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Ownership and Concentration in Loca
Radio Broadcasting in Scandinavia
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When local radio services were first intro
duced in the Scandinavian countries in t
1970s and 1980s, one of the prime motiv
was to broaden public access to the bro
cast media as a means of expression. T
policy was based on a cultural policy a
sumption that government-regulated pub
service broadcasting and privately own
print media could no longer satisfy mode
demands for freedom of information an
freedom of expression. In some of th
countries local radio meant a broader dis
bution of ownership of the media amon
private individuals, non-profit and grass
roots organizations, etc. Local radio a
television stations took the form of priva
media, but at the same time it was co
monly acknowledged in several countri
that the new media, given their idealist
goals, would not be viable on the mark
without support, particularly since the ne
stations initially were not allowed to fi
nance their operations with advertising r
venue. Thus, they had to seek funding el
where. Some stations were supported 
the organizations which operated the
e.g., unions and churches. Others were f
ced to resort to listener subscriptions sol
ited in bingo and quiz programmes or v
memberships. Or by producing program
mes, e.g., profiles of local businesses,
quid pro quo arrangements which more 
less amounted to advertising. Such arran
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ments were common in Danish local rad
broadcasting up until 1988, when advert
ing was allowed, as it still is in local telev
sion, where ”infotainment” programme
are not uncommon (Jauert & Prehn 199
76ff).

Although many local stations were le
to manage as best they could on the mar
legislators regarded the stations as imp
tant enough in terms of cultural policy t
merit some form of public support. Bot
Norway and Denmark have experiment
with funds for channelling financial sup
port to small, non-profit stations, and som
towns and local government bodies ha
made direct contributions. Nonetheles
public funding forms but a small portion o
the total volume in the branch. Estimates
Denmark put total public financing in 199
at about DKK 20 million, most of which in
the form of indirect support to the station
employment of long-term unemployed. B
comparison, advertising revenues that ye
amounted to roughly 100 million (Jauert 
Prehn 1995: 119 ff).

Despite these adverse financial con
tions, local electronic media promptly a
tracted established actors in the media s
tor. Once advertising was allowed, statio
in the outskirts of major cities proved ab
to return a profit, perhaps especially if th
owner already had a stake in a local new
paper. But even the basic fact that radio a
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vertising in most Western European cou
tries accounts for 7% of total advertisin
volume made local radio seem a promisi
investment, considering that radio’s sha
in the Scandinavian countries is still far b
low that level – 1-2 % in Denmark and No
way, for example. The prospects seem
similarly attractive in the case of local tele
vision, but profitability of course depend
entirely on the conditions attached to t
right to transmit.

Law-makers have been anxious to stre
the local aspect. Not only should program
ming take its point of departure in the com
munity, but ownership and management
the station, too, should be locally roote
The Scandinavian countries have dev
loped different rules with regard to thes
aspects, but with the recent growth in t
commercial part of the sector, protecting l
cal stations against regional and nationwi
networks in the hands of commercial ente
prises and consortia has become an incre
ingly urgent cultural policy objective. Suc
networks are perceived as a threat to the
nancial and editorial integrity of local sta
tions.

That the question of ownership and co
centration has become a politically sen
tive subject is not due solely to develo
ments within local broadcasting. It has a
sumed even greater urgency on the natio
level as a result of the competitive pressu
public service broadcasters experien
from national and transnational rival
Scandinavian ministries have in rece
years appointed a number of fact-findin
commissions on these issues. In Norw
the Ownership Commission reported ba
to the Ministry of Cultural Affairs in Feb-
ruary 1995 under the title (in translation
Media Diversity: On Concentration o
Ownership in the Media Sector (NOU
1995:3). The issue was similarly promine
in a Parliamentary report entitled Local
2
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Broadcasting (Stortingsmelding; 24) in
March 1995. In Sweden, a parliamenta
Commission on the Press published a v
ume entitled Concentration of Ownership
in the Daily Press and Broadcasting: Fiv
Memoranda and Interventions in 1994
(SOU 1994:145). In Denmark the questio
of concentration figures prominently in th
mandate handed down to a Media Comm
sion appointed by the Prime Minister i
1994; it also was included in a report, Lo-
cal Radio and Television – Today and T
morrow, which the authors submitted to th
Danish Ministry of Cultural Affairs in 1995
(Jauert & Prehn 1995).

Media concentration is a subject of co
cern in the rest of Europe, as well. The E
ropean Parliament, the Commission and 
Council of Ministers have all deliberate
the issue, both as a local European mat
but also as a feature of the sharpening co
petition between Europe, the USA and J
pan.

The present article will largely be con
fined to the extent of the problem in Sca
dinavia. What is the extent of concentr
tion/diffusion of ownership of local broad
cast media; what cultural policy problem
does it raise in the respective countries; a
how has each country gone about solvi
them? Secondly, as an approach to 
problem, we shall attempt to analyze t
problem of concentration in principle. How
have problems of concentration been fo
mulated in Europe, and what solutions ha
been arrived at? Is it at all possible 
”regulate away” the cultural policy prob
lems media concentration poses? We sh
return to this question toward the end of t
article, when we consider the various pe
spectives underlying the regulatory me
sures which have been applied so far a
point out the possibilities of counteractin
the negative consequences of media c
centration which present themselves if w
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expand our conception of public service
broadcasting as an instrument for the exe
cution of national media policy.

The Discussion in Europe

Media Policy Issues and Initiative

Through the 1980s local radio and telev
sion enjoyed a certain popularity amon
EU politicians and the Council of Europe
Several reports stressed the desirability
ensuring that local media remain indepen
ent, individual phenomena so that th
might fulfill their vital function as guaran
tors of pluralism and diversity in the medi
The question was most recently address
in a Green Book from the EU Commissio
in 1992, Pluralism and Media Concentra
tion in the Internal Market: An Assessme
of the Need for Community Action. The
Green Book outlines three alternative cou
ses of action:

• One may choose to do nothing, eith
because there appears to be no need,
cause the time is not ripe, or because 
tional legislation is deemed sufficient.

• One might encourage member states
take measures to ensure greater trans
ency regarding ownership and control 
media in the EC.

• One might – either by means of a dire
tive or a regulation – coordinate the leg
slation of member states and in that co
nection perhaps appoint a commissio
independent of national authoritie
which is charged to monitor harmoniza
tion and to advise the states on issues
lating to media concentration.1

Following the Green Paper, the Comm
sion initiated a hearings procedure, whi
in addition to the national governments i
3
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cluded various commercial interests in t
audiovisual sector. Meanwhile, the discu
sions and studies continued in other fo
within both the Union and the Council o
Europe.

In the EU, the Economic and Soci
Committee issued an opinion on the Gre
Book in the Fall of 1993.2 Rejecting the
first two courses of action, the Committe
urged the Commission to draft a directiv
with the specific aim of limiting media con
centration, on both national and EU leve
First of all, some restriction on ownersh
should be introduced with respect to t
press, as well, not least in view of the d
gree of concentration in the industry inte
nationally. Secondly, no single compan
should dominate the market in more th
one media branch (television, radio, pri
media) or in one or more national marke
Companies which already have achiev
dominance in any one country should n
be allowed to expand their activities 
other countries. Third, media enterprises
or, for that matter, enterprises of any kind
which already dominate a media sector
one country should not be allowed to a
quire a majority interest in media ente
prises in other EU member states. Four
any given media enterprise which is acti
in any one media sector should be requir
to make public the details of all relation
ships of ownership and cross-ownership
which it is involved before it can be a
lowed to operate in any other media sect
These four points should, in the opinion 
the Committee, form the core of the dire
tive. In other words, the Committee cas
aside whatever hesitation the Green Bo
expressed concerning the possibility th
measures to combat concentration mig
limit access to the market.

