free-to-air TV and national analogue radio
via terrestrial networks. Consequently, PTS has imposed obligations on
Teracom, including price regulation of Teracom’s broadcasting services.

6.4 Review of programming
All radio transmissions from Swedish broadcasting companies must
adhere to the Swedish Radio and Television Act. Channels with broadcasting licences must also comply with the conditions in those licences.
The rules covering the public service channels SVT, SR and UR are the
most extensive. For these channels, the rules include a stipulation that
broadcasts must be impartial and objective, and they must allow for an
extensive freedom of expression and information. They must take into
consideration the special impact of radio and television when it comes to
deciding the subject-matter and design of programmes and their transmission times. The private life of the individual must be respected unless
an imperative public interest demands otherwise. All these provisions,
apart from the requirement for impartiality, also apply to other TV
channels broadcasting on the digital terrestrial network. The Radio and
Television Act contains provisions on advertising and sponsorship that
apply to all kinds of broadcasts. The Act also contains a general provision
that TV programmes containing scenes of extreme violence or pornographic images may not be broadcast when there is a risk of children seeing them and that such programmes must be accompanied by a warning.
As far as TV on demand is concerned, programmes must be supplied
in such a way that there is no risk of children being exposed to extreme
violence and pornographic images.
The Swedish Broadcasting Commission

The Swedish Broadcasting Commission is a special decision-making
body within the Swedish Broadcasting Authority that assesses whether
radio and TV content complies with the broadcasting regulations. The
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Commission examines programmes upon complaints from viewers and
listeners or on the initiative of the Authority or the Commission. The
rules are based on the notion that there should be extensive freedom of
expression and information. If a broadcaster is in breach of the regulations on sponsorship and advertising, the Commission can submit an
application to the administrative court for a special fee to be levied. If
the broadcasts are in breach of any of the other requirements, the broadcasting company can be ordered to publish the Commission’s decision
in an appropriate manner. Foreign companies that broadcast to Sweden,
for example from the UK, are not subject to Swedish rules. Besides the
Broadcasting Commission, the Chancellor of Justice and the Consumer
Ombudsman also monitor the compliance with certain rules, including
the rule relating to the prohibition on advertising to children.

6.5 Investigations
6.5.1 Advertising times in radio and TV
The Swedish Broadcasting Authority has been mandated by the govern
ment to carry out a general evaluation of the effects of the changes made
to the Swedish Radio and Television Act in 2008, which meant an
increase in advertising time from eight to twelve minutes per hour. The
evaluation is to include a consequence analysis of the change to the law
in terms of the competition conditions for broadcasting companies, and
the consequences for viewers and listeners. Prior to 2008, broadcasting
advertising was allowed for no more than eight minutes during a full
hour. The purpose of this change in the law was to make the Swedish
regulation closer to EU regulations and to achieve competition-neutral
regulations between broadcasting companies established in Sweden, and
between broadcasting companies established abroad.
The evaluation is to be carried out in dialogue with the Swedish Competition Authority and the Swedish Consumer Agency. We will also obtain
statements from the broadcasting companies and other concerned stakeholders. The opinions of the viewers and listeners are also an important
part of our work, as the mandate includes the analyses of the consequences for these. The results of the evaluation are to be reported no later
than 1 December 2014.

126 |

Media Development 2014 • • • RE G U L AT I O N O F T H E M E D I A

6.5.2 Public service – the companies’ impact on
the media market
The Swedish Broadcasting Authority has been tasked with analysing how
the activities of Sveriges Radio AB, Sveriges Television AB and Sveriges
Utbildningsradio AB influence the media market, in terms of competition
and the market development in general. Within the scope of this task, the
authority is also to monitor and analyse the development of secondary
activities in the broadcasting companies. The background provided by
the Government for the mandate states that SR, SVT and UR are active
on a media market where both commercial and non-commercial actors are
facing great challenges. It also states that the public service mission of SR,
SVT and UR entails a special responsibility, not least as the broadcasting
companies receive good, stable and long-term funding through the radio
and TV fee. While public service radio and TV fulfil a clearly defined
need, it is important that their programming activities do not lead to a disproportionate distortion of competition, unless this is required by the public
service mandate. According to the mandate from the Government, there is
a need to analyse how public service radio and TV affects the competition
on the media market and the development of other actors. The analysis is
to be presented no later than 1 September 2015, and the complete report is
to form part of the basis for the review, which is to be conducted in accordance with a parliament decision, after half the public service licence-period.

6.5.3 Clearer review of public service
The Government has decided to clarify the terms of the review process
for whether SVT, SR and UR are fulfilling their public service mandates.
This means a clarification of the Swedish Broadcasting Commission’s
task to review the broadcasting companies’ fulfilment of conditions for
resource consumption, cost effectiveness and productivity. The decision
means that the directives for the Swedish Broadcasting Authority will
be altered. The Swedish Broadcasting Commission conducts an annual
review of whether the public service broadcasters have completed their
mandates. The clarification of the directives means that this review
will now be based on the terms of broadcasting licences, appropriation
conditions and other decisions issued pursuant to the Swedish Radio and
Television Act. The assessments of the Commission are already based
in the appropriation conditions. However, through clearer and more
transparent accounts from the broadcasting companies, where they also
specify how they have interpreted their mandate, the Commission will
have better conditions to complete its task.
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The Government decision is in line with the proposal of the government
bill “Culture and Accessibility – Public Radio and Television 2014–
2019” (govt. bill 2012/13:164) The parliament decision also means that
the reporting of the broadcasting companies must be clearer; they must,
for example, as far as possible keep to a common form of reporting and
define central concepts in terms of broadcasting licences and appropriation conditions. This is intended to provide the Commission with better
conditions to carry out its task. The amendment was introduced on 1
January 2014.

6.5.4 Industry coordinator for the digitalisation of audio radio
A special investigator appointed by the Government, who is to function as an industry coordinator, will work to achieve a transition over
to digital radio. This coordinator is to collaborate with the Swedish
Broadcasting Authority, and maintain a close dialogue with concerned
stakeholders to develop a proposal for how to transition from terrestrial
analogue radio over to terrestrial digital radio. The mandate indicates
that the Government feels that the transition from analogue to digital
radio should be market-driven. Several benefits are deemed to exist when
it comes to a digitalisation of the radio; there is room for more channels
with a wider selection of programmes, a possibility to add new services
for persons with functional impairments, as well as lower distribution
costs and improved competition in the long term as the commercial radio can be broadcast nationally. For these reasons, the need for a transition to digital radio has been deemed to be urgent, not least for the radio
industry. The results of the evaluation are to be reported no later than
30 November 2014.

6.6 The number of received and settled
cases in the years 2007–2013
The Swedish Broadcasting Commission monitors that regulations
regarding content are respected in already broadcast programmes. A review is carried out upon a report being submitted, or on the initiative of
the Commission or the Swedish Broadcasting Authority. This mandate is
regulated through the Swedish Radio and Television Act (2010:696) and
in the directions for the Swedish Broadcasting Authority (2010:1062).
The number of received and settled cases in the years 2007–2013 are
distributed as follows.

128 |

Media Development 2014 • • • RE G U L AT I O N O F T H E M E D I A

Table 6.1 D
 istribution of the number of received cases by
broadcasting company/transmission format 2007–2013

National terrestrial
broadcasts (SVT, SR, UR)

2007

2008

2009

2010

2011

2012

2013

775

1,113

985

1,085

1,509

945

1,096

Of which: SVT

486

745

634

717

998

573

690

SR

278

352

334

329

495

362

388

UR

11

16

17

39

28

10

18

278

198

170

109

282

154

128

Of which: TV4

267

189

160

106

272

144

122

Others

11

9

10

3

10

10

6

Analogue commercial radio

33

28

61

15

18

24

28

Community radio

15

33

37

28

23

12

9

Terrestrial TV (others)

Cable TV
Satellite TV
Online TV/radio

7

3

6

1

8

2

4

36

37

27

11

2

0

1

4

5

8

Other jurisdiction

2

6

2

2

12

32

32

26

9

15

10

TV on demand
Other
Total

1,148

1,417

1,294

4

6

3

3

1,267

1,895

1,189

1,307

Since the autumn 2011, all reports concerning one and the same programme will be registered in the same case file. The number of cases is
therefore lower in 2012, despite the number of reports being a record at
2,892. In 2013, the number of reports was 2,421.
Table 6.2 The settled cases of the Commission by transmission
format 2007–2013

National terrestrial
broadcasts (SVT, SR, UR)

2007

2008

2009

2010

2011

2012

2013

774

1042

1085

965

1578

997

1098

Of which: SVT

489

691

698

651

1042

605

697

SR

276

338

373

279

504

379

386

UR

9

13

14

35

32

13

15

199

255

213

89

263

153

131

187

244

204

84

249

140

122

Terrestrial TV (others)
Of which: TV4
Others

12

11

9

5

14

13

9

Analogue commercial radio

24

30

47

35

16

29

28
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Community radio
Cable TV
Satellite TV

