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Summary

At the request of Sveriges Television (SVT) and Sveriges Radio (SR), we conducted 
a trend analysis of the Swedish television, radio and internet market. The idea was 
to give an impression of how the Swedish media landscape in these fields changed 
during the 2002–2006 period.

We concentrated on the five primary commercial media companies in the 
field – Bonnier, MTG, SBS, Schibsted and TV4*. The results are presented as 
comparisons between these media providers* and the public service companies.

The entire study is based on open sources, such as annual reports and the 
summaries by the Swedish Broadcasting Commission* and statistics and data from 
Mediavision*, Nordicom*, MMS*, IRM* and the KIA Index.*

We chose the 2002–2006 period because the Football World Cup and the 
Winter Olympics were held in the first and last of these years, allowing easier 
comparison. Otherwise the extraordinary programming costs of an Olympic year 
would skew the results.

The chapter on the future until 2010 develops several theories based on the 
material presented in the other chapters.

The media companies

Fewer owners – more products

Media ownership in Sweden as regards the television, radio and internet industries 
during the period comprised primarily the five commercial media houses* – 
Bonnier, MTG, SBS, Schibsted and TV4. During the period, these players more 
than doubled their collective offerings – from 53 to 124 television channels, radio 
stations and websites. 
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Bigger and more profitable

The five media houses also grew significantly larger and more profitable. Their 
collective turnover* increased from SEK 40 billion in 2002 to over SEK 56 billion 
in 2006. During the same period, profits increased from just over SEK 1 billion to 
nearly SEK 9 billion.

In addition, the commercial media houses’ international presence increased by 
a total of 15 countries.

For the first time, radio broadcasting became profitable for the commercial 
media houses; the industry as a whole turned over a total of SEK 600 million and 
had costs of just over SEK 530 million, resulting in a profit of SEK 70 million. The 
Swedish commercial radio industry has been around since 1993.  

Greater investments

Competition for viewers and advertisers pushed up programme costs during the 
period by an average of 33% for the commercial TV companies. The corresponding 
figure for public broadcaster SVT is 9%. 

The amount of resources that the commercial players invest in marketing 
their own programmes in other media is also increasing. The costs of outdoor 
advertising alone increased from an average of SEK 3.7 million in 2002 to SEK 34 
million in 2006 – an increase of 545 percent. In contrast, the figure for the public 
service industry remained unchanged at SEK 60,000 per annum.

The consumer market

Niche channels save the media houses

As a result of the increasingly fragmented offering, consumers became increasingly 
divided during the period. The total time consumers spent on television, radio and 
the internet daily increased during the period by 15 minutes, to a total of 6 hours 
and 8 minutes a day. The greatest increase was in internet use, going up 34 minutes 
to a total of 53 minutes per day.

Consumption of downloaded film, TV and music became firmly established. 
In 2006, consumers in the 18–30 age group spent 18 minutes a day watching 
downloaded media, primarily foreign-made television series.

Viewer figures for niche television channels* increased at the expense of the 
five largest mainstream channels – SVT1, SVT2, TV3, TV4 and Kanal 5 –  the “Big 
Five”*. However, as the commercial media houses increased their offerings with 
a wide range of niche channels, they have maintained their overall shares of total 
television viewing.

The only “media house” losing viewer shares is public service SVT, which lost 
five percentage points during the period. In radio listenership, public service SR 
lost one percentage point during the period. However, public service is still the 
media house with the largest audience in total, if we combine radio, television and 
the internet – 2 hours and 20 minutes per day.
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Internet usage defines media consumption

Internet users do consume less television and radio than non-internet users, 
but they consume a larger amount of other media, such as CDs, newspapers, 
magazines and DVDs. In contrast to the television market, internet consumers 
are turning away from the big media houses and towards new players instead. 
The total share of the commercial media houses sank from 80% of internet 
sessions* to 55% during the period. The corresponding figure for SVT/SR during 
the period is an increase from 2% to 3%.

