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  Preface
The Swedish Radio and TV Authority is tasked with promoting media 
development through the issue of permits, surveillance, government 
remits and other inquiries. Media Development is a report presenting 
a conspectus of the Swedish media market, with special emphasis on 
radio, television, newspapers, media policy and structure of the industry.

In compiling Media Development 2009 the Authority has enlisted the 
aid of other experts in the media sector to provide more in-depth de-
scriptions of a number of fields. Mediavision, for example, contributed 
material for the chapter on television, Nordicom provided statistics 
on media use, and Staffan Sundin, Nordicom, wrote the chapter on 
industrial structure. Material for this report was also supplied by the 
Swedish Broadcasting Commission, the Swedish Media Council, the 
Press Subsidies and Talking Newspapers Councils, The National Board 
of Film Classification (SBB), the Swedish Competition Authority, the 
Swedish Civil Contingencies Agency and the Swedish Post and Telecom 
Agency. We take this opportunity of thanking all those concerned for 
valuable material supplied.

I hope that reading this report will give you a useful insight into the 
current state of the Swedish media market and its possible state within 
the near future.

Stockholm-Globen, May 2009

Magnus Larsson 
Director-General
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  Summary
The expansive development of the media market continues, with more 
and more media channels on a growing number of platforms. IP-TV 
has achieved a real breakthrough, and the move towards individualised 
media consumption has continued, e.g. with programme companies 
tending more and more to offer their programmes both directly and 
retrospectively on the Internet.

Radio has been losing listeners in recent years and several players in the 
radio industry claim that listening is declining among juveniles and 
young adults. Many players feel that the radio medium needs to be 
developed in order to attract the younger target groups and in response 
to new media habits. One way of meeting consumers’ needs may be to 
digitalise radio broadcasting, which among other things would mean 
more channels and new services. The Radio and TV Authority was 
commissioned to investigate the various technologies for digital radio 
broadcasting and submitted its final report on the subject in June 2008. 
In the summer of 2007 the Government resolved to appoint a special 
investigator to recommend the conditions to be applied to commercial 
radio broadcasting in future. The investigator’s final report, entitled 
Kommersiell radio- nya sändningsmöjligheter (SOU 2008:96) and sub-
mitted in December 2008, includes proposals concerning a new way 
of distributing broadcasting licences for commercial radio on the FM 
band, a recommendation for current holders of local radio broadcasting 
licences to be allowed to continue transmitting on favourable terms, and 
proposals for facilitating digital commercial radio broadcasting.

The Swedish TV landscape has been transformed over the past 10 years. 
Viewers have a much wider choice than they had 5 or 10 years ago. We 
have access to more channels and more scope for choosing when and 
where to watch TV. At the same time the TV concept itself is progres-
sively widening, in that TV transmissions can also be received through 
computers and mobile phones. Using the computer for watching TV 
is becoming more and more of an established practice. The majority of 
television channels and many newspapers now provide web TV trans-
missions. Households have access to more channels than ever before, 
but the increased availability of TV has not been accompanied by a 
commensurate growth of viewing hours, and the larger programme 
companies are therefore starting niche channels aimed at retaining their 
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viewers by means of a more specific programme output. Broadband has 
expanded opportunities for Swedish households to avail themselves of 
new TV services. It is hard to tell how this will affect the TV market of 
the future, but there is no mistaking a growth of interest among house-
holds in controlling their own viewing.

Daily newspaper reading is a longstanding tradition in Sweden. By 
international standards, the daily paper occupies an unusually strong 
position in people’s daily media routines. Swedes come fourth in the 
world for reading daily newspapers. The printed morning papers remain 
the dominant news medium in Sweden, but the habit of reading hard-
copy newspapers is declining. It is above all the free sheets – Metro, City 
and Punkt SE (closed down in May 2008) which have enabled the daily 
press to retain such a strong position in the face of competition from 
the new media. 

Several similar tendencies are at work in the media markets of the 
Nordic countries. Many of the larger media enterprises have diversified 
by venturing into new media sectors. The big Nordic media combines 
have also expanded to a great extent by crossing over national bound-
aries and starting up in neighbouring countries. The 12 biggest media 
players in Sweden in 2008 include 7 groups, namely Bonnier, Schibsted, 
Stenbecksfären (the Stenbeck sphere), ProSiebenSat.1, Egmont, Tele-
nor and Allers, all of which occupy strong positions in more than one 
Nordic country. KF Media also engages in a certain amount of activity 
in the neighbouring countries. Apart from the State-owned Teracom 
and Boxer companies and the public service companies owned by the 
administrative foundation Förvaltningsstiftelsen för Sveriges Television 
AB, Sveriges Radio AB & Sveriges Utbildningsradio AB, only Hjörne-
sfären, Mittmedia and foreign-owned Com Hem operate exclusively in 
the Swedish market.

2008 was an eventful year in Swedish media policy. Several important 
commission reports were submitted to the Government, among other 
things concerning the Radio and Television Act, and a Government Bill 
may possibly be put before the Riksdag (parliament) in September 2009. 
Commercial radio broadcasting and conditions for the public service 
companies have been under review. Furthermore, the Government pro-
poses setting up a new, integral national authority for the media sector 
by amalgamating the Swedish Radio and TV Authority, the Swedish 
Broadcasting Commission and the Press Subsidies Council.
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The transition to digital TV is in progress in Europe at large, and in 
most European countries the switchover from analogue to digital ter-
restrial transmission is scheduled for completion not later than 2012. The  
expansion of broadband will also facilitate a strong growth of IP-TV, e.g. 
in Sweden and France, but the mobile TV market has not achieved the 
anticipated European impact, though on the other hand the convergence 
between TV and the Internet is becoming more and more noticeable in 
the European countries.
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  1. Media Day
Nordicom compiles, analyses and processes statistics concerning the daily 
press, periodicals, books, radio, TV, video, film, recordings, advertising 
media, the Internet and other new media technology. This chapter 
presents a small sample of those statistics. More exhaustive figures will 
be found in Nordicom’s annual reach survey, Mediebarometern. The 
tables on the following pages show for how many minutes per day the 
population of Sweden use different media, plus the percentage of popu-
lation having access to different media at home. The chart below gives 
estimated media use in time, by various media and channels.

Estimated media use in time, by media and channels. Population aged 9-79 in 
2008. Percentages.

Source: Nordicom-Sveriges Mediebarometer 2008.

Swedish Radio 19%

Local commercial 
radio 9%

CD 5%

Mp 3
3%

Weekly/o

Specialised 
periodical 1%

Morning paper 6%

Book 5%

Internet 14%

Text TV 1%
SVT1
6%SVT2

4%
TV3
2%

TV4
6%

Channel 5 
     2%

Other TV
channels 7%

Weekly/monthly 
magazine 3%

Other radio channels 2 %

Video/DVD 3%

Evening paper 2%

Media day
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Proportion of population aged 9-79 having access to various media in the 
home, 2004–2008 (percentages))

Access at home to 2004 2005 2006 2007 2008

Subscription to 
daily paper

72 74 72 70 68

Radio 98 97 98 100 100

Television .. .. .. .. 98

Ordinary TV receiver 97 98 98 97 97

one only 32 30 30 32 32

two 38 36 36 36 36

three or more 27 32 32 30 29

Text TV 90 92 93 94 94

TV via cable 31 35 36 45 43

TV small dish 21 23 23 29 31

TV terrestrial (Boxer) 13 18 23 29 31

TV via broadband .. .. .. 3 7

DVD player 53 67 78 84 85

Video 86 84 81 65 57

PVR/hard disc receiver .. .. 2 12 12

PC, total 82 83 85 87 89

Laptop 24 30 38 44 54

Internet via computer 71 74 80 83 85

Internet via other hardware .. .. .. .. 26

Broadband connection 38 51 63 68 72

Mobile phone 92 93 95 96 97

Mp3 player 21 32 47 54 55

Media centre .. .. 6 9 10

TV game console .. .. 35 37 41

“Portable game or 
portable DVD player”

.. .. 14 36 45

.. No question asked this year.

Source: Nordicom-Sveriges Mediebarometer 2008.
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Utilisation times for various mass media. Whole population aged 9-79, 
minutes per average day in 2008

Gender Age
Education  
(16-79 yrs)

Total Men Women 9-14 15-24 25-44 45-64 65-79 Low Medium High

Radio 93 94 93 21 60 95 111 121 131 110 85

CD 15 15 15 11 24 18 14 8 10 18 17

Mp3 13 15 10 22 42 13 4 1 4 13 9

Television 96 97 96 76 90 88 97 124 123 98 87

Video/
DVD 

10 10 10 18 17 11 6 4 5 11 8

Internet 68 80 57 54 121 90 57 23 34 66 83

Daily 
paper 

28 28 29 5 13 24 33 49 38 27 32

Periodical 14 12 16 7 9 11 15 23 18 12 16

Book 20 16 24 25 22 17 18 23 14 17 24

Total 359 370 351 240 399 370 358 380 380 375 364

Source: Nordicom-Sveriges Mediebarometer 2008.

Media day
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 2.1 The Swedish radio landscape
Radio has long been the biggest mass medium but in recent years it has 
been losing listeners. Radiotjänst AB, now Swedish Radio (SR), began 
transmitting in 1925, for a few hours every evening and on one chan-
nel. A second channel was not added until 30 years later, but in recent 
decades radio broadcasting has expanded rapidly.1 

The traditional Swedish radio landscape today consists of national  
radio broadcasting, local commercial radio broadcasting and non-profit 
community radio, but radio broadcasting is going through a process of 
transformation regarding both technology and content as well as dist-
ribution platforms. Today one can listen to analogue radio via the FM 
band on an ordinary radio receiver or, in certain areas, pick up digital 
test transmissions on digital radio. People can also listen through the 
web, a mobile phone or a TV set.

Every day some 75 per cent of the Swedish population between the 
ages of 9 and 79 listen to the radio. This makes upwards of 5.8 million 
listeners a day. Just under half of them tune in to SR channels and one-
third to commercial local radio. Younger listeners devote more time to 
commercial local radio than to SR, while the opposite applies to their 
seniors listeners.

Many players feel that the radio medium needs to be developed in  
order to attract the younger target groups and in response to new media 
habits. One way of meeting consumers’ needs may be to digitalise radio 
broadcasting, which among other things would mean more channels 
and new services. The Radio and TV Authority was commissioned to 
investigate the various technologies for digital radio broadcasting and 
submitted its final report on the subject in June 2008.

The table on next page shows various forms of transmission and dif-
ferences between them as regards issuing of licences, funding and 
distribution.
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Note: Under the Radio and Television Act, anyone transmitting radio programmes by means of a 

terrestrial transmitter must have a licence issued by the Government or the Radio and TV Authority. 

The reason for this stipulation is that radio frequencies are a limited asset and must suffice for both 

sound broadcasting and other forms of radio communication.

 2.2  National Radio
Today only the public service channels SR and Sveriges Utbildningsradio 
AB (UR) are licensed to broadcast nationwide. SR and UR broadcast by 
analogue, digital and web transmission. Nationwide radio broadcasting 
requires a Government licence.

The expression “public service” originated in the UK and can be defi-
ned as radio and television serving and financed by the general public. 
Through their elected parliamentary representatives, the general public 
formulate the remits of the companies producing radio and television in 
the public service. Those companies have to be independent of external 
financial, political and other interests. They must act independently 
and autonomously and their activities must be amenable to monitoring 
and scrutiny.2 

SR, UR and Sveriges Television AB (SVT) have since 1994 been owned 
by the administrative foundation Förvaltningsstiftelsen för Sveriges 
Television AB, Sveriges Radio AB & Sveriges Utbildningsradio AB3.  

Forms of radio broadcasting coming under the Radio and Television Act/the  
Freedom of Expression Constitutional Law

Form of 
transmission

Distribution Authorisation Authority
Funding 
permissible

Charge  
paid to 
State

National and 
regional

Terrestrial 
transmission

Licence Government
Licence 
fees, 
sponsoring

No

Commercial 
local radio

Terrestrial 
transmission

Licence
Radio and TV 
Authority

Advertising, 
sponsoring

Annual 
charge

Community 
radio

Terrestrial 
transmission

Licence
Radio and TV 
Authority

Advertising, 
sponsoring

No

Temporary 
licences

Terrestrial 
transmission

Licence
Radio and TV 
Authority

Advertising, 
sponsoring

No

Web radio Internet Registration
Radio and TV 
Authority

Advertising, 
sponsoring

No

Digital radio 
(DAB)

Terrestrial 
transmission

Licence Government
Licence 
fees, 
sponsoring

No

Satellite radio Satellite Registration
Radio and TV 
Authority

Advertising, 
sponsoring

No
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The three programme companies are public service undertakings in 
the service of the general public and transmit radio and television both 
nationally and regionally. The programme companies are independent of 
the foundation and funding is allocated to them directly. This arrange-
ment was introduced with a view to guaranteeing the independence of 
the three public service companies from outside interests. 

SR and UR are financed out of licence charges. Everyone with a TV 
receiver is obliged under the Radio and TV (Public Service) Funding) 
Act to pay a TV licence fee. The fee for 2009 is SEK 2,076 per annum 
and is administered by Radiotjänst i Kiruna AB. The Riksdag decides the 
amount payable and the allocation of the proceeds between the different 
companies.4 For 2009 it has been resolved to allocate MSEK 309.6 to 
UR and MSEK 2,445.3 to SR.5 

SR’s and UR’s licences expire on 31st December 2009. In a report entit-
led Kontinuitet och förändring (SOU 2008:64), a special investigator has 
proposed the conditions to apply for the coming period; see chapter six.

 2.2.1  Sveriges Radio AB (SR)6 
SR broadcasts analogue transmission on four nationwide channels, 
namely P1, P2, P3 and P4 Riks. In addition SR transmits 28 local 
channels, 25 local P4 channels, Din Gata in Malmö, SR Metropol and 
P6 in Stockholm. P4 is the most-listened-to- radio channel in Sweden. 
This channel broadcasts local material between 6 am and 1 pm and 
between 3 and 6 pm on weekdays, with a common national offering 
during evenings and weekends. The SR channels can also be listened to 
directly on the web and retrospectively by downloading by 30 days after 
a transmission. SR has several channels distributed on the web: SR c, 
Din Gata 100,6, P3 Rockster, P3 Star, P3 Street, P3 Svea, P7 Sisuradio, 
Radioapans knattekanal, SR atlas, SR Klassiskt, SR Metropol, SR Min-
nen, SR Sápmi and SR Världen. SR also transmits radio broadcasts in 
various languages to other countries via satellite, short wave, medium 
wave and the web. SR has a broadcasting licence valid from 1st January 
2007 to 31st December 2009.

Listeners can also download several programmes as pod files or else 
subscribe to them via pod radio. The programmes are downloaded as 
mp3 files. In addition, programmes can be listened to on a mobile via 
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mobil.sr.se. SR also delivers news and summaries for the RSS service. 
The experimental DAB (Digital Audio Broadcasting) scheme has been 
in progress since 1995. Digital radio from SR can now be picked up 
in the three metropolitan regions and in Luleå. It remains to be seen 
whether DAB or some other digital technology will supersede the ana-
logue FM transmissions. In December 2006 the Government resolved 
to prolong the experimental digital radio broadcasting licence up to and 
including 31st December 2009. Read more about digital forms of radio 
broadcasting in section 2.6.

 2.2.2  Sveriges Utbildningsradio (UR)7 
UR (the Swedish Educational Broadcasting Company) originated as 
a governmental experimental scheme to develop radio and television 
broadcasting for educational purposes. The first radio broadcast for 
schools was transmitted in 1928 under the aegis of AB Radiotjänst. UR 
became a programme company in its own right in 1994 but does not 
have a radio channel of its own. Instead it has transmission times on SR 
channels by agreement with SR. UR also transmits TV programmes on 
the SVT channels. In addition to radio and TV, programmes are also 
distributed via text TV, the web and books. Like SR and SVT, UR has 
a broadcasting licence valid from 1st January 2007 to 31st December 
2009 inclusive. The licence requires UR to produce and transmit edu-
cational programmes in all educational fields and its activities, like those 
of the other public service companies, to be conducted independently 
of the State, various interest organisations and other power groupings in 
society. In its programme activities UR is to produce programmes for, 
about and with persons with functional impairment and also linguistic 
and ethnic minorities. UR’s activities are also to mirror the multicultural 
nature of Swedish society.
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 2.3  Local commercial radio 
Local commercial radio broadcasting requires a licence from the Radio 
and TV Authority. The permit entitles the holder to broadcast round 
the clock on a particular frequency within a broadcasting area covering 
one or more municipalities. Sweden introduced local radio in 1993. 
There are today 89 broadcasting licences for 38 broadcasting areas. Of 
these, 10 are for Stockholm, 5 for Göteborg (Gothenburg), 3 each for 
Sundsvall, Skellefteå, Norrköping and Umeå, and 2 for nearly all other 
broadcasting areas. In the summer of 2007 the Government resolved 
to appoint a special investigator to recommend the conditions to be 
applied to commercial radio broadcasting in future. The investigator’s 
final report, entitled Kommersiell radio- nya sändningsmöjligheter (SOU 
2008:96) and submitted in December 2008, includes proposals concer-
ning a new way of distributing broadcasting licences for commercial 
radio on the FM band, a recommendation for current holders of local 
radio broadcasting licences to be allowed to continue transmitting on 
favourable terms, and proposals for facilitating digital commercial radio 
broadcasting. You can read more about the final report in chapter six.

 2.3.1  Licences for commercial local radio
Licences for commercial local radio broadcasting can only be applied 
for when vacant licences are advertised by the Radio and TV Authority. 
Provisions on local radio broadcasting have been included since 1st July 
2001 in the Radio and Television Act. The former Local Radio Broad-
casting Act and the so-called Stop Act were repealed with effect from 
that date. Certain of the Local Radio Broadcasting Act’s provisions still 
apply to the licences issued before 1st July 2001, with the result that 
the players in the local radio broadcasting market today are governed 
by partly different rules concerning content and charges. Local radio 
broadcasters are also entitled to broadcast commercials for up to 12  
minutes per hour. 

All licences today are valid up to and including 31st December 2009. 
It has yet to be decided how licences will be allotted thereafter. Previous 
to 1st July 2001, licences were allotted through an auction procedure 
whereby the licence went to the bidder offering to pay the highest annual 
charge. Licences allotted after 1st July 2001 come under the Radio and 
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Television Act, under which it is possible for a licensee to have more 
than one licence, but not within the same broadcasting area. If there is 
more than one applicant, the Radio and TV Authority allocates licences 
after assessing three criteria: programme content, technical and financial 
conditions, and ownership structure. The aim is for the Authority in 
its selection procedure and award of licences to favour diversity and 
freedom of expression and to open the way to a stronger local footing 
for commercial local radio broadcasting. Applicants who state the in-
tention of transmitting mostly internally produced and local material, 
possessing the technical and financial resources and not already holding 
a local radio broadcasting licence or controlling a newspaper within the 
broadcasting area therefore have priority in the selection procedure. 
If there is only one applicant, at least 3 hours’ internally produced 
material must be broadcast between 6 am and 9 pm daily. In the event 
of competition for licences, applicants will have pledged themselves to 
broadcast several more hours of internally produced and local material 
than this. Decisions by the Swedish Broadcasting Commission show, 
however, that the provisions concerning transmission of internally pro-
duced and local material are not always satisfactorily complied with.8 

Differences between old and new local radio broadcasting 
licences

Licences issued before 1st 
July 2001

Licences issued after 1st July 
2001

No. of licences 81 8

Distribution of licences Auction procedure Selective procedure

Programme conditions Programmes specially 
produced for the company’s 
own activities to be 
transmitted for at least 
one-third of transmission 
time daily.

Internally produced material 
to be transmitted for at least 
3 hours daily between 6 
am and 9 pm. In the event 
of competition for licences, 
more hours are broadcast, 
depending on what the 
licensee has pledged in 
connection with the award 
of the licence. Editorial 
processing stipulated.

Charges Vary greatly, depending on 
the auction procedure. For 
2009 between about SEK 
64,900 and MSEK 3.9. Total 
MSEK 136 approx.

For 2009, SEK 46,000 per 
licence. Total SEK 368,000.
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 2.3.2 The networks9 
In recent years the local radio broadcasting market has been transformed 
by co-operation and takeovers. Whereas formerly it comprised four 
major networks – Fria Media, MTG Radio, NRJ and SBS Radio – the 
number has now fallen to two, namely MTG and SBS. During 2009 
nine licensees opted for co-operation with SBS instead of MTG, and 
Uppsala Musik Radio 106,5 AB decided to enter into collaboration with 
MTG. More about this in chapter five.

MTG Radio

MTG Radio is the biggest radio network in Sweden operating a total of 
46 stations in various localities. MTG Radio AB is owned by Modern 
Times Group MTG AB, which among other things is active in TV, radio, 
e-commerce and other media-related services. All radio programme pro-
duction takes place centrally at MTG Radio’s headquarters in Stockholm, 
with the result that the same format can be broadcast in a large number 
of localities up and down the country. The formats transmitted by MTG 
Radio are RIX FM, Lugna Favoriter, NRJ (broadcast in Stockholm, Göte-
borg and Malmö), Bandit Rock (broadcast in Stockholm and Göteborg) 
and Star FM (broadcast in Stockholm only). RIX FM is the biggest single 
radio channel in Sweden in terms of the number of listeners. The station 
transmits from 30 different localities and has about a million listeners 
daily. The Lugna Favoriter format is broadcast in 9 broadcasting areas. 
Of the network’s total of 46 broadcasting licences, MTG Radio AB has 
a share in 19. The remaining licences are held by NRJ, private persons 
and various newspaper enterprises. In order to be able to broadcast its 
own formats, MTG Radio has concluded co-operation agreements of 
various kinds with the licensees holding the other broadcasting licences. 
The stations also broadcast via the web, and certain of the programmes 
can be downloaded as pod radio.

SBS Radio

SBS Radio is the second largest commercial radio network. The company 
is owned by the German media enterprise ProSiebenSat.1, which is active 
in radio and television. SBS Radio operates a total of 40 radio stations in 
various localities in Sweden. Most of its broadcasting licences are held by 
the company itself, either directly or indirectly through fully controlled 
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subsidiaries. SBS Radio broadcasts five different formats – Mix Megapol, 
The Voice, 106.7 Rockklassiker, Vinyl 107 and Radio 107.5. These two 
last mentioned formats are broadcast in Stockholm only. Mix Megapol 
is the network’s biggest format. The station broadcasts from 27 localities 
and has about 700,000 listeners daily. Most programme production takes 
place in Stockholm, but the stations in Göteborg, Malmö and Borås 
have local editing departments of their own. Mix Megapol/Radio City 
in Göteborg broadcasts internally produced material round the clock. 
The same conditions apply in Malmö. The stations can also be listened 
to on the web and certain programmes are also available as pod radio.

Other formats

At present (2009) there are 4 independent formats: One FM AB, 
which broadcasts ONE FM in Östersund/Åre, Planet 103,9 AB, which  
broadcasts the Favorit 103,9 channel in Södertälje, Guld 106,6 in 
Sundsvall, which is owned by a private person, and JMF-Förvaltnings 
AB, transmitting the EAST FM 100,9 channel, which has an advertising 
collaboration arrangement with MTG.

 2.3.3 Radiobranschen (RAB)
RAB, formed in 2005, is the representative organisation of commercial 
radio broadcasters. Its main purpose is to increase radio broadcasting’s 
share of the advertising market, but also to augment interest in com-
mercial radio broadcasting and radio advertising in Sweden and to 
enhance the reputation of both.10 

 2.4 Community radio
Non-profit associations have been able since 1979 to broadcast radio pro-
grammes in the municipalities where they are active. Non-commercial 
media are important for democracy, freedom of expression, diversity, 
voluntary organisations and integration, since they enable different 
interests and opinions to gain a hearing in public debate. One of the 
big challenges on the modern media landscape is that of promoting a 
media market in which there is scope for diversity of both content and 
ownership. Community radio is an important adjunct to both public 
service radio and local commercial radio broadcasting.11 Many of the 

31

Radio



people broadcasting on community radio do so because they are inte-
rested and it is their hobby. They find it enjoyable and exciting, being 
able to compile their own roving reports, being able to report on local 
events which are not covered by other media and being able to play the 
music they like. Freedom of expression is also a motive force. Topics 
can be discussed on community radio which are not covered by other 
media, especially topics of interest to local residents. The Radio and TV  
Authority has found the outlook for community radio broadcasting in 
the various broadcasting localities to be greatly varied. Finance is a pro-
blem in many places. A possible digitisation of the terrestrial transmission 
network will impact on community radio as regards technology and the 
configuration of broadcasting areas.12 Many licensees also transmit on 
the web and have their own websites. The number of licensees, however, 
is declining, and in April 2009 amounted to fewer than 900.

 2.4.1 Community radio broadcasting licences
An association wishing to broadcast on community radio must apply 
to the Radio and TV Authority for a licence. At present community 
radio licences are issued for 3 years at a time, whereas licences granted 
before 1st December 1996 are valid indefinitely. Associations share a 
frequency within the broadcasting area. In Stockholm, Göteborg and 
Malmö, where the number of associations is very high, there are several 
frequencies. A licensee must always be prepared to share transmission 
time with others in the event of new associations being licensed to 
transmit within the area. The broadcasting area is usually coterminous 
with a municipality, but the Radio and TV Authority can establish a 
wider broadcasting area in special cases.

Community radio broadcasting licences can be granted to the following 
groups:

• NGOs connected with the broadcasting area.

• Parishes and inter-parochial associations within the Church of  
 Sweden.

• Obligatory student associations at universities and colleges.

• Associations of several licensees in a broadcasting area for common 
 community broadcasting purposes, e.g. community radio 
 associations.

32

Radio



Finance

The licensee does not pay any charge to the Radio and TV Authority 
for the licence. In a survey conducted by the Authority in 2007, 130 
out of 569 associations stated that their activities were more than 50 
per cent funded by means of membership dues. Certain associations 
receive municipal grants, and associations are also allowed to broadcast 
commercials, for up to 12 minutes per hour, as a means of augmenting 
their revenue. Community radio, however, is intended for non-profit 
organisations, and so the association may not favour its members finan-
cially, which limits the objects to which advertising revenue can be 
applied. The financial realities of community broadcasting hinge 
on several factors, such as geography and equipment. In central and 
southern Sweden, a single transmitter can cover the entire broadcasting 
area, whereas the municipalities in the north of Sweden are often too 
far-flung for this to be feasible. There is also the additional expense of 
a studio and performing rights charges for music.

Community radio associations

A community radio association is a joint organisation of the licensees 
in a broadcasting area. Most such areas have a community broadcasting 
association which handles day-to-day administration on the licensees’ 
behalf, e.g. by drawing up a transmission schedule for the frequency. The 
community radio association can be granted a broadcasting licence on 
its own account, but the programme output may only comprise material 
best characterised as public information. Commercials and sponsored 
messages are not permitted.