2007

2008

2009

2010

2011

2012

2013

18

28

34

27

31

10

11

7

4

5

3

3

6

3

32

39

30

13

2

0

1

6

1

3

3

4

10

2

34

32

27

8

8

14

13

Online TV/radio
Other jurisdiction etc.
TV on demand
Public service reviews
Total

1,057

1,402

1,424

3

3

3

3

1,145

1,944

1,245

1,318

Table 6.3 Distribution of the cases settled by the Swedish
Broadcasting Commission in 2013
Case

Quantity

Favourable

486

Criticism

13

Unfavourable

53

Others

115

Decision not to examine

651

Total

1,318

6.6.1 Decision at meeting
A decision can be made by the Swedish Broadcasting Commission
during a meeting, or by its chair. Cases that are obviously of no great
importance or not of principal significance may be settled by the chair
of the Commission, or by a vice-chair. The decisions that were made at
the meeting with the Commission are distributed as follows in terms of
results.
Table 6.4 The decisions made by the Swedish Broadcasting
Commission in meetings
2007

2008

2009

2010

2011

2012

2013

Favourable

40

48

55

61

79

86

99

Criticism

10

7

11

8

7

10

13

Unfavourable

37

51

44

48

26

68

51

7

6

5

3

5

3

3

94

112

115

120

117

167

166

Others
Total
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Reasons for unfavourable decisions

The number of reasons is greater than the number of decisions, as a decision may contain breaches of several regulations.
Table 6.5 Grounds for unfavourable decisions in reported cases
Reason

2007

2008

2009

2010

2011

2012

2013

Bias

6

11

8

6

7

16

13

Objectivity

9

11

12

7

14

15

13

Correction/reply

1

2

1

1

1

3

2

Privacy

4

11

5

5

5

8

8

Impact of the medium

–

3

2

4

8

9

1

No warning of violent content

–

3

1

–

2

2

–

Unfair advantage

6

10

18

27

8

4

6

1

–

Advertising regulations

6

7

2

3

3

4

3

Sponsorship regulations

2

7

5

15

2

6

3

Broadcast designation

4

3

3

6

–

2

1

Subtitles for programme

1

–

1

–

2

–

1

Product placement

Table 6.6 G
 rounds for unfavourable decisions in cases where
the Commission or Authority has taken the decision
Reason

2007

2008

2009

2010

2011

2012

2013

Objectivity

–

–

–

–

–

–

1

Correction

–

–

–

–

–

–

1

Impact of the medium

1

1

–

–

5

4

3

Unfair advantage

12

13

9

2

3

10

3

Advertising regulations

13

14

4

1

–

11

3

1

–

Product placement
Sponsorship regulations

11

7

9

1

4

8

6

Own/local programme material

3

1

2

–

–

–

–

Community radio association
programme selection

–

1

1

–

2

–

–

11

8

5

–

3

1

2

1

3

–

–

1

3

1

Broadcast designation
Obligatory broadcast
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6.7 Accessibility of TV
In later years, there has been significant progress in terms of accessibility
of television programmes for persons with functional impairments. New
technology and new services are being launched on the market. The
proportion of programmes with subtitles, sign language interpretation,
audio description and spoken text is increasing, and both public service
and commercial suppliers of media are obligated to make their selection
available to persons with functional impairments.
The accessibility depends on TV sets, online catch-up services, digital
TV boxes, computers, smart phones, hearing aids, screen reading software, image contrasting, sound levels and all other content and equipment being available and useable. There are also four established accessibility services: subtitling, audio description, sign language interpretation
and spoken text. These services make it possible for people who would
not otherwise be able to access the content to do so. In April 2014, TV4
and SVT transferred their teletext pages for Swedish subtitles to page
199. This made the Swedish subtitles of the major channels available on
one and the same page. The purpose of this reorganisation was to make
things easier for the audience. Previously there were different pages for
different channels.

6.7.1 Subtitles
Subtitles are the most common accessibility service in Sweden, and means
that Swedish text recounting what is said in the programme are shown on
the screen, normally along the bottom. Subtitles can either be used to add
text to a programme broadcast in Swedish, or to translate programmes in
a foreign language. Subtitles can also be produced through live subtitling,
where what is said in a live broadcast is simultaneously repeated in text.
Swedish television mainly uses optional subtitles via teletext page 199.
Virtually all foreign-language programmes intended for a Swedish-speaking audience are subtitled in Sweden, and pre-recorded, Swedish-language
programmes are also subtitled to an increasing extent. SVT subtitles 74%
of its programmes in Swedish.2 TV4 subtitles pre-recorded Swedish broadcasts, and uses live subtitles for certain parts of its live broadcasts. TV3
and Kanal 5 subtitle pre-recorded Swedish broadcasts. TV3 also used live
subtitles for the first time during the Olympics in February 2014.
2
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6.7.2 Audio description and sign language interpretation
Audio description means that a verbal description of what happens in
the image is incorporated into a programme or film. A narrator describes
what is seen and what is happening on the screen. Audio description is
primarily used by persons with visual impairments, but may also be useful for persons who are able to see, but who feel that it is useful to have a
voice describing the events on the screen, such as persons with cognitive
impairments.
Sign language interpretation means that a person speaking sign language
translates spoken language into sign language. Sign language interpretation is primarily used by persons who are deaf and by persons with hearing
impairments who use sign language to communicate, but it is also used
by persons with various cognitive impairments. It is important to make a
distinction between programmes produced in Swedish sign language (with
persons who speak sign language) and programmes which are interpreted
from spoken Swedish to Swedish sign language. The sign language interpretation service refers to the latter.
TV4 provides a parallel broadcast of audio description and sign language
interpretation programmes through its service tv4tolken.se, in which
several of these programmes are available each week. The programmes
are also saved and made available in a catalogue after the broadcast.
Kanal 5 shows certain audio description programmes for those with access to Canal Digital. These programmes are broadcasted in channel slot
301 Kanal 5 syn. SVT offers a selection of audio description and sign
language interpretation programmes at svtplay.se, and also broadcasts
programmes with audio description and sign language interpretation
through its traditional distribution platforms.

6.7.3 Spoken text
Spoken text means that the translated text of a foreign-language programme is read out loud, most often by a synthesised voice. Spoken text
is used by persons with visual impairments and those with cognitive
impairments, such as reading and writing difficulties. Persons who are
learning Swedish may also benefit from spoken text. The service is a support for all those who, for various reasons, have a difficult time reading
Swedish subtitles.
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Via the channels SVT 1 Uppläst text and SVT 2 Uppläst text, SVT
broadcasts programmes with spoken text from its channels SVT1 and
SVT2 (as well as SVT1 HD and SVT2 HD). All broadcasts with subtitles are available in this service, including Swedish-language, pre-recorded programmes which contain translated text in some parts. All material
that has been translated from another language is broadcast with spoken
text on a separate audio track. This means that all programmes may
have spoken text, i.e., programmes that are entirely in a foreign language
as well as Swedish-language programmes where someone occasionally
speaks a foreign language. As soon as there are subtitles, the service will
register this and read them aloud.

6.7.4 Requirements for accessible TV programmes
In 2008, Sweden adopted the UN Convention on the Rights of Persons
with Disabilities. In doing so, Sweden committed to promoting a technical development that would lead result in universally designed products
(goods, services and combinations thereof), article 4. Accessibility is
an all-encompassing principle that is to permeate all applications of the
Convention, article 3. There is also a particular article in reference to
accessibility; article 9.
For the media sector, there is a responsibility of broadening the access to
TV programmes for persons with functional impairments, article 30.
Since 2010, the EU also requires member states to encourage suppliers
of media services to gradually make their services accessible to persons
with visual and hearing impairments in their respective countries. This
has resulted in the current Swedish Radio and Television Act (2010:696)
containing a provision relating to suppliers of media services that provide
TV broadcasts, TV on demand and searchable teletext having to design
their services in such a way as to make them accessible to persons with
functional impairments, for example by providing subtitles, interpretation, spoken text or similar technologies. Since 2013, this provision also
includes wire transmissions (cable and internet), however, not TV on
demand via wire.
The Swedish Broadcasting Authority has set requirements for the accessibility of all TV broadcasts in Swedish for persons with functional
impairments. The suppliers of media services that are included in the
decision are to report what measures they have taken to make their TV
broadcasts more accessible no later than the last of August each year. In
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this decision, the suppliers and their programming services are divided
into two groups; on the one hand, those with particular obligations to
make broadcasts accessible, and on the other, those with a general obligation to promote accessibility. Suppliers who have programming services
with a share of total TV viewing hours amounting to one per cent or
more have a particular obligation and higher requirements when it comes
to accessibility than those with a lower share of total TV viewing hours.
A present, this only applies to some of TV4 AB’s programming services.
A supplier with a particular obligation has quantitative and gradually
increasing requirements to make sound and image accessible, through
subtitles of pre-recorded TV programmes, subtitles for live TV programmes, sign language interpretation, audio description and spoken
text. A supplier with general obligation has no quantitative requirements,
but must promote accessibility through subtitles, sign language interpretation, audio description, spoken text or similar technology.
Particular obligation