The advertising market

Growing advertising market – money finds new paths

The advertising market for television, radio and the internet grew by nearly 55% 
during the period, from SEK 5,045 million in 2002 to SEK 7,794 million in 2006. 
The internet is growing most and fastest in this field as well. 

Commercial media companies primarily live on two types of revenues: paying 
customers – such as subscribers to pay channels – and advertising revenues. 
Advertising is still the strongest force behind growth and profitability in the five 
commercial media houses. At the same time, their dependence on commercial 
revenues is also a risk for these companies.

Faced with a possible advertising market cool-down as the public – particularly 
television viewers – tires of commercials, the media houses are trying to introduce 
new forms of advertising. One is direct advertising-financed production, AFP*, in 
which the advertiser pays for, among other things, the opportunity for product 
placements in the programme. One example is the now-cancelled “Förkväll” on 
TV4, in which a financial advisor from Nordea provided tips to the television 
audience. Other examples of programmes that are fully or partially funded by 
sponsors are “Deal or No Deal” on TV4 (gaming company Svenska Spel) and 
“Drickbart” on Kanal 5 (Carlsberg and others). 

Thus, it seems that the editorial environment of television programming 
tended to become more commercial in the 2002–2006 period.

The content market

Dramatic rise in the cost of sporting events

The rights to sporting events became drastically more expensive between 2002 
and 2006. For the Premier Division of the Swedish Football League alone, the 
average cost of rights more than doubled – from SEK 100 to SEK 260 million per 
year if we compare the contract periods of 2000–2005 with 2006–2010.

Production companies fewer and larger

As with the media houses, Swedish production companies* are also becoming 
fewer and larger, in part due to acquisitions and mergers. For example, Zodiak*, 
listed on the Stockholm Stock Exchange, is the result of a merger between 
Jarowkskij, MTV, Mastiff (previously Wegelius) and others. The production 
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companies are also expanding internationally. 
At the end of the period, the Metronome Group was the largest in the Nordic 

region, turning over nearly SEK 1.1 billion in 2006 as compared with SEK 745 
million in 2002.

As a result of the shift in advertising spending, the roles of the production 
companies and television channels are also changing. Often, production companies 
are expected to find partial financing for television programmes they are trying 
to sell to the channels, which means that contact with the advertisers increasingly 
occurs via the production companies before the programme concept is even 
presented to the channel, to achieve AFP*.

The commercial media houses are developing new concepts involving several 
media formats; for example the European SBS media group’s youth radio station 
The Voice is broadcast on television, radio and the internet.

Risk capital came, went and conquered

Risk capitalists made a new appearance on the Swedish media market during 
the period. Their role is to propel restructuring deals* among the Nordic media 
houses. 

In several cases, the same media company has been bought, restructured 
and sold in less than two years. One example of such a long chain of deals is the 
Nordic part of Canal+, which in 2003 was purchased by Nordic Capital in Sweden 
and Baker Capital in the United States for SEK 640 million. These two companies 
sold the channel 16 months later to the owner of Kanal 5, the Nasdaq-listed SBS, 
for SEK 2.4 billion. Then in November 2005 two American risk capital funds, KKR 
and Permira, bought SBS from Nasdaq. In 2006 SBS/Kanal5/Canal+ was integrated 
into Germany’s ProSiebenSat1 for EUR 3.3 billion.

Another example is the Swedish Proventus’s brief stint with TV4 in 2005, 
which allowed Bonnier to become the channel’s sole owner two years later.

By 2010

Fewer owners – more products

Most indicators seem to point to a continuation of the trends of the 2002–2006 
period. The number of television channels, radio stations and websites will continue 
to increase, while the ownership is concentrated to four media houses, since TV4 
became wholly owned by Bonnier AB in 2007. 