The European Parliament also discuss
the Green Book. In January 1994 the E
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passed a resolution which urged the Co
mission to draft a directive that would, firs
harmonize the restrictions member sta
impose to limit media concentration an
secondly, enable the European Union 
take effective measures to counteract the
fects of media concentration and to defe
pluralism. Expressing its support for th
initiatives proposed by the Economic an
Social Committee, the Parliament furthe
more stressed that the directive should n
only encompass ”formal ownership”, bu
take account of ”dominant influences”, a
well. The Parliament also put considerab
emphasis on the principle of ”absolu
transparency” with regard to ownersh
(Jakubowicz 1994).

At this writing, the Commission has no
yet decided whether or not a directiv
should be introduced to regulate med
concentration. Considerable prelimina
work has got under way, however; amo
other things, efforts have been made 
specify rules which might ensure transpa
ency of ownership and to draft rules again
concentration based not on shares of ow
ership of companies, but on shares of t
market (viewers and listeners).3 The latest
official initiative is from October 1994
when the Commission published a Follow-
Up to the Consultation Process Relating 
the Green Paper. Here again, there is recog
nition of the need for at least harmonizin
the pertinent national rules. Otherwise, t
Commission announced plans to initia
another round of hearings before taking
final decision. This announcement prov
ked the Parliament to adopt a resolution e
pressing disappointment that the Comm
sion apparently did not recognize the ne
to introduce a directive, which ”should see
to end the distortion of the media caused
excessive concentration”.4
4
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Concentration, Pluralism
and Transparency

While the European Union is still largel
treading water after the publication of th
Green Book over three years ago, t
Council of Europe has also taken an inte
est in the question of media concentratio
The work has been carried out in a Co
mittee of Experts on Media Concentratio
and Pluralism, which in the Spring of 199
was presented with a Consultants Study
the notion of access to the Market. The co
sultants in question were associate prof
sors Frands Mortensen of Aarhus Unive
sity and Preben Sepstrup of the Årh
School of Economics.

The purpose of the study was to analy
the conditions pertaining to market acce
and, furthermore, to discuss various poli
cal measures which might be taken to s
cure the conditions which have proven co
ducive to pluralism in the media. The stud
examines the widely held assumption – w
dely held within traditional market-libera
circles, in any case – that ready access
the market promotes competition betwe
different actors, and that greater com
petition gives rise to greater media plura
ism on any given market, all other facto
being equal (Council of Europe 1994:8).

Mortensen and Sepstrup point out th
any study of the relationship between ’ma
ket access’ and ’pluralism’ must addre
the fact that the two concepts are deriv
from quite different spheres: ’market a
cess’ being an economic term, where
’pluralism’ belongs to ”the sphere o
ideas”. This necessitates a thorough expo
tion of the terms.

Among the important conceptual dis
tinctions (which cannot be treated in det
here) is a specification of two differen



t
s,
-

er
-
tly
e-
ly
ra
r-
-
d
s,
r-
he

of
ke
d
e
te

ult
w

at
o-
 a
-
n

n-
s
c

hi
a
di
er
va
he

a-
ol
er

le
he
e
re-
es,

ci-
it
n

a-
of

ve

e-
le,
ay
ip
es
 the
n

ed
e
ted
to
a
i-
en
is

asis
int
e

 up
rs
es

at
ted
y

e
e

kinds of pluralism, viz., pluralism in the
sense of diversity of programme outpu
(different kinds of programmes, genre
points of view, etc.) and pluralism of con
sumption, i.e., the greatest possible div
sity in what viewers actually watch. View
ers’ consumption patterns are not direc
accessible to political intervention; cons
quently, pluralism of output has general
been considered a laudatory goal of cultu
policy throughout Western Europe. Dive
sity of programme output, which gives vie
wers rich opportunities to be confronte
with different ideas and outlooks, value
information, attitudes and forms of ente
tainment, is considered essential to t
function of democratic societies.

The analysis dismisses all notions 
simple causal relationships between mar
conditions, public sector regulation an
pluralism. Pointing out that greater volum
of output does not necessarily mean grea
diversity of output, but rather tends to res
in sharpened competition in a rather narro
spectrum of content, and pointing out th
markets consisting of only one or two pr
gramme companies have demonstrated
ability to provide a wide diversity of pro
grammes, Mortensen and Sepstrup co
clude that there is no unequivocal relatio
ship between prevailing market condition
and output: intense competition, better a
cess, numerous media, varied owners
patterns and as little cross-ownership 
possible does not automatically produce 
versity of output. On the contrary, broad
access has led to concentration and less 
ied programming, as developments in t
European radio market demonstrate.

Instead, concrete, historically and n
tionally specific cases suggest that the f
lowing market factors may cast great
light on the relationships:
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• What economic resources are availab
to the actors on the market; what is t
strength of commercially exploitabl
consumer needs, and what financial 
sources are available from other sourc
such as the public sector?

• What are the production costs asso
ated with individual media products (
is commonly assumed that productio
costs in radio, television and newsp
pers are not proportional to the size 
the audience or circulation)?

• What are the objectives of the respecti
media (commercial, public service)?

Only by examining concrete cases with r
spect to these three factors is it possib
Mortensen and Sepstrup conclude, to s
anything conclusive about the relationsh
between the level of economic resourc
and market factors on the one hand, and
character of programming – its ”level” i
the realm of ideas – on the other.

The greater part of the report is devot
to a largely structural discussion of th
three factors and the problems associa
with applying them in concrete analyses 
inform decisions in the field of medi
policy. Trying to establish a norm for the f
nancial resources required on any giv
market is futile, the authors say, but th
does not mean that one cannot, on the b
of an analysis of conditions at a given po
in time, muster sufficient data to determin
whether or not a market can be opened
to new sources of finance, to new acto
and the extent to which such chang
would promote greater pluralism.

The Consultants Study concludes th
the volume of economic resources inves
in the production of media content at an
given point in time sets the limits for th
number of independent actors who will b
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able to operate viably on the market 
given, that is, pluralism in the media ou
put. At the same time, the authors are hig
ly sceptical of frequently voiced argumen
to the effect that greater transparency 
ownership, finances, etc., on the mark
might serve media policy goals. Nor d
they consider other regulatory measures
ken in Western European countries, e.g., 
les to protect journalistic integrity, rule
concerning objectivity in news reporting
compulsory disclosure of ownership stru
tures and accounts, public authorization
acquire controlling interests in media com
panies, etc., sufficient in themselves to gu
rantee pluralism or optimal access to a 
ven market. Pluralism and access are 
ways the outcome of the historically sp
cific context in which the rules are applie

The report is generally sceptical of ba
ing media policy decisions solely on stati
tical data having to do with the economi
of the sector and point to the need for qua
tative analyses of the relations betwe
market factors, media content and consu
ers as tools of media policy-making. D
André Lange of The Audiovisual Observ
tory in Strasbourg is of a similar opinio
(Lange 1995). He is sharply critical of cu
rent plans within the Commission to us
quantitative audience data as indicators
the degree of media pluralism. The pro
lem, as Lange sees it, is dual. First, t
measure takes its point of departure in p
terns of media consumption rather than t
volume and quality of output – ”diversit
of consumption” rather than ”diversity o
information”, where the latter is a qualita
tive concept which includes both program
ming and its reception, whereas the form
is strictly quantitative. Lange also warn
against using quantitative measures of 
ception, and the calculated market sha
derived from them, as mechanisms f
6
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regulating media concentration. Quantit
tive studies are based on average pattern
focus which leads one to overlook cultu
ally important distinctions in media beha
viour, e.g. ethnic or regional variations, if
as proposed by a consultant to the Comm
sion – regulatory instruments are design
on the basis of national statistics.5

What other criteria should be used in d
termining the ceiling for the market shar
(audience shares) any given program
company or newspaper may control? An
what is more: a single broadcasting co
pany in a small country, which attracts
majority of the audience – whereas priva
competitors scramble for the remainder
may very well be the best guarantor of pl
ralism in that market. Elsewhere, a priva
broadcaster’s dominant share of the au
ence may well be due to a rich diversity 
programming on the part of that company

Thus Lange, like Mortensen and Sep
trup, advises against using statistical a
economic factors as decisive elements
the formulation of principles of regulatio
to control media concentration. If it is at a
feasible to devise useful tools for a com
mon European, or even national, med
policy to address the issue of concentrati
and pluralism, they will clearly have to b
designed on the basis of concrete, histo
cally specific qualitative analyses which a
sensitive to the specific characteristics 
national media cultures.