TV4 AB is the only supplier of media services that has been given a particular obligation to make Swedish TV programmes accessible. For the
latest report period, 1 July 2012 to 30 June 2013, this particular obligation entails the programming services TV4, 7 En del av TV4-Gruppen,
TV4 Sport and TV4 Fakta. During the period in question, TV4 AB had
not fulfilled all of the requirements set in the decision, and was therefore
ordered to comply with the decision no later than 30 June 2014. In terms
of the programming service TV4 Sport, the authority found cause to
combine its order with a fine of SEK 20,000.
Table 6.7 Scope of particular obligation
Level

Sound

Image

Level 1, 1 July 2011–30 June 2012

25

Trial activity

Level 2, 1 July 2012–30 June 2013

50

Trial activity

Level 3, 1 July 2013–30 June 2014

70

1

Level 4, 1 July 2014–30 June 2015

80

2

Level 5, 1 July 2015–30 June 2016

90

3

The scope of the obligation to make sound and image accessible of commercial actors with particular obligations are stated as a percentage of the broadcasting time for TV programmes in Swedish.
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General obligations

In the last report period, only two suppliers of programming services
with general requirement fulfilled the requirement of promoting the accessibility to TV broadcasts for persons with functional impairments. In
August, another two suppliers fulfilled this requirement. The programming services were made more accessible when the broadcasting companies subtitled pre-recorded Swedish TV programmes.
The other eight suppliers of media services that are included in the general obligation had not fulfilled the requirement for their 35 programming
services in total. Six of these suppliers were ordered by the authority to
comply with the decision no later than 30 June 2014, under penalty of a
fine. The fine is set at SEK 10,000 per programming service.
Symbols for subtitles, audio description, sign language
interpretation and spoken text

On 30 August 2013, SVT and TV4 launched a set of common symbols
for their services relating to subtitles, audio description, sign language
interpretation and spoken text These symbols are to be displayed on the
screen, in the TV listings and online.
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7 EUROPEAN MEDIA POLICY
The aim of audiovisual policy in the EU is to create a common competitive market
for TV and films. EU defines rules and guidelines on matters of mutual interest
within the media sector, and also provide financial support to parts of the
industry. Meanwhile, the national governments pursue independent audiovisual policies. The EU media policy consists partly of legislation intended to
harmonise the regulations of the member states and partly of “soft law”, which
consists of various initiatives and strategies that are not binding for the member
states. The latter type of legislation is more focused on influencing the member states and the actors of the media industry to use the strategies that have
been developed by the EU, in order to achieve a desirable development in the
European media sector. One such example is the European Commission’s 2009
Recommendation on media literacy in the digital environment, which urges the
member states to take various initiatives to increase the media literacy of their
populations. In addition, there was a support programme in place up until 2013
called MEDIA 2007, which provided financial support for the European film and
television industry. This programme has now been replaced by a new framework
programme called Creative Europe. On the other hand, all the member countries are obligated to implement EU directives in their own legislation. Within the
media sector, there is a directive for audiovisual media services, which has been
implemented in Sweden through the Swedish Radio and Television Act. Media
policy is also greatly influenced by EU decisions within other sectors, such as
telecom regulations, tax law, competition law, copyright and government support
regulations. The technological development has brought great changes to the radio and TV broadcasting market, as well as to the rest of the audiovisual market,
which places new demands on the European media policy. This chapter provides
and account of some of the most important laws and changes within this sector.

7.1 The AVMS Directive
The European legislation in the field of television consists of the Audiovisual Media Services Directive (the AVMS Directive).1 This directive, which
was written in the late 1990s, is an internal market directive that aims to
facilitate cross-border TV broadcasts. The application of the Directive was
broadened in 2007 to include on-demand services (non-linear audiovisual
media services) as well as TV broadcasts (linear audiovisual media services). The Directive contains provisions relating to TV advertising, spon1
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sorship, teleshopping and product placement. It also contains minimum
requirements for TV on demand, particularly with regard to protection
of minors, prevention of racial hatred and the prohibition of surreptitious advertising. The broadcasting country principle applies to all media
services, meaning that they must be regulated in the country from which
they are broadcast. The member state that has jurisdiction must ensure
compliance with its own legislation and thereby with the Directive. A
supplier of media services is considered to be established in the Member
State in which it has its head office and where editorial decisions are
made. The regulations apply to private operators as well as public service
broadcasters. In accordance with this Directive, the EU member states
are to harmonise their national legislations in order to ensure that:
• there is a free trade of TV programmes and on-demand services on the
internal market;
• T V channels, whenever possible, devote half of their broadcasting time
to films and programmes that have been produced within the EU. TV
on demand services are to promote European material;
• cultural diversity and other important public interests are protected;
• major events, such as the Olympics and the FIFA World Cup, can be
seen by a large audience, and not only on pay TV.
• children and young people are protected from programmes containing
elements of violence and pornography, by means of these broadcasts
taking place late at night, or via the possibility of blocking these programmes;
• persons that are criticised in a TV broadcast have the right to address
the criticism;
• a ll media services comply with certain advertising regulations, such
as respect for human dignity, restrictions when it comes to alcohol,
tobacco, pharmaceuticals etc.;
• the channels do not broadcast more than 12 minutes of advertising per
hour.

7.1.1 Green paper on preparations for a converged
audiovisual world
The development of internet connectable TVs is proceeding rapidly in
Europe. They are expected to be used by a majority of the households
within the EU as early as in 2016. At the end of 2012, there were 40.4
million internet connectable TVs in the EU.2 The European Commission is discussing the possibilities as well as the challenges that arise
2

http://eurex.europa.eu/LexUriServ/LexUriServ.o?uri=COM:2013:0231:FIN:SV:PDF
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when an increasing number of consumers get an internet connectable
TV. According to a study ordered by the European Commission, the
consumers have high expectations of delivery and content for all types
of audiovisual services.3 The viewers have high expectations on content
regulations when it comes to TV broadcasts, but also in terms of TV
on demand and catch-up services. Despite the AVMS Directive currently including TV broadcasts as well as TV on demand, not all of its
provisions apply to the on-demand services. There is content that can
be received from a connected TV, which are not included under the
AVMS Directive. This refers to such online content that is considered in
the AVMS Directive to be neither a TV broadcast nor a TV on demand
service. For the viewers, it may be difficult to understand that different
regulations may apply to the same content, depending if it is a regular
TV broadcast, a TV on demand service or a video transferred over the
internet. Against this background, the European Commission deems it
necessary to monitor technological developments carefully. The Commission has had discussions with the European Regulators Group for
Audiovisual Media Services, which includes the Swedish Broadcasting
Authority. The Commission wants to hear opinions from the market
actors as well as the public when it comes to current issues relating to
the internet, its convergence and how this affects all involved parties.
Against this background, the Commission published a green paper on
the ongoing convergence of media services.4 The purpose of this green
paper was to initiate a broad, public debate on the consequences of the
on-going change in the media landscape, and concerned parties as well
as the public were encouraged to share their opinion up until the end of
August 2013, for example on the following issues:
1.	The rules of the market. Promoting the right conditions for dynamic
European enterprises to handle international competition (primarily from the USA), especially considering that competing actors may
have to comply with different rules.
2.	Protecting European values (including freedom of the media) and
user interests (such as protecting children, accessibility for users with
functional impairments). Is a higher level of protection expected for
TV programmes than for online content, and where should this line
be drawn?
3

Europe Economics: Digital Content Services for Consumers: Assessment of Problems
Experienced by Consumers (2011): http://ec.europa.eu/justice/consumer-marketing/
files/empirical_report_final_-_2011-06-15.pdf;se, http://ec.europa.eu/justice/consumermarketing/files/empirical_report_final_appendix_9_2011-06-15.pdf
4	https://ec.europa.eu/digital-agenda/en/public-consultations-media-issues#online-consultations
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3.	Internal markets and standards. Certain products do not function the
same way in all member states. How can we promote an appropriate
technological environment?
4.	Funding. In what way will the integration and change in consumer
behaviour influence how films, TV series and other contents are
financed? How do different actors contribute to the new value chain?
5.	Openness and media diversity. Should predefined filtration mechanisms,
such as search engines, be included in public initiatives? Do current
practices for premium content such as major sporting events and successful new films affect the conditions for retailers to access the market and
maintain their business activities? Are the platforms sufficiently open?5
In addition to the green paper, the Commission asked for opinions on
a report from the High-level Group on Media Freedom and Pluralism
in 2013.6 The Commission also wanted opinions on the independence
of the media authorities, and how this could be strengthened.7 Both
consultations are now terminated, and the statements received by the
Commission will constitute part of the basis used by the Commission
when looking at the possible need for a revision of the AMS Directive.
European Regulators Group for Audiovisual Media Services (ERGA)
The European Commission has formed a group for the regulatory authorities within the EU that work with audiovisual media services; ERGA.
This group consists of decision-makers from the national, independent
regulatory bodies within the sector, who are to advice the Commission
on the implementation of the Audiovisual Media Services Directive. The
European Regulators Group for Audiovisual Media Services will advise
and assist the Commission in its work to ensure a consistent implementation of the Audiovisual Media Services Directive and other areas within
which the Commission might take action. The intention is to facilitate the
collaboration between the regulatory bodies of the member states, and will
also make an exchange of experiences and good practices possible.8 The
background for the group’s formation is the results of a report produced
by the High Level Group (HLG) on Media Freedom and Pluralism, along
with the public consultation held by the Commission for the independent
5
Pressrelease Brussel 24 April 2013, Internet via TV
6	http://ec.europa.eu/information_society/media_taskforce/doc/pluralism/hlg/hlg_final_report.pdf
7	https://ec.europa.eu/digital-agenda/sites/digital-agenda/files/Art30%20consultation%20
publish.pdf
8	Pressrelease Brussel 3 February 2014, Commission establishes a European Regulators
Group for Audiovisual Media Services
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media authorities from March to June 2013. The report and the consultation indicated a need for the independent media authorities to collaborate,
and this is why the Commission formed the ERGA.9