 2.4.2 The community radio sector
Organisations representing the community radio sector include the 
National Community Radio Association (NRO), formed in 1966. NRO 
aims to achieve co-operation or alternatively a merger with the National 
Association of Open Channels, with a view to creating a strong organisa-
tion for non-commercial media. In addition there is Kristna Radionätet, 
a national organisation for Christian radio broadcasting in Sweden.

Community Media Forum Europe (CMFE), formed in November 2006, 
aims to achieve EU recognition of community media as the third media 
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sector together with public service and commercial radio and television. 
CMFE is also intended to promote the development of media for cul-
tural diversity and freedom of expression. CMFE is a pan-European 
organisation to which the Göteborg Community Radio Association, 
NRO and the National Association of Open Channels are affiliated.13 

 2.5 Satellite radio
Satellite radio broadcasting does not require a licence but is notifiable 
to the Radio and TV Authority. Only two such notifications existed in 
March 2009. The great advantage of satellite radio is its ability to cover 
large geographic areas and thus cater to large groups of the population. 
Signal reception, however, depends on the path between satellite and 
receiver being unobstructed, which makes satellite radio unsuitable for 
mobile reception. One can listen via TV or else connect the satellite 
receiver to one’s stereo rig and listen to the radio channels that way.14 

 2.6 Digital forms of radio broadcasting
Radio broadcasting already exists in many different forms and with 
many different platforms. Technical advances have created new means 
of distribution. There are a large number of possible digital transmission 
systems for radio broadcasting. Some of these have been specially deve-
loped for radio, but any digital system capable of transmitting sound of 
an acceptable quality is, technically speaking, a potential radio carrier. 
Whether or not it is used for radio, depends on other factors such as 
available capacity, the availability of frequencies and suitable receivers, 
coverage, possible range, costs, market and regulations. Digital broad-
casting makes more efficient use of a given frequency space than ana-
logue transmission and, moreover, is a good deal more energy-efficient. 
Digital modes of distribution also make new functions possible, such 
as improved audibility, text, pictures, interactivity, recording function 
and programme guides. Radio via the Internet is now an established 
medium and many traditional media enterprises are supplementing 
their ordinary radio transmissions with transmissions via the Internet. 
Listening to the radio through a mobile phone is now also possible, 
added to which, many consumers gain access to radio via cable TV, 
terrestrial-transmitted TV or satellite TV.
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In January 2006 the Radio and TV Authority was tasked with obser-
ving the development of digital radio distribution and with compiling 
supporting documentation for an ongoing assessment of different 
techniques. This remit involved the Authority in compiling an extensive 
body of data on which to base an assessment but did not require it to 
make recommendations concerning modes of radio distribution for the 
future. The remit was completed in consultation with the radio industry. 
The Authority’s final report, entitled The future of Radio - final report, 
was submitted in June 2008, two interim reports have been submitted 
previously.

A consumer survey presented in the final report The future of the Radio 
reveals a high level of interest in new and improved functions for radio 
broadcasting generally. Improved accessibility for persons with functio-
nal impairment was highly appreciated by all participants in the survey. 
There is also a great need for improved sound quality and for a wider 
choice of radio channels.

Percentages quite interested or very interested in various radio broadcasting 
functions, 2008.

Base: 1,000 persons aged 16-74.  Source: Individbussen 2008, Stelacom
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The final report The future of the Radio shows the biggest players in the 
radio sector to consider DAB+ the technology for nationwide digital 
radio which today seems most suitable for Sweden. With this technology 
some 80 nationwide radio channels can be transmitted on the frequen-
cies already available for digital radio. More players would then be able 
to broadcast and existing programme enterprises could expand their 
transmissions and offer more services on a digital distribution network. 
The final report presents four categories of distribution systems for  
radio: sound-radio-based technologies, TV-based technologies, radio via 
mobile networks and radio via broadband. In the report one can read 
more about the various technologies existing for digital radio.

 2.6.1 Sound-radio-based technologies
DAB (Digital Audio Broadcasting) is the most proven digital radio tech-
nology in Sweden. This is a digital distribution technology adapted for 
stationary, portable and mobile reception. Experimental transmissions 
have been in progress since 1995. SR and UR are licensed to continue 
digital transmissions up to and including 31st December 2009. The 
network has now been expanded to serve 85 per cent of the national 
population, but the range of transmissions was reduced in 2001 to 
Stockholm, Göteborg, Malmö and Luleå, comprising some 35 per 
cent of the national population. DAB+ is the name of the new DAB 
sound coding which makes it possible for transmission capacity to be 
augmented up to three times compared with previous sound coding and 
which, moreover, supports 5.1 multi-channel sound. DAB+, like DAB, 
is standardised and harmonised with the rest of Europe. DMB (Digital 
Multimedia Broadcasting) is an additional service whereby mobile TV 
can be transmitted on DAB networks. Another additional service is 
DAB-I, for transmitting IP-based data to the receiver.

Other sound-radio-based technologies comprise:

• HD radio (Hybrid Digital Radio), a technique for partly digitising 
FM transmission. With this technique, more channels and services can 
be added for transmitting a digital and an analogue radio programme 
using one and the same FM transmitter and frequency.

• FMeXtra is a technique for partly digitising the FM band which 
can make room for one or two extra digital radio channels alongside 
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each analogue channel. These channels are added to the FM signal in 
roughly the same way as RDS information.

• DRM (Digital Radio Mondiale) is a technology for transmitting 
digital radio on the AM band. DRM+ is a further development of DRM 
capable of replacing the FM network, but this requires access to the 
frequencies used by the FM transmitters. DRM+ is at the development 
stage.

 2.6.2 TV-based technologies
There are several different TV-based technologies which can also be used 
for radio distribution. For example, radio can be transmitted on the 
digital terrestrial TV network, on the cable TV network and via satellite. 
The advantage of these techniques is that the networks are already in 
place and distribution is available, not least with more and more hous-
eholds acquiring home cinema units connected to the digital TV box. In  
addition, the sound quality and functionality are good. The drawback 
is the dependence of the TV technologies on stationary TV equipment.

Listening to radio and music channels via TV is now possible through 
several operators, e.g. Canal Digital, Com Hem, and Viasat.15 A survey 
report by SIFO, commissioned by SR and presented in January 2009, 
showed that 4.1 per cent of the Swedish population listen to the radio 
once or twice weekly via their TV sets. The survey also showed no less 
than 58 per cent of the population to be aware of the possibility of  
tuning into SR with their TV sets.16 

 2.6.3 Radio via mobile networks
Listening to the radio via mobile networks, using a mobile phone, is 
already feasible. Mobile radio is based on the same technique as is used 
for streaming web radio. The consumer can listen to the radio by going 
on line via mobile networks. The mobile operator can offer an unlimi-
ted number of radio channels. The consumer pays traffic charges to the  
mobile operator and, in certain cases, a charge for the service. Transmis-
sion on mobile networks employs the unicast technology, which gives 
each listener an individual connection from the programme enterprise to 
his or her telephone via the mobile network. SR offers a mobile service, 
mobil.sr.se, transmitting 9 channels: P1, P3, P3 Star, P3 Street, P3 Svea, 
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P3 Rockster, Din Gata, SR Metropol and P4 with Radiosporten. SR has 
noted peak mobile phone listening figures when transmitting specially 
produced live transmissions of sporting events.17 

 2.6.4 Radio via broadband

Web radio

In just a few years web radio has advanced from being a new mass 
medium to being what is often a staple feature of everyday listening. 
Up till now web radio has been mostly stationary and confined to one 
computer, but wireless broadband is making it portable. Many traditional 
media enterprises are adding on-line transmissions to their ordinary radio 
transmissions. There are many radio stations transmitting on the web 
but only. 3.5 per cent of the population listen to the radio via the web 
for at least 5 minutes daily. More men than women do so, and there is 
a preponderance of younger listeners, the majority of web radio listeners 
being between 20 and 34 years old.18 

Direct radio broadcast via the web is notifiable to the Radio and TV 
Authority. The Authority’s records contained 61 such notifications in 
March 2009.

Pod Radio

Pod radio is files downloaded from the Internet either directly on the 
computer or through an mp3 player. Pod radio has been in use in Sweden 
since 2004. Ordinary web radio is streamed to the computer continu-
ously, while pod radio means the listeners themselves choosing what to 
listen to and when and where to do so. The listener can subscribe to a 
certain channel or a particular programme, RSS. The latest programme 
is then automatically downloaded onto the subscriber’s computer, for 
direct listening or transfer to an mp3 player. Several radio stations and 
newspapers offer this service free of charge to their listeners.
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FM listening remains the most common form of radio reception, with 
listening via the Internet the second commonest. Most people listen to 
the radio at home and in the car. Most time is spent listening at home 
and at work. 20 

  2.7 The listening public
Roughly 33 per cent of the Swedish population between the ages of 9 
and 79 listen to commercial local radio for at least 5 minutes during 
an average day. Listener figures break down relatively evenly between 
men and women, but there are big differences in an age perspective. 
Commercial local radio attracts mainly young and middle-aged listeners. 
Roughly 51 per cent of the population aged between 9 and 79 listen to 
it. People between the ages of 50 and 64 are less interested, about 19 per 
cent of them being listeners. This latter age category listens far more to 
SR. 2.9 per cent of the Swedish population between the ages of 9 and 
79 listen to community radio for at least 5 minutes on an average day. 
Listener figures for these forms of radio broadcasting have remained 
more or less constant in recent years.19 
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Percentages listening to the radio at least once per week, by place, 2008.

Base: 1,000 persons aged 16-74.

Source: Individbussen 2008, Stelacom.
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 3.1 The Swedish TV landscape
The Swedish TV landscape has been transformed over the past 10 years. 
Viewers have a much wider choice than they had 5 or 10 years ago. We 
have access to more channels and more scope for choosing when and 
where to watch TV. At the same time the TV concept itself is progres-
sively widening, in that TV transmissions can also be received through 
computers and mobile phones. Using the computer for watching TV 
is becoming more and more of an established practice. The majority 
of television channels and many newspapers now provide web TV 
transmissions. Short web clips, e.g. from YouTube and Aftonbladet, 
still predominate, but more and more of the main television companies 
are uploading their programmes free of charge and remodelling their 
websites to create a clearer TV ambience.

Households have access to more channels than ever before, but the 
increased availability of TV has not been accompanied by a commen-
surate growth of viewing hours, and the larger programme companies 
are therefore starting niche channels aimed at retaining their viewers 
by means of a more specific programme output.1 Viewing figures for 
the niche channels are rising2 , but the majority of viewers still gather 
round programmes like the Eurovision Song Contest and Let’s Dance. 
Various forms of video on demand are on offer, and among young viewers 
schedule-driven viewing is declining in favour of web TV, downloading, 
social media and computer games. Over 4 million households in Sweden 
have at least one TV set, and we are continuing to purchase new sets 
with ever-larger flat screens prepared for HDTV.

The infrastructure for digital media services has, at varying speeds, 
achieved widespread currency in Swedish homes. Broadband has ac-
hieved widespread coverage in a relatively short pace of time, whereas 
the transition to digital cable TV has hitherto proceeded less rapidly.3  
Broadband access has given Swedish households more opportunities for 
receiving new TV services. How this will impact on tomorrow’s TV 
market is hard to foretell, but there is clearly a growing interest on the 
part of households in using new TV services.

This chapter begins with a presentation of the various forms of distri-
bution and the players in traditional TV. Next comes a description of 
the possibilities of using video on demand, followed by a presentation 
of HDTV developments and, finally, a summary of consumers’ TV 
consumption.

TV
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 3.1.1 Forms of distribution
Households have long been receiving TV programmes from the terrestrial 
network, through cable networks or via satellite. IPTV has also been 
an option for many households since 2007. IPTV means TV reception 
through the broadband socket. Households in apartment buildings are 
usually offered cable TV, while TV reception via small dish or the ter-
restrial network predominates among house owners. IPTV is a rival to 
all other forms of distribution, irrespective of housing category, but not 
all households can receive it. An estimate of the breakdown between the 
different forms of TV reception is given in the table below. The reason 
for the sum total of the different forms of reception exceeding 100 per 
cent is that most households have more than one TV set and a variety 
of reception modes.

 Source: MMS 

All the major operators offer digital TV and in 2008 some 60 per cent 5

of Swedish households were receiving it.  The cable TV operators are 
the only ones still offering analogue TV transmissions. The terrestrial 
network has been transmitting digital TV only since October 007, but 
before that there were many households receiving analogue TV transmis-
sions through roof-top aerials for the terrestrial network. That reception 
is not included in the figure, since the service is no longer on offer.

Households receiving TV via… (percentages)

cable networks 47

aerials for terrestrial transmissions 36

small dish aerials 20

IPTV 6

other means (including SMATV4) 3
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  Source: Mediavision

The three major cable TV operators are Com Hem AB, Tele2 AB 
and Canal Digital Sverige AB. Between them they have more than 
2 million households connected. Teracom AB and its subsidiary the 
operator Boxer TV-Access AB are responsible for transmissions via the 
terrestrial network. TV transmissions via satellite directly to Swedish 
households are offered by two companies: Canal Digital and Viasat. 
Telia has since 2007 been the biggest IPTV operator. All operators, 
with one or two exceptions, offer the 16 most popular TV channels in 
their offering. Together these 16 channels accounted for 87 per cent of 
total TV viewing in 20086. 

 3.2 Terrestrial TV
The terrestrial network is the oldest of Sweden’s TV transmission  
infrastructures. Constructed already in the 1950s, it long remained the 
sole form of distribution for TV. The first digital TV transmitters on 
the terrestrial network started up in April 1999. Following a Riksdag 
resolution for turning off the analogue network in 2003, the terrestrial 
network switched over completely to digital TV transmissions between 
2005 and 2007. The terrestrial network’s last analogue transmitter went 
off the air in October 2007, making Sweden one of the first countries 
in the world to have completely switched over to digital transmissions 
on the terrestrial network.7 The Kaknäs Tower in Stockholm is the 
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nodal point of Teracom’s nationwide network for terrestrial radio and 
TV transmissions. From here the TV signals are transmitted to 54 main 
transmitting stations with tall masts and relayed from there to the masts 
of hundreds of smaller stations in the country at large, which in turn 
transmit the signals through the air to all households within the range 
of the transmitter concerned.

In December 2008 there were 689,000 households with Boxer8 digital 
TV subscriptions, but many of them only receive the unencrypted free 
television channels, the public service channels, TV4, TV6 and Axess. 
Mediavision estimated the number of households receiving TV via the 
terrestrial network in March 20099 at roughly one million. 

The Government decides the broadcasting space (frequencies) in the 
ether to be made available for TV transmissions. The Radio and TV 
Authority allocates licences among the transmitting programme com-
panies, except for public services companies, whose licences are granted 
by the Government. In December 2007 the Government resolved on 
the broadcasting space for the period from 1st April 2008 to 31st March 
2014 inclusive. Both national and regional channels are transmitted 
within the space thus defined. The TV channels are divided into five 
different multiplexes (transmitter networks) accommodating up to seven 
simultaneous TV channels each. Multiplex 1 reaches about 99.8 per cent 
of Sweden’s permanently settled population10 and the SVT channels are 
transmitted within this multiplex. Multiplexes 2-4 reach about 98 per 
cent of the population. Multiplex 5 is still being expanded but will have 
the same coverage before much longer.

The Radio and TV Authority has also distributed licences for a sixth 
multiplex which has yet to be developed. Multiplex 6 will be capable 
of transmitting ten national TV channels, thanks to a new and more 
efficient type of TV signal compression (MPEG-4). Teracom’s original 
intention was for the sixth multiplex to be completed by the beginning 
of 2009, but the process has been halted11. 

 3.2.1 TV offering on the terrestrial network
TV broadcasting on the terrestrial network is subject to the grant of a 
licence by the Radio and TV Authority or the Government. The grant 
of licences for terrestrial TV is governed by the Radio and Television Act 
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(1996:844). Licences for the public service channels are issued by the 
Government. The present licences for Sveriges Television AB (SVT) and 
Sveriges Utbildningsradio AB (UR) are valid for the remainder of this 
year and new ones will be issued before 2010. The basic idea of public 
service is for all citizens to have access to a broad-based, manifold TV 
and radio offering of high quality in every genre. You can read more 
about public service in chapter two.

Broadcasting licences for other programme companies transmitting on 
the terrestrial network have been issued since 2008 by the Radio and TV 
Authority. In March 2008 the Authority granted broadcasting licences 
for terrestrial TV to 40 national and 14 local/regional channels. These 
licences are valid from 1st April 2008 to 31st March 2014 inclusive. 
Of the 14 regional and local TV channels granted licences, only 5 were 
transmitting in April 2009. Ten of the national channels were granted 
licences to transmit on the sixth multiplex from 1st January 2009 but, 
due to the expansion delay, have not been able to start broadcasting. 
Channels not transmitting TV in April 2009 are marked with an asterisk 
in the tables of the terrestrial network’s TV offering on the following 
pages. Those tables also give, in italics, the names of the free TV channels.
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National programme services 

Licensee/programme 
company

Programme service Owner

Sveriges Television AB 
SVT 1, SVT 2, 24,  
Barnkanalen, UR/SVT 
Kunskapskanalen

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

Axess Publishing AB Axess
Nordstjernan Kultur 
och Media AB 

BBC World Limited No designation*  
British Broadcasting  
Corporation

BBC Worldwide Limited BBC World News*
British Broadcasting  
Corporation

C More Entertainment AB 
CANAL+ FIRST, CANAL+ HITS, 
CANAL+ SPORT 1

C More Group AB

Discovery Communications  
Europe Limited 

Discovery Channel, Animal 
Planet, Discovery Travel & 
Living*, Discovery Science*

Discovery Communications 
Europè

DTU Television AB Canal7

Stiftelsen för integration i det 
Mångkulturella Sverige, ISB 
Movie Production AB samt 
Mojdeh Zandieh

EUROSPORT Société anonyme Eurosport
Télévision Française 1 Société 
anonyme

Nonstop Television 7.0 AB Nonstop TV 7* Nonstop Television AB

JETIX EUROPE LIMITED JETIX* ABC Family

MTV Networks Europe MTV, Vh1, Comedy Central
MTV Networks Europe Inc och 
Viacom Networks  
Europe Inc

NGC-UK Partnership 
NATIONAL GEOGRAPHIC 
CHANNEL*

Channel Network Limited och 
Channel Nature Limited

Nickelodeon International Ltd Nickelodeon Viacom International Inc

Nonstop Television 2.0 AB SHOWTIME* NonStop Television AB

Nonstop Television 4.0 AB SILVER Millenium Media Group AB

Nonstop Television AB STAR* Millenium Media Group AB

 Terrestrial network offering
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SBS Broadcasting  
Networks Limited 

Kanal 5, Kanal 9
SBS Broadcasting (UK) 
Limited

SBS Radio AB The Voice* SBS Radio Holding AB

The Walt Disney Company 
Limited 

Disney Channel
The Walt Disney  
International Limited

Turner Broadcasting System 
Europe Limited 

CNN
Turner Broadcasting System 
Holdings (Europe) Ltd

Turner Entertainment Networks 
International Limited 

TCM Time Warner Limited

TV1000 AB TV1000*
Modern Times Group  
MTG AB

TV4 AB
TV4, TV4 Plus, TV4 Fakta, 
TV400, TV4 Film, TV4 Sport

Bonnier AB

Viasat Broadcasting UK Limited 
TV3, TV6, TV8, ZTV, 
Viasat Sport 1*

Modern Times Group  
MTG AB

Local and regional programme services

Licensee Programme service Owner 

Gota Media AB BTTV (Borås Tidning TV)*
Stiftelsen Barometern och 
Tore G Wärenstams Stiftelse

Kanal 12 i Karlstad AB Kanal 12
Claes Möller och Delta Media i 
Karlstad AB

Kanal Lokal i Gbg AB Kanal Lokal Göteborg* Lokal-TV-nätverket Sverige AB

Kanal Lokal Skåne AB Kanal Lokal Skåne* Lokal-TV-nätverket Sverige AB

Kanal Lokal Stockholm  
Mälardalen AB

Kanal Lokal Stockholm* Lokal-TV-nätverket Sverige AB

Kanal Lokal Östergötland AB Kanal Lokal Östergötland* Lokal-TV-nätverket Sverige AB

Kanal Lokal Norrland AB Kanal Lokal Norrland* Lokal-TV-nätverket Sverige AB

Kanal Lokal Dalarna Värmland AB Kanal Lokal Dalarna Värmland* Lokal-TV-nätverket Sverige AB

Kanal Lokal Småland AB Kanal Lokal Småland* Lokal-TV-nätverket Sverige AB

Norrköpings Tidningars AB 24 Västra Östergötland, 24nt
Norrköpings Tidningar  
Förlagsaktiebolag

Sundsvalls Tidnings AB ST TV* MittMedia Förvaltnings AB

Norrbottens Media AB 24Norrbotten
Norrköpings Tidningars AB, 
Piteå-Tidningen AB samt 
Valrossen AB

Sverigefinska Riksförbundet TV Finland Ideell förening

Italics: Free TV.
* Not transmitting
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 3.2.2 The players on the terrestrial network
Teracom AB and its subsidiary Boxer TV-Access AB are responsible for 
TV transmissions via the terrestrial network.

Teracom

Teracom owns and operates the infrastructure for Sweden’s terrestrial 
network. Teracom is also responsible for the technical multiplexing of 
TV signals from the programme companies and for other technology 
required for digital TV services. The company’s infrastructure for TV 
broadcasting consists of a multiplex, a backbone linking all masts 
together and a special network for monitoring operations. Teracom is 
entirely State-owned.

Boxer

Boxer is at present the sole operator on the terrestrial network. Boxer 
develops and manages digital TV subscriptions on the terrestrial net-
work. Founded in October 1999, Boxer has been a fully owned Teracom 
subsidiary since November 2008.

 3.3. Satellite TV
The first satellites, known as communication satellites, were used mainly 
for telegraphy and telephony. During the 1980s their capacity increased 
to a point where they could start transmitting TV programmes directly 
to the general public.

Satellites receive TV signals from ground stations equipped with special 
transmitters. Mirror-like, the satellites then transmit the TV signals back 
to earth for reception by means of small dishes. There ought in principle 
to be an unobstructed path between satellite and dish, even if satellites are 
not discernible from the ground. Satellites are geostationary, i.e. always 
occupy the same point above the earth’s surface, transmitting TV signals 
back to a predefined area. Satellite TV has a unique feature in the long 
geographic range of satellite systems, which can easily transcend national 
boundaries. For this reason the positions and broadcasting areas of satel-
lites need to be internationally co-ordinated so as to avoid interference12. 
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When satellites deliver TV transmissions directly to the small dishes 
of individual subscribers, this is termed DTH (Direct-To-Home). But 
satellite transmissions are also used within the framework of other forms 
of TV transmission. Small dish aerials on the Kaknäs Tower receive satel-
lite transmissions and distribute them through the terrestrial network. 
Similarly, TV transmissions from satellites are very often sent down into 
cable TV or broadband networks (relay transmissions).

 3.3.1 Players in satellite TV
The Swedish market today has two operators offering satellite TV to 
households, namely Viasat and Canal Digital. Both operators have 
been transmitting digital TV only for some years now. Viasat transmits 
through the SIRIUS satellite system and Canal Digital via Thor. These 
satellites reach all Nordic countries, though their range is limited by  
certain topographic obstacles to a clear view. The TV channels are 
encrypted and require some form of pay-as-you-view subscription. In 
addition to transmissions from SIRIUS and Thor, Swedish households 
can receive transmissions of both encrypted and unencrypted TV chan-
nels from several other satellites, Astra and Eutelsat among them, given 
the right receiving equipment.

 3.3.2 Registration of satellite transmissions
Companies broadcasting via satellite (compiling and managing an entire 
programme service or part of a programme service) are called satellite 
transmission enterprises. No licence is required for satellite broadcasting, 
but under certain conditions a satellite transmission enterprise has to 
be registered with the Radio and TV Authority. 41 organisations were 
thus registered in March 2009. There are a number of satellite channels 
which are not registered as satellite transmission enterprises with the 
Radio and TV Authority because they broadcast via satellite from other 
countries, two such examples being MTG’s TV3 and ProSiebenSat.1’s 
Kanal (Channel) 5, which are broadcast by satellite from the UK. These 
channels are licensed by the UK Office of Communications (Ofcom).

Satellite TV operators in Sweden

Operator No. DTH subscribers in the Nordic area Owner

Canal Digital13 1, 113, 000 Telenor

Viasat14 745, 000 MTG AB
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 3.4 Cable TV
Cable networks for relaying programmes from satellites began to be 
developed in Sweden in 1984. Cable TV is now the commonest way 
of receiving TV in Sweden, especially in apartment buildings. In order 
to become a cable TV customer, the household has to be connected to 
a cable TV network, and this is usually on offer in densely populated 
areas. TV transmissions on cable networks can be either analogue or 
digital. Cable TV as a form of distribution is unique in still being able to 
offer analogue TV to the majority of cable TV households. As cable TV 
transmissions become digitalised, cable TV operators can offer what is 
called triple play (TV, telephony and the Internet) via one and the same 
infrastructure. Com Hem will be phasing out its analouge transmissions 
for about 100,000 customers in Stockholm starting on 1st July 200915. 

The party owning or controlling a cable network is called the network 
proprietor. Sweden has about 70 network proprietors altogether. The 
great majority of households connected have Com Hem, but Canal 
Digital and Tele2 also have large numbers of cable TV subscribers.

The larger cable TV networks usually have a main centre as the nodal 
point of a grid. At this main centre, TV channels are inserted and 
packaged in the grid. The grid consist of underground cables to local 
transmitting stations near the domestic properties. Several cables then go 
from the local transmitting stations to the connected households in vari-
ous properties. It is the network proprietor who, by agreement with the 
landlord, decides for example which channels are to be included in the 
network or which channel position a particular  TV channel is to have.

Network proprietors with most paying households connected in Sweden

Network 
proprietor

No. Swe. households 
connected

No. digital TV 
subscribers

Owner

Com Hem 16 1,760,000 468,000 The Carlyle Group and 
Providence Equity Partners

Canal Digital 17 476,000 No figure 
available

Telenor

Tele2 18 No figure available No figure 
available

Tele AB
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SMATV (Satellite Master Antenna Television) is a collective term for 
small cable TV networks within a building or a limited housing area 
which receives TV signals by means of a communal ground network 
aerial and/or a small dish.