The commercial media houses will continue to grow organically and through 
acquisitions, both in Sweden and abroad.  The international expansion will make 
the companies less sensitive to fluctuations in the local advertising market. When 
the advertising market fails in one country, it grows stronger in another. One 
strong trend is that media houses such as MTG are expanding in Eastern Europe, 
where the advertising markets often show stronger growth than in more mature 
markets like the Swedish one.

The internet is growing strongly

In the third quarter of 2007, IRM reported that for the first time internet advertising 
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surpassed television in its share of the total advertising market. This development is 
expected to continue strongly even in coming years. In all probability, the Internet will 
be the dominant medium up until 2010, both in terms of the time spent consuming the 
medium and how much advertising money is invested.

The conclusions from the 2002–2006 period indicate that internet use will affect 
our other media behaviour. For example, there is reason to suspect that total television 
viewing and radio listening will decrease, while the amount of time we do spend on 
these media will be distributed over significantly more channels, stations and sites.

Consumer power

Consumers’ own power over the media is increasing, thanks to the opportunities 
presented by the internet. Content will continue more and more to be produced by 
the consumers themselves – Web 2.0*. Today anyone can start their own blog*, or 
even a television channel or radio station. The next step will likely be that advertisers 
begin taking advantage of this opportunity in earnest. 

The trend from 2002–2006 also shows that internet consumers are seeking out 
new websites outside the big media houses. Nothing indicates that this development 
will die down in the future.

Slowed growth of the advertising market

All forecasts indicate a cooling of the growth of the advertising market in the coming 
years. This may lead to the commercial media houses needing to re-examine their costs 
and try to eliminate their dependence on local advertising revenues. This will occur in 
part through the international expansion mentioned above and in part through trying 
to find new business models in which consumers pay for content, such as pay-per-
view* on television or subscriptions on the internet. 

Local media war

In the search for new advertising revenues, the big media houses are also moving into 
the local markets within the country. Most likely they will be able to grow somewhat 
there, but above all they will compete with local media companies for shares of an 
already existing advertising market.  

For example, the Stockholm-based Expressen and Aftonbladet newspapers have 
both invested heavily in local versions of their websites, expressen.se and aftonbladet.
se, throughout the country. Another example is the risk-capital financed television 
station Kanal Lokal, which has been launched in four Swedish towns. These players 
are challenging some of the world’s most profitable media companies – the Swedish 
regional press.

Increasingly commercial editorial environment

The combined number of television channels, radio stations and websites is on the 
rise. At the same time, consumers are exhibiting increasing advertising fatigue – more 
and more people fast-forward or channel surf through commercial breaks. These two 
factors will likely further pressure advertisers to try to find new methods of reaching 
out to consumers. 

This phenomenon does not necessarily mean that advertising spending will increase; 
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more likely, the spending will be redistributed from traditional formats such as 
television or radio spots to advertising-funded production (AFP).

Higher costs for broadcast rights

To reduce their dependency on the Swedish advertising market, the big commercial 
media houses need to boost their revenues from paid services, such as pay-TV 
sports channels. This will likely be a factor that leads to the continuation of the 
increase in prices for the broadcast rights for sporting events, which we saw in 
2002–2006, until 2010. 

Another conceivable reason for future price hikes of broadcast rights in 
general, and for sports in particular, is the risk-capital controlled ownership of 
companies like ProSiebenSat1, which owns the Swedish Canal+. During the 2002–
2006 period, the risk-capital controlled media companies were very goal-oriented 
in their bidding, for example for the Premier League rights. 

New types of media players – hybrids

This increasingly fragmented media landscape will very likely attract even more 
players that are not necessarily media companies today, such as the mobile phone 
operator 3.

In all, we believe that the Swedish media landscape for television, radio and the 
internet will continue to see the internet as the leading media format, a growing 
offering, fewer but stronger owners, and an increasingly pragmatic view on the 
boundary between an editorial and a commercial environment.
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Glossary

AFP, advertising-financed 
production
An advertiser finances the production of a programme, 
either in exchange for product placement or because 
the production promotes the advertiser’s interests in 
some other way.