7.2 EU support programmes
Creative Europe is the new EU programme that is to promote European
film, culture and art. It continues where the previous support programmes, Culture and Media and Media Mundus left off. The overall
goals of this programme is to safeguard and promote the cultural and
linguistic diversity of Europe, and to strengthen the competitiveness of
the cultural and creative sector, in order to thereby contribute to a smart
and sustainable growth for all. Creative Europe has a budget of 1.46 billion euro over a period of seven years (2014–2020).
The support programme consists of three parts. One for the culture sector, one for the audiovisual sector as well as a cross-sectoral part, which
includes a Guarantee Facility that is to improve the chances for smaller
actors to get a loan. The Guarantee Facility is administrated by the European Investment Fund, and will only be launched in 2016. Individuals
cannot apply for grants from Creative Europe, however, individual artists
and professionals within the cultural and audiovisual sectors may receive
funding from projects carried out by cultural organisations. Nearly all
projects that receive support will be interdisciplinary in nature. The majority of the support funds will go to individual projects. The programme
will, however, also support initiatives such as European Capitals of Culture, the European Heritage Label, the European Heritage Days, and the
European Union Prize for Cultural Heritage (Europa Nostra Awards).10

7.2.1 State support for film and other audiovisual works
The EU member states provide support for film and other audiovisual
works in a number of different ways. The support may be in the form of
grants, tax reliefs and other forms of support to the audiovisual sector. The
support most often consists of government funding. This form of support
may affect the trade between the member states, and thereby conflict with
the EU regulations on government support. The Commission’s Directorate-General for Competition published a proposal on 30 April 2013
regarding state aid for films and other audiovisual works, which updated
9	http://ec.europa.eu/digital-agenda/en/news/inaugural-meeting-european-regulatorsgroup-audiovisual-media-services-erga
10
http://europa.eu/rapid/press-release_MEMO-13-1009_sv.htm
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previous guidelines on the subject. The Commission then held an open
consultation, in which it asked the member states and the concerned
parties to give their opinion on the proposal. This consultation has now
been completed, and opinions have been provided by several different
parties. The Commission has yet to publish a new statement.11 During
2013, negotiations with the member states with regard to the Commission’s proposal to amend the Procedural Regulation and the Enabling Regulation continued, and the proposal was finally adopted by the Council on
22 July. As a result of this Council decision, the Commission has begun to
review its own regulation on de minimis aid, as well as the general Block
Exemption Regulations. This review contains the option for the Commission to issue block exemptions from the notice requirement for certain
forms of state aid within the field of culture and media.

7.3 Media literacy
Negotiating the large selection of media and information, as well as
expressing an individual opinion, requires knowledge. Media and
information literacy is a term describing a person’s capability to find,
critically evaluate and consume media and other information channels as
well as to utilise them for self-expression. Within the framework of the
EU policy for the audiovisual sector and the information society, several
initiatives have been taken based on the concepts of media literacy and
digital literacy. Some of the latter ones include the Council conclusions
on the protection of children in the digital world (2011/C 372/04) in
2011, in which the member states and the Commission are urged to
promote an increased awareness and education with regard to online
safety in schools, and to promote the media literacy and digital competence, both in and outside the school environment. The Commission’s
European Strategy for a Better Internet for Children (COM[2012] 196)
of 2012 emphasises the vital importance of digital and media literacy for
children’s use of the internet. In this communication, the member states
are encouraged, among other things, to intensify the implementation of
strategies to introduce education on online safety in the school curricula
no later than in 2013, and to reinforce the informal teaching of online
safety by ensuring the existence of a school policy for online safety as
well as appropriate teacher training. This strategy is supported in the
Council conclusions of 26 November 2012 on the European strategy for
a Better Internet for Children (2012/C 393/04) of 2012. The EU policy
of media literacy and digital competence is also included in a number of
11

http://ec.europa.eu/competition/consultations/2013_state_aid_films/index_en.html
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support programmes. The programme relating to the European audiovisual industry, MEDIA 2007, emphasises the importance of media
studies, and of film studies in particular. Since 1999, the Safer Internet
Programme has been funding projects intended to create a safer internet
environment for young people. One such project is Insafe, a collaboration between organisations in 30 countries which, through their Safer
Internet Centre in each country, work to spread knowledge and increase
awareness among children and young people, parents and educators
about safer use of the internet. This programme also supports the annual
events Safer Internet Day and Safer Internet Forum. A proposal has been
presented for the programme to be included, as of the new year, in the
Connecting Europe Facility (2014–2020).12

7.4 The digital agenda
The internet has become a natural part of everyday life for many Europeans. In order to face this digital development, the EU has created a
digital agenda for Europe. This agenda replaces the i2010, which was the
European Commission strategy for the information society, as well as
the audiovisual policy from 2005 to 2009. The digital agenda is part of
the Commission’s growth strategy for the EU: Europe 2020.13 The digital agenda for Europe is one of seven main initiatives within the scope
of the Europe 2020 strategy. The strategy emphasises how important an
expansion of the broadband network is for social integration and competition in the EU, and the goal is for everyone in Europe to have access to
broadband no later than 2013.14 Despite the quick broadband expansion,
150 million Europeans (around 30%) have never used the internet. In
many cases this is because they lack the user skills of digital competence
and media literacy.15 For Europe to fully use the potential benefits of the
digital economy, additional investments must be made to provide faster
broadband, increase people’s trust in the internet, improve the IT skills
of the general public and further promote ICT innovation.
The European Commission therefore proposed a number of measures
intended to improve the economic growth. The proposal had seven priority
areas: the creation of a digital internal market, greater interoperability, increasing internet security, faster internet connections, increased investments
12	Medie- och informationskunnighet i de nordiska länderna, Översikt av Jon Dunås, Nordiskt expertmöte Medie- och informationskunnighet – nyckeln till demokrati och yttrandefrihet 2 oktober 2013
13
Europa 2020 – En strategi för smart och hållbar tillväxt för alla, KOM(2010) 2020
14
http://ec.europa.eu/information_society/eeurope/i2010/index_en.htm.
15
En digital agenda för Europa, B KOM(2010) 245 slutlig/2, Bryssel 26 augusti.2010
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in research and development, increasing the digital competence as well as
online integration and use of information and communication technology
to resolve social issues, such as climate changes and an ageing population.16
The European Commission has thereafter adopted seven new priority areas for 2013 and 2014. Since the digital economy is growing much faster
than the rest of the European economy, a common policy for this sector
is required. The new priority areas are the result of an extensive review of
the policies in this area, and they add new emphasis to the most important items of the original digital agenda of 2010. The new priorities for
the years 2013 to 2014 are as follows:
• Create a new and more stable broadband legislation
• Create new public infrastructure for digital services
• Collaborate more on issues regarding digital competence and digital
job opportunities
• Develop an EU strategy for IT security and present proposals for a
directive
• Update the EU regulatory framework on copyright
• Expedite the development of cloud services using the purchasing power
of the public sector
• Launch a new strategy for the electronics industry17
There are still great differences in the access to internet and broadband
among the EU member countries, despite the efforts made as part of the
digital agenda. However, internet access has grown in all the countries
from 2006 to 2012, according to statistics from Eurostat. The countries
where the most people have internet access are the Netherlands (94%),
Luxemburg (93%), Denmark and Sweden (both at 92%), compared with
Bulgaria (51%), Greece and Romania (both at 54%), where a little over
half the population has access to the internet. In each member country,
at least half of the households had a broadband connection in 2012. Sweden had the largest proportion (87%), followed by Denmark och Finland
(both with 85%), the Netherlands (83%), Germany (82%) and Great
Britain (80% 2011). The most common online activities in 2012, for
those who had used the internet in the last three months, was sending
and receiving e-mail (89%) and searching for information about goods
and services (83%). Out of those who use the internet, 61% read the
news online, 54% used banking services, and 52% used social media.18
16
17
18