 3.4.1 Cable transmission companies
Few TV companies originally transmit via cable. The great majority of 
TV broadcasts have been transmitted via satellite and/or the terrestrial 
network before being led down as relay transmissions in the cable TV 
networks. No licence is needed for transmitting TV programmes on  
cable networks in Sweden, but cable transmission companies transmitting 
TV programmes originally by cable have to register their transmission 
activities with the Radio and TV Authority. Cable transmission compa-
nies mostly transmit locally (e.g. on housing estates, in chalet facilities 
or at municipal level) but they can also cover larger areas. A total of 11 
cable transmission companies were registered with the Radio and TV 
Authority on 1st April 2009. Only two of these companies broadcast 
nationwide, the remainder transmit locally.

27 of the 111 cable transmission companies were local cable transmission 
companies appointed by the Radio and TV Authority. The Authority can 
designate a legal person – formed for the purpose of operating local cable 
transmissions – as local cable transmission companies. The designation 
confers free access to a special, limited space on every cable TV network 
with more than a hundred homes connected. Usually the designation 
refers to one municipality. All local cable transmission companies today 
are non-profit associations. The basic principle is for local cable trans-
mission companies to be open organisations to all comers wishing to 
broadcast cable TV programmes, the aim being to achieve the greatest 
possible freedom of expression and information. 
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 3.5 IPTV
IPTV is another form of digital TV distribution. The practical difference 
between receiving IPTV and receiving other modes of distribution is 
that households connect the digital TV box between the TV set and 
the broadband output instead of the TV aerial socket. Some 370,000 
households are now able to receive IPTV19. It is the expansion of high-
capacity broadband networks that has made possible the advancement 
of IPTV. Households need a broadband connection with about 8 Mbit/s 
in order to be able simultaneously to watch IPTV and achieve good-
quality Internet use.

IPTV is transmitted through cables, just like cable TV. The difference 
is that originally these cables did not carry TV but were used for statio-
nary telephony and broadband. The networks, being constructed, not 
for broadcasting but rather for two-way communication, are admirably 
suitable for interactive TV services and also for different forms of pay-
per-view TV.

Designated local cable transmission companies

What does designation imply? The opportunity of free access to a channel on a cable 
network within a municipality. The designation is normally 
valid for 3 years.

Who can be designated? An organisation having several members, aiming to 
promote the greatest possible freedom of expression and 
formed for the purpose of local TV broadcasting.

Broadcasting area Cable networks, mostly within a municipality, reaching 
more than 100 homes.

How many are there? 27 cable transmission companies have been designated.

How much can they broadcast? The member organisations themselves decide which 
parties are to be allowed to transmit and when, but they 
are entitled to the channel round the clock.

Programme content stipulations? No stipulations, e.g. concerning impartiality and 
objectivity.

Charges payable? No.

Advertising? No, but sponsoring is permitted.

Viewing figures No data available.
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 3.5.1 IPTV providers
The players in IPTV are often telecommunications operators who also 
start broadcasting TV. The main operators in the Swedish market are 
TeliaSonera AB, B2 Bredband AB, Canal Digital Sverige AB and FastTV 
AB. TeliaSonera is the biggest player of all and the number of its sub-
scribers increased heavily during 2007. TeliaSonera has an infrastructure 
of its own and offers TV, telephony and Internet connection – triple 
play, as the term goes. In order for someone to become an IPTV custo-
mer, the network capacity must be sufficient and the household must 
subscribe to TeliaSonera’s broadband. Most other operators offer IPTV 
via open fibre networks. Urban networks are geographically delimited 
communications networks, usually constructed by municipal energy 
companies. These networks usually reach one municipality, and they 
are represented by the Swedish Urban Network Association.

Some of the major IPTV providers

Provider No. TV subscribers

TeliaSonera 20 324,000 in Sweden

Bredbandsbolaget/Viasat 21 No figure available

Canal Digital 22 5,000 in Sweden

FastTV 23 20,000 in the Nordic area

 3.6 Web TV 
Web TV is defined as TV distributed via the Internet. There are two 
forms of web TV:

• Direct transmission or playback of TV programmes, starting at 
times determined by the party distributing the programmes.

• Recorded TV programmes stored as data files on websites, enabling 
the user to decide when the programme is to be transmitted.
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Web TV is distributed as a streaming medium, which means that every 
TV programme is played back from a server and distributed over the 
Internet while the viewer watches it. Meantime the viewer downloads 
many short sequences of the programme which are shown directly 
without the content being stored on the computer’s hard disc. The TV 
programmes are played back with special software which is installed in 
most computers nowadays, e.g. Windows Media Player, RealPlayer or 
QuickTime.

 3.6.1 Web TV offering
Most TV channels today broadcast web TV in one form or another. 
Newspapers, radio channels and other enterprises not broadcasting 
traditional TV also transmit web TV. The biggest web TV sites in 
Sweden include YouTube, Aftonbladet and SVT24. Some web channels 
serve as repeat channels for established TV channels and play complete 
programmes, e.g. SVT Play and TV4 Anytime. Other players show 
just short clips. The establishment of web TV is dependent on the 
expansion of broadband networks. Today upwards of 80 per cent of 
Swedish households have Internet access and more than 70 per cent 
have broadband at home25.  

Using the computer to watch web TV is becoming increasingly com-
mon. During the fourth quarter of 2008 upwards of 3.3 million Swedes 
watched some form of web TV on one or other occasion. This was 10 
times the figure 4 years previously. But viewing habits are changing, with 
more and more people watching web TV more frequently. During the 
fourth quarter of 2008, more than 2 million people watched web TV at 
least once a week.26 Web TV is biggest of all among young men. In June 
2008 men aged between 16 and 25 spent over 1½ hours daily watching 
TV delivered via the Internet27. When measuring consumption of TV 
on the Internet, MMS (Mediamätning i Skandinavien) distinguishes 
between web clips and web programmes. Web clips most often run for 
less than 15 minutes and usually consist of user-generated material, news 
clips or excerpts from TV productions. YouTube has by far the biggest 
daily visitor reach, followed by Aftonbladet. Where the traditional TV 
channels are concerned, SVT has most viewers.

More people watch web clips than web programmes. More and more TV 
channels are uploading their programmes onto the web and adapting 
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their web pages to a TV format which, to attract more viewers, is also 
displayable on a big screen.28 In this way our viewing is also being chan-
ged, in favour of viewing longer web TV programmes more frequently, 
but there are still only a few people who connect their computer to their 
TV set so as to watch web TV on a bigger screen. 11 per cent of web TV 
viewers in May/June 2008 watched web programmes on an ordinary 
TV set. Most web programmes are TV productions accessible through 
the TV channel websites. SVT is the dominant web programme site, 
but TV3, TV4 and Kanal 5 also augmented their reach between 2007 
and 2008. YouTube and Aftonbladet are also successful in the realm of 
web TV programmes.29 

 3.6.2 Pod TV
Pod TV, unlike web TV, means the viewer first downloading an entire 
TV programme as a file to their computer or portable media player. The 
viewer then has free access to the programme and can play it back at 
any time and in any place. Downloading of TV programmes is mostly 
done manually, with the viewer actively downloading the programme 
concerned, but it can also be done automatically by means of RSS, in 
which case the viewer enlists the aid of a free program, known as an RSS 
reader, which automatically downloads all new material from the viewer’s 
preselected sources, creating a form of on-line subscription. The source 
may, for example, be a particular recurrent TV programme, news broad-
casts, newspapers, individual columnists or blogs published via RSS.

 3.7 Mobile TV
Mobile TV means the possibility of watching TV on small portable 
receivers, but output as yet is limited. At present 3G telephones are 
used as TV receivers and the programmes are transmitted via mobile 
networks. Each user logs in with his or her mobile phone to a server 
on the mobile network which transmits an individual data stream 
(unicast) for TV services between the user and the server. At present 
Tele2, Telenor, TeliaSonera and Tre are licensed to provide 3G services 
in Sweden30. All 3G operators today offer TV services. Some channels, 
such as Eurosport and Nickelodeon, present their regular TV schedules 
directly in the mobile, while several others present a selection of their 
programme output 31.  
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44 per cent of the Swedes had 3G mobiles in June 2008, but the propor-
tion watching TV on their mobiles remains low. Roughly 3 per cent of 
Swedes used their mobiles for watching mobile TV at least once a week 
during the late spring of 2008, and of these almost half had difficulty 
reading text and/or distinguishing details in the image. Three out of four 
viewers watched TV on their mobiles away from home. News broad-
casts were the most popular type of programme, especially among older 
persons, followed by entertainment and sport programmes.32 

Mobile TV is a service which can comprise both live TV broadcasting 
and TV broadcasts provided on demand services. Large-scale TV dist-
ribution on mobile networks demands a great deal of capacity. Several 
techniques have been developed for transmitting live mobile TV to a 
mass audience via traditional radio and TV-based networks. One of 
these standards is DVB-H, with H standing for “handheld”. DVB-H 
is a further development of the digital TV standard used for terrestrial 
digital TV broadcasting (DVB-T), specially devised for transmission to 
mobile TV receivers. In March 2008 the European Commission decided 
to add DVB-H to its list of approved standards serving as a basis for 
encouraging the harmonised provision of telecommunications across 
the EU. Read more about EU and mobile TV in Chapter 7.

Mobile TV transmission using broadcast technology such as DVB-H 
has not caught on very widely in Europe. As yet there are only a few 
mobile phones supporting this standard, and output of such transmis-
sions is limited.33 A breakthrough for mobile TV was widely anticipated 
in 2006-2007, and several test projects using DVB-H were conducted 
in Sweden, but since then mobile TV has faded out of the limelight. For 
example SVT, which was previously involved in mobile TV experiments, 
writes in its public service report for 2008: “SVT did not give priority 
to mobile TV in 2008 and has no intention of doing so in 2009 either.”
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 3.8  HDTV
HDTV (High Definition TV) is TV with a higher resolution than  
ordinary standard TV, thus offering a sharper and fuller image as well as 
superior sound quality with 5.1 multichannel sound. Given a flat-screen 
penetration of about 45 per cent, with three-quarters HD-ready, roughly 
one in every three Swedish households has a TV set capable of receiving 
HDTV. Despite most of the big operators – Canal Digital, Com Hem, 
Tele2 and Viasat – offering several HDTV channels, the service can still 
be said to be in the early stages, in that only about 110,000 households 
at the end of 2008 had HDTV boxes and were thus in a position to 
receive HDTV.34  

Each HD channel pre-empts far more capacity than a standard TV 
channel. HDTV contains roughly four times as much information and 
therefore requires something four times as much capacity as ordinary 
digital standard TV. In Sweden, HD channels are being launched by 
satellite and cable operators who are not short of capacity, and they 
predict that 2009 will go down as the breakthrough year of HDTV. In 
December 2008 a total of 14 HD channels were being transmitted in 
Sweden, and the operators’ HD offerings varies. Most HD channels do 
not carry all TV programmes in HD quality, and the proportion of HD 
programmes varies from one channel to another.35 

 3.8.1 Prerequisites of HDTV viewing
In order to view HDTV one needs an HD-ready TV receiver capable of 
displaying superior image quality. TV sets of this kind are often marked 
with one of the logotypes HD Ready, Full HD, HD Ready 1080p or 
suchlike36, but in order to watch HDTV one needs more than just a TV 
set capable of showing it. Firstly, the programme has to be recorded and 
broadcast with HD quality. Then the viewer needs to install a digital TV 
box which can handle high-resolution TV quality, plus a cable between 
the digital TV box and the TV screen which can transmit the full quality.
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In order to watch HDTV one needs:

• an HD-ready TV set marked “HD Ready” or the equivalent,

• a digital TV box capable of showing HDTV,

• a suitable cable between the digital TV box and the screen,

• a TV programme shown in HD quality, and

• an HD subscription.

 3.9 TV consumption
The past few years have been characterised by marginal increases in 
TV viewing. In 2008 the average viewing time in Sweden for ordinary  
traditional TV was 160 minutes per day, with the increase attributable to 
the major sporting events during the year, namely the European Football 
Cup and the Summer Olympics.

Average viewing time (minutes per day) in Sweden, various age groups
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Analysis of different age groups reveals considerably greater changes over 
time. Traditional TV viewing among older persons has increased in the 
past few years, due above all to an increase in the number of channels. 
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On the other hand younger persons’ TV consumption has declined over 
time, due possibly to their changing media habits. Younger men’s media 
consumption is tending more and more to take place via computers 
and the Internet, e.g. web TV, computer games, social networks and 
downloading. Ordinary scheduled TV, however, accounts for the bulk 
of media regardless of age group. In the 16-25 age group, TV accounts 
for 62 per cent of the daily media consumption and in the 41-65 age 
group it accounts for 83 per cent37. 

A large part of TV viewing takes place between 6 and 9.30 pm, i.e. 
prime time, and we watch most TV on Sundays. More than 9 people in 
10 watch TV at home, most often from a comfortable seat in the living 
room.38 It is common for us to be doing something else simultaneously 
with watching TV – usually socialising with family and friends and 
eating. Many young people surf or communicate by computer while 
watching TV.39 

A digital TV set with a recording function enables the viewer to indulge 
in time shifting, i.e. start watching a programme which began earlier 
(start over) or to see a repeat of a missed favourite (catch up). All such 
new interactive TV services which are being launched enhance the pos-
sibilities of meeting viewers’ desire to choose their own viewing times.

The Swedish TV landscape has long been dominated by “the Big 5” 
channels, namely SVT1, SVT2, TV3, TV4 and Kanal 5. These channels 
continue to attract most viewers but are faced with growing competi-
tion from the increasing number of new channels. The Big 5 channels 
account between them for 64 per cent of viewing time according to the 
MMS Annual Report for 2008.

Competition has made viewing more fragmented than it used to be, but 
reallocations of viewing take place mainly within the channel families. 
New channel initiatives connected with the Big 5 have, generally spea-
king, been more successful than freestanding channels unconnected 
with the Big 5. The five channels have had less difficulty in attracting 
views, thanks above all to their efforts to transfer viewing from the 
main channels to the smaller ones by means of cross promotion and 
the possibility of cost-sharing.40 
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Average viewing times (minutes per day) for various channel houses, 2002-2008

2002 2003 2004 2005 2006 2007 2008

Others 16 18 18 15 17 18 18

Prosiebensat1 12 12 13 15 15 16 17

TV4-Gruppen 37 39 39 37 40 43 45

MTG 19 21 20 21 23 26 26

SVT 64 61 61 58 59 54 55
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  3.9.1 TV dominates our media consumption 
The concept of TV is steadily widening now that TV offering can also 
be consumed via computers and mobile phones. 97 per cent of the 
population aged between 16 and 65 watched TV in the course of an 
ordinary week in May/June 2008. During the same period this total  
media consumption amounted to 201 minutes daily. Comparing ordi-
nary schedule-driven TV viewing with other media consumption, we find 
TV accounting for 77 per cent. Using the computer to watch web TV is 
growing increasingly common. As yet, watching web clips of less than 15 
minutes duration is commoner than watching entire programmes, but 
recently viewing has begin to change from almost exclusively watching 
short web clips to also watching entire programmes on the web.41 

Breakdown of viewing by platforms (ages 16-65)

TV  77%

Sundry  1%
Web programmes  2%

Rental video  2%
Purchased video  3%

Downloaded 5%

Recorded  5%

Web clips  5%

Source: MMS

TV

63



1 MMS Årsrapport 2008: www.mms.se/_dokument/rapporter/ar/Årsrapport%202008.pdf,  

 2008-04-01

2 Nisch-TV 2008/2009, Mediavision November 2008

3 Översikt svensk TV-marknad, Mediavision April 2009

4 SMATV (Satellite Master Antenna Television) is a collective term for small cable TV networks within a building or  

 a limited housing area, receiving the TV signals through a communal ground network aerial or dish. 

5 MMS Basundersökning 2009:1

6 MMS Årsrapport 2008

7 Digital-tv-kommissionens slutbetänkande 2008:35

8 www.boxer.se/?page=215&display=254:3749, 2009-04-17

9 TV-marknad i förändring, Mediavision March 2009

10 www.teracom.se/?page=5006, 2009-03-23 

11 Communication from Teracom to the Radio and TV Authority, December 2009

12 www.itu.int/net/about/index.aspx, 2004-04-01

13 www.telenor.com/en/resources/images/09%20Q408%20Broadcast%20presentation%20 

 FINAL_tcm28-37482.pdf, 2009-02-11

14 www.mtg.se/Documents/Pdf/Reports/sv/931212.pdf, 2004-04-23

15 Com Hem press release  2009-04-27

16 www.comhem.se/press/090212.pdf, 2009-04-01

17 www.telenor.com/en/resources/images/09%20Q408%20Broadcast%20presentation%20 

 FINAL_tcm28-37482.pdf, 2009-02-11

18 Annika Kristersson, Tele2, 2009-04-28

19 TV-marknad i förändring, Mediavision March 2009

20 www.teliasonera.se/arsredovisning/2008/sv/Foretagsbeskrivning/Bredbandstjanster.html,  

 2009-03-31

21 Catharina Berg, Bredbandsbolaget, 2009-04-02

22 www.telenor.com/en/resources/images/09%20Q408%20Broadcast%20presentation%20 

 FINAL_tcm28-37482.pdf, 2009-02-11

23 Christof von Heincz, FastTV, 2009-04-01

24 MMS Rörliga bilder 2008:2, October 2008

25 MMS Basundersökning 2009:1 

26 TV-marknad i förändring, Mediavision March 2009

27 MMS Rörliga bilder 2008:2, October 2008

28 Översikt svensk TV-marknad, Mediavision April 2009

29 MMS Rörliga bilder 2008:2, October 2008

30 www.pts.se/sv/Telefoni/Mobil-telefoni, 2009-04-01

31 www.telenor.se/privat/tv/tv-i-mobilen/index.html

32 MMS Rörliga bilder 2008:2, October 2008

33 Översikt svensk TV-marknad, Mediavision April 2009

34 Ibid.

35 www.hdtvforum.nu/index.php?categoryid=8&articleid=327, 2009-04-01

36 www.eicta.org, 2009-04-01

37 MMS Rörliga bilder 2008:2, October 2008

38 MMS Årsrapport 2008

39 MMS Rörliga bilder 2008:2, October 2008

40 Översikt svensk TV-marknad, Mediavision April 2009

41 MMS Rörliga bilder 2008:2, October 2008

TV

64





Newspapers



Newspapers



 4.1 The Swedish newspaper landscape
Daily newspaper reading is a longstanding tradition in Sweden. By 
international standards, the daily paper occupies an unusually strong 
position in people’s daily media routines. Swedes come fourth in the 
world for reading daily newspapers.1 The printed morning papers remain 
the dominant news medium in Sweden, but the habit of reading hard-
copy newspapers is declining. It is above all the free sheets – Metro, City 
and Punkt SE (closed down in May 2008) – which have enabled the 
daily press to retain such a strong position in the face of competition 
from the new media.2 

The printed evening paper shows a more long-term decline than the 
morning paper, viz from nearly 40 per cent regular readers at the end 
of the 1980s to a mere 20 per cent in 2007. The proportion of regular 
readers of on-line versions of the evening papers is somewhat higher (27 
per cent) than the proportion reading the printed version. Where the 
morning papers are concerned, the opposite applies. Regular reading 
of morning papers on the web comes lower than the reading of a 
printed newspaper. In the case of the morning papers, moreover, it is 
slightly more common for people to read both the paper and the on-line  
editions. Aggregate morning paper reading, at 72 per cent, is lower 
than during the 1980s, when the corresponding figure was roughly 80 
per cent. At the same time the gap between young and older readers of 
morning papers has widened considerably. Whereas 68 per cent of the 
population aged between 15 and 29 in 1986 read at least one morning 
paper five times weekly, in 2007 the figure had fallen to 41 per cent. 
The oldest readers show a slight increase in reading from 81 to 85 per 
cent. The gap between younger and older readers of morning papers has 
thus increased from 23 to 44 per cent.3 

Several of the traditional newspaper enterprises now style themselves 
“media houses” and supply their material on the majority of platforms. 
One trend is for the provincial press to begin transmitting TV. In the 
autumn of 2004 Norrköpings Tidningars AB (NT) started the 24nt 
channel, which is distributed via cable TV networks, broadband networks 
and podcast as well as via web TV. In March 2008 NT also obtained a 
licence to transmit the 24nt channel on the terrestrial network. It also 
obtained a licence for channel 24 Västra Östergötland. In the same round 
of licence awards, Sundsvalls Tidningars AB was granted a licence for 
ST TV, Norrbottens Media AB; which among other things owns NSD 
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and Norrbottens-Kuriren and itself forms part of the Norrköpings 
Tidningar group, was granted a licence for 24Norrbotten and Gota 
Media AB, which owns Borås Tidning, was licensed for Borås Tidning 
TV (BTTV). Several of the local channels, however, have had trouble 
inaugurating their transmissions.

 4.1.1 The structure of the newspaper industry4 
The Swedish morning newspaper market comprises about 70 sub-
markets with distinct geographic boundaries. Newspaper closures and 
limited distribution areas have eliminated competition in many local 
morning newspaper markets. In most of the 70 A regions, e.g. those 
regions used in the daily press context for describing a newspaper’s 
principal distribution area, the biggest papers have a market share ex-
ceeding 70 per cent. There are only about 10 areas where a competitive 
situation prevails.

The newspaper obtaining the bulk of advertising revenue usually pre-
sents good financial performance and a high /a ratio. Press subsidies 
notwithstanding, many newspapers are in severe financial straits. The 
financial performance of the industry as a whole is greatly dependent 
on fluctuations in the advertising market and, consequently, can vary 
a great deal from one year to the next.

Bonnier AB is the biggest single newspaper owner, with 26 per cent 
of the total daily press circulation. Dagens Nyheter is Sweden’s biggest 
morning paper but still has low coverage (29 per cent) in its publica-
tion locality. Dagens Industri occupies a strong position in the business 
paper segment and is the only morning paper to be evenly distributed 
nationwide. Expressen has lost 68 per cent of its circulation since 1990 
and, including its acquisitions GT and Kvällsposten, is a good deal 
smaller than Aftonbladet.

There have been a number of takeovers since the beginning of the 1990s, 
when the Bonnier family dropped their policy of not venturing into the 
daily press market outside Stockholm. In southern Skåne the group 
dominates the morning newspaper market with Sydsvenska Dagbla-
det, Ystads Allehanda, Trelleborgs Allehanda and Kristanstadsbladet. 
Despite these acquisitions, however, and owing to Expressen’s heavy 
readership losses, Bonniers have not increased their share of the total 
daily press circulation. Instead that share has on the whole remained 
constant since 1993.
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Ownership groups, papers published 3 or more times weekly, 2008 

Owner
Company or principal 
newspaper 

No. news-
papers 

Whole-
year 
circulation 
in 2007, 
weekdays 

Share 
of total 
circulation 
(%) 

Bonnier family Bonnier AB 9 922,300 26,4 

Schibsted1 Aftonbladet and Svenska 
Dagbladet 

2 561,500 16,1 

Hjörne family Stampen AB 16 557,700 16.0 

Nya Stiftelsen Gefle Dagblad 
MittMedia Förvaltnings 
AB 

13 281,200 8.1 

Erik och Asta Sundins 
Stiftelse 

Norrköpings Tidningar 
8 201,600 5.8 

Stiftelsen Barometern/ 
Stiftelsen Tore G Wärenstam 

Gota Media 
5,5 181,750 5.2 

Ander family
Nya Wermlands-
Tidningen 

9,5 178,450 5.1 

Hamrin family Herenco 7 123,100 3.5 

Eskilstuna-Kurirens Stiftelse Eskilstuna-Kuriren 4 74,800 2.1 

Labour movement2 Värmlands Folkblad, 
Dala-Demokraten etc. 

5 70,600 2.0 

Local Centre Party 
movement

Skånska Dagbladet 
3 58,200 1.7 

Axel Johanssons stiftelser Upsala Nya Tidning 1 53,600 1.5 

Stiftelsen VK-Press Västerbottens-Kuriren 2 50,800 1.5 

Others 12 173,900 5.0 5,0

Total 96 3,489,500 100.0 100,0

1 Aftonbladet Hierta AB is consolidated in Schibsted ASA, which has industrial and financial control 

of the company. Schibsted owns 49.99 per cent of the company in the form of ordinary shares. The 

labour movement owns 50.01 per cent in the form of preference shares with limited dividend.

2 Newspapers owned by labour movement organisations have been grouped together regardless of 

legal ownership.

Source: adapted from TS circulation figures for 2008.

Schibsted, the leading newspaper enterprise in Norway, established itself 
as an owner in the Swedish market in 1996 by signing an agreement 
with LO (the Swedish Trade Union Confederation) which gave it opera-
tional control of Aftonbladet while LO retained the right of appointing 
a chief editor for the opinion-forming sections of the paper. Two years 
later Schibsted also acquired Svenska Dagbladet and since then has been 
Sweden’s second largest newspaper publisher, with a 16 per cent share 
of the market.

70

Newspapers



Göteborgs-Posten, owned by the Hjörne family, is Göteborg’s only 
subscribed morning paper. The traditional morning papers have met 
with competition in the advertising and readership markets through the 
advent of a couple of free sheets. The biggest of these is the Stenbeck 
sphere’s Metro, which in 2008 had 1.7 million readers nationwide, as 
against Dagens Nyheter’s 890,000 and Göteborgs-Posten’s 550,000.

The provincial press has always had a strong position in Sweden, and 
its share of the total daily press circulation in 2008 amounted to 51 per 
cent. Most of the provincial papers have been successively incorporated 
with regionally based newspaper publishing chains owned by families 
or politically affiliated foundations. The 2000s have brought a distinct 
growth of ownership concentration in the provincial press. Seven big 
newspaper enterprises in the provinces have since 2005 been incorpo-
rated by three groups, namely Stampen, Mittmedia and Norrköpings 
Tidningar.

Through a succession of takeovers on the west coast of Sweden and in 
the Mälaren Valley (Mälardalen), Stampen, owned by the Hjörne family, 
has increased its share of the total daily press circulation from 7 per cent 
in 2004 to 16 per cent in 2007. Stampen also operates a development 
company, Mkt Media, together with Mittmedia, Eskilstuna-Kuriren 
and Lidköpingspress. This constellation controls a total of 27 per cent 
of the entire daily press circulation.

Mittmedia, belonging to a couple of liberal foundations, has gradually 
bought up all newspapers in the three southernmost counties of Norr-
land. The group also has a very strong position in Dalarna, following 
its acquisition of Dalarnas Tidningar in 2008. Norrköpings Tidningar, 
owned by the Moderate Party foundation, has advanced its position in 
the daily press market since 2007 by acquiring Östgöta Correspondenten 
in Linköping and also a majority holding in Norrländska Socialdemo-
kraten, which was put into the same company as Norrbottens-Kuriren. 
Another large combine was formed in 2003 with the amalgamation of the 
foundation-owned Sydostpress and Borås Tidning to form Gota Media.