Big 5
The five biggest television channels, counted in viewer 
ratings. In this report: SVT1, SVT2, TV3, TV4, Kanal 5.

Blog
Abbreviation of weblog. Website with some kind of 
news flow, often within a specific field of interest.

Swedish Broadcasting Commission
A national authority that oversees radio and television 
broadcasts. The reviews are conducted on the basis 
of reports from viewers or listeners, as well as on the 
Board’s own initiative. (Source: www.grn.se)

Internet sessions
Number of visits to a website.

IRM, the Institute for Advertising 
and Media Statistics
An independent institute that investigates and 
monitors investments in advertising and media in 
Sweden. (Source: www.irm-media.se)

KIA Index
Index of visitor statistics of over 300 of Sweden’s most 
popular websites. Run by the Internet Advertising 
Committee. (Source: www.annons.se/kia)

Media house
Media company with extensive activity in a range of 
media, such as television, radio and internet.

Mediavision
Consulting and analysis company in the field of 
television and digital media. (Source: www.mediavision.
se)

MMS, Media Measurement in 
Scandinavia
Conducts viewer surveys for the Swedish media 
industry. Also conducts telephone interviews and 
qualitative surveys. (Source: www.mms.se)

Mp3 file
Piece of music that is easy to spread on the internet. 
Originally referred to a specific type of music file, but 
has come to refer to downloadable music in general.

Nordicom
Nordic centre of expertise on media and 
communication. Collects, processes and spreads 
academic research in the field. Nordicom is an 
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institution under the Nordic Council of Ministers.  
(Source: www.nordicom.gu.se)

Niche channel
Television channel whose offering targets one or 
more narrow, clearly defined groups. Often used in 
contrast to the five major channels, the “Big 5”.

Turnover
A company’s total sales for one year.

Pay-per-view
Method of delivering programming in which the viewer 
pays a fee to gain access to a specific programme.

Production company
Company focusing on producing programmes and 
other material for television, radio or the internet.

Advertising format
Collective expression that designates the method by 
which advertisers communicate with consumers.

Risk capital company
Company whose primary task is to administer money 
from private investors or funds.

Site network
A group of related websites on the KIA index allowing 
joint advertising. (Source: KIA index)

Stim, the Swedish Performing 
Rights Society
Watches over its members’ financial rights in 
connection with the public performance or recording 
of their music. Those who use music in their business 
activities must pay for a licence from Stim. (Source: 
www.stim.se)

Restructuring deal
Merger of two or more companies.

Spot
Advertising piece on radio or television.

TV4
TV4, now a fully owned subsidiary in the Bonnier 
sphere. Treated as separate from Bonnier in this 
report, because the channel was not fully owned by 
the Bonnier Group in 2002. 

Profit margin
A company’s profits (before interest costs) divided by 
its turnover.

Web 2.0
Collective designation of the trend in recent years 
towards internet services in which users create their 
own content. Some examples are MySpace.com and 
Flickr.com.

Windows Messenger

Software and network developed by Microsoft for 
discussions (chat) on the internet.
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The mission

At the request of Sveriges Television (SVT) and Sveriges Radio (SR), we conducted 

a trend analysis of the Swedish television, radio and internet market. The idea was 

to give an impression of how the Swedish media landscape in these fields changed 

during the 2002–2006 period.

We concentrated on the five primary commercial media companies in the field – 

Bonnier, MTG, SBS, Schibsted and TV4*. The results are presented as comparisons 

between these media providers* and the public service companies.

The entire study is based on open sources, such as annual reports and the 

summaries by the Swedish Broadcasting Commission* and statistics and data from 

Mediavision*, Nordicom*, MMS*, IRM* and the KIA Index.*

To allow comparison, this report deals only with websites listed in the KIA index*. 

Web radio is treated as any other website and is included only when the site is 

listed in the KIA index. This is because of the lack of reliable information on actual 

listening.