Nyhetsbrevet EU Direkt, 19 maj 2010
Digital ”att göra”-lista – nya digitala prioriteringar för 2013–2014, IP/12/1389, 18/12/2012
Internet access and use in 2012, STAT/12/185, 18/12/2012
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7.4.1 Licences for Europe
The Commission will continue and complete its on-going effort to review
and to modernise the EU copyright legislative framework. In December 2012, the European Commission adopted a communication on the
“Content in the Digital Single Market”. The first thing the Commission
did was to start a project to initiate a dialogue between the stakeholders,
with the title “Licences for Europe”. The dialogue was intended to jointly
find solutions that the industry actors agree on, in order to get content
online more quickly.19 Final reports from the different work groups in the
project were submitted on 13 November 2013. Several pledges have been
made, such as to the harmonisation of standards and the production of
guidelines. However, within two of the areas – User generated content
and Text and data mining – it was difficult to reach a consensus on either
the issues or the results. The Commission has advertised that they now intend to monitor the pledges that have been made. At the same time, they
point to the future and indicate that the work on monitoring copyright
must continue, including the areas where the dialogue has not yielded
any results. The Commission intends to present legislative measures in the
spring 2014, which will be implemented within the regulation framework
for monitoring copyright. In connection to this work, the Commission
will also organise a broad and open consultation on these matters.20 The
Commission has already made a proposal for a directive of the European
Parliament and of the Council on collective management of copyright
and related rights and multi-territorial licensing of rights in musical
works for online uses in the internal market.21

7.4.2 Protection of children on the internet
Children are particularly exposed on the internet, and they therefore
need special protection on the internet. Creating a better internet for
children requires a combination of strategies. On 3 May 2012, the Commission presented its communication on a European strategy for a Better
Internet for Children. The Commission notes that the member states are
making increasing efforts to deal with digital challenges, but that the
measures taken are insufficient. The Commission deems it necessary to
develop a strategy to meet the special needs of children on the internet,
while guaranteeing the safety of children on the internet. The Commission proposes a common European strategy resting upon the following
19
20
21
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four pillars, which complement one another: 1) Stimulate the production
of quality online content for children; 2) Scale up awareness and empowerment; 3) Create a safe online environment for children; 4) Combat
sexual abuse and exploitation of children. To create a better internet
for children, the Commission proposes a combination of strategies and
measures. These proposed measures are based in legislation, self-regulation and financial support. Considering that self-regulation is the most
flexible way of achieving concrete results, the Commission is in favour
of prioritising this option. Education and empowerment should also be
prioritised over the alternative of legislation. The Commission suggests
that these measures should be implemented jointly by the Commission,
the member states and the industry.22
The current Council conclusions are intended, along with the Council’s
conclusions from 2011 on the protection of children in the digital world,
to constitute the response of the Council to the proposal of the Commission. The Council conclusions from 2011 cover the measures in pillars
3 and 4. The Council conclusions set in November 2012 were primarily
focused on matters relating to pillars 1 and 2. The Council then recommended measures to increase the selection of quality content online, for
example in inviting the member states, the Commission and the industry to promote the innovation of such content by supporting projects and
initiatives. To increase awareness and strengthen the position of the children, the Council encourages the member states, the Commission and
the industry to carry out various supplementary measures, and primarily
in the field of education.
During the spring of 2014, the European Commission has initiated an
official consultation online, to help the member countries to develop
integrated and effective systems to protect children. The contributions
made in this forum will result in guidelines from the EU, containing information about EU legislation and policy that impacts on these
systems. The guidelines will clarify how the EU can support the national
child protection systems, and highlight good practices for protecting the
interests of children, both in cross-boundary and national contexts. All
individuals or organisations interested in child protection may contribute
to the consultation online up until 3 July 2014.23
22	http://www.riksdagen.se/sv/Dokument-Lagar/EU/Fakta-PM-om-EU-forslag/Europeiskstrategi-for-ett-bat_GZ06FPM150/
23
http://europa.eu/rapid/press-release_IP-14-392_sv.htm
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8 AUTHORITIES & ORGANISATIONS
The rapid developments within the media sector places great demands on
the actors in this sector. There are a number of authorities in the media sector working to address a range of media-related issues. The below is a short
presentation of those authorities, with texts produced respectively by each one.
The Swedish Broadcasting Authority, the Swedish Media Council, the Swedish
Press Subsidies Council and the Swedish Agency for Accessible Media are all
media authorities under the Ministry of Culture. Nordicom is an independent
department at the University of Gothenburg, which produces media statistics.
The Swedish Post and Telecom Authority and the Swedish Competition Authority answer to the Ministry of Enterprise, Energy and Communications, and
respectively work with frequency distribution and competition. The Swedish
Civil Contingencies Agency is an authority under the Ministry of Defence, which
holds the overall responsibility for all work with civil protection, public safety,
emergency management and civil defence.

8.1 The Swedish Broadcasting Authority
The Swedish Broadcasting Authority was formed in connection to the
new Swedish Radio and Television Act entering into force on 1 August 2010, and replaced the Swedish Radio and TV Authority and the
Broadcasting Commission, which were discontinued at the same time.
The Authority strives to achieve an open, responsible media landscape
with a rich variety of content. Our task is to make decisions on matters
concerning licences, supervision, fees and registration relating to radio
and TV broadcasts intended for the general public in cases where this
responsibility does not belong to the Government or another authority.
The Swedish Broadcasting Authority is also responsible for ensuring that
the special decision-making body of the Swedish Broadcasting Commission is able to discharge its duties. The Swedish Broadcasting Authority is
to monitor and inform the general public on developments in the media.
The Swedish Broadcasting Authority also issues publishing certificates
for websites. The Swedish Broadcasting Authority makes decisions regarding licences for radio and TV broadcasts on the terrestrial network,
for all actors other than the public service broadcasters. The Swedish
Broadcasting Authority is also responsible for ensuring that the licences
granted are used by the licence holders and that the broadcasts conform
to licence conditions. The Swedish Broadcasting Authority may impose
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penalties if licence holders are in breach of the provisions of the Swedish
Radio and Television Act or their licence conditions. In the final instance,
the authority may decide to revoke a broadcasting licence.

8.2 NORDICOM
Processes of change in the media system are giving rise to a tremendous
need for knowledge concerning the role and conditions of mass media in
society. Deregulation, privatisation, ownership concentrations, competition and commercialisation are restructuring the media market. Digitalisation and technological progress has removed the boundaries between
different media, and it is becoming more difficult to make distinctions
between different media content. At the same time, individuals are now
able to act not only as the receiver, but also as the sender, and communicate with a large number of people simultaneously.
Spreading information and knowledge of media

One of Nordicom’s primary tasks is to disseminate information and
knowledge on media and developments in the media sector, and to reply
to questions on the media from groups such as researchers, students,
journalists, media companies, authorities and the interested general public. One fundamental notion in these activities is that effective knowledge transfer is a prerequisite for fruitful research (into media) and for a
constructive media policy and development of the media industry.
Producing useful knowledge requires qualified documentation with a
core consisting of facts and statistics. Nordicom therefore compiles information on Swedish media, based on aspects such as structure, finances,
content, use and so on. The purpose of the documentation is to describe
the media system and to highlight trends and new phenomena. The
work also aims to develop meaningful time series, in order to provide
historical perspectives. Another prerequisite is efficient cooperation with
competent media researchers capable of analysing the range of data and
supplementing it with international perspectives. Nordicom in Sweden
is also part of a Nordic collaboration managed by Nordicom for the production and compilation of statistics on media in the Nordic countries.
The portal Media Trends

The Nordicom website consists of several elements which reflect different activities. The sub-portal on media development and media statistics
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is called Media Trends. This contains several services offering different
kinds of information on the media in Sweden and the Nordic countries.
Media Trends gives the user access to information and knowledge on the
media through a range of services:
• Statistics online – comparative statistics on Nordic, Swedish and, to a
more limited extent, international media
• Links – refer the user to statistics, reports, newsletters, etc. concerning
media
• News of Nordicom and the media landscape, tips on interesting
reports, and a newsletter regarding what is going on in the EU in connection to the media and information community.
A large part of this information is available both in Scandinavian languages and in English.
www.nordicom.gu.se/mediefakta
MedieSverige

MedieSverige is the collective term for work on documentation and
developments in the media in Sweden. The work gives rise to printed
publications as well as free material available on the Nordicom website.
The online statistics are continuously updated.
The publication MedieSverige – statistik och analys [Swedish media – statistics and analysis] combines analyses by researchers working in a range
of relevant fields to describe and analyse developments in the media,
with pure facts and statistics. This is published once every three years,
the latest edition being published in February 2014.
The Media Barometer

Nordicom in Sweden is responsible for the annual media survey known
as the Media Barometer. This is a reach study showing how large a
proportion of the Swedish population use a number of individual media
on an average day. The aim is to describe trends and changes in people’s
media use and access. The survey is based on telephone interviews with a
random sample of the population aged between the ages of 9 and 79. The
Media Barometer survey has been conducted every year since its inception in 1979. This means that there is information on the development of
certain media over the course of thirty years.
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The Swedish media market

Nordicom in Sweden is also working on a system for information on
media companies in Sweden and their finances. This basically involves
updating and developing the database of media companies in Sweden. A
revision of this database is underway, and the publication of data is also
being reviewed. The latest information was published in MedieSverige
2014. Statistik och analys. This area has its own section on the website.
Nordicom also compiles information on major foreign media companies
and presents annual summaries of the largest media companies in the
Nordic countries, Europe and the world.
Nordic Media Trends

The Nordic Media Trends series of reports describes various aspects of media in the five Nordic countries. The work relating to the Nordic media
development is based on a collaboration managed by Nordicom with
organisations and authorities in each country. The aim is to produce and
compile statistics on the media landscape in the Nordic countries. In
2013, the final reports of the project Nordic Public Service Media Map
were published.
Nordic Gender and Media Forum

The project Nordic Gender and Media Forum, which is funded by the
Nordic Council of Ministers, is intended to provide an image, through
seminars and fact gathering, of how men and women are presented in
the media. The project will indicate good Nordic examples, and inventory
what statistics have been produced and are easily available. The work is
limited to the areas of film, journalism, computer games and advertising.