Regional concentration of ownership has increased as a result of mergers 
in the daily press market. In Skåne, the eight newspaper owners existing 
in 1997 have been reduced to three, namely the Bonnier and Ander/
Sommelius families and the local Centre Party movement. In the County 
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of Jönköping Herenco has long been the sole publisher of newspapers 
appearing more than once weekly, while Stampen controls all the major 
daily papers on the west coast and in the County of Västmanland.

After A-Pressen went bankrupt in 1992, most of the group’s newspapers 
were taken over by the local labour movement, but the new owners 
were financially weak and in many cases have been forced to look 
for new ownership constellations in order to guarantee the long-term 
survival of the newspapers, which with one or two exceptions are smal-
lest in their several publication localities. Eight papers – Norrländska 
Socialdemokraten, Västerbottens Folkblad, Dagbladet, Arbetarbladet, 
Karlskoga-Kuriren, Folket, Folkbladet Norrköping and Sydöstran – have 
been taken over by or merged with the rival newspaper company in the 
publication locality. One precondition for these transactions has been 
the newspapers retaining their social democratic profile on the editorial 
page. Following the change of ownership, co-operation has generally 
been established with the local competitor in such fields as administra-
tion, technology and advertising sales. On the editorial side the papers 
have retained their independence, except in the case of Gävle, where 
Gefle Dagblad and Arbetarbladet have pooled their sports coverage.

A number of other social democratic papers have been sold, reducing the 
proportion of daily papers in which the labour movement has a majority 
holding from 17 per cent in 1993 to 2 per cent in 2008. But, with the 
majority of newspapers retaining their political line, the proportion of 
newspapers with social democratic editorial pages has declined only 
marginally, from 18.0 per cent in 1993 to 17.3 per cent in 2008.

 4.1.2 The industrial structure of the periodical press5 
The Swedish periodical press is highly differentiated, with a large num-
ber of titles and publishers. Titles are introduced and closed down in 
rapid succession. Some 100 titles were launched in 2006 alone. One 
cannot speak in terms of a uniform market, still less of a popular press 
or specialist journal market. The publishers compete with each other in 
a large number of more or less clearly delineated sub-markets.

 

72

Newspapers



Ownership constellations in the Swedish periodicals market, 2007 
Earnings and profit/loss after financial items, MSEK

Owner Publisher Earnings
Profit/

loss
Activity

Bonnier family Bonnier AB 2,270 
approx.

… Popular press, 
specialist journals

Aller family Carl Allers 
Etablissement1

1,529.5 129.6 Popular press, 
specialist journals, 
male interest 
magazines, 
professional journals

Egmontfonden Egmont International 
Holding1

790 
approx.

… Comic strips and 
juvenile magazines, 
popular press

Ica Förbundet Invest Forma Publishing 
Group2

632.2 17.2 Consumer 
magazines, specialist 
journals

LRF LRF Media 476.4 44.6 Consumer 
magazines, specialist 
journals

Patrick 
McGovern/IDG 
Communications 
Inc

IDG International 
Data Group

360.6 9.3 IT magazines

Hjemmet 
Mortensen

Hjemmet Mortensen 
AB3

249.8 5.8 Specialist journals

Sjöberg family Förlags AB Albinsson 
& Sjöberg4

209.2 … Motoring magazines

Talentum Talentum Sweden 252.4 35.1 Professional and 
business journals

Lagadère/Hachette5 Hachette Filipacchi 
Sverige

183.8 1.3 Specialist journals

Mikael Heining (27) 
and others

Mentor Online 171.2 -20.6 Professional journals

1 Financial figures refer to the group’s combined newspaper operations in Sweden, corrected for 
consolidated eliminations.

2 Book publishing included.

3 Egmont acquired Orkla’s holding in Hjemmet Mortensen in the summer of 2008.

4 Förlags AB Albinsson & Sjöberg’s total earnings and net profit amount respectively to MSEK 246.5 
and MSEK 8.1.

5 In December 2007 Hachette Filipacchi Sverige was acquired by Aller and renamed Aller Magazines.

Source: annual reports.
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The three biggest operators in the Swedish periodicals market – Bonniers, 
Aller and Egmont – all have a longstanding tradition as popular press 
publishers and a strong position in the other Scandinavian countries 
as well. Most of Bonnier’s Swedish periodicals publishing is united in 
Bonnier Tidskrifter, which publishes about 20 specialist journals and 8 
lifestyle and fashion magazines. Bonnier Publications, the group’s Danish 
subsidiary, produces Swedish editions of seven of its specialist journals.

Danish-owned Aller has chosen to concentrate on traditional weeklies 
and dominates the Swedish markets for family and celebrity magazines. 
The company also publishes specialist, professional and male interest 
magazines. Aller strengthened its position in the Swedish periodicals 
market in 2007 through its acquisition of French Hachette Filipacchi 
Média’s Swedish subsidiary, which in addition to a Swedish edition of 
the fashion magazine Elle also publishes two specialist journals and a 
lifestyle magazine for men.

Egmont, the other big Danish publisher, has above all profiled itself as 
a publisher of comic strips and juvenile magazines but also publishes a 
number of popular periodicals. The Hjemmet Mortensen periodicals 
publisher, formerly half Norwegian-owned, was taken over completely in 
2008. In Sweden the company now publishes about 15 specialist journals.

Forma Publishing (formerly ICA Förlaget) and LRF Media have relatively 
similar histories and publishing profiles. Each has been built up round 
its consumer magazine (ICA Kuriren and Land respectively). Forma 
Publishing also publishes three specialist journals and a number of profes-
sional journals, as well as customer bulletins, among them Buffé, which 
has a circulation of nearly 2 million. LRF Media formerly concentrated 
on titles connected with agriculture and country life but, following its 
acquisition of Dutch TTG Sverige, has expanded its range to include 20 
or more specialist and professional journals plus two lifestyle magazines.

There are a number of publishers specialising in one or two market  
segments, e.g. with journals about computers, cars, riding, skiing, 
hunting, fishing, history, hi-fi, travel, children, mobile phones, digital 
cameras and antiques. The biggest firms in this group are American 
IDG, which leads the market in the IT magazine sector, and Albinsson 
& Sjöberg, publishing a wide range of motoring magazines.
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 4.2 The Press Subsidies Council6

The Press Subsidies Council is a national authority tasked with dist-
ributing national funding support to daily newspapers. The aim is to 
safeguard the diversity of the daily newspaper market, which in turn 
is expected to contribute towards comprehensive news reporting and 
opinion formation nationwide. The Council also monitors economic 
developments, changes of newspaper ownership and other essential 
changes in the daily press which can affect the need for press subsidies. 
Press subsidies are divided into two parts – operating subsidies and 
distribution subsidies.

 4.2.1 Operating subsidies
Operating subsidies – the largest part of the press subsidisation scheme 
– are paid to daily papers meeting the requirements defined in the Press 
Subsidies Ordinance (SFS 1990:524). Among other things, a newspaper 
must have a certain minimum number of issues per week and a subscri-
bed circulation of at least 1,500 copies. There are further requirements 
which have to be met by various groups of newspapers. New rules came 
into force on 1st January 2009.

The total number of daily papers in Sweden in 2008 was roughly the 
same as for the past five-year period. That year there were 169 unique 
daily newspaper titles. Of these, 78 received operating subsidies in 2008, 
which means that upwards of 46 per cent of Sweden’s daily papers are 
subsidised.

No. daily papers receiving operating subsidies, 2005-2008

Publication rate 2005 2006 2007 2008

1-2 issues weekly 49 51 54 55

3-7 issues weekly 23 23 23 23

All 72 74 77 78

During 2008 a total of MSEK 432.5 was paid in operating subsidies to 
78 daily papers. Of these 5 are low-frequency (1-2 days/week) and 23 
medium or high-frequency (3-7 days/week). The number of newspapers 
receiving operating subsidies rose by 6 between 2005 and 2008, with the 
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biggest increase taking place in the low-frequency group. Three new one-
day papers began publishing during the year. One newspaper went out 
of publication and the operating subsidy to one has been discontinued 
because its household coverage is too high.

 4.2.2 Distribution subsidies
Distribution subsidies are paid to daily papers distributed through a spe-
cial joint distribution system applying an equal pricing principle. These 
subsidies are intended to promote co-operation between newspapers 
and to encourage the widest possible circulation of daily papers. The 
great majority of Swedish newspapers take part in the joint distribution 
arrangement and thus have a share in distribution subsidies.

Joint distribution today is managed by five distribution companies, four 
of them regional and one nationwide. In a number of areas these com-
panies have subcontractors. All high and medium-frequency morning 
papers take part in the joint distribution scheme. Distribution subsidies 
totalling MSEK 70.3 were paid in 2008 to 139 daily papers. This was 
slightly less than in previous years, owing to reduced circulation figures. 
Some 850 million newspapers were delivered.

 4.2.3 Economics of the daily press
Dagspressens Ekonomi (Economics of the daily press) is published  
annually by the Press Subsidies Council. The latest edition refers to the 
performance of daily newspaper enterprises in 2007 and some of the 
findings are presented below.

Briefly, 2007 was a very good year for Sweden’s daily newspapers from 
the financial viewpoint. The industry as a whole showed a better result 
than for the preceding year. In absolute figures, the industry posted a net 
surplus of MSEK 2,384. In relation to earnings of MSEK 19,910 this 
comes to 12 per cent, which is a good deal higher than the average of 
about 6 per cent of the period between 1976 and 2007. The advertising 
market for the daily press improved in 2007, except as regards the eve-
ning papers, whose advertising revenues fell by about 7 per cent. The 
positive trend in the morning papers lasted up to and including August 
2008. During the closing months of 2008 the trend for the daily press 
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took a downward turn. During those months the metropolitan press 
was harder hit than the provincial press, as is usually the case during a 
downturn. Job vacancy adverts, which are particularly susceptible to the 
economic situation, are especially important to the metropolitan press. 
The advertising markets of the provincial press, generally speaking, are 
less sensitive to cyclic fluctuations. The pressure on advertising markets 
diminished somewhat following a decline in competition in the free 
sheet market. The free sheet Punkt SE was closed down and another free 
sheet, Stockholm City, reduced its publishing to three issues per week.

The advertising market outlook for the daily press in 2009 is not encour-
aging. The Institute for Advertising and Media Statistics (IRM) estimates 
that the total advertising market will shrink by about 5 per cent, which 
probably spells more than a 5 per cent drop in the advertising earnings 
of the daily press.

Daily newspaper circulation figures continued falling in 2007. The 
evening papers accounted for more than half the decline in 2007 and 
reports concerning the evening press point to a continuing decline in 
2008. The many newspaper mergers of recent years are another structural 
factor with negative implications for circulation figures. Two six-day 
newspapers ceased publishing in 2007 and contact with their former 
readers was weakened: Bergslagsposten merged with Nerikes Allehanda 
and the title Skövde Nyheter, a member of the Västgöta-Tidningar 
group, was discontinued.

Press subsidies in 2007 covered some 2.3 per cent of the industry’s total 
expenses.

 4.2.4 Changes of newspaper ownership
After several years of mergers and takeovers, the industry has now 
entered a consolidation phase. Apart from MittMedia completing its 
acquisition of Dalarnas Tidningar, there were no daily paper takeovers in 
2008. Energy has instead been devoted to streamlining administration, 
printing and distribution and to other development work.

The concentration of ownership in the daily press has increased as a 
result of newspaper transactions in recent years, but that concentration 
has distinctive features worth noticing. Bonnier, Stampen and Schib-
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sted, the three big groups, accounted between them for over 70 per 
cent of daily press earnings in 2007. Their combined share in 2006 was 
upwards of 60 per cent. The three groups are different. The Schibsted 
group consists entirely of metropolitan newspapers, the Bonnier group 
is dominated by metropolitan newspapers, and Stampen is mostly made 
up of provincial papers.

 4.3 The Talking Newspapers Council
The Talking Newspapers Council is a national authority tasked with 
making the content of daily newspapers more accessible to persons with 
vision impairment, aphasics, dyslectics and persons whose functional 
impairment prevents them from holding or leafing through a newspaper. 
The Council discharges this responsibility by paying subsidies to daily 
newspapers publishing a talking version of their printed edition. The 
Council is also responsible for the development and procurement of the 
receivers which subscribers need in order to use a talking newspaper. 
These are lent to individual persons by the Council free of charge.

 4.3.1 Talking newspapers
A total of 101 talking newspapers7 were being published at the end of 
2008.  There are two main forms of talking newspaper: recorded and 
speech-synthesised. The recorded version runs for 90 minutes and is 
edited and recorded by journalists. It is distributed by radio (67 news-
papers) and post or by newspaper delivery personnel on CD or cassette 
(15 newspapers). The speech-synthesised newspaper (of which there are 
19) is a text version of, basically, the entire content of the daily paper. 
This is delivered to the subscriber’s mobile phone and there read out 
loud by means of speech synthesis.

Talking newspaper publishing has virtually nationwide coverage. The 
diagram on the following page shows the breakdown between different 
types of talking newspaper and the number of subscribers.
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The number of subscribers rose in 2008 by upwards of 220. The decli-
ning trend existing since the beginning of the 2000s appears to have 
been decisively inflected in 2006. The main reason for the increase is 
the replacement, starting in 2006, of older talking newspaper receivers 
by new and more user-friendly ones. Figures from receiver suppliers 
suggest a continuing growth in the number of subscribers during 2009.

 4.3.2 Radio newspaper receivers
Between 2006 and 2008 the Talking Newspapers Council awarded 
special funding totalling MSEK 25 for a switchover to smaller, more 
user-friendly receivers. The Council carried out a procurement of new 
receivers. Deliveries commenced in January 2006 and by the end of 2008 
only a few of the older receivers were still being used by subscribers. This 
replacement of radio newspaper receivers has led to a steeper rise in the 
number of subscribers than had previously been forecast.

In the autumn of 2007 the Talking Newspapers Council decided that 
all new radio newspaper receivers (Adelas) are to be prepared for Inter-
net distribution, and consequently all Adelas delivered in 2008 are “IP 
Adelas”.

 4.3.3 Mobile phones for speech-synthesised newspapers
Work on developing the speech newspaper version read out with the 
aid of speech synthesis is ongoing. In 2006 the Talking Newspapers 
Council began replacing the computers previously used for receiving the 
speech-synthesised newspaper (RATS) with new receivers in the form of 
mobile phones. In 2008, in view of the increase in the number of speech 
synthesis newspaper subscribers observable since the mobile phones 
came into service, the Council purchased an additional 500 units. The 
few subscribers still reading their speech-synthesised newspaper with 
the aid of a computer have retained that solution of their own free will. 
No new computers are being delivered, however, and so eventually the 
great majority of subscribers to speech-synthesised newspapers will be 
receiving them by mobile phone. There are several advantages to being 
able to listen to the paper on the mobile. For example, one can take paper 
on journeys in exactly the same way as readers of the printed version.
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 4.3.4  Development of costs
The cost of talking newspapers depends above all on how they are pro-
duced. The biggest single item of expenditure in the talking newspaper 
system is the remuneration paid to daily newspapers producing an edited, 
recorded version (radio newspapers and cassette and CD newspapers). 
To this is added the cost of distributing these newspapers, especially the 
cost of broadcasting radio newspapers. The expense incurred by news-
papers producing a text version read out by means of speech synthesis 
is somewhat lower, because no editing or recording is needed. The cost 
of talking newspaper activities rose between 2007 and 2008 as regards 
both recorded and speech-synthesised newspapers. Total expenditure on 
talking newspaper activities in 2008 came to MSEK 132.4, breaking 
down into MSEK 118.9 for the 82 radio, cassette and CD newspapers, 
MSEK 5.8 for the procurement of new radio newspaper receivers, MSEK 
5.7 for the 19 speech-synthesised newspapers, and MSEK 2.0 for the 
procurement of new mobile phones.
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1 www.tu.se, 090424

2 Skilda världar, SOM-rapport nr 44 Holmberg, Sören & Weibull, Lennart (red), Göteborg 2008

3 Ibid.

4 Staffan Sundin, Nordicom

5 Ibid.

6 Åsa Finnström, Presstöds- och taltidningsnämnden, 09-04-17

7 97 newspaper titles were published as talking newspapers, and 4 were published as both  

 talking and speech-synthesised newspapers. 
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 5.1 The Swedish media market
This chapter was written for the Swedish Radio and TV Authority by 
Staffan Sundin, Nordicom.

The Swedish media market has undergone great changes during the 
2000s. The switchover to digital technology has reduced both pro-
duction and distribution costs in broadcasting, making it possible to 
launch a succession of new, mostly niched, TV channels. In the daily 
press market, ownership concentration has been reinforced by several big 
company takeovers and mergers. Both consumption of and advertising 
on the Internet have increased very rapidly, presenting the established 
media enterprises with great challenges when it comes to retaining their 
consumers and advertisers.

 5.1.1 Media consumption
Increased offerings has not led to a commensurate growth of media 
consumption. The latter has remained relatively constant, but utilisa-
tion time has been reallocated between the different media. The biggest 
change has occurred in the time devoted to Internet use. Thus more 
and more media producers are competing for a share of consumers’ 
limited time, with the result that competition in the media marketing 
is growing steadily keener.

Time spent utilising mass media by the entire population aged 9-79 on an 
average day in 1998, 2003 and 2008 (minutes)

Mass medium 1998 2003 2008
Change 

1998/2008 (%)
Change 

2003/2008 (%)

Radio 133 117 93 -30 -21

Television 98 106 96 -2 -9

Daily paper 29 30 28 -3 -7

Book 23 19 20 -13 5

Popular/professional magazine 19 15 14 -26 -7

CD/gramophone record/
cassette tape/MP3

33 27 28 -15 4

Text TV 3 3 2 -33 -33

Video/DVD 11 11 10 -9 -9

Internet 10 23 68 580 196

Grand total 359 351 359 0 2

Source: adapted from Nordicom-Sveriges Mediebarometer 2008.
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The expansion of the media market has led to a stiffening of competition 
for consumers’ money, both directly through subscriptions and receiver 
charges and indirectly through the advertising market. The establishment 
of commercially financed TV channels at the end of the 1980s impacted 
on the very foundations of the Swedish advertising market. The daily 
press, for which advertising had traditionally been the main source of 
income, saw its share of investments in traditional advertising carriers 
fall from 79 per cent in 1990 to 51 per cent in 2005, while television 
during the same period raised its share from 2 to 26 per cent. During 
the boom period up until the summer of 2008, the advertising market 
was rapidly expanding, growing by 35 per cent altogether between 2003 
and 2008. Virtually all advertising carriers increased their earnings, but 
the Internet accounted for by far the swiftest growth, namely 327 per 
cent. From the autumn of 2008 onwards, the financial crisis has adversely 
affected the advertising market, and in the spring of 2009 reports came 
through of a steep decline in advertising sales.

Swedish advertising investments in 2008 (MSEK)

Investments Percentage share
Percentage 

change 2003-
2008

Daily papers 9,171 28.4 15

Periodicals 2,598 8.0 18

Cinema 104 0.3 49

TV 5,000 15.5 40

Radio 7228 2.3 63

Internet/mobiles 4,860 15.0 327

Free sheets 2,539 7.9 40

Catalogues/instructive media 1,897 5.9 -17

Direct advertising 4,303 13.3 20

Outdoor advertising 1,060 3.3 28

In-store media 72 0.2 53

Grand total 32,332 100.0 35

Source: adapted from IRM press releases of 18th February 2004 and 19th February 2009. 
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With new players appearing in the market, many households have 
increased their direct expenditure on media consumption. On top of 
the receiver licence fee and the cost of subscribing to a morning paper, 
they now have to pay operator charges, pay-as-you-view subscriptions, 
Internet charges and the capital cost of hardware.

The more journalistic media enterprises have thus encountered com-
petition from the new players for both public and advertising. The 
profit margins of advertising-financed newspapers and periodicals have 
shrunk commensurately with non-journalistic media and non-media-
related advertising carriers increasing their share of total advertising 
investments. Many newspaper enterprises have tried to parry the loss 
of earnings by cutting costs.

 5.1.2 Radio
MTG Radio AB provides the RIX FM, Lugna Favoriter, Star FM, Bandit 
and NRJ formats.

MTG Radio AB has holdings in 19 licensee companies, 16 of which 
are trading partnerships and 3 limited companies. Kinnevik Radio AB 
and e-village Nordic AB are also present in all companies. Co-operation 
with NRJ Group S.A. was inaugurated in 2004 and the NRJ format is 
now being transmitted in three localities only. Norrköpings Radio & 
Co is a production company owned by Östgöta Correspondenten and 
co-operating the licensees in Östergötland (where in several instances 
the newspaper has large holdings). “Others” (Övriga) include Uppsala 
Musik Radio 106,5 AB (owned by Uppsala Tidning), which as from 2009 
has inaugurated collaboration on transmission of the Lugna Favoriter 
format. This category also includes VK Radio AB, which co-operates 
with a licensee in Umeå. Co-operation with licensees within the SRU 
network ceased at the turn of the year and these nine stations have instead 
opened co-operation with SBS Radio. 
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Bonnier Radio and SBS radio Sweden Holding AB merged in 2003 to 
form the SBS Radio network. Bonnier’s involvement has gradually ceased 
since then and has been taken over by SBS Radio AB. SBS Radio AB is 
a part of SBS Broadcasting Group, with commitments in several Euro-
pean countries, and in turn is owned by ProSiebeSat.1 Media AG. SR 
(Svensk Radioutveckling) is a network company in the Stampen group 
and co-operates with several licensee companies. The licensee compa-
nies within SRU are limited companies, owned mainly by newspaper 
companies, and limited partnerships in which a newspaper enterprise 
is a general partner. SRU has for a long time co-operated with MTG, 
but at the New Year established co-operation for nine stations with SBS 
Radio instead. As part of that co-operation, Stampen AB has taken over 
a 20 per cent holding in SBS Radio.

The SBS Radio Network

 5.1.3 Television
Digitisation in the TV sector since 2000 has increased the number 
of players in the market. The newcomers include Swedish companies 
operating in other media and foreign TV companies. Total programme 
offering has increased and so has the number of independent programme 
producers. 

Companies in
the SBS sphere (15) SRU (9)

SBS Radio 
(40 licenses)

SBS Radio AB 
(16)

The MTG Radio network

Norrköpings
Radio & Co (5)NRJ (20)

MTG Radio 
(46 licenses)

Companies partly 
owned by

MTG Radio AB  (19)
sundry (2)
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Programme companies in the Swedish television market, 2007. Earnings and 
net profit/loss after financial items (MSEK))

Sphere Company Channels1 Earnings
Net 
profit/
loss

Sweden
Grand 
total

Grand 
total

Förvaltningsstiftelse Sveriges Television AB
SVT1, SVT2, SVT24, 
Barnkanalen/
Kunskapskanalen

4,028.5 4,028.5 46.2

Förvaltningsstiftelse
Sveriges Utbildnings-
radio AB

Kunskapskanalen2 328.4 328.4 -2.0

Bonnier TV4 AB

TV4, TV4 Plus, TV400, 
TV4 Sport, TV4 
Fakta, TV4 Film, TV4 
Komedi, TV4 Guld, 
TV4 Science Fiction

3,143.9 3,143.9 627.6

Stenbeck
Affärsområde Free-to-
air Scandinavia

TV3, TV6, TV8 … 3,173.0 627.0*

Stenbeck
Affärsområde Pay-TV 
Nordic

Åtta TV-1000-kanaler, 
nio Viasat-kanaler 

… 3,613.0 631.0*

ProSiebenSat.1 Kanal 5 AB Kanal 5, Kanal 9 1,133.0 1,133.0 358.5

ProSiebenSat.13 C More Entertainment 
AB

Nio Canal+ 
-kanaler

905.0 2,196.8 11.6

Viacom MTV Networks AB
MTV, Nickelodeon, 
VH-1, Comedy 
Central

183.1 183.1 7.3

TF1 Eurosport Television AB
Två Eurosport-
kanaler

75.6 75.6 0.1

Ledstiernan (36), 
Ignas Scheinius (21),  
C-G Andersson (21)

Nonstop Television AB
Star!, Showtime, 
Silver, TV7 4

96.5 96.5 14.7

Provider (70), 
Fameton (25)

Lokal-TV Nätverket i 
Sverige AB 5

Kanal Lokal 
Stockholm, 
Östergötland, Skåne, 
Göteborg

27.0 27.0 -78.4

Bonnier DITV AB DITV 11.7 11.7 -10.5

Schibsted Aftonbladet TV AB TV7 4 7.2 7.2 -76.7

Nordstjernan Axess Publishing Axess TV 5.5 5.5 -40.3

1 Channel data refer to spring 2009.

2 Kunskapskanalen is jointly produced by Utbildningsradion and Sveriges Television.

3 TV4 AB acquired C More Entertainment AB in November 2008.

4 TV7 was taken over in the autumn of 2007 by Broadcast Sweden AB, which in the summer of 2008 
sold the channel to Nonstop Television.

5 Lokal-TV Nätverket i Sverige AB, like the programme companies, went bankrupt in January 2009.

* Refers to operating profit/deficit.

Source: annual reports and press releases.
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TV company audiences, 2008

Principal owner Enterprise Audience aged 3-99 
Percentage of viewing 
time

Förvaltningsstiftelse Sveriges Television AB 34.4

Bonnier TV4 AB 27.8

Stenbeck MTG AB 16.1

ProSiebenSat.1 Kanal 5, C More Entertainment1 11.2

Discovery Holding Discovery 2.7

Viacom MTV, Nickelodeon, VH-1 2.0

Disney Disney Channel, Jetix 1.7

TF1 Eurosport 0.7

Time Warner Cartoon, CNN 0.6

Others 2.8

Grand total 100.0

Source: adapted from MMS annual report, TV-tittandet 2008.