We chose the 2002–2006 period because the Football World Cup and the Winter 

Olympics were held in the first and last of these years, allowing easier comparison. 

Otherwise the extraordinary programming costs of an Olympic year would skew 

the results.

The chapter on the future until 2010 develops several theories based on the 

material presented in the other chapters.
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Media companies and their 

market

Economics is the science of using 
resources ideally. This report studies the 
media market from this perspective. The 
goal is to abandon the traditional image 
of television, radio and the internet as 
separate units, and instead to consider 
them as three strategic, interconnected 
resources that modern media companies 
administer. The great challenge for 
media companies is that they are active 
simultaneously on three very different 
markets: the consumer, content and 
advertising markets, which together 
can be called the media market.1 The 
different roles of a media company on 
these markets vary widely. It is therefore 
crucial to a media company that the 
resources they have available are used 
as effectively as possible.

Customer through 
the purchase of 
rights and 
productions

Supplier of 
consumer 
advertisement 
exposure

Supplier of 
packaged content

Buyer of consumer 
attention, in turn 
supplied to 
advertisers

M
a
rk

e
t 

P
o

si
ti

o
n

Content Advertising Consumer

The 3 Markets of Media Companies

Media companies and their marketsPicture 1. 
Source: Aris & Bughin, edited.

Media company roles on each marketPicture 2. 

Structure

This report is structured based on the 
roles of the media companies on these 
three markets. First, it describes the 
major companies on the media market, 
the “media houses”, and how they 
changed between 2002 and 2006. Next, 
it investigates how these three markets 
developed during the period. Finally, 
we develop some thoughts on how the 
media market might look in the future.

1 Aris & Bughin (2006)

Media 
Company

Consumer 
Market

Content 
Market

Advertising 
Market
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The media companies

Fewer owners – more products

Media ownership in Sweden as regards the television, radio and internet industries 

during the period comprised primarily the five commercial media houses* – 

Bonnier, MTG, SBS, Schibsted and TV4. During the period, these players more 

than doubled their collective offerings – from 53 to 124 television channels, radio 

stations and websites. 

Bigger and more profitable

The five media houses also grew significantly larger and more profitable. Their 

collective turnover* increased from SEK 40 billion in 2002 to over SEK 56 billion 

in 2006. During the same period, profits increased from just over SEK 1 billion to 

nearly SEK 9 billion.

In addition, the commercial media houses’ international presence increased by a 

total of 15 countries.

For the first time, radio broadcasting became profitable for the commercial media 

houses; the industry as a whole turned over a total of SEK 600 million and had costs 

of just over SEK 530 million, resulting in a profit of SEK 70 million. The industry has 

existed in Sweden for 12 years. 

Greater investments

Competition for viewers and advertisers pushed up programme costs during the 

period by an average of 33% for the commercial TV companies. The corresponding 

figure for public broadcaster SVT is 9%. 
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The amount of resources that the commercial players invest in marketing their own 

programmes in other media is also increasing. The costs of outdoor advertising 

alone increased from an average of SEK 3.7 million in 2002 to SEK 24 million in 

2006 – an increase of 545 percent. In contrast, the figure for the public service 

industry remained unchanged at SEK 60,000 per annum.

The companies analysed in this report are the biggest 
media houses in Sweden on the radio, in television 
and on the internet.

During the 2002–2006 period, the media market 
became somewhat muddied, and offerings to the 
consumers mushroomed. The number of television 
channels, radio stations and websites more than 
doubled, from 53 to 124. The internet is responsible 

for the greatest increase. For example, the Bonnier 
sphere had 6 websites in 2002 and 26 websites in 
2006.2

The most important reasons that the offering has grown 
so quickly are that advertisers are investing more 
money and that the media is becoming increasingly 
digitised.

2002 2006
22

2

7
9

3

10

35

15

23
27

10

14

Number of products on the internet and broadcast media market in 2002 and 2006, per media house and platform.Picture 3. 