We shall now turn our attention to th
problems of concentration in local broa
casting which have been noted in Denma
Norway and Sweden in recent years. W
shall also summarize the policy response
these phenomena in the respective co
tries before returning, in the final sectio
to our discussion of means and objectiv
in the regulation of media ownership.
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The Legal Foundations and Praxis
Common Characteristics

The introduction of local radio in the thre
Scandinavian countries dealt with here w
motivated by largely the same objective
viz., first and foremost, to give individual
a greater voice in local fora and, second
to broaden the media spectrum by decen
lizing to create alternatives, not only to n
tional and regional stations, but to other l
cal media, as well, including the loca
press.

Given these common objectives, legisl
tion in all three countries has included a s
ries of regulations intended to ensure th
the stations would be local and serve the
cal community. Most of these regulation
have concerned criteria of eligibility fo
concessions to transmit, rules concerni
the organization of the concession-holdi
body and, finally, rules pertaining to th
formation of networks.

Local broadcasting has also develop
in a more or less uniform manner in th
three countries, despite decided differenc
in the regulations applied. Contrary to p
licy objectives, a prime characteristic h
been an overall trend – Swedish neighbo
hood radio stations included – toward com
mercialization, which necessarily implie
programming designed to attract the larg
number of listeners in order to bring in a
vertising revenue.6

The Danish System

Local radio broadcasting in Denmark has
decentralized structure; concessions 
transmit are granted by local commissio
having jurisdiction over areas of up to fiv
communities (on exception more). The M
nistry of Cultural Affairs appoints a centra
commission for local broadcasting, whic
serves as an appellate body regarding d
7
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sions taken by the local commission
which in addition to granting concession
monitor the stations’ fulfillment of conces
sion requirements.

The law provides for concessions of u
to three years, which may be granted 
companies, clubs, etc., formed for the so
purpose of operating a radio station. A m
jority of the board members must be re
dents of the area of service, and comm
cial enterprises may not have a controlli
interest in the broadcasting organizatio
An exception is made for local newspape
which may acquire a concession provid
they operate the station as a forum for pu
lic debate. Local governmental bodies m
be granted concessions for the purpose
making production and transmission equ
ment available to the public.

No one may be a member of more th
one station’s board of directors, and no o
may be responsible for programming o
more than one station.

Finally, the law requires the concessi
neer to provide programming indepen
ently. Thus, it is forbidden to transmit pro
grammes simultaneously with other st
tions or to transmit programmes within th
framework of long-term cooperation be
tween several stations or between one s
tion and an external enterprise. A stati
may, however, sell some of its air time to 
external body (but not another concess
neer). The prohibition of networking doe
not apply to advertising, however.

The point of these rules is to ensure
the extent possible that the management of
local stations remains in local hand
whereas there is no provision regardi
ownership, nor need production and adv
tising sales companies be part of the bo
which holds the concession. Neither do
the law require disclosure of accounts, et

Enforcement of the rules appears to 
relatively liberal. Whatever the case, it do
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not result in very many complaints to th
central commission. The commission r
cently upheld a decision on the part of t
local commission in Copenhagen not to r
new the concession of The Voice, the most
popular local station in the capital, on th
grounds that the station sold so much of 
air time that it could not be said to provid
programming independently.

The legislation governing local radi
and television in Denmark is currently un
der review and is expected to be included
the negotiations leading up to multi-par
agreement on a new radio and television 
in 1996.

The Norwegian System

Norwegian local radio is regulated by law
and regulations from 1988.

Five-year transmission concessions a
granted by a national Local Radio Comm
sion, which is also the regulatory agenc
According to the law, each station sha
serve an area corresponding to a comm
nity (kommune), i.e. the basic unit of loca
government.

Schools, local non-profit organization
local radio clubs, etc., formed for the pu
pose of local radio broadcasting are eligib
for broadcasting concessions. Newspap
and other media enterprises, commerc
enterprises, nationwide organizations, p
vate individuals, cable companies, loc
government and community services a
not. Organizations which cannot hold 
concession in their own right may, how
ever, own shares in concession-holders, 
not more than 49 per cent.

The structure of ownership is one of th
criteria of eligibility, which means that sta
tions/concessions may not be sold or oth
wise change hands without permission. T
same applies to changes in the owners
structure; any change which involves mo
8
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than a ten-per cent share must be repor
to the central commission, which also r
views the accounts of all concessionee
annually.

Concession-holders must be residents
the area to which the concession applies
must holders of two-thirds of the shares
the concession-holding organization. Pl
the responsible editor (i.e., the individu
who bears legal responsibility for the st
tion’s programming). These residence r
quirements are intended to ensure that 
stations have bona fide roots in the comm
nity they serve. The same goal is reflect
in programming requirements: the great
part of programming shall be produced 
the concessioneer, and most program
content should relate to the community 
some respect.

Stations may, however, sell (or othe
wise make available) up to 25 per cent 
their air time to other parties, but not 
commercial enterprises, national organiz
tions, private individuals or other conce
sioneers. These exceptions, too, are int
ded to ensure that stations’ programmi
remains local in character. Networking 
not expressly forbidden, however.

The legislation regulating local radi
broadcasting, like that pertaining to loc
television, has been under review (Kultu
departementet 1994/95; Stortinget 199
and the system will most probably under
some change in the near future.

The Swedish System

Whereas local radio in both Denmark a
Norway constitutes a unified system cod
fied in a single body of law, since the intro
duction of private local radio stations i
1993 Sweden has a dual system, with d
ferent legal frameworks for neighbourhood
radio and private local radio stations, re-
spectively.
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Both areas are subject to the Fundamen
Law on Freedom of Expression, which h
the status of constitutional law (Yttrande
frihetsgrundlag 1991). According to th
Fundamental Law, radio frequencies sh
be utilized so as to afford the greatest pos
ble freedom of information and freedom 
expression.

Neighbourhood radio

Neighbourhood radio services were intr
duced especially to provide channels 
communication for local voluntary organ
zations. Most areas of service correspo
to kommuner, the basic units of local g
vernment, and transmission radii are lim
ited to approximately five kilometres.

Concessions are granted by the Swed
Radio and TV Authority, whereas perform
ance is monitored by the Broadcastin
Commission, a central body charged to 
view the performance of all domestic rad
and television companies in relation to t
terms of pertinent law and contractu
agreements. Concessions may be grante
local non-profit organizations, to loca
chapters of national organizations havi
the intention to engage in local broadca
ing, religious groups, student organizatio
and neighbourhood radio associatio
(groups of concessioneers).

The local dimension is further emph
sized in the requirement that all but a lim
ted amount of programme content must 
produced specifically for the station i
question. Stations may transmit program
mes for pay, and both advertising and spo
soring are allowed.