1 Bonnier acquired C More Group from ProSiebenSat.1 in 2008.

At corporate level, Sveriges Television is biggest in terms of both tur-
nover and viewer percentage. For a long time, though, the company’s 
share of viewing time has been declining; since 1994 it has fallen by 
20 percentage units. The three big commercial TV companies in the 
Swedish market – TV4, MTG and ProSiebenSat.1 (formerly SBS) – have 
all suffered falls in viewer percentages for their main channels in recent 
years, namely TV4, TV3 and Kanal 5 respectively, but by launching new 
channels the three groups have been able at corporate level to retain or 
slightly increase their audience shares, and in 2008 they accounted for 
55 per cent of total viewing. Among the other companies, Discovery, 
Disney and Viacom attain shares of between one and three per cent.
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TV production companies 
Earnings and net profit/loss after financial items, 2007 (MSEK)

Principal owner Company Earnings Profit/loss

Sweden Total Total

Schibsted1 Metronome Film & Television2 3

Meter Film & Television 

STO-CPH Produktion

Metrix Interactive 

323.9

167.7

89.3

66.8

998,0

167.7

89.3

66.8

23.0

0,8

11.7

5.4

Stena Adactum (45) m fl4 MPP MediaTec Group 2 

Prisma Outside Broadcasting 

291.1

174.6

…

174.6

…

4.7

Prisma Outside 
Broadcasting (50). P A 
Gullö (50) 

Dream Team Production 116.5 116.5 9.2

Institutional investors5 Zodiak Television

Jarowskij Enterprises

MTV Mastiff

206.2

…

64.8

1 054.9

115.1

64.8

49.6

18.7

4.9

Stenbecksfären MTG6

Strix Television 

MTG Modern TV

…

…5

15.9

343.3

327.4

15.9

2.0

3.6

-1.6

Trav & Galopp Kanal 75 154.5 154.5 0.2

Eyeworks B.V Eyeworks Sweden2 140.4 140.4 19,0

Michael Hjorth (30), 
Johan Kindblom (30), 
Tomas Tivemark (30)

Tre Vänner Produktion 7 119.7 119.7 -2.1

Arvid Svensson AB (51) 
Thomas Hedberg (24,5), 
Anette Beijer (24,5)

Titan Television 96.2 96.2 6.3

IMG/ McCormack-
gruppen 

IMG (Sweden) 94.4 94.4 7.1

Svensk Elitfotboll (50)  
Fotbollförbundet (50)

Onside TV-Production 71.9 71.9 4.5

Peter Settman Baluba Television 60.7 60.7 8.1

Anna Carrfors 
Bråkenhielm/Runa 
Holding8

Silverback 56.6 56.6 0.6

Egmont Nordisk Film TV-Produktion 51.4 51.4 -3.7

Bertelsmann/RTL Freemantle Sverige AB 47.4 47.4 0.6

For notes, see next page.
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1 Schibsted became sole owner of Metronome Film & Television in the autumn of 2007, following its 
acquisition of Endemol’s holding (35%). In the spring of 2009 Schibsted sold the company to Shine 
Group.

2 Financial data refer to the combined operations of the group/sphere in the TV production market, 
with consolidated eliminations excluded.

3 Operating profit (EBITA).

4 MMP MediaTec Group was formed on 1st July 2007 and is owned by Stena Adactum (45), Kenneth 
Paterson (20), Holtback Holding AB (15), Hans Öberg (10), Ulf Ahnstedt (10).

 5 De Agostini Communication acquired Zodiak Television in the summer of 2008.

6 During 2007 Strix produced programmes for Swedish, Danish, Norwegian, German, South African, 
Georgian and Dutch/Belgian TV channels. No separate figures are given for the Swedish market.

7 Referring to 2006 (07)-2007 (12).

8 Silverback (formerly Talpa Scandinavia) was owned by Talpa Media until May 2007, when it was 
acquired by Runa Holding, which sold the company to ITV in May 2008.

Source: annual reports.

The programme production companies are dominated by three compa-
nies with wide-ranging activities, namely Schibsted-owned Metronome, 
MTG’s Strix and Zodiak Television, which was acquired in 2008 by the 
Italian de Agostini media conglomerate. Three media technology com-
panies merged in 2007 to form a single group, MP MediaTec. Several 
large international combines – Dutch Eyeworks, British ITV, American 
IMG and German Bertelsmann/RTL – are represented by subsidiaries 
in the Swedish production company market.

Companies in the radio and television distribution market. Earnings and profit/
loss after financial items, 2007 (MSEK).

Principal owner Companies Earnings 
in Sweden 
(MSEK)

Total 
earnings 
(MSEK)

Profit/loss after 
financial items

State Teracom 
whereof radio & TV 
broadcasting
Pay-as-you-view

3,312.0
 
929.0
1,825.0

3,312.0
 
929.0
1,825.0

669.0
 

267.0*
368.0*

Carlyle Group och 
Providence Equity 1

Nordic Cable Acquistion 
Holding AB

Com Hem

Com Hem Stockholm 

3,531.9

2,726.3

804.6

3,531.9

2,726.3

804.6

-738.0

652.9

152.4

Telenor Canal Digital Sverige 1,629.1 1,629.1 77.2

Stenbecksfären

Stenbeck/MTG

Stenbeck/Tele2

Viasat 

Tele2Vision Sverige1 

1,478.7

1,255.0

223.7

1,510.4

1,286.7

223.7

49.9

144.5

-94.6

1 Financial data refer to 2006. Tele2’s cable TV operation is not separately accounted for in 2007.

*Operating profit/loss.

Source: annual reports.
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Competition in the distribution market has grown keener, both  
between satellite, cable, terrestrial network and broadband distributors 
and between the companies in each sub-market. Com Hem, owned 
by the Carlyle Group and Providence Equity Partners venture capital 
companies, strengthened its already very strong position in the cable 
TV market in 2006 by acquiring UPC Sweden (renamed Com Hem 
Stockholm). State-owned Teracom is responsible for transmissions on 
the analogue and digital terrestrial networks and, through its subsidiary 
Boxer, sells services for the digital terrestrial network. Telenor, owned by 
the Norwegian government, is represented in Sweden by Canal Digital, 
which is both a satellite and a cable operator. The Stenbeck sphere also 
has interests in both satellite and cable distribution, through Viasat 
and TeleVision.

 5.2 Players
Media market tendencies in the Nordic countries present a number of 
similarities. Many of the larger media companies have broadened their 
fields of activity by entering new media sectors, e.g. in the broadcasting 
media markets which have been opened up as a result of deregulation. 
The big Nordic media combines have also expanded to a great extent 
by crossing national boundaries and starting up in neighbouring 
countries. The twelve largest media players in Sweden in 2008 include 
seven combines – Bonnier, Schibsted, Stenbecksfären, ProSiebenSat.1, 
Egmont, Telenor and Aller – all of which have strong positions in more 
than one Nordic country. KF Media also maintains a certain amount 
of activity in the neighbouring countries. Apart from the State-owned 
Teracom and Boxer companies and the public service companies owned 
by Förvaltningsstiftelsen för Sveriges Television AB, Sveriges Radio AB 
och Sveriges Utbildningsradio AB, only the Hjörne sphere, Mittmedia 
and foreign-owned Com Hem operate exclusively in the Swedish market.
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Spheres of ownership in the Swedish media market. 
Media earnings in Sweden and totally. Total earnings in 2007. (MSEK)

Spheres of 
ownership

Main company Media earnings Total 
solidated 
earnings

Major companies 
(trademarks) in Sweden

Sweden Total

Bonnier family Bonnier AB1 15,655 30,884 30,884 Albert Bonniers Förlag, 
Wahlström & Widstrand, 
Forum, Bonnier Carlsen, 
Bonnier Audio, AdLibris, 
Bonnier Tidskrifter, 
Semic, Dagens Nyheter, 
Sydsvenskan, Expressen, 
Kvällsposten, GT, 
Ystads Allehanda, 
Trelleborgs Allehanda, 
Kristianstadsbladet, 
Stockholm City, Dagens 
Industri, TV4, Svensk 
Filmindustri, SF Bio, 
Homeenter, Discshop, 
Bonnier Amigo Music

State and 
Förvaltningsstiftelsen

10,7752 10,7752 …

whereof SVT, SR 
and UR

7,062 7,062 7,062 Sveriges Radio, Sveriges 
Television, Utbildningsradion 

whereof 
Teracom

3,312 3,312 3,312 Teracom, Boxer TV

whereof Posten 1,263 1,263 30,132 Tidningstjänst

Blommenholm (26) 
Investeringsfonder

Schibsted A/S 5,661 15,174 15,174 Svenska Dagbladet, 
Aftonbladet, Blocket, 
Metronome Film & Television, 
Filmlance, Sandrew 
Metronome, Schibsted 
Förlagen 

Hjörne family (87) Stampen 5,057 5,057 5,057 Göteborgs-Posten, V-TAB, 
Promedia (VLT, Nerikes 
Allehanda samt 11 lokal-
tidningar), Mediabolaget 
Västkusten (Hallandsposten, 
Hallands Nyheter, TTELA, 
Bohusläningen, Strömstads 
Tidning), Appelberg 
Publishing Group

Children of Jan 
Stenbeck (>50 
through direct and 
indirect ownership)

Stenbeck 
sphere

4,666 14,637 83,263

whereof 
Modern Times 
Group

3,734 11,351 11,351 TV3, TV6, TV8, ZTV, TV1000, 
Viasat, Strix, MTG Radio (Rix 
FM), CDON
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whereof Metro 
International

708 3,062 3,062 Metro

whereof Tele23 224 224 43,320 Tele2 TV

Carlyle Group and 
Providence Equity

Nordic Cable 
Acquisition 
Holding AB

3,532 3,532 3,532 Com Hem

Kooperativa 
Förbundet (The 
Swedish Co-
operative Union)

KF4 2,548 2,548 22,166 Akademibokhandelsgruppen, 
Bokus, Norstedts 
Förlagsgrupp (Norstedts, 
Rabén & Sjögren, Prisma), 
Tidningen Vi, Pan Vision

KKR and Permira 
(88)5

ProSieben 
Sat.11

2 251 24 993 24 993 Kanal 5, C More 
Entertainment (Canal Plus)1, 
SBS Radio

Egmont Fonden Egmont 
International 
Holding

1,885 14,057 14,057 Kärnan, Nordisk Film, 
Egmont Tidskrifter, Hjemmet 
Mortensen 

Norwegian 
government (54)

Telenor 1,629 8,240 106,770 Canal Digital 

Aller family
Carl Allers 
Etablissement

1,580 5,048 5,048 Svenska Aller, Aller Business, 
Baltic Press, Spray 

Nya Stiftelsen
Gefle Dagblad (70)

Mittmedia 
Förvaltnings AB

1,329 1,329 1,329 Sundsvalls Tidning, Gefle 
Dagblad, Arbetarbladet, 
Östersunds-Posten samt 
ytterligare 8 lokaltidningar

1 Bonnier AB acquired C More Group (Canal Plus in the Nordic countries) from ProSiebenSat.1 in 
2008. The company’s earnings in 2007 amounted to MSEK 2,196, of which MSEK 905 in Sweden.

2 SVT’s, SR’s and UR’s payments to Teracom have been eliminated.

3 The figures for media earnings refer to 2006. Tele2’s cable TV operation is not separately accounted 
for in 2007.

4 Figures refer to total consolidated media earnings, with consolidated eliminations excluded.

5 KKR and Permira control 88% of the votes and 51% of the share capital in ProSiebenSat.1.

Note: Figures refer to the financial year with at least 7 months coming in 2007.

Source: annual reports.

.
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 5.2.1 Bonnier
Bonnier is by far the biggest media group in Sweden, grossing MSEK 
29,2 in 2007, of which MSEK 15,7 in Sweden. During the 1990s the 
group successively enlarged its range of activities, and it now ranks among 
the very biggest players in practically all media sectors in Sweden except 
for radio broadcasting. The greater part of the group’s expansion since 
2000 has taken place abroad, but its acquisition of TV4 in 2007 meant 
substantial growth in the Swedish media market as well.

Geographic breakdown of Bonnier AB’s earnings in 2008 (MSEK)

Regions Earnings Per cent of earnings Per cent change 2000/2007

Sweden 15,519 52 45

Other Nordic countries 8,304 28 132

Other countries 5,775 20 128

Total 29,597 100 76

Source: Bonnier AB annual reports for 2002 and 2008

Following its decision at the end of the 1980s to phase out its industrial 
interests and concentrate exclusively on media, the Bonnier sphere 
has regarded the Nordic area and the Baltic states as its home market. 
Its involvement in the neighbouring countries has grown steadily,  
accounting in 2007 for 27 per cent of Bonnier AB’s total earnings, with 
Finland, following the acquisition of MTV Media, contributing most, 
namely 11 per cent. Turnover in Germany and the USA has grown 
rapidly since 2000, with each of these two countries accounting for 7 
per cent of earnings.

Albert Bonniers Förlag has for over a hundred years now been Sweden’s 
leading publisher of fiction. Although competition has stiffened since 
the first half of the 20th century, when Bonnier was paramount, the firm 
has succeeded in retaining its strong position. Bonnier AB also owns 
two other relatively large general publishing houses, namely Wahlström 
& Widstrand and Forum. The Bonnier group’s publishing activities 
are completed by a number of more specialised firms, such as Bonnier 
Carlsen (children’s literature), Bonnier Audio and Bonnier Utbildning. 
Bonnier is strong in the book club market, controlling a number of 
Sweden’s largest book clubs, which provide an important sales channel 
for the group’s publishing houses but also for books from rival companies. 
In 2005 Bonnier acquired the big AdLibris on-line bookstore.
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Bonnier AB, earnings and net profits for 2008 (MSEK)

Business area Earnings Percentage 
of earnings

Change 
2000/2008 (%)

Net 
profit

Operating 
margin (%)

Books 5,917 20 61 462 8

Magazine Group 6,202 21 133 322 5

Broadcasting 6,038 20 936 16

Entertainment 3,969 13 285 7

Business Press 2,495 8 88 168 7

Morning Paper 3,678 12 -165 -4

Evening Paper 1,666 6 125 7

Sundry -3,766 -317

Grand total 29,597 100 76 1,816 6

Source: Bonnier AB annual reports for 2002 and 2008.

Daily newspaper publishing accounts for roughly 41 per cent of Bonnier’s 
earnings in the Swedish market. Its ownership of newspapers like Dagens 
Nyheter, Expressen, Sydsvenska Dagbladet and Dagens Industri, makes 
the group Sweden’s foremost newspaper publisher, accounting for 26 per 
cent total circulation. With advertising sales providing between 60 and 
75 per cent of the earnings of morning newspapers, the performance 
of the business area and of the group as a whole is very susceptible to 
fluctuations in the economy at large. In 2002 Bonnier entered into 
competition with Metro in the free sheet market and now publishes 
City in Stockholm and Malmö/Helsingborg.

Bonnier’s operations in television, films and music are gathered into the 
Bonnier Broadcasting & Entertainment business area. The emphasis of 
this business area has shifted in favour of the TV market following the 
group’s acquisition, in 2007, of a majority holding in the former asso-
ciated companies TV4 AB and Finnish MTV Media. TV4 AB, with a 
turnover of MSEK 3,100, is the biggest Swedish company in the group, 
followed by SF Bio, Svensk Filmindustri and Homeenter. In the Swedish 
periodicals market, Bonnier is represented by several companies, of which 
Bonnier Tidskrifter and Bonnier Publications are the largest. The main 
emphasis here is on specialist journals, a segment in which Bonnier is 
a leading player, though its periodicals are faced with competition in 
many of the niches into which the market is divided. In the popular 
press Bonnier attained an 8 per cent share of circulation per publishing 
occasion in 2006, as against 5 per cent for Aller. 
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 5.2.2 The public service companies, Teracom and Boxer
The Sveriges Radio, Sveriges Television and Utbildningsradion public 
service companies are owned by Förvaltningsstiftelsen för Sveriges Tele-
vision AB, Sveriges Radio AB och Sveriges Utbildningsradio AB. Their 
combined turnover in 2007 amounted to MSEK 7,100.

State-owned Teracom is responsible for radio and television broadcasting 
on the terrestrial networks and Boxer sales channel packages for the 
terrestrial network.

 5.2.3 Schibsted
The Norwegian Schibsted media group established itself in Sweden in 
the mid-1990s, quickly becoming one of the country’s biggest media 
proprietors. With its large interests, above all in the daily press but also 
in film and TV production, Schibsted grosses more than the Stenbeck 
sphere in the Swedish media market.

Schibsted has been operating in the Norwegian media market since 
1839. It has long held a very strong position in the Norwegian daily 
press, a position further reinforced in 2008, when four of the biggest 
newspaper enterprises formed Media Norge with Schibsted as majority 
shareholder. The Norwegian authority Medietilsynet puts Schibsted’s 
share of the Norwegian daily newspaper market at roughly 3 per cent. 
The Metronome Film & Television TV production company has grown 
rapidly and is one of the biggest players in the Nordic area, but in the 
spring of 2009 it was sold to the British Shine Group. In 1997 Schib-
sted also became one of the three big players in the Nordic film market 
by merging its film company with the Swedish Sandrew group to form 
Sandrew Metronome.

Breakdown of Schibsted’s earnings in 2008 (MSEK)

Business area Earnings Percentage of earnings

Norway 6,947 43

Sweden 6,158 38

International 3,098 19

Grand total 16,203 100

Source: Schibsted ASA interim report, 4th quarter of 2008.
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Following its acquisition of Aftonbladet in 1996 and Svenska Dagbladet 
in 1998, Schibsted became Sweden’s second-largest daily newspaper 
publisher, with 16 per cent of the total circulation. The Sandrew Met-
ronome film company is one of the leading players in the Swedish film 
distribution market, but in 2005 the company disposed of its cinema 
operation. Metronome Film & Television’s Swedish subsidiary Meter, 
similarly, occupies a strong position in TV production. The Schibsted 
Förlagen book and comic publishing house completes the group’s ope-
rations in Sweden.

Following a 150 per cent growth of turnover (in fixed money terms) 
during the 1990s, Schibsted has entered a consolidation phase of slo-
wer growth. The daily press remains the main operational emphasis, 
although the other fields, classified advertising especially, have grown 
in importance. Schibsted used to be an essentially Nordic enterprise, 
but following its acquisition of a large classified advertising company 
operating in Spain, France and Italy the extra-Nordic portion of its 
turnover has risen to 19 per cent.

 5.2.4 The Hjörne sphere
Stampen is the parent company of the group publishing Göteborgs-
Posten, of which the Hjörne family have been majority shareholder since 
1926. Following the sale of the evening paper GT to Bonnier in 1997 
and the scaling down of its involvement in the radio broadcasting sector, 
Stampen has concentrated during the 2000s on developing its old core 
operation, namely publication of morning newspapers.

Breakdown of the Stampen group’s media earnings, 2008 (MSEK)

Business area Earnings1 Operating profit/
loss2

Percentage of 
earnings

Göteborgs-Posten 1,323 91 26

V-TAB 1,984 150 38

Promedia 1,357 71 26

Mediabolaget Västkusten 635 68 12

Stampen Media Partners 123 10 2

Grand total 5,108 180 100

1 Earnings for business areas are given exclusive of consolidated elimination.

2 EBIT for total operations and EBITA for the business areas.

Source: Stampen AB annual report for 2008.
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Since 2005 Stampen has advanced its positions in the daily press market 
by acquiring majority holdings in several large newspaper enterprises. 
Total earnings have risen by 185 per cent since 2005, amounting to 
MSEK 5,100 in 2007. The group has nearly doubled its share of the 
total daily press circulation, from 8.2 per cent in 2005 to 16.0 per cent 
in 2008. The newspaper business has been organised into three business 
areas: Göteborgs-Posten, Promedia for the central Swedish newspapers, 
which include VLT and Nerikes Allehanda, and Mediabolaget Väst-
kusten, which for example includes Hallands Nyheter, Hallandsposten 
and Bohusläningen. The group is also a very big player in the printing 
market through its subsidiary V-TAB, which has nine facilities and in 
2007 grossed MSEK 2,100. Stampen Media Partner operates a number 
of Internet sites. The group is majority shareholder in the Mkt media 
development company, which it operates together with Mittmedia, 
Lidköpingspress and Eskilstuna-Kuriren.

 5.2.5 The Stenbeck sphere
The Stenbeck sphere consists of a group of conglomerates controlled 
by the children of Jan Stenbeck through direct or indirect ownership. 
In 2008 the group grossed a total of some MSEK 16,000 in the media 
sector. The biggest of the media conglomerates is Modern Times Group 
(MTG), with a turnover of MSEK 13,200, while Metro International 
and a number of subsidiaries of Tele2 are responsible for the sphere’s 
free-sheet and cable TV operations.

The Stenbeck sphere’s media earnings, 2008 (MSEK)

Business area Earnings1 Operating profit/loss
Percentage of 
earnings

Viasat Broadcasting 10,368 79 174

MTG Radio 795 6 434

MTG Online 1,816 14 …

MTG Modern Studios 180 1 -55

Parent company and other 
companies 6 0

MTG total 13,165 100 142

Metro International 2,838 237

Tele 21 …

Stenbeck sphere media, grand 
total 16,003 155

1 Tele2’s cable TV operations were not separately accounted for in 2008. Cable TV earnings in 2006 
totalled MSEK 224.

Source: MTG and Metro International annual reports, 2000-2008.

Structure of the industry

101



The main emphasis of the Stenbeck sphere’s media operations has been 
on television ever since the inauguration of TV3 on New Year’s Eve 
1987. From the very first years the sphere was committed to building 
up a vertically integrated operation comprising virtually all stages from 
programme production to satellite or cable transmission. Another 
clear strategy has been that of parallel start-ups in all the Scandinavian 
countries.

MTG’s dominant business area is Viasat Broadcasting, which in 2008 
generated 79 per cent of the group’s total earnings. The basis of opera-
tions is a hundred or more TV channels, including about 20 in Sweden, 
which are packaged, distributed and marketed by the group’s satellite 
operator Viasat. The sphere’s Swedish channels had a combined viewing 
time share of 16.1 per cent in Sweden in 2008, with TV3 by far the 
biggest, accounting for 8.8 per cent of total viewing time.

MTG also operates Strix, one of the leading Nordic production com-
panies, specialising above all in docu-soaps for the Scandinavian and 
Dutch/Belgian markets. The company has also developed and exported 
several formats of its own.

The Sonet Film film distribution and production company was sold in 
2007 to Bonnier-owned Svensk Filmindustri. In printed media there is 
a customer bulletin publishing firm.

MTG has consistently built up its activities parallel in the Scandinavian 
countries. 73 per cent of its earnings in 2007 were generated in the  
region, roughly in proportion to the sizes of the three countries. Turnover 
has grown a good deal more in the other Scandinavian countries than 
in Sweden since 2000. In recent years the group has investigated heavily 
in the eastern European TV markets.

Geographic breakdown of MTG’s earnings, 2008 (MSEK)

Regions Earnings Percentage of earnings Change 2000/2007 (%)

Sweden 4,197 32 76

Rest of Scandinavia 5,395 41 154

Other countries 3,573 27 286

Grand total 13,165 100 142

Source: MTG annual reports, 2001-2008.
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The Metro free sheet, which the Stenbeck sphere began publishing in 
Stockholm in 1995, quickly proved successful and was followed by 
Göteborg and Malmö editions. A national edition has also been dis-
tributed since 2004. The Swedish free sheets have laid the foundations 
of a new media combine. Metro International, which has expanded 
very swiftly and in March 2009 was publishing more than 70 editions 
of Metro in 22 countries. Metro Sverige has been highly profitable, 
whereas in other countries the business has posted heavy losses even 
after the start-up phase.

Geographic breakdown of Metro International’s earnings and operating  
profit/loss, 2008 (MSEK)

Regions Earnings
Percentage of  

earnings
Change 

2000/2008 (%)
Operating 
profit losst 

Operating 
margin

Sweden 646 23 18 73 11

Northern Europe 662 24 … 24 4

Southern Europe 914 32 … -86 -9

USA 219 8 … -51 -23

Other countries 284 9 … 37 13

Sundry 112 3 … -189 -168

Capital gains 358

Grand total 2,838 100 237 166 8

Source: Metro International annual reports, 2000-2008.

 5.2.6 KF 
Kooperativa Förbundet (the Swedish Co-operative Union) has a num-
ber of media-related operations which, taken together, make it one of 
the biggest players in the Swedish media market. In the book market, 
the group, with publishing houses covering the whole field of general 
literature, Sweden’s biggest chain of bookstores and interests in the 
distribution sphere, has become the equal of its rival Bonnier.

KF sphere media earnings, 2008 (MSEK)

Business areas/companies Earnings
Percentage of 

earnings Change 2000/2008 (%)

Bookstores 1,513 44 70

Publishers 500 15 54

Newspapers1 23 1 -60

Interactive media 1,406 41 …

KF sphere, excl. 
consolidated eliminations 3,442 100

1 Financial figures refer to 2007.

Source: annual reports and KF’s annual report announcement for 2008.
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The group’s book publishing comes under the Norstedts Förlagsgrupp 
combine. Its publishing profiles cover the whole of the book market 
except for educational publishing. Norstedts Förlag publishes a wide 
range of general literature, with emphasis on fiction. Rabén & Sjögren 
concentrates entirely on literature for children and young persons, a field 
in which it has consolidated its position as Sweden’s leading publisher. 
Prisma specialises in non-fiction.

Akademibokhandeln is a market leader, with a market share exceeding 
30 per cent, and with its 61 bookstores it is represented in most of the 
larger towns and cities. KF also owns an on-line bookstore, Bokus, and 
Pan Vision, an interactive media enterprise operating in Sweden, Norway 
and Finland. Both the bookstore and publishing businesses increased 
their turnover substantially between 2000 and 2008.

 5.2.7 ProSiebenSat.1
The German TV group ProSiebenSat.1 acquired SBS Broadcasting in 
the summer of 2007. That company’s operations were integrated with 
its new parent company, whose principal owners are the Permira and 
KKR venture capital companies. In Sweden ProSiebenSat.1 operates in 
the TV market through Kanal 5 and Kanal 9. C More Entertainment, 
which operates nine Canal+ channels, was sold in November 2008 to 
Bonnier-owned TV4. In radio broadcasting SBS Radio operates 40 
radio stations. The Swedish operation grossed MSEK 2,250 in 2007. 
ProSiebenSat.1’s total turnover for 2007 and 2008 was MSEK 25,000 
and 29,300.

 5.2.8 Egmont
Egmont has employed two distinct development strategies, one in the 
Scandinavian and the other in the European market. Early on the group 
built up a Scandinavian-based weekly publishing business to which  
comics and books were added after the second world war, followed in the 
1990s by film and video distribution. The group is one of the leading 
magazine publishers in all three Scandinavian countries. Children’s 
books and comics are published throughout the Nordic area. Nordisk 
Film is the biggest and most integrated film company in the Nordic film 
market, with production, laboratories, distribution and cinemas. In the 
TV market Egmont operates several production companies and also has 
a 50 per cent holding in Norwegian TV2.
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Earnings and operating profits/losses of Egmont International, 2008 (MSEK)

Business area Earnings
Percentage of 

earnings
Change 

 2001/2008 (%)
Operating 
profit/loss

Operating 
margin

Magazines 2,548 18 63 194 8

Kids Media 4,428 31 … -61 -1

Books 1,527 11 17 -11 -1

Nordisk Film 4,361 30 18 47 1

TV2 Norge 1,532 11 … 65 4

Sundry 184 1 -42

Eliminations -109 -1

Grand total 14,471 100 37 191 1

Source: Egmont International annual reports for 2001 and 2009.

Outside the Nordic area Egmont has operations in 25 countries as a  
publisher of books and journals for children and young persons. Ope-
rations are based on licensed publication of Disney products in printed 
media, but the group also publishes a number of other products in 
association with international media combines. Nordic operations ac-
count for 80 per cent of the group’s total earnings, less than half being 
generated in Denmark.