2 KIA index 2002, KIA index 2006
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MTG

The Modern Times Group, MTG, is a part of the 
Kinnevik sphere. In 2002 the company operated 
nine television channels, four radio stations and nine 
websites in Sweden.3

Four years later, their presence had increased on all 
platforms, totalling 16 television channels, 5 radio 
stations and 14 websites in 2006.4

MTG

2002 2006

1 451 2 008 Employees

10 604 4006 037 800
Turnover 
(KSEK)

Invik & Co. 9,3%
Kinnevik 7,5%
Emesco 5%

3 largest 
owners

Kinnevik 14,8%
Fidelity 9,5%
Emesco 5%

3226
No. of 
countries

2 080 100325 400
Profit*
(KSEK)

TV

'06

TV3

'02

ZTV

TV8

Viasat Nature

Viasat Explorer

Viasat Sport 1,2,3

TV1000

TV3

ZTV

TV8

Viasat Nature

Viasat Explorer

Viasat Sport 1,2,3

TV1000

Radio

'06

Rix FM

'02

NRJ

Lugna Favoriter

Power Hit Radio

Rix FM

NRJ

Lugna Favoriter

Svenska Favoriter

Bandit Rock

Internet

'06

CDON.com

'02

RixFM.se

TV1000.se

TV3.se

ZTV.se

TV8.se

Viasat.se

CDON.com

RixFM.se

TV1000.se

TV3.se

ZTV.se

TV8.se

Viasat.se

Viasat History

TVShop 24/7

TV1000 Nordic

TV1000 Classic

TV1000 Action

TV1000 Family

TV6

FinansVision.se

PowerHitRadio.se

SvenskaFavoriter.se

LugnaFavoriter.se

MTG Radio 
- Webbradio

ViasatSport.se

NRJ.se

Playahead.com

Bandit.se

Source: MTG’s 2002 annual report, MTG’s 2006 annual report, Nordicom 2004, Nordicom 2007, KIA index 2002, KIA index 2007

3 MTG’s 2002 annual report, KIA index 2002
4 MTG’s 2006 annual report, KIA index 2006
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The TV4 Group

The two biggest owners of the TV4 Group in 2006 
were Nordic Broadcasting Oy and MTV Oy. Both of 
these companies are members of the Bonnier Group, 
meaning that it largely controlled TV4. In 2007, 
Bonnier bought out the remaining shareholders, 
making the TV4 Group a fully owned subsidiary.5

In 2002 the group consisted of the national television 
channel TV4 and a website. Four years later, the group 
had eight national television channels and the number 
of websites had increased to seven. In addition, the 
profit margin doubled during the period.6

TV4-Gruppen

2002 2006

2 964 739

933 875

2 273 686

Employees

Turnover 
(KSEK)

MTV 23,4%
Bonnier & Bonnier 21,7%
MTG Broadcasting 15,1%

3 largest 
owners

Nordic Broadcasting 74,2%
MTV 23,4%

Other owners 2,4%

1
No. of 
countries

396 959123 494
Profit* 
(KSEK)

TV

'06

TV4

'02

TV4

TV4+

TV400

TV4 Film

TV4 Fakta

TV4 Guld

TV4 Komedi

Radio

'06'02

Internet

'06

TV4.se

'02

TV4.se

TV4vadret.se

TV4nyheterna.se

Fotbollskanalen.se

Blip.se

FejmTV.se

AllEars.se

TV4 Sport-
Expressen

Source: TV4’s 2002 annual report, TV4’s 2006 annual report, Nordicom 2004, Nordicom 2007, KIA index 2002, KIA index 2006

5 Affärsvärlden 200�, TV4: Nordic Broadcasting begär inlösen av resterande aktier [Nordic Broadcasting demands redemption 
of remaining shares]
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SBS

The SBS Broadcasting Group is a media company 
based in Luxemburg, which primarily broadcasts 
commercial television and radio. In 2002 they owned 
four television channels and two radio stations in 
Sweden7 and one website.8