Concessioneers pay a fee of roughly
ECUs per hour of airtime (or portio
thereof) a year. Concessioneers who do 
transmit advertising or paid programm
may be exempted from the fee; the tran
mission of sponsored programmes does 
disqualify a concessioneer from exemptio
9
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Private local radio

Private radio was introduced in new legisl
tion in 1993 (Lokalradiolag 1993). Within
the framework of the law, privately owne
local radio stations are commercial ente
prises and as such are subject to Swed
regulations pertaining to market compe
tion. The liberal provisions of these regul
tions concerning market concentration m
be seen to conflict somewhat with the pri
ciples set out in the Fundamental Law 
Freedom of Expression (Matz & Bengtss
1994:195ff)

Concession and monitoring procedur
are the same as in the case of neighbo
hood radio, but the number of concessio
are limited: with the exception of Stock
holm and Göteborg only two concessio
per area of service. Provided the bidd
fulfills the requirements set out in the law
concessions may be bought. Concessi
have been awarded the highest bidder
several waves of auctions.

Individuals or corporate bodies may b
granted concessions, and no one person
body may have a controlling interest 
more than one station. Companies, e
which at the time of the application for 
concession publish a newspaper or hav
dominant influence in a newspaper com
pany are not eligible, nor are compani
owned or otherwise controlled by a new
paper publisher. Likewise, public institu
tions (at all levels of government) and oth
broadcasting companies operating und
the provisions of the Radio Act are bann
from local radio.

Concessions run for periods of eig
years, and the only programming requir
ment is that at least one-third of a station
total air time be devoted to programmin
produced especially for the station in que
tion. There are, in other words, no conte
requirements; indeed, the Broadcasti
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Commission has ruled that music play
from a remote-controlled CD-robot fulfills
the requirement of the law.7

Thus, the law governing private local r
dio would seem to fall short of fulfilling the
government’s stated purpose in introduci
the stations, viz., to broaden opportuniti
for freedom of expression and to provid
local media which offer independently pro
duced programming of particular relevan
to the community.

Concentration and Network
Formation

Overall Tendencies

As observed in the preceding section, the
are many parallels in the three countrie
regulatory legislation. Despite their diffe
ences, the requirements are mainly d
signed to ensure that local radio stations 
main local in respect of content. Similarl
the various rules applying to ownershi
residence, etc., are intended to hinder or
duce the likelihood of concentration o
ownership and the formation of networks

Whereas Sweden deviates by havi
two sets of legislation – one for commerc
stations and one for the essentially no
commercial neighbourhood radio stations
commercial and non-commercial stations
Norway and Denmark are accommodat
in unified legal frameworks.

Thus, we find a clear tendency towa
dual systems in all three countries. Coupl
to this trend, different forms and differen
extents of collaboration between statio
have emerged. These include networ
(Sweden) and extensive coordination, p
ticularly with respect to advertising sale
(Denmark and Norway). At the same tim
local radio broadcasting has attracted t
interest of major media companies.
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Denmark

There are some 230 active concessions 
tributed over about 150 transmitters 
Denmark today. This means that rath
many concessioneers, particularly those
larger cities, share transmission facilitie
Indeed, commercial and non-commerc
stations may share the same transmit
This circumstance, together with rath
limited signal radii, make local radio sta
tions dubious commercial ventures. Man
of the 80-odd commercial stations as w
as the countless non-commercial statio
find themselves in rather weak financi
situations.

It is difficult to get the full picture of the
ownership structures in Danish local rad
broadcasting, and the same goes for e
nomic data, both with respect to individu
stations and the branch as a whole. This
because Danish law does not require s
tions to submit their accounts, and there 
no reliable figures concerning volume 
the advertising industry.

Danish local radio was the subject of
recent fact-finding study, the findings o
which are to inform coming discussion
concerning possible amendments in the 
gal framework (cf. Jauert & Prehn 1995). 
contrast to local television, on the whole l
cal radio in Denmark has not experienc
extensive networking and concentration 
ownership. Several factors may expla
this. First, given its present structure – p
ticularly the system of shared transmitte
and the brevity of the concessions (thr
years) – local radio broadcasting is not
particularly attractive investment. Se
ondly, population density in Denmark 
such that even local stations reach a co
mercially satisfactory number of listener
Third, the unequivocal prohibition of net
works makes it difficult to exploit the ad
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vantages of extensive collaboration to a
major degree.

As in Norway, tendencies toward con
centration are most apparent in the lucrat
advertising placement branch, where
news collaboration, for example, is no
existent due to the ban on networking.

Reported data indicate that the advert
ing market turned over between DKK 10
and 150 million in 1994 (Prehn & Jaue
1995:122; Hansen & Grønholdt 1995:66
Roughly 20 per cent of all advertising 
national, the rest local. There are no ava
able data concerning what share of the to
volume stations actually receive. In th
case of the national market two firms dom
nate the market.

The first is Nordisk Radio Reklame,
which is owned by Nordisk Film/Egmont.
This company, which is active also in oth
aspects of local radio, currently has co
tracts with at least 30 stations nationwid
As a whole, the network has a potent
reach of 86 per cent of the Danish peop
above the age of 13, or roughly 3.8 millio
listeners.

The other principal actor is Skandina-
visk Radio Reklame, a subsidiary of Scan-
dinavian Broadcasting System (SBS). The
company supplies advertising to the Voi
stations (see below) and is reputed to ha
contracts with some 15 stations, having
combined reach of 91 per cent of the pop
lation over 13, or 4 million listeners (cf
Gallup 1993).

It is not possible to say exactly what in
fluence these companies may exert on 
stations they have under contract. Wh
asked, the stations, for their part, swear t
no conditions are imposed concernin
either the structure or the content of t
programme tableau. Any such arrangem
would be in violation of the law, but i
might be superfluous regardless, consid
ing that both parties share a common int
11
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est in attracting as many listeners as pos
ble, since this is the basis for the statio
rates/advertising revenue.

Generally speaking, the structure 
ownership in Danish local radio is quit
differentiated. It is, for example, strikin
how little Danish newspapers have tak
advantage of the possibility of acquiring lo
cal radio concessions, an opportunity d
nied to the press in the other Scandinav
countries. About a dozen papers are 
volved in 16 different stations.

The labour movement was quick to draft
a comprehensive investment policy f
starting local radio and television station
The national organization of the Federati
of Danish Trade Unions (LO) has spe
many millions on local broadcasting ove
the years, but has recently been forced
admit that the involvement has been a po
investment, as far as the financial return
concerned. LO’s overall involvement ha
not been analyzed, but it seems that lo
sections of the various member unions ha
now assumed responsibility for the st
tions. Altogether, the movement has 29 
filiate radio and TV stations.

Inasmuch as networks are not allowe
there are no networks in any formal sen
With a couple of exceptions, neither a
there any networks de facto. The vast m
jority of stations are operated locally an
independently, aside from advertising sal

Four stations having the same name, The
Voice, operate in greater Copenhagen. Th
are formally independent of one another
the sense that the concessions are held
separate associations or companies. A f
Voice station is located in Odense. All fiv
stations have essentially the same form
and the same principal investor (SB
would seem to constitute the financial ba
for all five. The group also operate a sat
lite radio channel, Voice of Scandinavia.
Together, the stations have a combin
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reach of approximately 70 per cent of th
population over 13.

As noted earlier, SBS, which co-owns
the most important Voice station,8 also
owns one of the two dominant advertisin
bookings bureaux. It is generally assum
that, aside from the fact that the statio
each transmit their own tableau, they do
fact constitute a chain or network, and th
SBS, as principal investor, exerts consid
able influence over the stations.

A second group of stations operatin
under a common name – Uptown – ha
appeared on the scene in metropolitan C
penhagen over the past couple of years.
far they are four. They, too, operate on t
basis of concessions granted to different 
sociations or companies, but three of t
concessioneers share the same addr
which is also the address of Nordisk Film
Radio A/S, which in addition to the adver
tising bookings bureau, Nordisk Radio
Reklame, operates a consultancy and dev
lopment company, which plays much th
same role as Aller in Norway (see below
Together, the four Uptown stations in C
penhagen can reach between 1.5 and 2 
lion listeners.