Geographic breakdown of Egmont’s international earnings, 2008 (MSEK)

Regions Earnings Percentage of earnings

Nordic area 11,857 81

Other countries 2,751 19

Eliminations -136

Grand total 14,472 100

Source: Egmont International annual report for 2008.

In Sweden Egmont, with a turnover of MSEK 1,600, ranks among the 
big players in several markets. The group is overwhelmingly dominant in 
the comic strip market and is also one of the major publishers of popular 
literature. The Norwegian publishing firm of Hjemmet Mortensen, in 
which Egmont already had a 50 per cent holding, was acquired in its 
entirety in 2008. In Sweden the group operates Hjemmet Mortensen 
AB, a publisher of specialist journals. In the book market Egmont used 
to be one of the leading players, but following the sale of Damm Förlag 
to Forma Publishing in 2007, only the children’s publisher Egmont 
Kärnan remains. Nordisk Film AB occupies a very strong position as 
film and video distributor.
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 5.2.9 Telenor
Within a short space of time the Norwegian Telenor telecom group has 
become one of the leading players in the Swedish media market, through 
its acquisition of the satellite operator Canal Digital and the Sweden On 
Line cable company. The group’s media operations in Sweden, which 
have been gathered into Canal Digital, grossed MSEK 1,600 in 2007, 
which was twice the turnover for 2000. Telenor also has media-related 
operations through its subsidiary B2 Bredband AB, which, under the 
Bredbandsbolaget trademark, is one of the Sweden’s biggest suppliers of 
broadband services, including digital TV in association with Viasat. B2 
Bredband AB grossed MSEK 2,400 in 2007. No figures are available, 
however, concerning its digital TV earnings.

 5.2.10 Aller
The Danish family-owned company Carl Allers Etablissement has been 
active in Sweden since 1879 as a magazine publisher. The core of its 
Swedish operation consists of four family magazines and four celebrity 
magazines with combined circulations of 706,800 and 463,300 respec-
tively. Aller is also a prominent publisher of specialised journals, with 
ten or more different titles. The Baltic Press subsidiary has long ranked 
among the big players in the male interest magazine market. The group’s 
turnover in the Swedish market for 2006/2007 was MSEK 1,300 and 
has grown by 12 per cent since 2000.

Aller is above all a publisher of popular magazines in the Nordic 
countries, but in recent years it has enlarged the span of its operations 
by acquiring and starting up specialist and professional journals and 
acquiring the Spray Internet portal. The strategy of concentration in 
a stagnant market has been successful in that during the past decade 
the group has achieved higher profitability than its rivals in the Nordic 
media market.
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 6.1 Swedish media policy
2008 was an eventful year in Swedish media policy. Several important 
commission reports were submitted to the Government, among other 
things concerning the Radio and Television Act, and a Government Bill 
may possibly be put before the Riksdag (parliament) in September 2009. 
Commercial radio broadcasting and conditions for the public service 
companies have been under review. Furthermore, the Government pro-
poses setting up a new, integral national authority for the media sector 
by amalgamating the Swedish Radio and TV Authority, the Swedish 
Broadcasting Commission and the Press Subsidies Council.

Swedish media policy covers the daily press, radio and TV and also the 
protection of children and young persons from harmful content of mass 
media. The aim of media policy is to support freedom of expression, 
diversity and the independence and accessibility to mass media, and to 
combat harmful elements in mass media.1 The framework for media 
activity is defined in the Freedom of the Press and Freedom of Expression 
Constitutional Laws and enactments pursuant to the same.

The Ministry of Culture is the government department responsible for 
media issues, and the following authorities are accountable to its Media, 
Film and Sport Division: the Press Subsidies Council, the Talking News-
papers Council, the Swedish Radio and TV Authority, the Broadcasting 
Commission and The National Board of Film Classification (SBB). 
The Swedish Media Council also reports to the Ministry of Culture. 
Questions of frequency allocation are handled by the Swedish Post 
and Telecom Agency, which is accountable to the Ministry of Enter-
prise, Energy and Communications. You can read more about national  
authorities in chapter seven.

 6.2 Proposed amalgamation of media  
  authorities

In a departmental memorandum (Ds 2009:4) of March 2009, the 
Government has proposed that the Radio and TV Authority, the Broad-
casting Commission and the Press Subsidies Council is to be abolished 
and a new integral authority established for the media sector. The 
new authority is to be headed by a Director-General and an Advisory 
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Committee is to be affiliated to it. The Press Subsidies Council and the 
Broadcasting Commission, as specialised committees, will form part 
of the organisation as special decision-making bodies. These proposals 
have been prompted by the smallness of the existing authorities and 
by the fact of rapid developments in the media sector calling for a new 
organisation capable of meeting the demands and needs with which 
it may come to be faced. It is proposed that an organising committee 
prepare and effectuate the formation of the new authority, which it is 
proposed to inaugurate on 1st January 2009.

It is also proposed to abolish the Talking Newspapers Council, which at 
present shares offices with the Press Subsidies Council,  and to transfer 
its duties to the Library of Talking Books and Braille.

SBB and the Swedish Media Council were not included in the review, 
the reason being that the Examination and Control of Films and  
Videograms Act (1990:886), commonly referred to as “the Examina-
tion Act”, is currently under review and the investigator’s remit includes 
reviewing the institutional structure for this field (see further the section 
below concerning review of the Examination Act). This review may also 
impact on the future tasks of SBB and the Swedish Media Council, 
and accordingly the Government found it inadvisable for them to be 
included in the organisational review.

The proposals have been circulated for comment and are now being 
processed in the Government Offices.

 6.3 A new Radio and Television Act
In June 2007 the Government appointed a special investigator to carry 
out a general review of the Radio and Television Act with a view to 
simplifying the rules applying to radio and television broadcasting and 
improving the structure and lucidity of the legislation. The remit also in-
cluded analysing the statutory changes necessitated by the new European 
rules applying under the AVMS Directive. In addition, the investigator 
was to consider a number of proposals outstanding from the previous 
Commission on Radio and Television Broadcasting which have not yet 
occasioned any legislative changes (SOU 2005:62 and SOU 2006:51). 
In December 2008 the investigator presented a final report, entitled  
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En ny radio och TV-lag (SOU 2008:116). Simultaneously with that 
inquiry, a special investigator was appointed to review the regulations 
applying to local commercial radio broadcasting; see section 6.6.

The report proposes replacing the present Radio and Television Act with 
a new enactment having the same title. The Act will be given a new 
structure, for simplification and greater lucidity, and certain amendments 
are proposed to the substance of the Act in order to bring it into line 
with the new AVMS Directive. The report proposes that the Radio and 
Television Act also be made to include TV programmes supplied at the 
viewer’s request, i.e. TV broadcasts provided on demand (e.g. SVT Play 
and TV4 Anytime). The proposal is for video on demand to be made 
subject to a number of basic rules concerning programme content and the 
prohibition of alcohol advertising and advertising addressed to children. 
Otherwise the advertising provisions are being simplified in accordance 
with the AVMS Directive, e.g. by abolishing the general stipulation of 
at least 20 minutes elapsing between commercials in several types of 
programme. Special rules on product placement are being introduced. 
The report further proposes that use of new advertising techniques such 
as split-screen advertising, virtual advertising and electronic corporate 
signage be made permissible.

In order to make TV broadcasts more accessible to persons with func-
tional impairment, it is proposed that the Government or the authority 
nominated by the Government be empowered to issue prescriptions, 
e.g. concerning subtitling, interpreting, text read aloud or suchlike. The 
intention is for the Government to be able to issue prescriptions for the 
public service companies, while the Radio and TV Authority is to issue 
prescriptions for other programme enterprises. As the Freedom of Expres-
sion Constitutional Law now stands, the power of prescription cannot 
include TV channels transmitted by cable. However, an interim report 
from the Freedom of Expression Committee proposes an amendment 
to the Freedom of expression Constitutional Law making it possible for 
prescriptions also to apply to cable transmissions.

The report further proposes an amendment to the Copyright Act en-
titling programme enterprises to transmit brief excerpts from events of 
major public interest in which another programme enterprise has exclu-
sive broadcasting rights. The report has been circulated for comment 
and is now being processed in the Government Offices. A Government 
Bill may be put before the Riksdag in September 2009.2 
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 6.4 Review of the must-carry rules   
  applying to cable networks

In September 2008 the Radio and TV Authority was commissioned 
by the Government to review the must-carry rules applying to cable 
networks. The review was undertaken to investigate whether the rules 
meet the requirements of clearly defined general interest objectives, 
proportionality and transparency laid down in Article 31 of Directive 
2002/22/EC of the European Parliament and of the Council of 7 March 
2002 on universal service and users’ rights relating to electronic com-
munications networks and services (the Universal Service Directive). The 
remit also involved considering whether the rules are suitably frame in 
other respects and, if necessary, proposing alterations. In December the 
Authority submitted its report, entitled Vidaresändningsplikt i kabelnät. 
Despite the development in recent years of TV programme distribution 
to households, the Authority finds that a statutory must-carry obliga-
tion is still needed in order to cater to the public interest in access to 
comprehensive information. The Authority finds the provisions to 
meet the requirements of clearly defined general interest objectives, 
proportionality and transparency laid down in the Universal Service 
Directive and maintains that must-carry obligations should continue to 
apply to the same extent as at present. The programme services included 
should continue to be receivable without the actual reception costing 
anything. Among other things this means that households should not 
be charged for any copyright costs. The Authority advocates abolishing 
the exemption of TV transmissions via ADSL networks and central 
installations from must-carry obligations. It argues, furthermore, that 
must-carry obligations should also include searchable text TV and 
supplementary services intended to make TV programmes accessible 
to persons with functional impairment and having a direct connection 
with programmes included in must-carry obligations. The Radio and 
TV Authority does not, however, see fit at present to submit legislative 
proposals, since other official inquiries are also in progress. Reference 
in the Radio and Television Act to the prerequisites of the Copyright 
Act having to be satisfied in order for a must-carry obligation to exist 
should be retained. No express rules should be introduced concerning the 
allocation of the cost of reimbursing rights holders. Instead this matter 
should be settled through negotiations between the parties concerned.
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The report has been circulated for comment and is currently being 
processed in the Government Offices. Any changes proposed will be 
included in the Government Bill for a new Radio and Television Act 
which may be introduced in the Riksdag in September 2009.3 

 6.5 The future of Radio
In June 2008 the Radio and TV Authority submitted its third report 
on radio broadcasting developments, entitled The future of Radio – final 
report. In that report the Authority notes that the radio medium needs 
to be developed in order to accommodate consumers’ wishes for a wider 
range of radio channels nationwide. The development potential of the 
FM network is limited and re-planning of its frequency use would be 
expensive and would only marginally increase the space available for 
new channels and services. The simplest and quickest way of creating 
additional transmission opportunities is within the frequency space 
reserved for digital sound radio broadcasting. The Authority refers to 
the fact of the biggest players in the radio sector regarding DAB+ as the 
technology for nationwide digital sound broadcasting which at present 
appears most suitable for Sweden. DAB+ is an upgraded version of the 
DAB standard and can make room for about 80 nationwide radio chan-
nels if transmissions utilise the whole of the planned frequency space. 
The Authority’s analysis has been taken into account in the inquiry 
concerning proposed changes to local commercial radio broadcasting; 
see section 6.6.

 6.6 Proposed new provisions    
  concerning commercial radio

In June 2007 the Government appointed a special investigator to propose 
the conditions to apply to commercial radio in future, the aim being for 
a new regulatory code to enter into force on 1st January 2010. The remit 
included questions concerning the grant of licences, charges, possible 
stipulations regarding content, national radio, sponsoring and transmis-
sions on the so-called AM band. One point of departure according to 
the terms of reference was that the players themselves should be able to 
decide the extent to which they wanted to broadcast local and in-house 
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material. In May 2008, pending a new regulatory code, the Riksdag 
enacted temporary provisions on local radio broadcasting licences. These 
temporary rules enabled licensees to apply for a renewal of their licences 
for one year and laid down that, failing grounds for revocation, the 
licences were to be renewed on the same terms as before. Subsequently 
in a resolution of December 2008, the Radio and TV Authority renewed 
all 89 licences up to and including 31st December 2009.

In November 2008 the special investigator submitted a final report 
entitled Kommersiell radio- nya sändningsmöjligheter (SOU 2008:96), 
proposing a number of changes. The report proposes that present-day 
local radio broadcasting licences, i.e. licences for local commercial radio 
broadcasting on the FM band, should in future be allocated by means of 
a closed tendering procedure. One basic qualification for a licence must 
be for an agent to be financially and technically capable of broadcasting 
for the entire duration of the licence. A licence must then be awarded to 
the party offering the highest transmission charge in their application 
to the Radio and TV Authority. The transmission charge must cor-
respond to what the applicant considers possession of the licence to be 
worth during the licensing period in the form of a lump sum payment. 
The special requirements concerning transmission of in-house or local 
material are to be abolished. Licences are to be valid for 6 years and the 
licensees will not be entitled to automatic renewal. Instead the licences 
will be put up for auction again.

Present-day licensees are invited to go on broadcasting local commer-
cial radio for a transitional 4-year period, i.e. between 2010 and 2013. 
The investigator finds that the present licensees are legally entitled to 
go on broadcasting for a certain period without having to submit fresh 
licence applications. The charge payable by these licensees is to be SEK 
45,000 annually, and it is proposed that the existing concession char-
ges be abolished, as well as stipulations concerning the transmission 
of in-house or local material. With conditions as favourable as these, 
the investigator believes that the great majority of licensees will avail 
themselves of the possibility of continued broadcasting entitlement, in 
which case the new selective procedure will not come to be applied to 
any great extent until 2014.
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The investigator found certain technical possibilities to exist for creating 
a nationwide commercial channel on the FM band. However, the cost 
involved, the time input and the fact that such a channel would interfere 
with transmissions by existing licensees prevent the investigator from 
recommending any such expansion. Instead the investigator submits 
proposals making possible digital commercial radio broadcasting. Trans-
missions of this kind must be possible at national, regional or local level. 
The basic requirement to be met by a licensee must be possession of 
the financial and technical capacity for transmitting for the duration of 
the licensing period and willingness to co-operate with other licensees 
in technical matters. Licences must then be distributed in such a way 
that the broadcasts will appeal to different interests and tastes and to 
independent programme enterprises. This is the way in which licences 
for digital TV broadcasting are being distributed already. No charge is 
proposed for the right of transmission, but on the other hand each in-
dividual applicant for a digital licence must pay an application fee (the 
fee for a TV application is SEK 30,000). Licences are to be issued for 
6 years and advertised for renewed application thereafter. The juncture 
when transmissions can actually begin will depend on the speed at which 
the digital transmission networks are expanded.

The report also contains proposals for relaxing the rules concerning 
sponsorship and concerning transmissions on the AM band.

It is proposed that all these rules enter into force on 1st January 2010. 
The report has been circulated for comment and is now being processed 
in the Government Offices. Any amendment proposals will be included 
in the Government Bill for a new Radio and Television Act which may 
be introduced in the Riksdag in September 2009.4 

 6.7 Inquiry into conditions applying   
  to the public service companies

The Public Service Commission submitted its report, entitled Kontinuitet 
och förändring (SOU 2008:64) in June 2008. The remit was to analyse 
the need, if any, for changes in the conditions for the next licensing 
period, beginning on 1st January 2010.
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The investigator takes the view that the public service companies 
Sveriges Television AB (SVT), Sveriges Radio AB (SR) and Utbild-
ningsradion AB (UR) should remain distinct corporate entities but that 
co-operation between SR and SVT should be deepened. The licences are 
to be valid for 6 years, starting with 1st January 2009-31st December 
2015. The core activity of the companies will continue to be that of 
producing and broadcasting radio and TV programmes for the general 
public, and these activities may not be altered, e.g. by starting up new 
channels or suchlike activities, without Government permission. The 
companies are to be allowed to conduct Internet activities financed out 
of TV licence revenue, but without harming or contravening the core 
activity. The investigator further recommends that the public service 
companies should also be enabled to a limited extent to engage in col-
lateral activities, but that any such activities must be self-financing and 
must be separately accounted for, added to which, they must not be 
conducted on a scale which threatens to impinge on the core activity 
and impair the trademark. The investigator finds that the scale and 
character of product sales are now threatening to impair SVT’s trade-
mark and that SVT’s collateral activities need to be reviewed. Moreover, 
SVT is not found to have complied with the guidelines laid down by 
the Riksdag and Government and calling for restraint in the matter 
of programme sponsoring, more than 400 programmes having been 
sponsored in 2007. The investigator therefore proposes that sponsoring 
should be permitted for, at most, 20 sporting events annually.

The stipulation requiring SVT and SR to produce 55 per cent of their 
general nationwide broadcasts outside Stockholm should be abolished. 
The companies must reflect the diversity existing in the country at large, 
but the investigator argues that the aim of highlighting regional and 
local characteristics will not be automatically achieved by producing 
programmes outside Stockholm. Broadcasting for linguistic and ethnic 
minorities must be a priority field, and the investigator finds that the 
supply of programmes in Romani Chib should be substantially aug-
mented, considering how small it is in relation to the other minority 
languages. Programmes for and with children and young persons should 
also be a priority field, and the programmes themselves of high quality. 
It is proposed that all SVT programmes in Swedish be subtitled and 
that transmissions be made to include several hours in sign language. 
The public service companies should be able, as they are today, to  
assume varying responsibilities for programmes in particular languages 
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and programmes for persons with functional impairment. They are to 
report the allocation to the Ministry of Culture and the Broadcasting 
Commission. The licence should also make clear that the companies 
are tasked with producing entertainment programmes of high quality. 
It is further proposed that SVT remain responsible for Swedish film 
production after 2010. The public services companies should be free to 
decide for themselves the scope of production and its allocation between 
internal production and outside participation. To make things easier for 
external producers, the companies should indicate the extent of their 
intended commitment to external production. UR must concentrate its 
programme activities on the educational sphere but also provide a stock 
of popular education programmes.

The investigator is in favour of SVT’s experimental HDTV transmis-
sions on the terrestrial network continuing and eventually being made 
available in a national multiplex. The investigator expects the FM net-
work for radio transmissions to continue in service for a long time to 
come. The digital radio issue is a complicated one and there are strong 
reasons in favour of a dedicated distribution network with high coverage 
for radio broadcasting. The investigator argues that it is important that 
SR continue testing different digital techniques for reaching its listeners.

The public service companies are to continue presenting a public service 
report showing how they have performed the task allotted them. The 
Broadcasting Commission is to examine and assess retrospectively the 
extent to which the enterprises have achieved the predefined objectives.

A large part of the report deals with the future funding of public service. 
The investigator recommends direct funding to the public service com-
panies and VAT liability for the TV licence fee. It is further proposed 
that the basis of the TV licence fee be altered. The Government referred 
this matter to the Council on Legislation in March 2009, but without 
seconding the investigator’s proposals.
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 6.8 Amendments to the Radio and TV  
  Public Service Funding Act

The report of the Public Service Commission recommended that TV 
licence payments should accrue to the public service companies direct, 
without any annual resolution by Government and Riksdag on allocation 
of the revenue. The investigator argued that direct funding of this kind 
would reduce the detailed control of programme companies and would 
spare them having to submit budgeting data. Direct funding would also 
have the effect of making the licence fee liable for VAT, and a rate of 
25 per cent was recommended. In March 2009 the Government refer-
red proposals for amending the Radio and TV Public Service Funding 
Act (1989:41) to the Council on Legislation. While concurring on the 
positive effects of direct funding, the Government found the primary 
purpose of such funding to be for the TV licence fee to be liable for 
VAT. Several of the bodies consulted were doubtful as to whether a 
direct investment really would make the TV licence fee liable for VAT, 
and certain of them advocated reducing the VAT to 12 per cent if such 
were the case. The Government therefore judged it inappropriate to 
make any change in this respect by proposing direct funding, but it  
favoured continued consideration of options for improving the prospects 
of competitive neutrality.

The Public Service Commission proposed changing the name of the 
TV licence fee from (literally translated) “TV charge” to “public service 
charge”. The Government doubts the suitability of using an English 
expression and instead proposes in its referral to the Council on Legis-
lation that the fee be termed “radio and TV charge”. The investigator 
further recommended that the definition of TV receiver be altered to 
apply to technical equipment capable of receiving broadcast or relayed 
TV transmissions. In its referral to the Council on Legislation the Go-
vernment finds disadvantages in such a proposal, above all in the form 
of difficulties for Radiotjänst i Kiruna AB to decide when a licence fee 
is payable. On the other hand, one single charge is to be paid for all 
TV receivers if they are owned by the same national authority or by the 
same fee-paying party.

It is proposed that the new rules enter into force on 1st January 2010. A 
Government Bill may be put before the Riksdag in May 2009.5
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 6.9 Interim report by the Freedom of 
  Expression Committee

The Freedom of the Press and Freedom of Expression Committee, 
which had been active since April 2003, was reconstituted in May 2008 
as a parliamentary committee which took the name of the Freedom of 
Expression Committee. The Committee’s work has been divided into 
two phases, the first of which comprises proposed amendments to the 
Fundamental Law on Freedom of Expression. Amendments of this kind, 
in order to be enacted, must be passed by the Riksdag on two occasions 
with a parliamentary election in between. Proposals for amendment  
under this head are presented in the interim report entitled Grund-
lagsskydd för digital bio och andra yttrandefrihetsrättsliga frågor (SOU 
2009:14). Among other things the interim report recommends that 
digital cinema and other public playback from databases be included 
in the scope of constitutional safeguards under the Fundamental Law 
on Freedom of Expression. The possibility is further proposed of en-
acting stipulations for a certain adaptation of cable TV transmissions 
for persons with functional impairment. The Committee does not find 
occasion at present to introduce any provisions on constitutional safe-
guards for what are termed “e-books and e-newspapers delivered with 
content” or a “stencil rule” to clarify the scope of the Fundamental Law 
on Freedom of Expression as regards video tapes, CD recordings and 
other “technical recordings”. The Committee has not found any need 
at present for amending the rules on publishing certificates for database 
in order to reinforce the protection of privacy at the expense of freedom 
of expression.

The Committee will be returning to the question of privacy protection 
in the next phase of its deliberations, during which, otherwise, its main 
task will be to consider the possibility of finding a new, technically 
neutral regulatory model affording strong enough protection for press 
liberty and freedom of expression.
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 6.10 New conditions for press subsidies
The Press Subsidies Council has the task of distributing direct State sup-
port to daily newspapers. That support comprises operating subsidies 
and distribution subsidies. The aim of the system is to safeguard diversity 
in the daily newspaper market. In June 2006 the Riksdag enacted new 
conditions for operating subsidies. The new rules were to have taken 
effect on 1st January 2007 according to the Riksdag resolution, but the 
Government announced a postponement. Changes to the subsidisation 
system, however, require approval from the European Commission con-
cerning the compatibility of the subsidies with the EC Treaty provisions 
on government subsidies, and the Government therefore notified the 
European Commission of the changes. New proposals for amendments 
to the Press Subsidies Ordinance were submitted in the departmental 
memorandum entitled Nya villkor för presstödet (Ds 2008:25). These 
proposals included a heavy scaling-down of metropolitan subsidies, which 
at present are paid to Svenska Dagbladet and Skånska Dagbladet. The 
proposal was criticised and the Government decide not to pursue these 
proposals any further but instead to introduce the changes enacted by the 
Riksdag in 2006 to the levels of press subsidisation. The new provisions 
came into force on 1st January 2009. The changes amount to a general 
increase in press subsidies by about 10 per cent, together with a marginal 
reduction of subsidies to the metropolitan newspapers. The minimum 
proportion of in-house editorial content required in order for a daily 
newspaper to receive press subsidies has been raised to 5 per cent. The 
number of subscribers needed to qualify for an operating subsidy has 
been lowered from 2,000 to 1,500. Press subsidies today total upwards 
of MSEK 500. A dialogue with the European Commission concerning 
subsidisation of metropolitan newspapers is continuing during 2009.6 

 6.11 Review of the Examination Act
A special investigator has been appointed to review safeguards for 
children and young persons against harmful media content and harmful 
media influence (Dir 2008:62), since the existing legislation and policy 
measures have to be adapted to the development of new media and new 
media habits. The last major review concerning protection of children 
and young persons from harmful media content took place at the end of 
the 1980s against the background of the debate on fictionalised violence 
during that decade.
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Another point of departure for the review is the UN Convention on the 
Rights of the Child, which lays down that children shall have freedom 
of expression and information but at the same time shall be protected 
from information and material injurious to their wellbeing. Govern-
mental measures for the protection of children and young persons from 
harmful media content and harmful media influence are at present 
divided between the National Board of Film Classification (SBB), the 
Media Council and the Broadcasting Commission. With reference 
to the proposals and deliberations submitted within the scope of this 
remit, the investigator is to analyse the structure of authorities for the 
protection of children and young persons from harmful media content 
and harmful media influence.

 6.12 Stronger protection for intellectual 
  property rights (IPRED)

The EU’s Intellectual Property Rights Enforcement Directive (IPRED), 
adopted in April 2004, applies to intellectual property rights of every 
kind, i.e. copyright, patent rights, trademark rights etc., in both the 
physical and digital environments. Sweden’s implementation of the 
Directive took effect on 1st April 2009.

Among other things, the statutory changes make it possible for a Swe-
dish court to order an Internet provider to furnish the rights holder 
with information as to which subscriber has a particular IP number. 
This information, then, can only be disclosed when by court order. 
For the court to make such an order, the rights holder must present 
sufficient evidence of infringement having been committed with the 
aid of the IP address concerned. Furthermore, the court must make a 
proportionality assessment, balancing the rights holder’s need for the 
information against other interests, among them the privacy of the  
individual. Thus infringement on a certain scale is needed in order for a 
rights holder to obtain the particulars, e.g. if the infringement concerns 
uploading or a film or a musical work for the general public through 
file-sharing on the Internet, since, in the typical instance, this implies 
great detriment to the rights holder. Another example concerns more 
widespread downloading. In such cases, then, the rights holder can 
obtain these particulars. If on the other hand downloading is confined 
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to just a few works, the balance struck in the normal instance will result 
in the privacy interest predominating and the particulars, accordingly, 
not being disclosed. The party with the IP address must be informed of 
the disclosure after a certain time.