8.3 The Swedish Media Council
The Swedish Media Council is the Government’s expert authority on the
media situation of children and young people, with the task of:
• endeavouring to empower children and young people as conscious media users and protect them from any harmful effects of the media.
• monitoring developments in the media sector when they affect children
and young people and provide information and guidance on the situation of children and young people as far as media are concerned.
• establishing age limits for films intended to be shown to children under
the age of 15 in accordance with the Act (2010: 1882) on age limits for
films intended for public viewing.
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Additional mandates

This authority also has an ongoing government mandate to:
• implement the Council of Europe campaign No Hate Speech Movement in
Sweden. This mandate, which continues up until August 2014, includes
the coordination of national activities in Sweden, within the framework of
the campaign. These activities are to be carried out with the aim of raising
awareness of xenophobia, sexism and other similar forms of intolerance
on the internet, as well as to mobilise people to promote human rights,
democracy and equality online. This is to be done with a particular focus
on children and young people. Work on this campaign is to be reported to
the Government no later than 31 December 2014.
• develop digital education material intended to increase the media and
information literacy of young people, and thereby empower them
against anti-democratic messages on the internet and in social media,
which encourages violence and threats in the name of a political cause
or ideology; monitor the actors involved in the field of media and information literacy and inventory the educational material available in this
area; and propose appropriate measures to disseminate the digital education material to schools, leisure-time activities and non-government
organisations. The results of this mandate are to be reported to the
Government no later than 1 June 2014.
• propose results indicators to follow-up on the media policy goals
within the authority’s area of responsibility. The results of this mandate
are to be reported to the government no later than 31 May 2014.
Media and Information Literacy (MIL)

A central concept for the work of this authority is Media and Information Literacy (MIL). MIL is the ability to find, analyse, critically evaluate
and create content in various media and contexts.
MIL also increases a person’s possibilities of handling problems that may
arise in connection with media consumption. The Swedish Media Council
strives to increase our knowledge and understanding of children’s everyday
media consumption. The authority’s primary target group is adults, such
as educators and parents, who in turn can teach MIL to children and
young people. The authority creates educational material on MIL, which
can be ordered or downloaded free of charge at the authority website.
The Swedish Media Council represents Sweden within the European
network Insafe, which strives towards a safer use of the internet among
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children and young people. The work with Media and Information Literacy is carried out with support from the European Commission project
Safer Internet Programme, and in collaboration with BRIS – Children’s
Rights in Society.
Facts and knowledge

The authority’s work is based on facts and knowledge of children and
young people’s media situation. The knowledge base rests on national
and international research on the media consumption of children and
young people. This also includes children and young people’s individual
experiences and perceptions of the media. The authority compiles existing research and carries out its own surveys within this field. The survey
results are published in both digital and printed reports and articles on
the website (www.statensmedierad.se). One example is the survey series
Ungar & medier [Kids and media], which was introduced in 2005.
Age limits

The Swedish Media Council sets the age limits for all films for public
viewing intended for children under the age of 15. Depictions in a film
may not be approved for viewing by children under the age of seven,
under the age of eleven or under the age of fifteen if they may damage
the wellbeing of children in the age groups in question. The authority
website contains a register of all films that have been previewed since
1956, along with age limits and other facts. On the website, you can also
read more about how the authority sets these age limits.

8.4 The Swedish Press Subsidies
Council
The Press Subsidies Council is a public authority tasked with distributing
national funding support to daily newspapers. The aim is to safeguard
the diversity of the daily newspaper market in order to promote comprehensive news reporting and opinion-forming nationwide.
The Council also monitors economic developments, changes of newspaper ownership and other essential changes in the daily press that may
affect the need for press subsidies. The Council is also to follow up on
costs and cost development for newspaper distribution, as well as how
the distribution companies set the prices of their distribution services.
This follow-up is to be reported to the Government.
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Press subsidies are divided into two categories: operating subsidies and
distribution subsidies.
Operating subsidies

Operating subsidies – the largest category in the press subsidisation
scheme – are paid to daily newspapers that meet the requirements set
out in the Press Subsidies Ordinance (1990:524). Among other things, a
newspaper must put out at least one issue a week and have a subscribed
circulation of at least 1,500 copies. It must be a general newspaper or a
daily news publication with regular news reporting or general political
comment.
In 2013, there were 176 unique daily newspaper titles (1–7 days a week)
in Sweden, according to data provided by TS Mediefakta AB. Of these,
87 received operating subsidies in 2013. A total of SEK 460 million was
paid out in operating subsidies in 2013. The corresponding amount for
the year before was SEK 474 million. There are several explanations for
this decrease; among others, the subsidies for the newspapers circulating
in larger cities are being gradually lowered in accordance with the provisions of the Press Subsidies Ordinance. Another reason is the decreased
circulation of the newspapers. Since the subsidies are based on circulation, the amount of subsidies paid depend to a great extent on this.
Table 8.1 Distribution between different newspaper categories
Frequency

Quantity

1–2 issues/week

68

3–5 issues/week

5

6–7 issues/week

14

The operating subsidies may only cover a certain proportion of the
newspaper’s costs and may only be used to cover costs associated with
the daily newspaper to which the subsidy is granted, accounts for which
must be presented to the Council. The Swedish Press Subsidies Council
report on how the newspapers use these subsidies indicates that they are
primarily used to finance editorial costs. Other costs that they are used
to cover, according to information from the newspapers, are those for
printing and distribution. The report is submitted to the Government
and the European Commission.
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The distribution subsidies

The purpose of the distribution subsidy is to promote cooperation between
newspapers and encourage the widest possible circulation of daily
newspapers. The subsidy is paid per unit of circulation on a diminishing
scale for newspapers with large circulations. In 2013, a total of SEK 57.6
million has been paid in distribution subsidies to 134 newspapers. The
distribution subsides also decreased compared to 2012 (SEK 61.3 million),
which is partly explained by the reduced circulations mentioned above.
Dagspressens ekonomi

Dagspressens Ekonomi (Economics of the daily press) is published annually by the Swedish Press Subsidies Council. The edition relating to
the daily newspaper companies’ results for 2013 comes out in September
2014. The edition referring to 2012 indicated a continuing downwards
trend for the daily press. The reduction in the profit margins of the
Swedish daily press, which started in 2011, continued in 2012. The deterioration compared to 2011 was caused primarily by loss of revenue. A
clear decrease in advertising sales hit hard against several of the country’s
newspaper companies. Cost levels in the industry also fell along with the
decrease in revenues. Lowered personnel costs as a result of staff cutbacks
were a contributing cause of this. The provincial newspapers receiving
general press subsidies have generally suffered the most financially in
2012. The report shows that the financial situation is troublesome for
several of the companies in this group due to the reduction in circulation
and advertising volumes.

8.5 The Swedish Agency
for Accessible Media
Mandate and legislation

The Swedish Agency for Accessible Media is a public authority under
the Ministry of Culture, tasked with collaborating with libraries around
the country to ensure access for persons with functional impairments to
formats that will allow them to enjoy literary works. The authority is also
mandated to improve access to the contents of daily newspapers for persons with visual impairments, persons with functional impairments that
do not allow them to hold or turn the pages of a newspaper, and persons
with aphasia or dyslexia, as well as to make cultural magazines accessible
to persons with functional impairments.