Finally, most recently, Kinnevik-owned
Airtime has established a group of statio
under the common name, Classic Radio.
The stations cover all of northwestern Sjæ
land (the island on which Copenhagen
located), which gives them a sizeable p
tential audience.

With these three exceptions, local rad
in Denmark displays a decidedly diffus
ownership structure. A few similar group
ings have been noted in a couple of oth
Danish cities, but in most cases the on
economy of scale achieved has been 
adoption of common names – generally
the instigation of the respective stations
which thereby extend over a cluster of com
munities.
12
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With the exception of advertising network
and some groups of stations in the Cope
hagen region, then, Danish local radio h
not – yet – experienced any influx of b
capital in the kind of joint ownership whic
Danish law fully sanctions, nor have an
other tendencies toward concentration 
ownership been noted. It is conceivable th
the law and the technical structure with r
spect to frequency planning and transmit
power have posed decisive hindrances
such developments; if that is the case, th
Danish legislation would appear to hav
achieved its goals.

Norway

Whereas Norwegian legislation contains
number of requirements concerning th
residence of (a majority of) station owne
and local programming, in contrast to Da
ish law it does not expressly forbid ne
working between stations. Consequent
Norwegian local radio stations are free 
carry centrally produced newscasts.

The residence requirements have be
under review in connection with Norway
signing of the EEA agreement betwee
EFTA and the European Union. The r
quirement of local residence may be tak
to be discriminatory, i.e., to disadvantag
foreign investors, but the matter has yet
be resolved (cf. Tangeraas 1992:46). Se
ral other features of Norwegian commerc
policy which sought to limit the role of for
eign capital in Norway have had to b
amended.

At the end of 1994, 379 local radio con
cessions had been issued; concession
distributed programmes in 197 servic
areas from 214 transmitters. The signals 
all rather weak inasmuch as most serv
areas are local communities. Consequen
most stations offer rather poor listenin
quality only a short distance from the tran
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mitter, which limits the potential audience
These factors probably explain why on
one company has ventured into the local 
dio market in any major way, although th
medium is said to have a potential for co
siderable economies of scale (Høyer 
Ramstad 1995:10).

Local radio broadcasting in Norway i
currently under political review, and a com
prehensive study of the structure and ec
nomics of the sector was undertaken in t
connection (Handelshøyskolen BI 1995
The study found local radio to be in dir
straits. 458 concessions had been issue
1989, but five years later the number h
decreased by 17 per cent to 379.

As noted above, the structure of local r
dio in Norway resembles that in Denma
in that most of the stations are non-com
mercial and attract rather small audienc
Roughly 100 stations operate on a comm
cial basis.

As regards the commercial stations a
in connection with the marked decline 
the number of stations in operation, o
should be aware that Norway introduced
third public service radio channel (NRK
nationwide and a commercially finance
nationwide radio channel, P4, both in
1994. These new entries have struck sev
blows to commercial local stations. Aud
ence share measures show that listening
local stations has been cut in half, fro
28% before the entries to 14% after. Adve
tising sales, too, have been affected, w
local stations losing an estimated 10 p
cent of their volume. Inasmuch as cos
have not declined commensurately, it is e
timated that, barring some major change
the circumstances, losses will soon ha
consumed all the investment capital in t
branch. This obviously speaks disaster 
the commercial part of the sector, whose
nances even at the outset were none too
bust. Only about one-fifth of Norway’
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commercial local stations are deemed c
ditworthy today (Handelshøyskolen B
1995).

Whereas the law requires local res
dence among owners, there is no restrict
to keep owners from investing in sever
stations. This opportunity has not been e
ploited to any greater extent. It should 
noted, however, that patterns of ownersh
and influence in Norwegian local radio a
not particularly transparent inasmuch 
most of the financial dealings are in th
hands of companies which are not the
selves concession-holders. (The same sit
tion prevails in Denmark and Sweden, 
well.)

Cross-ownership exists, but it is n
common. The above-mentioned Hande
høyskolen report treats three sets of acto
newspapers, Aller, and others.

Newspapers were the dominant profe
sional investors in local radio in the perio
before advertising was allowed. Altogethe
the press is believed to have lost NOK 3
35 million on local radio investments up t
1988, when advertising was allowed but,
the same time, a ceiling of 49 per cent w
imposed on newspapers’ involvement in t
stations. In 1992, newspapers had intere
in 32 stations, only one of which was lo
cated in a major city, and only five majo
newspapers are active in local radio tod
Two of the five are Social-Democratic p
pers (Norsk Arbeiderpresse), while the
other three belong to the Orkla Group.
Thus, major Norwegian media interests a
largely absent from local radio broadca
ing.

This is hardly the case when it comes
Danish-owned Norsk Aller A/S, whose am-
bitions in local radio have aroused wid
spread debate in Norway (cf. Høyer 
Tønder 1992). Norsk Aller also joined in
consortium which sought to be awarded t
concession to P4. The bid was unsucce
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ful, in part due to the controversy surroun
ing Aller’s activities in local broadcastin
(Jauert 1995:172).

In 1991, Norsk Aller created Norsk Ra-
dio Utvikling A/S (NRU), with a view to
providing a variety of products and servic
to local radio stations, including news, a
vertising sales, and administrative se
vices.9 NRU reports having received enqu
ries from virtually all the major commercia
local radio stations offering financial pa
ticipation in the stations, but in most cas
NRU has refrained. Aller’s strategy seem
rather to be to gain control of advertisin
sales and certain other services, which 
tails considerably less financial risk tha
direct investment, yet allows some measu
of ”operative control” over the station
(Høyer & Tønder 1992:24f). NRU has in
vested in five local radio stations, wit
shares ranging between 26 and 46 per c
It is no coincidence that these five statio
are among the largest in Norway.10

NRU’s activity to date takes place pr
marily in three companies: Radio 1 Norg
Radio Nettverk A/S and Aria Media A/S.

Radio 1 Norge is a professional training
centre with the aim of raising the profe
sional standards and enhancing the co
petitive position of affiliated stations, cur
rently 15 in number. Radio 1 does not ow
any shares in the stations, nor does it ex
editorial control over their output, the sta
tions say. Stations are required to mainta
a clearly local profile and to provide loca
news. Only those stations which use (bu
Radio 1 A/S’ services are allowed to u
the name, ”Radio 1”.

Radio Nettverk AS produces news
which it then offers to local stations in ex
change for advertising time. At the end 
1994, Radio Nettverk supplied 175 st
tions, plus TV3, with news.

Finally, NRU is sole owner of Aria Me-
dia, the only company in Norway which
14
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supplies nationwide advertising to local r
dio stations. Not surprisingly, Aria als
supplies advertising to Radio Nettverk. Th
company’s reported volume in 1994 w
NOK 37 million, which was 20 per cen
less than in 1993. The decline is attribut
to the establishment of P4.

In addition to the above, NRU also ha
interests in a number of local sales comp
nies.

Clearly, NRU has attained a position 
considerable influence on the Norwegia
local radio market. Not only thanks to th
company’s dominance in nationwide adve
tising traffic, which corresponds to one
quarter of the combined volume of all loc
radio stations, and news production, et
but also to the indirect influence NRU ex
erts over the stations which have no altern
tive source for the products and services 
company provides. NRU is believed to ha
invested approximately NOK 45 million in
its local radio activities to date (Handel
høyskolen BI 1995:53).

The third category, ”Other”, is not spec
fied in the report, but total investments 
this category are said to be extensive a
vital, but quite diffuse and most probab
not economically viable in the longer term

In conclusion, due to the structural ch
racteristics of local radio in Norway, as 
Denmark, we find little concentration o
ownership or cross-ownership. The Danis
owned Norsk Aller has, however, achieve
a dominant position through its role as pr
vider of products and services to local rad
stations throughout the country.