These provisions can only be applied concerning infringement com-
mitted since the amendments came into force. A subscriber will not 
be automatically liable for unlawful actions – unlawful file-sharing, 
for example – committed by another party with the aid of the Internet 
connection. On the other hand the subscriber’s attention can be drawn 
to what is going on and he can be given the opportunity of preventing 
any further illegal action. A rights holder wishing to go further and claim 
damages must sue the subscriber for damages and, in the ensuing pro-
ceedings, prove that it is the subscriber who has caused him detriment.7 
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1 Prop. 2000/01:1 utg.omr. 17, bet. 2000/01:KrU1, rskr. 2000/01:59 

2 Planerade propositioner och skrivelser 2009, www.regeringen.se/ 

 content/1/6/11/84/56/51fad38e.pdf

3 Ibid.

4 Ibid.

5 Ibid.

6 Åsa Finnström, Presstödsnämnden 2009-04-17 

7 www.regeringen.se/sb/d/1476
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 7.1 The European media sector
Europe is in the process of switching over to digital TV. The EU leads 
the world as regards the switchover from analogue to digital terrestrial 
TV broadcasting. The European Commission has a co-ordinated stra-
tegy for releasing radio spectrum for future use, so as to give the EU 
population access to digital TV, which also includes a growing output 
of interactive TV services through various platforms. In order to make 
spectrum available for more services than exist today, the Member 
States are gradually shutting down their analogue transmissions and 
switching over to digital. Analogue transmissions have already been 
discontinued in five Member States (Germany, Finland, Luxembourg, 
Sweden and the Netherlands). The aim is for the switchover to be com-
pleted in 2012, and nearly all Member States are expected to achieve 
this. The development of broadband is also making possible a strong 
growth of IPTV, e.g. in Sweden and France. The mobile TV market, 
however, has not achieved the expected impact, but on the other hand 
the convergence between TV and the Internet is becoming more and 
more noticeable in the European countries. According to the EBU, the 
European TV companies expect TV to migrate to broadband and the 
Internet in future. But the feasibility of this technology shift varies a 
great deal from country to country.1 

 7.2 Audiovisual policy
EU policy in the audiovisual sphere is aimed at creating a common, 
competitive market for television and film. The national governments 
pursue independent audiovisual policies, while the EU defines rules and 
guidelines on matters of mutual interest such as open EU borders and 
fair competition.

EU policy in the audiovisual sphere is implemented in four different 
ways:

1. Legislation – primarily the Audiovisual Media Services Directive – 
and EU recommendation on protection of minors and film subsidies.

2. Support programme – the Media Programme, supplementing 
national support programmes for films and audiovisual works.
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3. Other measures, e.g. for creative content on the Internet, media 
competence and media pluralism.

4. Measures outside the EU – above all, promotion of European 
cultural interests within the World Trade Organisation (WTO).2 

 7.2.1 The AVMS Directive
The Directive Television without Frontiers has constituted European 
law in the TV sector since 1987. It is an internal market directive 
aimed at facilitating cross-border TV transmissions, and it lays down 
rules indicating which Member State is to regulate a TV broadcast, 
as well as minimum rules on the content of broadcasts. Among other 
things the Directive contains rules on European programme content, 
advertising and sponsoring, protection of minors and the right of reply. 
In December 2005 the European Commission proposed a modernisa-
tion of the Directive which among other things meant the inclusion of 
new TV services provided on the viewer’s demand. After 18 months of 
negotiations agreement was reached on a new Directive in line with the 
Commission’s proposals. The new AVMS Directive entered into force in 
December 2007, and the new rules contained in it are to be implemented 
by the Member States not later than December 2009.3

The amendment of the Directive was aimed at adapting and modernising 
the earlier provisions. The foremost reason given for the change is that of 
responding to technical progress and to the changed structure of the au-
diovisual market. The new Directive defines “audiovisual media services” 
by distinguishing between linear services – services within the field of 
traditional television, the Internet and mobile telephony, which viewers 
receive passively – and non-linear services, i.e. the services which viewers 
choose to see (e.g. video on demand). On the basis of this distinction 
the Directive modernises and simplifies the legislation applying to linear 
services and introduces minimum rules for non-linear services, especially 
as regards the protection of minors, prevention of racial hatred and the 
prohibition of surreptitious advertising. The country of origin principle 
is to apply to all these services, and accordingly the services are only to be 
subject to the rules applying in the country they are transmitted from.

A new two-stage procedure is to be applied in the event of programme 
companies from other Member States circumventing stricter provisions 
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in the Member State receiving the transmission. A dialogue is to be ope-
ned between the two Member States, and if this proves unsuccessful the 
European Commission can rule whether or not the measures proposed 
by the Member State are compatible with Community law.

The Directive simplifies the rules on advertising spots, making them 
more flexible. It also encourages self-regulation and co-regulation in this 
field. The present maximum limit of 15 per cent of broadcasting time 
per day will not be abolished. To keep the total volume of advertising 
from increasing, however, the European Commission is retaining the 
maximum limit of 12 minutes’ advertising per hour for advertising of 
every kind. In addition, the new Directive makes it possible for the 
programme enterprises to choose the juncture during the programmes 
which they consider most suitable for interrupting the programmes 
with commercials, instead of being compelled to let at least 20 minutes 
pass in between interruptions. The Directive lays down, however, that 
cinematographic works, children’s films, news programmes and pro-
grammes on current affairs may not be interrupted more than once per 
35-minute period.

The Directive gives a definition of the term “product placement” and 
establishes a legal frame on the subject. Product placement means, among 
other things, deliberately making the characters in a film use a parti-
cular brand of product. The European Commission sanctions product 
placement on condition that it can be clearly identified as such at the 
beginning of the broadcast. Product placement is prohibited, however, 
within news programmes or current affairs programmes, documentaries 
and children’s programmes.

The following rules apply with a view to promoting media diversity:

• Each Member State is required to guarantee the independence of 
the national supervisory authority responsible for implementing the 
Directive.

• The right of TV companies to broadcast short news items concer-
ning events of major public interest which are transmitted using exclusive 
rights in a non-discriminatory manner.

• Promotion of content produced by independent European produc-
tion companies in the audiovisual sector (a provision already included 
in the old Directive Television without Frontiers).4 
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 7.2.2 Mobile TV
In July 2007 the European Commission presented a strategy proposal 
for promoting mobile TV in Europe, proposing the use of a single 
standard, DVB-H, for terrestrial mobile broadcasting. In March 2008 
the European Commission supported the addition of DVB-H to the 
EU list of official standards.

In December 2008 the EU presented guidelines for the licensing of mo-
bile TV, as a means of hastening the spread of mobile TV throughout the 
EU. Acting in close collaboration with the Member States and the indu-
stry, the Commission has defined the main principles which supervisory 
authorities and governments in the Member Sates should follow when 
licensing operators to provide mobile TV services. The guidelines state 
that a simple, transparent and non-discriminatory licensing procedure 
is the key to successful introduction without delays. The quality of the 
services provided, including coverage indoors and quality of transmis-
sion, should be included in the conditions for the award of licences. The 
guidelines further recommend that the frequencies made available for 
mobile TV should be withdrawn if the service has not been inaugurated 
within a reasonable length of time. The supervisory authorities should 
also see to it that the licensing process is open to all players in the industry 
and create an environment conducive to co-operation between telecom 
operators (service providers) and programme companies (providers of 
content). Finally the industry is urged to guarantee that the DVB-H-
based mobile TV services of all EU countries can function together.5  

So far, however, only a few Member States, e.g. Finland, France, Ger-
many and Austria, have enacted legislation for new mobile TV services. 
The EU Commission’s guidelines are aimed at maintaining the speed 
of introduction of mobile TV everywhere in the EU so as to create a 
consistent and favourable regulatory framework of the dissemination 
and use of these new services.6 

 7.2.3 Public service
Public service holds a special position within the EU, as is confirmed 
by the Amsterdam Treaty, under which every Member State is entitled 
to decide how its public service is to be organised so as to make the 
best provision for public interests. The Member State can also support 
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its public service radio and TV financially, provided the support is used 
for achieving the aims of acting in the public service without impeding 
normal commercial activities or distorting competition between radio 
and TV companies.7 

 7.2.4 The MEDIA programme
The MEDIA programme (MEDIA 2007) provides support to the  
European audiovisual industry, its purpose being to make European TV 
and film production more competitive. MEDIA 2007 will operate for 
the period between 2007 and 2013 and has a budget of € 755 million.

The foremost aim of MEDIA 2007 is to strengthen and develop the Eu-
ropean audiovisual industry through measures supplementing supportive 
arrangements at regional and national levels. The programme intervenes 
mainly before and after the production of audiovisual works, by offering 
co-financing of training for professionals in the audiovisual industry, 
supporting the development of projects (feature films, television drama, 
documentaries, animated films and new media) and making grants 
towards the distribution and marketing of European audiovisual works.

All Member States have their own “MEDIA Desks”. These serve as 
liaison offices for the programme and are tasked with informing practi-
tioners in the audiovisual industry at national and regional levels of the 
EU’s audiovisual policy and of the various supportive and educational 
initiatives included in the MEDIA programme. Their tasks also include 
giving companies and organisations hints and strategic advice in their 
framing of applications for specific projects.

MEDIA Desk Sweden provides individual counselling on support opp-
ortunities for international projects, distributes information concerning 
various further training programmes, seminars and networking opportu-
nities for professionals in the industry and publishes the bulletin MEDIA 
Info, containing current deadlines and MEDIA-related information.8 
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 7.2.5 Media literacy
The European Commission has drawn attention to an important new 
field of audiovisual policy, namely media literacy meaning “the ability 
to access the media, to understand and to critically evaluate different 
aspects of the media and media contents and to create communica-
tions in a variety of contexts.” This competence can be needed in all 
kinds of media, such as TV, the cinema, video, the Internet, radio, TV 
and computer games and other virtual environments. More and more 
people today are acquiring and publishing information on-line, but 
not everyone fully understands the context in which such material is 
produced, viewed or read, nor the potential consequence of material 
being made public. Everyone, therefore, needs to develop new skills for 
communicating effectively and creating competent – a kind of media 
literacy. Accordingly, the European Commission will be supporting 
initiatives focusing on media literacy.

Part of the purpose of augmenting media literacy is to enable users to 
critically evaluate the content of the Internet. For example, the European 
Commission prefers a critical attitude on the part of the general public 
towards advertising to the prohibition of a certain practice.

Given these priorities, the Member States are being called upon to

• encourage the authorities in charge of audiovisual and electronic 
communication regulation to get more involved and to co-operate in 
the improvement of the various levels of media literacy,

• ensure continuous follow-up of initiatives for greater media literacy 
by defining new evaluative criteria, and

• devise codes of conduct or norms with the aid of all parties con-
cerned, i.e. the appropriate authorities in the Member States, consumer 
groups, content providers and producers, companies in the audiovisual 
sector, educational institutions, cultural institutions and research in-
stitutions.9 
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 7.3 The Internet and the information 
   society

The rapid expansion of broadband in Europe has resulted in more 
than half the EU’s population now using the Internet regularly. 80 per 
cent of Internet users have broadband connections and 60 per cent of 
public services within the EU are now fully accessible on-line. The EU 
has the world’s biggest developed consumer market, with 100 million 
broadband connections. Information and communications technology 
has impacted heavily on public services during the past five years, the 
most important factor perhaps being that education and medical care 
now exist on-line: more than 96 per cent of European schools now have 
Internet connections and two-thirds of them have broadband (whereas 
in 2001 practically none of them did). In the health care sector, 57 per 
cent of doctors now send and receive patient data electronically (17 per 
cent in 2002) and 46 per cent of them receive laboratory test results 
electronically (11 per cent in 2002). 77 per cent of European enterprises 
in 2007 per cent had broad band (62 per cent in 2005) and 77 per cent 
use the Internet for their banking transactions (70 per cent in 2005).10 

i2010, known as the Lisbon Strategy, is the European Commission’s 
strategy for the information society and audiovisual policy in the  
European Union, the purpose being to co-ordinate measures taken by 
the Member States to facilitate digital convergence and other issues of 
the information society. The Commission proposes three priorities for 
the period ending 2010 as regards European strategies for the informa-
tion society and media, namely creating a Single European Information 
Space, promoting innovation and investment in research into informa-
tion and communication technologies (ICT), and achieving an inclusive 
European information and media society.

In order to foster an open and competitive internal market for the 
information society and the media, the first objective of i2010 is to 
establish a Single European Information Space offering affordable and 
secure high-bandwidth communications, rich and diverse content and 
digital services. The Commission aims to achieve by increasing the speed 
of broadband services in Europe, encouraging new services and on-line 
content, promoting devices and platforms that “talk to one another”; 
and making the Internet safer from fraudsters, harmful content and 
technology failures.
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In order to create the Single European Information Space the Commis-
sion intends among other things to review the regulatory framework 
for electronic communications, create a co-ordinated acquis affecting 
information society and media services and support the creation and 
circulation of European content.11
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 8.1 Competence within the media   
  sector

The rapid pace of development in the media sector is making heavy de-
mands on those acting within it. The media sector has several authorities 
and organisations addressing various media issues. These authorities and 
organisations are briefly presented below. The Swedish Radio and TV 
Authority, the Broadcasting Commission, the Press Subsidies Council, 
the Talking Newspapers Council, the National Board of Film Classifica-
tion (SBB) and the Media Council are media authorities reporting to the 
Ministry of Culture. Nordicom-Sverige (the Nordic Information Centre 
for Media and Communication Research) is an independent institution 
at the University of Göteborg (Gothenburg) which among other things 
produces media statistics. The Swedish Post and Telecom Agency and 
the Swedish Competition Authority are accountable to the Ministry of 
Enterprise, Energy and Communications and among other things deals 
with frequency allocation and competition issues. The Swedish Civil 
Contingencies Agency is a new authority, reporting to the Ministry of 
Defence, which integrates all work to do with protection from accidents, 
emergency preparedness and civil defence. In this chapter the authorities 
describe their remits and summarise current reports.

 8.2 The Swedish Radio and TV    
  Authority

The expansive development of the media market continues, with more 
and more media channels on a growing number of platforms. The 
Radio and TV Authority both contributes towards and supervises its 
development through licensing, surveillance, Government remits and 
other inquiries. The rapid development of the media sector demands 
great flexibility on the part of the Authority and its employees. In recent 
years the Authority has been given several new investigative remits and 
duties. At present the Authority has 16 employees and is headed by a 
temporary Director-General. A special Advisory Committee is tasked 
with ensuring continuous civic insight into activities.
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The Radio and TV Authority grants licences for radio and television 
broadcasting under the Radio and Television Act. The objective for  
licensing is that it shall be efficient, correct, legally secure and transparent.

In Government Bill 2007/08:8 TV- tillgänglig för alla, the Government 
proposed that programme companies should still need licences in order 
to broadcast terrestrial TV and that the Radio and TV Authority issue 
all licences except for public service radio and TV (SVT, SR and UR). 
This means the Authority is licensing terrestrial TV, commercial local 
radio, community radio and local TV and issuing temporary licences. 
Programme companies broadcasting programmes by satellite or cable 
and those transmitting web radio and web TV do not need licences, but 
activities and publishers are notifiable to the Authority. The Authority 
also issues voluntary publishing of no legal impediment to publication 
for certain databases. The Radio and TV Authority is also tasked with 
observing developments in the media sector, with a view to augmenting 
knowledge concerning media and developments in the media sector. 
This means the Authority continuously supplying the Government and 
other interested parties with information concerning developments in 
the media sector.

During 2008 the Radio and TV Authority worked to promote opportu-
nities for diversity on radio and television, partly by actively publicising 
the possibilities of applying for and obtaining broadcasting licences and 
also through the actual granting of licences. For example, the Authority 
granted licences for TV broadcasts on the terrestrial network to 40 
national and 14 local programme services, 129 licences for community 
radio, 36 temporary licences and 103 database publishing certificates. 
In addition the Authority has published facts and information, as well 
as writings on developments in the media sector, and has carried out 
surveillance.

 8.2.1 Official inquiries
During the year the Radio and TV Authority had several ongoing remits 
to observe media developments and the development of interactive 
digital TV services, for the final report on the future of radio, but it 
also carried out a review of the must-carry rules and served as expert 
adviser to other major media inquiries: the AV Commission, the Com-
mercial Radio Commission and the Freedom of Expression Commit-
tee. The Radio and TV Authority has had an ongoing remit to observe 
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the development of techniques for digital distribution of sound radio 
and to compile supporting documentation for an ongoing assessment 
of different technologies. The Authority’s final report on the future of 
broadcasting was presented to the Government in June 2008.

In the autumn of 2008 the Radio and TV Authority was commissioned 
to review the must-carry provisions. A report on the remit was submitted 
to the Government on 15th December. In it the Authority proposed 
among other things that must-carry should continue to apply to the 
same extent as at present. Since 2003 the Authority has been tasked 
with observing the development of electronic programme guides and 
applications programs, and with encouraging the switchover to a com-
mon standard. An annual report on the remit is presented in May.

 8.2.2 List of publications

The Radio and TV Authority’s latest reports on the media sector:

• Medieutveckling 2008 (2008)

• Framtidens radio – slutrapport (2008)

• The Future of Radio – final report (2008)

• Vidaresändningsplikt i kabelnät (2008)

• Interaktiva digital-TV-tjänster 2008 (2008)

All of these publications can be accessed on the Authority’s website, 
www.rtvv.se. 
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 8.3 The Broadcasting Commission
The Broadcasting Commission is a national authority which examines 
radio and TV programmes addressed to the Swedish general public. 
The Commission examines the compliance of programmes with the 
provisions to which broadcasts are subject. In addition it publishes 
reports on radio and TV programme activities. The Commission also 
examines the public service accounts of SVT, SR and UR and appraise 
their discharge of their public service assignment.

 8.3.1 Which bodies are examined and what are the rules?
Examination includes all Swedish radio and TV enterprises broadcasting 
programmes for the general public. Foreign programme enterprises nor-
mally come under the laws of the country where they are established. 
Broadcasts may be local, regional or nationwide. The following forms 
of broadcasting are included in the examination:

• terrestrial broadcasting by SVT, SR and UR,

• terrestrial TV broadcasting (other than by SVT and UR),

• local radio,

• community radio,

• cable TV,

• satellite TV,

• web TV/web radio.

The Commission examines compliance with the rules of the Radio 
and Television Act and with the conditions laid down in broadcasting 
licences. The most comprehensive rules apply to the SVT, SR and UR 
public service channels, stipulating among other things that 

• broadcasts shall be impartial and objective, at the same time as 
extensive freedom of expression and information is to prevail,
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• the programme companies shall pay heed to the special impact of 
radio and television with regard to the subjects and design of programmes 
and their transmission times. This means that the programme companies 
must exercise prudence, for example, concerning scenes of violence, 
sexual scenes and elements which can be perceived as discriminatory.

• The private life of the individual shall be respected unless an im-
perative public interest demands otherwise.

The same provisions, apart from those concerning impartiality, also apply 
to companies broadcasting on the digital network only.

The Radio and Television Act contains further provisions, some of 
which apply to all types of broadcasting. For example, there is 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 they must be accompanied by a warning.

Other provisions, e.g. those requiring a certain proportion of broadcasts 
to comprise in-house programme material, apply to local and commu-
nity radio only.

 8.3.2 The Broadcasting Commission consists of the   
  Commission and the Authority

The Swedish Broadcasting Commission (SBC) consists of two parts, 
the Commission and the Authority. 

The Commission consists at present of seven permanent Commissioners 
and two alternates, appointed by the Government for a period of three 
years. The Chairperson and Vice-Chair are judges holding senior judicial 
office. The other members have a wide range of backgrounds and have 
broad experience in the social, cultural and media fields.

The Authority has thirteen employees who handle its day-to-day bus-
iness. They are headed by a Director with judicial experience who is 
appointed by the Government.
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  8.3.3 Activities during the year
During 2008 the Commission registered a total of 1,417 cases for 
examination. A total of 990 decisions were made during the year, 75 of 
them in favour of the complainants, the commonest grounds of censure 
being infringement of the requirements of impartiality and objectivity 
and infringements of the advertising provisions and the ban on com-
mercial favouritism.

 8.3.4 Research concerning radio and TV
The Commission’s duties include observing radio and TV developments 
and communicating them to the general public, the Government and 
Riksdag and other interest groups, with a view to augmenting knowledge 
concerning broadcasting media and contributing towards an insightful 
debate. To this end the Commission, acting in close co-operation with 
researchers at high education establishments in Sweden, publishes annual 
reports on Swedish radio and TV output and content. Svenskt TV-utbud, 
published annually by the Commission since 1996, compares and ana-
lyses the programme outputs of the principal nationwide TV channels.

Svenskt TV-utbud 2007

Svenskt TV-utbud 2007 describes the output of 12 TV channels, namely 
SVT1, SVT2, SVT24, Barnkanalen, Kunskapskanalen, UR, TV3, TV4, 
TV4 Plus, Kanal 5, TV6 och TV8, during 2007. The report presents 
statistics and analysis for each individual channel, as well as comparing 
the outputs of the channels with each other. Thanks to the surveys 
being identically conducted every year, the reader can deduce changes 
over time in a particular channel or in Swedish TV output as a whole.

Commercial local radio – a survey up to and including 2007

The report Kommersiell lokalradio – en kartläggning till och med 2007 
was based on a survey aimed at compiling an integral picture of local 
radio broadcasting. It showed who the players were, how they themsel-
ves described their activities and their views concerning the future of 
local radio broadcasting, what the listeners were able to receive, what 
requirements had to be met by the broadcasts and to what extent the 
rules were complied with.
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Information concerning the Commission’s precedents

granskat och klart is the title of an annual publication from the Com-
mission, summarising the decisions made, respectively, at Commis-
sion meetings and by the Chairperson. A PDF version of granskat och 
klart, continuously updated with new decisions, can be accessed on 
the Commission’s website. The Commission also publishes thematic 
reports on its “case law”, granskat och klart – tema, dealing with various 
subject fields. A thematic publication on the impact of the media was 
released in 2008.

For further information or to order publications, please visit the 
Commission’s website, www.grn.se or phone +46-(0)8-606 79 70.

 8.3.5 List of publications in 2008

Reports

• Svenskt TV-utbud 2007

• Kommersiell lokalradio – en kartläggning till och med 2007

Precedent and thematic publications

• granskat och klart 2007

• granskat och klart – tema om mediets genomslagskraft
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 8.4 NORDICOM-Sverige
New media technology is erasing the boundaries between media and 
different techniques – computers, TV, radio, the press, books and the 
telephone – at the same time as output is steadily increasing and informa-
tion is flowing more and more freely. An increased level of deregulation, 
privatisation, ownership competition, competition and commercialisa-
tion is fuelling a restructuring of the entire media market. These process 
of change in the media system are creating a great need for knowledge 
concerning the role and conditions of mass media in society.

 8.4.1 Nordicom’s work on media development and   
  media statistics.

Effective knowledge transfer is a prerequisite both of fruitful research 
into media and of a constructive media policy and development of the 
media industry. This philosophy is fundamental to Nordicom’s activities, 
and Nordicom’s tasks, accordingly, include the dissemination of infor-
mation and knowledge concerning developments in the media sector. 
Nordicom also serves as an information centre by answering various 
questions to do with media.

Procurement of worthwhile knowledge demands qualified documenta-
tion, the core of which is compilation of statistics. Nordicom therefore 
gathers information on various aspects of Swedish mass media, such 
as structure, finance, content, use and so on. Nordicom-Sverige is also 
included in Nordicom co-operation at Nordic level for compilation of 
comparable statistics concerning media in the Nordic countries. The 
purpose of the documentation is to describe the media system and to 
highlight trends and new phenomena, as well as developing meaningful 
time series. Another essential is efficient co-operation with competent 
media researchers capable of analysing the various data and of supplemen-
ting them with international perspectives. Work on the documentation 
of media developments in Sweden results both in printed publications 
and in material uploaded for free access on-line – both publications of 
various kinds and statistical abstracts.
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 8.4.2 The Media Barometer
Nordicom-Sverige is responsible for the annual Mediebarometern me-
dia survey, a reach study showing how large a proportion of Sweden’s 
population have access to, and on an average day have made use of, a 
number of individual mass media. The aim is to describe tendencies 
and changes in people’s media use. The survey is based on telephone 
interviews with a random sample of the population aged between 9 and 
79. The Mediebarometern survey has been conducted every year since 
its inception in 1979.

The Mediebarometern findings for 2007 are presented in MedieNotiser 
No. 1/2008. More detailed results based on survey topics regarding 
Internet use, computer gaming and mobile telephony are presented 
in Internetbarometern 2007, which can be downloaded in PDF format 
from Nordicom’s website.

 8.4.3 The media market and its finances
Nordicom-Sverige is working to systematise information concerning 
media enterprises in Sweden and their finances. Basically this involves 
updating and developing the database concerning media enterprises in 
Sweden, which at present contains data for about 1,900 media enterpri-
ses. Nordicom also gathers particulars of major foreign media enterprises 
and presents annual conspectuses of the biggest media enterprises in the 
Nordic area, Europe and the world.

 8.4.4 Nordic Media Trends
Two reports in the series Nordic Media Trends were published in 2008, 
a result of the co-operation between the Nordic countries. The series 
describes various aspects of media in the five Nordic countries. Media 
Trends II focuses on enterprises in the Nordic media market and the 
structure of the market for radio, TV, the daily press and periodicals. An 
initial edition can be accessed on the website and will be supplemented 
by market views during 2009.
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The five largest media enterprises in the Nordic area, 2007. Earnings 1997-2007 
(millions of Euro)

Source: The Nordic Media Market. Media Trends 11 (Nordicom, 2008).
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 8.4.5 Media development and media statistics at  
  www.nordicom.gu.se/mt

A large part of the information gathered by Nordicom is published on 
its website. The sub-portal on media development and media statistics 
in the Nordic area contains several services offering different kinds of 
information about media in Sweden and the Nordic area. The aim is 
to achieve up-to-dateness, breadth and accessibility of presentation. To 
place the Swedish and Nordic media developments in a wider context, a 
European and international perspective is presented under the heading 
Outlook. A great deal of the information is available in both Scandina-
vian and English.

Media Trends 10 covers the selection of media in Greenland and the 
Faeroe Islands.
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Statistics on line A wide-ranging corpus of material in Sweden and the Nordic 
area, sorted by medium or by one of the documentation’s 
focal aspects: structure, company/ownership, finance, content, 
access and use. The information is updated continuously.

Statistics on media is presented at MedieSverige, direct link 
www.nordicom.gu.se/mediesverige. There is statistics from 
Mediebarometern and other information about the media 
market.

Bulletins Medier i Norden is published four times annually.

European Media Policy is published thrice yearly.

On the Agenda addresses current topics in the international 
arena and is updated thrice yearly.

Media legislation and regulation Media legislation is a conspectus, with direct links, of national 
media legislation and regulation in the five Nordic countries.

Europe: Policy Documents presents directives and regulations 
from the EU and the Council of Europe.

International Agreements & Organisations contains 
international regulations and agreements concerning media 
and communication.

Links Links refers the user to statistics, reports, bulletins etc. 
concerning media in Sweden, the Nordic area, Europe and the 
world at large.