AU T H O R I T I E S & O R G A N I S AT I O N S • • • Media Development 2014

| 159

These activities are regulated in e.g., the Act on Copyright in Literary and Artistic Works, as well as in government regulations and appropriation directions from the Ministry of Culture and the Ministry
of Education (special services for university students). The production
and distribution of talking books follows the Swedish model, where the
Swedish Agency for Accessible Media along with regional, municipal
and university libraries collaborate. The Agency also participates in the
development of new technology for accessible media.
The Agency library, legimus.se, currently contains close to 110,000 talking book titles. Libraries with talking book licences and borrowers who
are registered for downloading for their own use may download talking
books from the digital library. The Legimus app can be used to both
download and stream talking books to a smartphone or tablet computer.
The Talking Newspapers Council

The Talking Newspapers Council is a special decision-making body
within the Swedish Agency for Accessible Media. The Council is tasked
with improving access to daily newspaper content for persons with functional impairments that make it difficult or impossible for them to take
in the contents of a printed text or hold a newspaper. The Talking Newspapers Council decides on the distribution of support to daily newspapers that wish to publish an adapted version of the printed newspaper.
The Council is also responsible for the development, procurement and
loan of the receivers that subscribers require to use a talking newspaper.
The Council is financed via a special subsidy.
Talking newspapers and subscribers

At the end of 2013, a total of 97 titles were published as talking newspapers. 45 of these were human recordings of talking newspapers (39 radio
newspapers and 6 CD newspapers), 22 were speech-synthesised newspapers and 34 were talking newspapers with text.
Talking newspapers now cover almost the entire country and more than
half of all the country’s daily newspapers are currently also issued as
talking newspapers. The Talking Newspapers Council continually monitors the progress of subscriptions by obtaining information on subscriber
numbers from the daily newspapers. The results are summarised quarterly in the Council’s statistical reports.
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Table 8.2 Number of talking newspapers and subscribers in 2013
Number
of newsChange Number of
papers 2012–2013 subscribers
Radio newspapers
Cassette
newspapers
CD newspapers

Of
which
are
women

Of
which
are
Change
men Other 2012–2013

39

–26*

2,523

1,261

1,101

161

–3,236

0

–3*

0

0

0

0

–109

6

–3*

207

108

91

8

–185

Speech-synthesised newspapers
(RATS)

22

0

731

293

400

38

–51

Talking newspapers
with text

34

,34**,

2,449

1,112

1,196

141

2,449

101

2

5,910

2,774

2,788

348

–1,132

Total

Source: Subscription statistics obtained from the newspaper companies.
* The reduction is due to newspapers being converted to Text newspapers during the year.
** T he conversion into Talking newspaper with text means that certain edition newspapers are now
produced as separate newspapers.

The subscription statistics for different types of talking newspapers are
divided into women and men, and display an even gender distribution on the whole. Several newspapers at the same time report a certain
uncertainty in the gender-based statistics, which is caused, among other
factors, by the fact that a subscription can be used by several persons in
one households. A certain proportion of the subscriptions are also held
by various institutions.
Taltidningen 2.0: A programme to develop the talking newspapers
of the future

Since 2010, the Swedish Agency for Accessible Media, the Talking
Newspapers Council and the Swedish Post and Telecom Agency have
been tasked by the Government with investigating and developing the
talking newspaper business in Sweden. In 2013, the transition to the new
talking newspaper developed within the Taltidningen 2.0 programme
was initiated, entailing a changed business model and a technology shift.
This new service, where the talking newspapers are produced through
synthesised speech and distributed online, allow the user a possibility
to subscribe to a newspaper of choice, regardless of where they are, read
the majority of the contents of this newspaper and also use consumption
equipment suited to their own needs. The transition into the new model
was completed 2013–2014.
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The final report of the Taltidningen 2.0 programme was submitted in
December 2013.
The Swedish Braille Authority

The Swedish Braille Authority is a council tied to the Swedish Agency for
Accessible Media. Its task is to promote the use of braille and tactile graphics, assume responsibility for Swedish rules for writing braille in a range of
subjects and promote research and development in the tactile area.
The Daisy Consortium

The Swedish Daisy Consortium is part of the international DAISY Consortium that strives towards a global transition from analogue to digital
talking media.
International

The Swedish Agency for Accessible Media plays an important role in
international networks for libraries for the blind and the technical
development of adapted media. There is also collaboration between the
Nordic libraries for those with reading impairments, with regard to both
development issues and interlibrary loans.
More information available on the following websites:
www.mtm.se
www.legimus.se
www.taltidningsnamnden.se
www.punktskriftsnamnden.se
www.daisy.org

8.6 The Swedish Post and
Telecom Authority
The Swedish Post and Telecom Authority is the authority supervising the
electronic communications and postal sectors. The concept of electronic
communications includes telecommunications, IT and radio. The vision
of the Swedish Post and Telecom Authority is for everyone in Sweden to
have access to functioning telephony, broadband and post services. To
achieve this goal, the authority promotes:
• effective competition that leads to consumer choice and low prices;
• effective consumer protection and well-informed consumers who are
able to make good choices;
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• having limited resources, such as frequencies and numbers, distributed
in a way that leads to the greatest possible benefit to society;
• networks and services that are reliable and secure.
In order to achieve its goals, the Authority is involved in monitoring and
analysing developments in the sector, as well as issuing regulations and
granting licences, monitoring compliance with laws and informing users
and the general public.
The Swedish Electronic Communication Act

The convergence of radio, TV, telecommunications and data communications is an important development that impacts on the full range of
the Swedish Post and Telecom Authority responsibilities. The boundaries
between different types of communication are becoming blurred and it
has thus become more relevant to speak in terms of a combined electronic communications sector.
Within the framework of the Electronic Communication Act, the Swedish Post and Telecom Authority is engaged in market analyses, consultations, dispute resolution, privacy and consumer issues and making
decisions on a range of obligations and commitments.
In accordance with the Electronic Communication Act, the Authority
monitors competition in what is referred to as the “broadcasting market”, i.e., analogue and digital TV broadcasts via the terrestrial network
and national analogue radio broadcasts via the terrestrial network.
The radio sector

The Swedish Post and Telecom Authority is working to bring about more
efficient use of the spectrum through wider exceptions to the licensing
requirement, simplification of licensing procedure for users of private
radio transmitters, steps to make administration procedures and supervision more efficient. In the radio sector, the Authority cooperates at an international level in the planning of frequency bands for radio services of
different kinds. Based on this allocation and the provisions contained in
the Electronic Communication Act, the Authority issues licences for the
use of radio transmitters in Sweden Work is in progress within the EU
to plan frequency bands in such a way that frequencies can be allocated
without a connection to a particular radio service or technology. Some
radio services are subject to licensing requirements under other acts.
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Radio and television broadcasts, for example, require a licence from the
Government or from the Swedish Broadcasting Authority before they
can be licensed by the Swedish Post and Telecom Authority. The Swedish Broadcasting Authority is responsible for issues relating to broadcasting rights under the Radio and Television Act, whereas the Swedish Post
and Telecom Authority is concerned with technical planning and the
licensing of transmitters.

8.7 The Swedish Competition Authority
The Competition Authority’s vision is “Welfare through well-functioning
markets”. Our task is to bring about efficient competition in the private
and public sectors for the benefit of consumers and efficient public procurement for the benefit of the public sector and operators on the market.
We achieve this via:
• law enforcement and supervision
• support for procuring authorities
• suggesting improvement measures
• knowledge building
• research
• international work
• collaboration
Law enforcement and supervision

The Swedish Competition Authority applies the Swedish Competition
Act and the corresponding provisions of the Treaty of the Functioning of
the European Union. We also carry out supervision activities under the
rules on procurement.
The Competition Act contains several prohibitions: a prohibition on anticompetitive cooperation, a prohibition on abuse of dominant position
and a prohibition on anti-competitive sales activities by public entities.
The Act also contains provisions whereby, as a result of an action filed by
the Swedish Competition Authority, a court can prohibit a concentration
of enterprises if it clearly impedes effective competition.
The Swedish Competition Authority also consults the Swedish Post and
Telecom Authority concerning the implementation of the provisions in
the Electronic Communication Act relating to sector-specific ex-ante
regulation carried out to promote competition. The Electronic Commu164 |
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nication Ordinance requires the Swedish Post and Telecom Authority to
obtain written opinions from the Swedish Competition Authority concerning such matters as the specification of product and service markets
that may be considered for ex-ante regulation.
Measures to improve competition

The Competition Authority’s task of contributing to a more effective
competition in the private and public sectors includes proposing regulatory changes and other measures to eliminate obstacles to effective
competition. We do this by means of investigations, which are presented
in reports and observations on referral documents submitted to the
Government. We have issued observations on a number of referral documents in the media sector in 2013.