Interestingly, Aller is not at all involved
in local radio in Denmark, whereas Nordisk
Film Radio A/S seems to be in the proces
of establishing a Danish counterpart to R
dio 1 Norge, and has already formed a Da
ish company corresponding to Aria Medi
As noted earlier, Nordisk Film Radio is pa
of the Egmont Group, which also has media
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holdings in Norway (TV2 and print media
but not in local radio.

Sweden

The Swedish law of 1993 which provide
for privately owned local radio opened th
way for commercial broadcasting on a loc
level. Tendencies toward commercializ
tion have been noted among the tigh
regulated neighbourhood radio stations 
some years now in programming, e.g., 
various forms of collaboration between st
tions, and in violations of the ban on adve
tising.

The legislation providing for private ra
dio was run through the political proce
rather quickly by Swedish standards, wit
out the usual parliamentary fact-findin
commissions and hearings (Hedman 199
193f). The same applies to the amendm
of regulations for neighbourhood radio
suddenly, they were allowed to carry adve
tising.

As mentioned earlier, the legislation o
private local radio imposes a minimum 
restrictions, yet a number of restrictions r
garding ownership or ”dominant influence
as well as some rather imprecise phraseo
gy concerning a modicum of locally pro
duced programming.

The Swedish legal framework appears
have many of the features that many sta
holders in Denmark and Norway would lik
to see come out of the current legislative 
views in those countries.

Decisive factors are, first, that the loc
stations are commercial enterprises wh
are free to do as they please within the le
requirements concerning ”dominant influ
ence” and, secondly, that concessions h
been auctioned off to the highest bidder, 
gardless of the applicant’s programme po
cy, etc.
15
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The law provides for a minimum fee o
SEK 20,000 per year for each concessio
Recent calculations indicate that in 199
the Swedish government took in no le
that SEK 115 million from the 81 station
in operation that year – or an average 1
million per station. Although the variatio
between concessions is rather great, it 
mains clear that entry into the Swedish sy
tem presupposes considerable risk capit

Big capital has shown great interest 
investing in local radio stations and cons
derable creativity in finding ways to mak
those investments and yet comply with t
law. The result is that it is extremely diff
cult to get a clear picture of ownersh
structures in the sector. Moreover, in ad
tion to those companies which hold conce
sions, a plethora of production and adve
tising sales companies are active in Swe
ish local radio at national and local leve
If it is difficult to grasp formal ownership
patterns, it is even harder to determine
whose hands operative power actually li
(Sundin 1994:41).

Local radio today consists of five ne
works, in which the principal actors bot
own shares in some of the stations and h
established production and advertisin
sales organizations to serve the network 
filiates. Only about ten of Sweden’s 81 l
cal stations do not belong to one of the
networks today (1995).

Two of the networks came into bein
some years before private radio was int
duced. These are the Radio City stations,
which already in the days of neighbou
hood radio laid the foundation of what wa
to become a more extensive network of t
same name. The other pioneer organizat
is Svensk Radioutveckling (SRU), which
was formed in 1991.

The Rix network, with 15 affiliate sta-
tions, is run by the above-mentioned SR
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which in turn is owned by a compan
which owns Göteborgs-Posten (the leading
daily in Sweden’s second city) and seve
other papers. In 1994, the network conc
ded an agreement with French-owned NRJ,
which bought shares in SRU. SRU has 
vested in some of the stations, whose ot
co-owners include local newspapers. T
Rix network has a newsdesk and other p
duction facilities (for music, etc.) in Göte
borg. Local Rix affiliates have their own
production facilities. NRJ’s participation
leads many to believe that Rix stations a
associated production companies will so
undergo major reconstruction. Advertisin
sales are handled by a company cal
Decibelle.

NRJ stations are owned in part either b
NRJ SA or NRJ-dominated RBS Broadcast-
ing AB. Starting with only a handful of sta
tions, NRJ now counts 18 affiliates, whic
also have the best ratings among local ra
stations in Sweden. If we include the R
stations, over which NRJ exerts conside
able influence, NRJ is now involved in 3
stations. The programming concept, p
terned after the company’s 200-odd statio
in France, consists primarily of centrall
produced popular music. The legal requir
ment of local programme content is large
filled via remote-controlled CD-players.

Kinnevik-owned Medvik runs a network
of P6 stations. Including the two Kinnevik-
owned Classic Radio stations, the network
has 12 affiliates. The Classic Radio statio
are not included in the programming co
laboration between the other ten station
however. Medvik participates directly in 
few of the stations; other owners are abo
ten individuals who own stations either pe
sonally or through other companies. The
individuals may have some affiliation wit
Kinnevik (Sundin 1994:47). Affiliates do
not produce their own programmes, b
function solely as sales organizations. A
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vertising bookings are handled by Kinn
vik’s Airtime.
The above-mentioned collaboration b
tween City neighbourhood radio station
was the embryo of the City network, which
today has 14 affiliate stations. Svensk Ra-
diobokning (SRAB), which stands behind
the stations, is owned (a controlling inte
est) by Svenska Dagbladet (Stockholm’s
second daily) and Scandinavian Broadcast
ing System (SBS). SRAB has no direct in
vestment in the affiliate stations; the ind
vidual co-owners of SRAB, however, hav
interests, directly or indirectly, in nearly a
of the stations. SBS, for example, owns
controlling share in Radio City in Stock-
holm and minority shares in seven oth
stations. Through its co-ownership of G
Programutveckling AB, a fellow co-owne
of SRAB, SBS furthermore has shares 
the City stations in Malmö and Götebor
in which GE Programutveckling is the ma
jority owner (Sundin 1994:46).

Last and least, there are the Megapol
stations. The network, which comprises 1
stations, is operated by Annonsbolaget Ra-
dio, an advertising bookings compan
owned by Bonnier (Sweden) and the Ka
Corporation (USA). Roughly half of the a
filiates are under the direct influence of th
company. A Bonnier-owned productio
company, Radioprogramföretaget Megapo
AB, supplies the full-fledged Megapol aff
liates with programmes, albeit the station
too, fill some of their air time with produc
tions of their own.

Local radio broadcasting is still in a for
mative stage in Sweden. There are s
some unoccupied frequencies and un
ploited areas to be auctioned off at some 
ture date. But given the pattern that h
emerged to date, it seems unlikely that a
new major actors will enter the market. Th
costs are too great and the established
tors too dominant, in addition to which it 
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necessary to participate in one or anothe
the networks.

The Swedish system demonstrates w
a liberal, market-oriented local radio la
can result in, namely, a situation where t
major media interests have laid claim to t
entire market. Particularly French-owne
NRJ and, to some extent, American-dom
nated SBS have positioned themselv
quite centrally. Given the latter’s involve
ment in satellite television targeting Sw
den, and Kinnevik’s extensive television in
terests,11 the Swedish electronic media se
tor displays an impressive pattern of cros
ownership.

To Sum Up
It is not possible to draw any firm conclu
sions concerning developments in local r
dio in the three Scandinavian countries,
least not conclusions with any greater lif
expectancy.

The Swedish local radio system is on
two years old. One can only foresee cont
ued concentration of ownership and oth
forms of influence. Unless, of course, th
developments arouse enough political 
so that measures are taken to ensure a m
diffuse structure and more truly local pro
gramming. In view of the size and influ
ence of the actors involved and the mag
tude of their investments, however, any r
strictive political intervention seems rath
unlikely.

In Norway and Denmark, on the othe
hand, the situation is different. Legislatio
has inhibited the kind of structures built u
in Sweden, but considerable pressure 
been brought to bear on policy-makers 
liberalize the law in order to save many l
cal stations from bankruptcy. Thus, we m
expect reforms which open up some of t
opportunities broadcasters already have
17
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Sweden in both countries in the not too d
tant future.