 8.5 The Swedish Media Council
The purpose of the Media Council’s activities is to reduce the risks of 
harmful media influence on children and young persons. This applies 
to– film, TV, video, computer games and the Internet. Special atten-
tion must be paid to scenes of violence and pornography, but the remit 
also includes the entire media situation for children and young persons. 
In addition, children and young persons must be actively involved in 
the Council’s work and its activities must be permeated by a gender 
perspective.

Through active, outgoing work, the Council is to contribute towards a 
more secure media landscape in which children and young persons can 
move at less risk to themselves. This is not a matter of issuing prohibi-
tions or restrictions but of bringing about change through a number of 
“soft” tools. One method is the continuous gathering of knowledge as 
to how media exert influence and the dissemination of that knowledge 
to children, young persons, parents, teachers and media industries. 
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Another is to encourage self-regulation and the assumption of greater 
responsibility by the industries themselves, an a third is that of strengthe-
ning children as critical media consumers by promoting increased media 
knowledge in schools and teacher education programmes as well as by 
collaborating with other agents.

The Swedish Media Council was set up following a Riksdag resolution 
in 1990 and today forms part of the Ministry of Culture (U1990:03). 
Its remit can be briefly summarised as follows: 

• to be an expert on media development and its implications for 
children and young persons,

• to observe research on the effects of the media, disseminate facts 
and offer guidance,

• to encourage self-regulation in the media industry through con-
structive and continuous contact,

• to encourage a growth of media knowledge in schools,

• to protect and strengthen children and young persons in the new 
media landscape through co-operation with schools, voluntary organi-
sations, opinion groups etc.,

• to observe international developments and take part in international 
co-operation in the field.

The Council’s work is governed by three directives. The original 1990 
terms of reference (Dir. 1990:40), focusing mainly on the prevention of 
harmful scenes of violence in film, TV, video, computer games and the 
Internet, forms the principal foundation of its activities. In December 
1998 the Council was issued with supplementary terms of reference 
(Dir. 1998:110), geared to the EU Council Recommendation of 24 
September 1998 on the development of the competitiveness of the 
European audiovisual and information services industry by promoting 
national frameworks aimed at achieving a comparable and effective level 
of protection of minors and human dignity (98/560/EC). The Recom-
mendation tasks the Council with informing and supporting the media 
industries in their self-regulation with a view to protecting children and 
young persons from harmful media content.
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Additional terms of reference issued in 2003 (Dir. 2003:75) require the 
Council to focus its activities on children and young persons and on 
reducing the risks of harmful media influence where this target group 
is concerned. The terms of reference empower the Council to be more 
articulate in pressing for self-regulation by the media industries and 
broadens the remit to also include pornography. This work is also to 
have a clear gender perspective. The terms of reference are adapted to 
technical developments and man that the work of the Council now 
encompasses– film, TV, video, DVD, computer games and the Internet.

The development of film, video, TV, computer games and the Internet, 
and also of research into media influence, is continuously monitored 
from the Council’s offices. Surveillance in recent years has focused on 
new media such as computer games and the Internet. In its task of 
gathering and disseminating knowledge the Council collaborates with 
other national authorities, the media industries, research institutions, 
the European Commission, compulsory schools and teacher education 
establishments as well as NGOs.

 8.5.1 Production
The Council has now completed and published, for the third time, the 
survey Ungar & Medier, in which 2,000 children and young persons 
aged between 9 and 16 reply to questions concerning their media use. 
Ungar & Medier 2008 shows among other things that Internet use is 
steadily moving down the age scale and that TV is losing ground among 
children and young persons. Just as in Ungar & media 2006, the latest 
survey also included 2,000 parents of children aged between 9 and 16, 
thus providing unique opportunities for comparing adults’ and children’s 
pictures of the everyday media scene.

During the year, eight more tools were added to the toolbox included 
in the campaign Det unga internet. Among other things, the brochure 
entitled Tips till föräldrar om dataspel was updated in collaboration with 
Dataspelsbanschen (Swedish Games Industry). The information sheet 
entitled Vanliga nätbrott bland unga, produced in association with the 
National Criminal Police, has been updated. Other new tools comprise 
the brochure Om Medierådet, containing a brief presentation of the Swe-
dish Medial Council’s tasks and activities. The journal Elevhälsa’s feature 
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issue Det unga internet – ärligt, härligt eller förfärligt, produced jointly by 
the journal and the Media Council and based on seminars convened by 
the Media Council concerning young people’s life on the web, can be 
downloaded from the Council’s website. The physical toolbox has been 
updated with a new design and the Council’s website has been thoroughly 
reconstructed with a new, more user-friendly interface, a new ordering 
function and other features. The website also includes a Film Room, 
featuring short films made by children and young persons, e.g. Mitt liv 
2.0. The Council’s new website was launched on 27th November 2008.

All reports, brochures and tools can be downloaded direct and ordered 
from www.mediaradet.se.

 8.5.2 EU project Det unga internet, 2008 and ongoing
During 2008 the Council and BRIS (Children’s Rights in Society) 
conducted an EU-funded project entitled Det unga internet. BRIS is 
providing a helpline to which children can turn to ask question or 
voice their concern about their Internet use. The Council also serves as 
national “awareness node” for Insafe, an EU-funded network of about 
72 national centres working to make the Internet safer for children and 
young persons.

Regional seminars were conducted in 2008 as part of the Young Inter-
net campaign, this time with new target groups. One group comprises 
head teachers, educational policy-makers and other school management 
categories. Social services and pupil health care made up another new 
target group for the 2008 seminars.

On 1st February 2009 the Council will be launching the fourth of its 
EU-supported projects aimed at creating safer Internet use among child-
ren and young persons. This project will run for almost two years, until 
31st December 2010, in accordance with a project plan adopted by the 
EU which among other things provides for the conduct of a national 
campaign and collaboration with 27 national nodes in Europe. BRIS 
(Children’s Rights in Society) is a formal partner, and the Council, as 
previously, is responsible for co-ordination with the EU. Work is pro-
ceeding in collaboration with the Internet industry and other national 
authorities and organisations.
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 8.6 The Press Subsidies Council
The Press Subsidies Council is a national authority tasked with dist-
ributing national funding support to daily newspapers. The aim is to 
safeguard the diversity of the daily newspaper market, which in turn 
is expected to contribute towards comprehensive news reporting and 
opinion formation nationwide. The Council also has the task of moni-
toring economic developments, changes of newspaper ownership and 
other essential changes in the daily press which can affect the need for 
press subsidies.

The Council has 10 permanent members and 10 alternates, appointed 
by the Government. The Council’s activities are served by an office 
which also provides office services for the Talking Newspapers Council.

The national subsidies distributed by the Press Subsidies Council are 
described in Chap. 4 Newspapers, above.

 8.6.1 Ordinances and Provisions
• The Press Subsidies Council (Standing Orders) Ordinance 
(1988:673).

• The Press Subsidies Ordinance (1990:524).

• Provisions of the Press Subsidies Council (KRFS 1997:13) concer-
ning Press Subsidies.

 8.6.2 Publications, reports
• Dagspressens ekonomi 2007 (publ. August 2008).

• Dagstidningsförteckning 2008.
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 8.7 The Talking Newspapers Council 
The Talking Newspapers Council is a national authority tasked with 
making the content of daily newspapers more accessible to persons with 
vision impairment, aphasics, dyslectics and persons whose functional 
impairment prevents them from holding or leafing through a newspaper. 
The Council discharges this responsibility by paying subsidies to daily 
newspapers publishing a talking version of their printed edition. The 
Council is also responsible for the development and procurement of the 
receivers which subscribers need in order to use a talking newspaper.

The Council has nine members, appointed by the Government.

For further information about talking newspapers, see Chap. 4 News-
papers, above.

 8.7.1 Ordinances and Provisions
• The Talking Newspapers Council (Standing Instructions) Ordi-
nance (1988:674).

• The State Subsidies (Radio and Cassette Newspapers) Ordinance 
(1988:582).

• Provisions of the Talking Newspapers Council) KRFS 1997:2).

 8.8 The National Board of Film    
  Classification (SBB)

The National Board of Film Classification (SBB) was set up in 1911 to 
carry out prior examination of films intended for screening in cinemas. 
The purpose of its examination of films and video recordings is to pre-
vent films and videograms with brutalising content from being screened  
publicly and also to establish age limits preventing films capable of cau-
sing mental harm to children and young persons from being screened on 
public occasions and at public meetings to which children have access.

SBB’s activities are governed by the Films and Videos (Examination and 
Control) Act (SFS 1990:886), the Films and Videos (Examination and 
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Control) Ordinance (SFS 1990:992) and the National Board of Film 
Classification (Standing Instructions) Ordinance (SFS 2007:1182).

The Board’s activities are funded by Government grants. For examination 
of films and videos the Board charges in accordance with a statutory tariff 
based on film duration. The charges levied are intended to cover the cost 
of activities and paid into the State’s cheque account. SBB has a staff of 
10, plus 2 alternates for the film censor and 16 examiners.

 8.8.1 Developments in recent years
Anyone intending to screen a film on a public occasion or at an open 
meeting is obliged by law to have the film examined first. Only films 
approved by SBB may be screened.

SBB also examines performances not intended for public display. 
Performances approved under the Examination Act cannot be judged 
unlawful depictions of violence as referred to in Chap. 16, Section 10b 
of the Penal Code.

The number of performances examined is wholly dependent on the 
number of examination applications which the Board receives. Handling 
procedure conforms to the National Board of Film Classification (Standing 
Instructions) Ordinance (SFS 1990:994). The Examination Act does not 
distinguish between feature film, short film and trailer. “Feature film” in 
diagram 1, above, refers to screenings lasting for 60 minutes or longer.
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The term “video” or “videogram” also includes DVD. Only six of the 
videos examined in 2004 were DVDs. 229 DVDs were examined in 
2008 and only four of the videos were VHS tapes. 119 of the videos 
were pornographic.

 8.8.2 Decisions by the Commission in 2008
All the performances examined by SBB in 2008 were approved for 
exhibition. In seven of them (pornography), parts of the performance 
were not approved.

Table 1. Age limits defined, feature films in 2008

Film Video Grand total

Approved for children 44 (55) 52 (76) 96 (131)

From age 7 51 (58) 24 (11) 75 (69)

From age 11 39 (50) 17 (19) 56 (69)

From age 15 52 (23) 140 (127) 192 (150)

Not approved 0 0 0

Total 186 (186) 233 (233) 419 (419)

(Figures in parenthesis refer to the number of performances for which the various age limits were 
requested.)
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During 2008 the applied age limit were not approved by SBB in 222 of 
the total 1 114 decisions and in seven of them parts of the performance 
were not approved. Eight of the 222 decisions were appealed

 8.8.3 Surveillance
SBB has since 1991 overseen compliance with the Examination Act 
and Chap. 16, Sections 10b and 10c of the Penal Code with reference 
to film and video. This surveillance is aimed at reducing the occurrence 
and accessibility of unlawful depictions of violence in video form and 
at ensuring that infringements of the Examination Act and Chap. 16, 
Sections 10 b (spreading an unlawful depiction of violence) and Section 
10 c (unlawful supply to children aged under 15) are proceeded against. 
Surveillance is conducted by 16 inspectors, employed on a sideline basis.

Common prosecution for an offence referred to in Section 10 c is only 
possible with the consent of the National Board of Film Classification. 
As regards criminal offences referred to in Section 10 b, a statement 
must be obtained from SBB before common prosecution takes place 
regarding films or videos. 

 8.8.4  Changed reality
Developments in the media sector are changing the terms on which the 
State can oversee and regulate the spread of films and videos. Within 
SBB’s sector, the breakthrough of video in the 80s led among other 
things to the law being changed in such a way that the requirement of 
prior examination came to include not only films screened in connec-
tion with a public event or open meeting but also videos shown under 
the same conditions. Through the entry into force of the Freedom of 
Expression Constitutional Law in 1992, all other occasions for showing 
or seeing film and videos have been protected from prior examination.

In order to bring about a modernisation of the law and structure in a 
field where so much has changed since the 1990s, the Government ap-
pointed, in 2008, a Commission, Översyn av granskningslagen och skyddet 
av barn och unga mot skadligt medieinnehåll och skadlig mediepåverkan 
(Di. 2008:62). The Commission’s report is due on 31st May 2009.
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The review is aimed at an integral approach to the field, with special 
emphasis on preventive measures for protecting children and young per-
sons, both against harmful media content and harmful media influence. 
The review also includes examination of the possibility of banning films 
from public screening, i.e. “adult censorship”.

 8.9 The Swedish Civil Contingencies   
  Agency (MSB)

MSB is a newly constituted authority, reporting to the Ministry of De-
fence and in charge of all activities to do with accidents, contingency 
preparedness and civil defence. It replaces the Rescue Services Agency, 
the Swedish Emergency Management Agency and the National Board 
of Psychological Defence, all three of which were abolished on 31st 
December 2008.

MSB’s responsibilities concern measures before, during and after an 
accident or emergency. The remit spans the whole spectrum of threats 
and risks, from everyday accidents to major disasters. MSB is to develop 
and support public preparedness for dealing with accidents and emer-
gencies and help to alleviate the consequences when a serious accident 
or emergency occurs. The Agency has an important co-ordinating role 
across sectorial and jurisdictional boundaries but based on the principle 
of accountability, meaning that MSB will not take over other agencies’ 
responsibilities.

MSB’s duties also include observing and analysing developments in the 
media sector, in a contingency perspective, acting in consultation with 
players in the industry.

The overarching aim of MSB’s activities in the field of media prepared-
ness is for the media to be assured of their independence and of the best 
conceivable working conditions even in a contingency situation. The 
Agency is actively endeavouring to ensure that the media enterprises 
– both producers and distributors – will be able to operate as robust, 
technically sustainable and flexible enterprises for the purpose of guaran-
teeing free and independent news reporting to the citizens of Sweden. 
The Media Preparedness Council plays an important role in this work.
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 8.9.1 Private-public interaction through the Media   
  Preparedness Council

The Media Preparedness Council occupies a pivotal position in MSB’s 
work of addressing media preparedness issues. The Council maintains 
an ongoing dialogue concerning the security of media enterprises, their 
contingency preparedness, crisis management capacity and interaction. 
One of the Council’s most important tasks is the promotion of mutual 
confidence between players and policy-makers. The Media Preparedness 
Council comprises representatives of Com Hem, Radiobranschen (RAB), 
Sveriges Radio, Sveriges Television, Teracom, the Swedish News Agency 
(TT), the Swedish Newspaper Publishers’ Association, TV4 and the 
National Post and Telecom Agency.

The Council meets four times annually and its Chairperson is Helena 
Lindberg, Director-General of MSB.

Knowledge transfer between the Council’s members is a vital concern at 
the Council’s meetings. Pooling of knowledge concerning threats, risks, 
vulnerabilities and possibilities for mutual support is a sine qua non of 
adequate, swift and effective action in an emergency.

Media contingency planning is a voluntary commitment on the part 
of the media enterprises, and co-operation between them and the State 
must therefore take into account the fact of the State having no powers 
of management, control or surveillance where media enterprise contin-
gency planning is concerned, with the exception of the public service 
programme companies, whose broadcasting licences require them to 
consult MSB and which, in a situation of maximum emergency prepa-
redness in Sweden, are to constitute an independent organisation with 
total defence duties, reporting directly to the Government.

MSB’s website: www.msbmyndigheten.se
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 8.10 The National Post and Telecom   
  Agency

The National Post and Telecom Agency (PTS) is the national authority 
which oversees electronic communication and postal services, the for-
mer of which includes telecommunications, IT and radio. The Agency 
works to ensure that everyone in Sweden has access to efficient, secure 
and economically priced communication services in these fields and 
that the radio spectrum is used in the best possible way. Within these 
fields PTS is also responsible for preparedness issues and for ensuring 
that the needs of persons with functional impairment are provided for.

PTS has four overarching objectives:

• long-term consumer benefit,

• sustainable competition,

• resource efficiency and

• secure communications.

To these ends PTS engages among other things in surveillance and 
analysis of developments within the sectorial sphere, as well as issuing 
Provisions, granting licences, monitoring compliance with statutory 
provisions and supplying information to users and the general public.

 8.10.1 The Electronic Communication Act
The convergence of radio, TV, telecommunications and data commu-
nication is an important development impacting on the full range of 
PTS responsibilities. The boundaries between different types of com-
munication are fading away, and this has made it more relevant to speak 
in terms of an integral sector for electronic communications. Within 
the framework of the Electronic Communication Act, PTS engages in 
market analyses, consultations and dispute resolution, addresses privacy 
and consumer issues and makes decisions concerning various obligations 
and commitments.
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Exercising powers conferred by the Electronic Communication Act, 
PTS has examined competition in the broadcasting market, meaning 
analogue and digital TV transmissions on the terrestrial network and 
national analogue sound broadcasting on the terrestrial network.

 8.10.2 The radio broadcasting sector
PTS is working to bring about more efficiency use of the spectrum 
through wider exceptions to the licensing requirement, by simplifying 
the licensing procedure for users of private radio transmitters, by taking 
steps to improve the efficiency of handling procedures and by exercising 
surveillance.

Within the radio sector, PTS works internationally with the planning 
of frequency bands for radio services of different kinds. On the basis of 
this allocation and by authority of the Electronic Communication Act, 
PTS grants licences for the use of radio transmitters in Sweden. Work is 
in progress within the EU to bring about planning of frequency bands 
in such a way that frequencies can be assigned without connection o a 
particular radio broadcasting service or technique.

Certain radio broadcasting services are subject to licensing requirements 
under other legislation. Sound radio and television broadcasting, for 
example, require a licence from the Government or from the Radio and 
TV Authority before they can be licensed by PTS. The Radio and TV 
Authority is responsible for issues relating to transmission rights under 
the Radio and Television Act, while PTS is concerned with technical 
planning and the licensing of transmitters.

All PTS reports, fact sheets and brochures can be accessed on the Agency’s 
website, www.pts.se.
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 8.11 The Swedish Competition Authority
The Competition Authority’s vision is one of wellbeing through well-
functioning markets. The work of the Authority focuses on

• implementation and enforcement of the law,

• measures to improve competition,

• knowledge production,

• research.

 8.11.1 Implementation and enforcement of the law
The Competition Authority implements the Competition Act and 
corresponding articles of the EC Treaty. It also oversees the rules of 
procurement.

A new Competition Act, effective from 1st November 2008, lays down 
clearer rules and effects closer harmonisation with the rules applying 
within the EU, but the purpose of the Act remains the same –eliminating 
obstacles to effective competition.

The Competition Act contains two prohibitions, namely one of collusion 
between enterprises in restraint of competition and one of abuse of a 
dominant position. The Act also contains provisions whereby a court of 
law, on an action being filed by the Competition Authority, can prohibit 
a concentration of enterprise if it is calculated to palpably inhibit effec-
tive competition. Concentrations where the enterprises involved have 
a combined annual turnover exceeding MSEK 1,000 in Sweden and at 
least two of them each have an annual turnover in Sweden exceeding 
MSEK 200, are notifiable to the Competition Authority. The authority 
is also involved in the implementation of the Electronic Communication 
Act by the Swedish Post and Telecom Agency (PTS). The Electronic 
Communication Ordinance requires PTS to obtain a written statement 
from the Competition Authority concerning the specification of product 
and service markets which may come to be considered for prior regula-
tion, identification of undertakings with substantial influence in these 
markets and decisions concerning obligations arising out of the same.
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 8.11.2 Measures to improve competition
The Competition Authority’s task of contributing towards more effective 
competition in private and public activity includes proposing regulatory 
changes and other measures to eliminate obstacles to effective competi-
tion. This is done, for example, through inquiries which are presented 
in reports and official statements to the Government. In August 2008 
the Competition Authority was commissioned by the Government to 
propose, on the basis of a broad overview of the competitive situation 
in Sweden, proposals for measures aimed at improving competition. 
As part of the remit, the Authority has commissioned researchers and 
consultants to analyse competition problems in a number and variety 
of sectors, using various methods. In the media sector a survey has been 
conducted of the competitive situation and regulation of the market as 
seen by players in Sweden’s TV market. The report can be accessed on 
the Authority’s website, www.konkurrensverket.se.
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  Glossary of terms

3G

Third-generation mobile telecommunications technologies. Sometimes 
called UMTS, which is short for “Universal Mobile Telephone System”. 
3G networks have higher data transmission speeds than GSM, making 
it possible to transmit not only sound and text but also graphics and 
videos, as well as other advanced services, e.g. based on the user’s position.

ADSL

Asymmetric Digital Subscriber Line. A technique for using existing telep-
hone lines to carry data traffic. Used for high-speed Internet connection.

API

Application Program Interface, i.e. the part of the software in a digital 
TV box which among other things handles interactive additional services.

Band width

Frequency range used for signal transmission. The capacity of a connec-
tion transmitting digital signals is stated in number of bits transmitted 
per second.

Big 5

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

Broadband

A telecommunications signalling method with a true carrying capacity of 
at least 2 Mbit/s in both directions. (As defined by the IT Infrastructure 
Commission.)

Broadband TV

See IPTV.
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Broadcast

Transmission of information to many receivers simultaneously.

Conditional access (CA)

A technical system for limiting access to content by encryption.

Content provider

Programme companies and/or service providers.

Convergence

The coming together of infrastructures, services and hardware as a result 
of technical advances.

DAB

Digital Audio Broadcasting. A digital technology for sound radio bro-
adcasting, adapted for sift, portable and mobile reception.

DAB+

The efficient new DAB sound encoding making it possible to increase 
transmission capacity compared with earlier sound coding, as well as 
supporting 5.1 multichannel sound.

Digital TV box

Receiver equipment converting digital TV signals into analogue ones and 
normally also including a system of access control and API. Sometimes 
referred to as set-top box, digital box or decoder.

DMB

Digital Multimedia Broadcasting. A service using the DAB network for 
distribution of digital radio and for transmitting images and digital TV.
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DSL

Digital Subscriber Line. A technique for transmitting large quantities 
of data via copper wire telephone lines.

DVB

Digital Video Broadcasting. A multinational development and standar-
disation project for digital TV.

DVB-H

Digital Video Broadcasting – Handheld. An upgrade of the DVB-T 
standard intended for broadcasting TV services to mobile phones and 
other small TV receivers.

DVB-T

Technical standard for terrestrial digital TV broadcasting.

Electronic programme guide (EPG)

A digital on-screen listing of current and upcoming programmes, infor-
ming the viewer about programmes and also providing a search facility.

Encryption

Scrambling of content for the prevention of unauthorised access.

HDTV

High Definition TV. HDTV gives a sharper and more detailed image 
but requires more capacity.
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Interactive service

Otherwise termed “application”. Can, for example, take the form of an 
information service, a game or the possibility of taking part in a pro-
grammer by voting. Interactive services can be local or central. Central 
interactivity employs a return channel, enabling the viewer to commu-
nicate with the service provider. Local interactivity means interactivity 
between service and viewer only, e.g. by means of a text TV service.

IP

Internet Protocol. A communication protocol which 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 being logically segregated from the ordinary 
Internet, special equipment is needed on the distribution networks and 
also in the viewer’s home.

LAN

Local Area Network. An electronic network linking computers together 
within a limited area, e.g. a company.

Mobile TV

Distribution of TV services on mobile telephone networks with 3G 
phones as receivers.

MPEG-4 compression

MPEG-4 is a compression standard for the transmission of digital images. 
Compression is used for transmitting digitalised information by way of 
a link with limited bandwidth. The difference between MPEG-2 and 
MPEG-4 is that MPEG-4 compresses the image still more compactly, 
without any loss being noticeable to the human eye.
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Multiplex (mux)

Device for combining multiple signals in a single channel.

On Demand service

A service providing programmes/information by special request from 
the recipient.

Operator

A company which has distribution rights in various channels and invites 
the public to subscribe to them in different packets.

Pay per view (PPV)

The user pays for each individual programme they want to see.

Penetration

The number of individuals or households who can listen in on a par-
ticular radio or TV channel. Often stated as a percentage of the total 
population with access to radio and TV respectively.

Podcasting/pod radio/pod TV

A service making it possible to download programmes and listen to 
them/watch them on a computer, mobile or mp3 player.

Programme company

An agent providing in-house or outsourced programme content and, 
where applicable, interactive services.

Public service company

Independent radio and TV companies in the service of the general 
public. Their activities must be conducted independently of the State 
and of economic, political and other interests and spheres of influence 
in society. Activities are financed out of licence fee revenue.
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Push VoD

Push VoD is based on a programme company or TV operator broad-
casting films or TV content to a user’s digital box and the box being 
equipped with a hard disc (PVR). The stored content is catalogued and 
made available to the user through the box’s user interface.

PVR

Personal Video Recorder. A unit for recording TV programmes on a 
hard disc. Usually this means the digital box containing a hard disc 
and software for recording TV programmes, scheduling recordings, 
downloading schedule details etc.

RATS newspaper

A synthesised speech newspaper transmitted via the Internet to the 
subscriber’s home computer.

Return channel

Facility enabling the viewer/listener to feed information back to the 
programme company or operator, e.g. answers in a quiz competition. A 
viable return channel is a prerequisite of a certain kind of interactivity.

RSS

The consumer uses a program, known as an RSS reader, for listening 
to/viewing pod radio/TV. The RSS reader automatically downloads all 
new material from the sources which the viewer has selected beforehand, 
creating a form of on-line subscription.

Streaming

A technique for publishing radio and TV on the Internet. Each pro-
gramme is played back from a server and distributed on the Internet 
while the consumer listens to or views it, without the content being 
stored on the computer hard disc.
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T-DAB

Terrestrial Digital Audio Broadcasting. See DAB.

Unicast

The opposite of broadcast. Transmission of information with each 
recipient having a separate connection from the transmitter, i.e. point-
to-point distribution.

Vertical integration

A single company or group of companies controlling several stages of 
distribution to the consumer, e.g. owning infrastructure for TV broad-
casting and also the TV channels broadcast.

VoD

Video on Demand. Programme content which viewers are invited to 
order over and above the ordinary TV schedule and which is supplied 
when specially requested by the viewer.

Web radio

Radio distributed on the Internet.

Web TV

TV distributed on the Internet.
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MEDIA DEVELOPMENT 2009
The technical development makes a great impact on the media field. 

The different means of consuming media is growing rapidly which ma-

kes it harder to distinguish between them.

Media Development 2009 gives you a description of the Swedish ra-

dio and television market. Here you can read about digital radio, HDTV, 

VoD, mobile TV and a lot more. Media Development 2009 also exami-

nes the structure of media and newspaper sectors. Government agen-

cies with media related responsibilities have contributed information 

about their activities and current publications.

The report is annual and this is the eleventh report by the authority. In 

1998, the Radio and TV Authority was tasked by the Swedish Govern-

ment to monitor the media development. 