8.8 The Swedish Civil Contingencies
Agency
Along with other actors, the Swedish Civil Contingencies Agency develops the capability of individuals as well as society to prevent and handle
accidents and crises. The Agency used knowledge enhancement, support
and coordination, education and training, regulation and supervision as
well as operations in close cooperation with the municipalities, county
councils, other authorities, the private sector and various organisations to
achieve greater security and safety at all levels of society; from the local
to global level.
Media contingency work

The work of the Swedish Civil Contingencies Agency also includes the
task of supporting media companies in their contingency work. As part
of this task, the Agency monitors and analyses developments in the
media sector from a security and contingency perspective. This work is
conducted in close collaboration with the operators of the industry.
The overall objective is to enable media companies – both producers and
distributors – to broadcast news, information and important messages
to the general public (VMAs) in a crisis situation. The Swedish Media
Preparedness Council plays an important role in this work.
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The Swedish Media Preparedness Council

Within the Swedish Media Preparedness Council, there is a continuous
dialogue regarding the security, preparedness, crisis management skills
and collaboration of the media companies. One of the fundamental
prerequisites of the Council’s work is that editorial work (matters relating
to content) is never discussed.
The Council consists of representatives from Canal Digital, Com Hem,
Radiobranschen, Sveriges Radio, Sveriges Television, Teracom, Tidningarnas Telegrambyrå (TT), Tidningsutgivarna, TV4, Viasat and the
Swedish Post and Telecom Authority. The Council meets four times per
year and its chairperson is the Director General of the Swedish Civil
Contingencies Agency.
Important messages to the general public – VMA

VMA is a warning system used to warn and inform the public in the
event of accidents or imminent danger, other serious occurrences, and at
the risk of a serious transmissible disease spreading. There two levels of
messages: warnings and information.
Warning messages are sent immediately when there is a direct risk to life,
health, property or the environment, and at the risk of a serious transmissible disease spreading.
Information messages are broadcast, though not necessarily immediately,
to prevent or limit damage to life, health, property or the environment
or the spread of a transmissible disease.
Radio and TV VMA broadcasts are governed by agreements between
the MSB and Sveriges Radio, Sveriges Television, TV4, Utbildningsradion, TV 3, Kanal 5, TV 6, Kanal 9 and Radiobranschen. Warnings and
information via radio and TV are supplemented by the outdoor warning
system.
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9 GLOSSARY
3G

Third-generation mobile telecommunications technologies. 3G networks
have higher data transmission speeds than GSM, making it possible to
transmit not only sound and text but also graphics and video, as well as
other advanced services, e.g. based on the user’s position.
4G

A fourth-generation mobile communications network based on a
technology known as LTE (Long Term evolution) which supplements
current networks.
Access control

See Conditional Access.
ADSL

Asymmetric Digital Subscriber Line. A technology for using existing
copper telephone lines to carry data traffic. Used for broadband internet
connection. The capacity is asymmetrical because the cables allow higher
capacity for data transfer to households than data transfer from households.
API

Application Program Interface. An application program interface, the
part of the software in a digital TV receiver that manages interactive
supplementary services, among other things.
App

In everyday speech, “app” refers to an application. This is a programme
that can be installed on smartphones, tablet computers and smart TVs.

Big 5

Sweden’s five biggest TV channels: SVT1, SVT2, TV4, TV3 and Kanal 5.
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Broadband

A collective term for a range of technologies for connection electronic
communications to the internet at high transfer speeds. There are no
provisions regulating how high transfer speeds must be in order to be referred to as broadband. A broadband connection normally allows large
quantities of digital information such as telephony, radio, images and
music to be received and sent.
Broadband TV

See IPTV.
Broadcast

Radio broadcasting. Transmission of information from one transmitter
to many receivers simultaneously.
Broadcasting company

Actor supplying original or purchased programming content to a media
channel.
Catch-up TV

The possibility for the viewer to choose when to watch programmes that
have already been broadcast.
Conditional access (CA)

Access control. Technical system that conditions the access to programme content through encryption.
Connected TV

TV with a broadband connection. See smart TV
DAB

Digital Audio Broadcasting. A digital technology for digital audio radio
broadcasts, adapted for fixed, portable and mobile reception.
DAB+

The new, more efficient DAB audio coding that enables greater transmission capacity than audio coding, as well as supporting 5–1 multichannel
sound.
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DAISY

Digital Accessible Information System is an open, internationally established standard for structuring, producing and distributing audio, text
and images. DAISY is based on XML and SMIL; two standards for
electronic publishing produced by the World Wide Web Consortium.
The DAISY 4 standard will include the commercial EPUB format. The
Swedish Agency for Accessible Media issues all talking books in DAISY
format.
Digital TV box

Receiver equipment that transforms digital TV signals so they can be
shown on the TV screen. May also contain a system for access control
and API. Sometimes referred to as set-top box, digital box or decoder.
DSL

Digital Subscriber Line. A technology for transmitting large quantities
of data via copper telephone wires.
DVB

Digital Video Broadcasting Project. A multinational development and
standardisation project for digital TV.
DVB-H

Digital Video Broadcasting – Handheld. A development of the DVBT
digital TV standard intended for broadcasting TV services to mobile
phones and other smaller TV receivers.
DVB-T

Current technical standard in Sweden for terrestrial digital TV broadcasting.
DVB-T2

Next-generation technical standard for terrestrial digital TV broadcasting.
Electronic programme guide (EPG)

A programme schedule on the TV screen providing an overview and
information on current and upcoming programmes which also allows
the viewer to search TV programmes.

172 |

Media Development 2014 • • • G L O S S A R Y

HbbTV or Hybrid Broadcast Broadband Television

is a joint European initiative to harmonise the selection of connected
TVs and digital TV boxes, which can both be used for hybrid solutions
between broadcasting and broadband connections.
HDTV

High definition television. High definition TV provides sharper, more
detailed images than ordinary standard-resolution TV.
Interactive service

Service allowing the consumer to interact with the content presented.
Interactive services can be local or central. Central interactivity makes
use of a return channel, enabling the consumer to communicate with
the service provider. Local interactivity means interactivity between the
service and the consumer only, for example when a TV viewer uses a
teletext service.
IP

Internet Protocol. A communication protocol that manages addressing
and choice of path for data packets on the Internet and other IP-based
networks.
IPTV

TV services delivered on broadband networks using IP technology. The
infrastructure used is logically segregated from the ordinary Internet,
which means that special equipment is required on the distribution
networks
and in the viewer’s home. Sometimes referred to as broadband TV.
LAN

Local Area Network. Electronic network linking computers in the same
geographical locality in a local network.
Mobile TV

The ability to watch TV on small portable receivers. TV programmes
are currently distributed on mobile phone networks with 3G phones as
receivers.
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Multicast

Broadcasting of information from one transmitter to several receivers
simultaneously, but not to an unlimited number of receivers as in radio
broadcasting.
Multi-channel audio

Audio from several loudspeakers working together in a home cinema
audio installation. The most common format for multichannel audio is
5.1, which means that the audio is transmitted from five loudspeakers
and a bass unit.
Multiplex (mux)

A device for encoding information from several different sources to a
single channel.
On-demand service

See Service on demand and VoD for TV services.
Online catch-up services

An online catch-up service can be explained as a portal for the collected
on-demand selection of a certain channel.
Online radio

Radio distributed over the internet.
Online TV

TV distributed over the internet.
Operator

A company which has the distribution rights to various channels and
offers them to the public for subscription in a range of packages.
Pay-per-view (PPV)

A form of TV on demand where users pay for each individual programme they wish to watch.
Podcasting/pod radio/pod TV

Pod radio/TV is a service allowing programmes to be downloaded and
listened to/watched on a computer, mobile phone or mp3 player.
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Primetime

The time of day when TV consumption is the highest: between 20:00
and 24:00.
Public service broadcaster

Independent radio and TV companies in the service of the general public. Sveriges Television AB, Sveriges Radio AB and Sveriges Utbildningsradio AB. Their activities must be conducted independently of the state
and of other economic and political interests in society. Their activities
are financed by the radio and TV fee.
PVR

Personal Video Recorder. A unit for recording TV programmes with the
aid of a hard disk. This normally means that a digital TV box contains a
hard disk and software to allow TV programmes to be recorded, recordings to be scheduled and schedule information to be obtained.
RATS newspaper

A synthesised-speech newspaper transmitted via the internet to the subscriber’s home computer.
RSS

RDF Site Summary. The consumer uses a program, known as an RSS
reader, to subscribe online to selected kinds of radio/TV podcasts or
text. The RSS reader automatically downloads all new material from the
sources pre-selected by the viewer, creating a form of online subscription.
Smartphone

A mobile phone that can use applications.
Smart TV

TV with a broadband connection.
Streaming

A technology for publishing radio and TV on the internet. Each programme is played back from a server and distributed on the Internet
while the consumer listens to/watches the programme, without the
content being stored on the computer’s hard disk.
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T-DAB

Terrestrial Digital Audio Broadcasting. See DAB.
TV on demand

A service providing programmes/information by special request from
the recipient. Also known as Service on-demand and occasionally VoD
(video on-demand) for TV services.
Unicast

Opposite of broadcast. Transmission of information where each recipient
is provided with its own unique electronic connection from the transmitter, i.e., point-to-point distribution.
Vertical integration

A company controlling several stages in the distribution to the consumer, e.g., owning both the infrastructure for TV broadcasting and the TV
channels being broadcasted.
VoD

Video on Demand. TV on demand with programme content that viewers are invited to order in addition to the ordinary TV schedule and that
is supplied when specifically requested by the viewer.
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The differences between various age groups in terms of media
consumption are becoming increasingly clear. Among traditional
media, radio and newspapers have had the most trouble capturing
the younger audience. Competition for the audience’s time is becoming tougher. Consumers are not spending more time on media,
but the proportion of this time spent consuming media via the
internet is constantly growing. This means that the traditional media
are also consumed to an increasing extent via the internet. Regular
television remains the most common channel for the consumption
of moving images.
The fact that media is consumed via the internet changes the
conditions for all actors on the media market. On a market with a
close to unlimited supply, content becomes the primary competition factor. Would you like to know more about the Swedish media
market? Media Development 2014 provides a description of the
market, focusing on media consumption, regulation and industry
structures.
The report is also available at the website of
the Swedish Broadcasting Authority, www.mrtv.se