Consequently, Sweden is more than 
interesting ’case’. The Swedish market m
also serve as a bridgehead for a numbe
dominant investors there who wish to en
the Danish and Norwegian markets. SBS
and Kinnevik are already present in both
while Aller in Norway and Nordisk Film
Radio in Denmark have established wh
might be seen as platforms for the esta
lishment of networks in the respective ma
kets. Having proven itself on one Scandin
vian market, it would hardly be surprisin
if NRJ also took active interest in the Dan
ish and Norwegian markets in this ne
phase of development.

Cultural Policy Initiatives

Pluralism and Policy Objectives

A common theme in the political debate
concerning regulation of local radio broa
casting in all the Scandinavian countri
has been a desire on the part of legislat
to ensure the editorial and artistic integri
of individual, locally based radio broad
casters. The underlying cultural politica
motive is a desire to create a media sett
that is conducive to a rich variety of st
tions and programme content of relevan
to the local community. Secondly, th
policy has sought to prevent the entry 
undesirable influences onto the mark
Here, the underlying rationale is an a
sumption that dominant foreign influence
will make it harder to maintain the nation
culture, and a fear that dominance on t
part of domestic actors who lack roots 
the community may result in monopolies 
opinion and economic concentration.

We have seen how this common poli
objective has been fulfilled to different de
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grees in the respective countries. The Sw
dish local radio system, with heavy dom
nance on the part of foreign commercial i
terests, seems to be most ’at risk’ in term
of economic concentration, whereas Dan
commercial local radio has yet to attra
major involvement from either national o
international investors. Liberalization o
the law and the possible introduction of
dual system patterned after the Swed
system may be expected to change t
radically and quickly. Norway assumes a
intermediate position, with Danish-owne
Norsk Aller occupying a position of domi
nance in terms of economic turnover a
various kinds of influence over the statio
associated with it. Here, too, legislative r
form is in the offing.

One may wonder whether this cultur
policy objective will be maintained, or eve
can be maintained, in years to come. Bo
the international initiatives discussed in th
beginning of this article and the overa
framework of national policy in the respe
tive countries raise doubts. It has prov
difficult to introduce culturally motivated
regulations in essentially market-regulat
sectors once powerful economic intere
have established a position.12

The essential conflict is one of comme
cial policy versus cultural policy. Legisla
tion and regulatory procedures in the r
spective countries have borne the stamp
this conflict. Law-makers have balance
between the three positions Karol Jakub
wicz, writing from a Polish perspective
outlines in his exposé on legislative mea
to secure pluralism of information (Jakub
wicz 1994). Pluralism with regard t
sources of information may be ensured
two different ways, he points out: as ”plur
formity” or ’external pluralism’, i.e., the
presence of different kinds of media 
many different hands, having different pu
18
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poses and operating in different leg
frameworks, or ”pluralism of content” o
’internal pluralism’, which is predicated o
the responsibility of each individual me
dium to reflect and give voice to a wide v
riety of points of view and opinions (politi
cal and other), including dissident one
and possibly an obligation to make space
air time available to such interests. The
principles have been regarded as fundam
tal by Western European legislators wh
they have formulated guidelines regardi
the role of mass media in the developme
of democracy (Jakubowicz 1994:3).

Three Approaches to Pluralism

The pure market model is a strategy of ex-
ternal pluralism in that it seeks to achie
pluralism through a variety of media, th
breadth of which is dependent on the m
ket’s ability to support variety. The marke
for media products is a function of supp
and demand: the viability of each produ
is dependent on the need for it as ma
fested in the customer’s willingness to pa
In recent years this has meant a differen
tion of the market into segments, i.e., d
ferent groups of receivers/consumers. 
practice, the model has proven to enco
age concentration of capital and ownersh
in media sectors.

But, the model’s advocates interjec
Concentration may be necessary to ens
the existence of strong competitors and 
nancially robust companies which can me
the pressures of international competiti
and keep the domestic market in domes
hands. Furthermore, a certain amount 
concentration may be necessary to per
the existence of specialized media with lo
economic returns. Profits from other bra
ches of the same concern may be used
create the margin of existence for less pr
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itable ventures. Finally, the price of ent
into new media markets is high (Jakub
wicz 1994:5).

The same rationale applies in the ne
media model, based on the premise t
new technology implies an individualiza
tion of mass media so that they assu
more the character of personal media, aff
ding users/receivers greater opportunities
select content which is more closely a
tuned to their needs and interests. In t
connection Jakubowicz cites several stud
which have found that commercially non
profitable needs are not satisfied in syste
of this type. The new media markets of ce
tral and eastern Europe afford abundant 
amples. The new individualized media ha
also been found to lead to an atomization
receivers/consumers, who become isola
in their personalized, self-reinforcing sym
bolic universes with little opportunity fo
encounters on common ground. Moreov
audiences display a well documented te
dency to choose the familiar and avoid ne
unfamiliar, experimental programmes, n
to mention content that is provocative 
transcends the bounds of convention. No
of these phenomena are in keeping with 
democratic functions the media are e
pected to serve.

In Jakubowicz’ view, neither of the tw
models is very good at promoting pluralis
in information flows and opinion forma
tion. First, media owned by large corpor
tions are not independent; programme po
cy is decided centrally, with the individua
stations serving more as distribution outle
for policy and content drawn up elsewher
Secondly, the pure market model affor
freedom of expression solely to the owne
of the media, since concentration de fac
keeps other, financially weaker groups o
the market. Third, neither has the mark
model managed to produce sociocultural
political diversity; on the contrary, there 
19
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a marked tendency toward mainstreami
(”more of the same”) in politically correc
forms (corporate speech), with a minimu
of demographically differentiated target a
diences. Fourth, media concentratio
means that cultural minorities and forms 
cultural expression with narrow appeal a
referred to major media companies, esp
cially for programmes. Fifth and finally
media concentration implies a greater ri
of manipulation of public debate and opi
ion formation, perhaps even suppression
information which threatens the interests
the owners. Italy and Eastern Europe p
vide textbook examples, but, naturally, th
risk is general.

With these arguments in mind, Jakub
wicz argues for a ”market-cum-public poli-
cy model”, i.e., a regulated market mode
He looks upon the broadcasting duopoli
which have emerged in Western Euro
over the past couple of decades as the b
guarantors of freedom of information, plu
ralism and diversity that have been dev
oped to date – provided, that is, that t
systems are kept under constant critical 
view and revised as needed. And he cons
ers such systems equally applicable in c
tral and Eastern Europe, as well.

If the evils of media concentration are 
be avoided, each country must take me
ures to created a well-balanced duopoly 
promoting and enhancing

• internal pluralism, i.e., varied and dive
se programme output within the nation
public service institutions,

• external pluralism, i.e., a variety of me
dia having different structures and offe
ing different content, ”speaking diffe
rent languages”, and

• the transparency of the media mark
Who the actors are and what they are 
volved in should be clear to everyone o
a year-to-year basis.
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Internal pluralism can be ensured by ma
ing the medium accessible to broader ra
ges of opinion, people and productions,
forms such as the ”access” video wor
shops which some public service instit
tions operate or by reserving some quota
air time for independent productions.

External pluralism can be enhanced 
extending various forms of public suppo
to facilitate the entry of new actors onto th
market, on the order of the system of dire
subsidies the Swedish government exten
to second newspapers (underdogs on the
cal market), or through indirect, gener
subsidies such as exemption from VAT 
keep consumer prices down. Support of t
latter type is extended to Danish newsp
pers, whose VAT exemptions amount to 
estimated DKK 1.2 billion in support eac
year. Finally, governments may make m
ney directly available to some media v
state funds, as is the practice in Norw
and France, where non-commercial loc
radio stations receive public grants.

Combined with the restrictions to hinde
media concentration outlined earlier, the
measures can achieve a favourable bala
between market mechanisms and cultu
policy objectives relating to the function
of the media in democracy, Jakubowicz a
serts.

Enlarging the Concept of ’Public
Service’

As we have seen in the foregoing, local r
dio broadcasting in the three Scandinavi
countries, despite numerous similarities,
not so homogeneous that the problems a
solutions to them can be described in a u
form manner. What is important in this co
text is that with respect to the question 
pluralism and concentration of ownershi
the respective countries find themselves
20
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fields of tension between their cultural po
cy objectives and crass reality. The differ-
ence prompts discussion and the formu
tion of possible solutions.

Referring to Jakubowicz’ three mode
of media pluralism, it is clear that Scand
navian praxis in the local radio sector 
most closely oriented toward the ”market-
cum-public policy” model, but that the
three countries – with variations over tim
and between countries – have not yet ma
ged to achieve a healthy balance betwe
the market-orientation and government r
gulation. Evidence of a faulty balance 
Norway is the de facto dominance of tw
major actors on the commercial sector 
the local radio market, viz., Norsk Aller and
Kinnevik. This concentration has made
difficult for actors with significantly less
capital to get along on the market on the
own. A central issue of media policy i
Norway today therefore concerns the va
ous ways in which the Norwegian gover
ment might, to a greater extent than tod
go in and support non-commercial station
but also weed out the non-viable comme
cial stations so that fewer, stronger statio
can survive (Kulturdepartementet 1994/9
12, 26ff). In other words, a course of actio
in the direction of a two-league structure.

Such a dual system exists in Swede
but it is clear that both a pronounced co
centration of ownership and advanced n
working between local radio stations co
lide with the stated cultural policy objec
tives of the law. The high concession fe
each station pays may also lead to a sit
tion of rivalry between the local station
and the major neighbourhood radio statio
in Swedish cities, which, now able to car
advertising, will most probably attract com
mercial investors who see in them an o
portunity to get on the air without payin
an exorbitant concession fee. The Swed
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system is still so new, however, that it 
difficult to assess the nature and gravity 
the problems in it.

The Danish system has been in ope
tion several years, however, and its pro
lems are both many and well-known. A
parties concerned – the stations, their 
ganizations and media politicians – ha
long called for a change in the law. No pr
posal has been tabled yet, but in the light
the recommendations of the report we p
sented to the Ministry of Cultural Affairs
and statements made by various actors
would be surprising if a dual structure we
not proposed.

Danish policy-makers have not manag
to strike a balance between market forc
on the one hand, and government (natio
and local) regulation on the other. This h
frustrated commercial and non-commerc
local stations alike in numerous respec
but most of all in financial terms. Very few
commercial stations have managed to 
tract viable audiences in an overcrowd
market, and many non-commercial statio
find themselves perpetually on the brink 
bankruptcy inasmuch as the rhetoric reg
ding local radio, which puts local radio o
a par with other forms of cultural expre
sion, has never been followed up with su
stantial economic support of the kind th
local athletics, the dramatic theatre, m
seums, and voluntary associations receiv

We therefore end our report with a pr
posal to institute a dual structure, for whic
we outline four models for radio and telev
sion services. The models are discussed
two scenarios: a grassroots-oriented an
commercially oriented. Thus, they fa
within the range or spectrum between
predominantly non-commercial structu
and a totally commercial one. Each mod
has a different emphasis, but all involv
two leagues of stations: commercial a
non-commercial.
21
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Fundamental to all four models is the pr
mise that non-commercial local med
should be ’near’ and accessible to the pu
lic. They should offer general access to t
media, so that every citizen has the opti
of using local radio or television on th
same basis as he/she makes use of pu
libraries, recreation centres and other co
munity facilities. Local radio and televisio
should be tools of cultural developmen
not ends in themselves or vehicles for co
mercial ambitions (Jauert & Prehn 199
183). This idea is not too far removed fro
the original objective of local radio broad
casting at the time it was introduced 
Denmark.

What is new, however, is our proposal 
couch the institutional/legal framework o
non-commercial local radio in an enlarge
concept of public service broadcasting, i.
to include an obligation to provide the pu
lic free access to produce and distribu
programmes:

The importance of not only offering the

public products through which they

may gain knowledge, amuse themselves,

etc. (libraries, theatre, etc.), but also

giving them the opportunity to create

and communicate can hardly be over-

estimated. (Jauert & Prehn 1995:196)

In extension of this enlargement of the pu
lic service concept we propose a possib
solution to the financial problems of non
commercial local stations by including th
stations within the framework of the re
ceiver licence revenue scheme under wh
national public service broadcasting med
operate today. We leave the actual est
lishment of non-commercial ’access’ rad
stations to local initiatives, but we point o
the possibility of creating local public me
dia workshops, like those which alread
have been established in scattered Dan
communities today.
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Altogether, we estimate the costs of esta
lishing such facilities throughout Denmar
to approximately DKK 100 million per
year.

Does the inclusion of non-commerci
local radio broadcasting in the realm 
public service imply a total liberalization o
commercial local radio? Our model envi
ages pluralism and transparency as guid
principles in the commercial ’league’, a
well. Radio, as little as any other medium
cannot be regarded simply as an area
commercial activity, without distinction
On the one hand, law-makers should gi
the commercial stations, too, commercia
attractive terms. On the other hand, med
policy should ensure public insight an
control over the product listeners and ci
zens are presented with – at least as long
transmission frequencies are a limited r
24

s
b-
er

er
n

ff.
n-
 in
ra
-
-

h
n

e-
d

r

-

g

f

s
-

source. In our view, this regulation shou
be neither detailed nor restrictive, but rath
simple, transparent and easily administ
ted. We present several possible scenari

If the key words in Danish local radi
policy are pluralism, diversity and transpa
ency, might it not be in order to make som
demands of commercial stations’ program
ming? Not in great detail, but in broa
terms, like a certain quota of local new
material per given period of time. Or, wh
not award concessions to those applica
who are equipped and prepared to offer 
most varied programming rather than 
those who are able to pay the highest fe
Such changes, we believe, might just cre
a ripple of variation in the tide of predict
ability that otherwise characterizes com
mercial local radio formats in Europe to
day.
k
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Notes

1. For a more detailed account of the discu
sions of local broadcasting and the pro
lems of concentration in Europe, see Jau
& Prehn 1994.

2. Opinion on the Commission Green pap
on Pluralism and Media Concentration i
the Internal Market (93/C304/07) – cited
here on the basis of Jakubowicz 1995:18

3. At a conference of UNESCO and the Da
ish media commission, 12-13 June 1995
Copenhagen, on the subject of concent
tion Margot Fröhlinger, who heads the Me
dia Commercial Communication and Un
fair Competition Unit within DG XV, out-
lined some of the central principles whic
might guide regulation. Her presentatio
has yet to appear in print.

4. As quoted in Jakubowicz 1994:19.
5. Lange is referring to Audience Measur

ment in the EC. Internal report, prepare
for DG XV by the GAH Group, Novembe
1994.
-

t

-

6. For a history of local radio in Denmar
and Sweden, see Prehn 1995, and in N
way, Jauert 1995.

7. This ruling was discussed in the parli
mentary Standing Committee on the Co
stitution (cf. Konstitutionsutskottet 1992
93:21).

8. The station was closed down by the a
thorities in 1995 (see above).

9. Unless otherwise specified, the source
information regarding NRU is the compa
ny itself (Norsk Radio Utvikling AS 1995)

10. Høyer & Tønder (1992) also describe A
ler’s participation in various constella
tions, which augments the company’s i
fluence de facto.

11. Kinnevik owns TV3, TV6, ZTV, and
TV1000 (a pay-TV channel), all wholly
owned, plus a minority share in Sweden
third terrestrially distributed nationwide
channel, TV4.

12. A case in point is local television in Den
mark, where contrary to the intentions 
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3:
the law, a number of stations have esta
lished extensive programme collaboratio
These stations and their political allies d
mand that networking be allowed; withou
such a reform, they warn, widespread u
employment in the sector may be feared
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