Four years later, the figures had expanded to ten 
television channels and five radio stations in 2006.9 In 
addition, the group owned a total of eight websites.10 
The sales volume doubled during the period and the 
profit margin* nearly trebled.11

In October 2005, SBS was bought by the risk capital 
companies* KKR and Permira.12 In December 2006 
these two companies also acquired a majority in 
the German media group ProSiebenSat.1, with the 
expressed intent to merge it with SBS and form a pan-
European media group.13 An important step of that 
process was taken in June 2007, when SBS was sold 
to ProSiebenSat.1 for EUR 3.3 billion14

SBS

2002 2006

9 307 000

- 2 869

4 700 000

Employees

Turnover 
(KSEK)

UPC 21%
Harry E. Sloan 11%

Janus Capital 9%

3 largest 
owners

KKR and Permira 100%

10
No. of 
countries

1 926 030331 920
Profit *
(KSEK)

TV

'06

Kanal 5

'02

Canal + 1,2,3

Kanal 5

Kanal 9

The Voice TV

Canal + Film 1,2,3

Canal + Sport 1,2

Canal + Mix

Canal + Film HD

Radio

'06

Rockklassiker

'02

Radio City

Rockklassiker

Vinyl 107

Studio 107,5

Mix Megapol

The Voice

Internet

'06

Kanal5.se

'02

Kanal5.se

MixMegapol.com

MixCity.se

Rockklassiker.se

Studio1075.se

TheVoice.se

TheVoiceTV.se

Vinyl107.se

Source: ProSiebenSat.1 2007, Nordicom 2004, Nordicom 2007, KIAindex 2002, KIAindex 2006

6 TV4’s 2002 annual report, TV4’s 2006 annual report, KIA 
index 2002, KIA index 2006

7 Nordicom, MedieSverige 2004
8 KIA index 2002

9 ProSiebenSat1 200�
10 KIA index 2006
11 ProSiebenSat1 200�
12 Permira 2005
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Bonnier

The family-owned Bonnier AB is one of Sweden’s 
biggest media groups. In 2006 the Bonnier-controlled 
Nordic Broadcasting Oy bought TV4.15 However, 
this is not included in the summary below. The group 
made a loss in 2002, but a profit in 2006.16

Bonnier

2002

The Bonnier Family

2006

20 200 000

10 121 9 721

17 548 900

Employees

Turnover 
(KSEK)

3 largest 
owners

21
No. of 
countries

1 579 400- 292 700
Profit *
(KSEK)

TV

'06'02

DiTV

Radio

'06

Mix Megapol

'02

Vinyl 107

Lugna Melodier

Internet

'06

Expressen.se

'02

DN.se

DI.se

Sydsvenskan.se

PrivataAffarer.se

Resume.se

Expressen.se

DN.se

DI.se

Sydsvenskan.se

GP.se

DinaPengar.se

GiViktkoll.se

ViIVilla.se

Ekonomi
nyheterna.se

iLike
- Sajtnätverk

AlltIHemmet.se

AlltomFritidshus.se

AlltOmMat.se

AlltOmResor.se

Amelia.se

Damernas.com

FamilyLiving.se

HemOchAntik.se

Korsords-
Tidningar.se

LagaLatt.se

Mama.nu

M-Magasin.se

SkonaHem.com

Tara.se

ToppHalsa.se

VeckoRevyn.com

Viforaldrar.se

Source: Bonnier’s 2002 annual report, Bonnier’s 2006 annual report, Nordicom 2004, Nordicom 2007, KIA index 2002, KIA index 2006

13 Permira 2006 and ProSiebenSat1 2006
14 ProSiebenSat1 200�
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Schibsted

The Norwegian media group Schibsted, headquartered 
in Oslo, expanded into the Swedish market in the 
mid-1990s. The group is represented in 20 countries, 
including Finland, Italy, Singapore and countries in 
Latin America, and is considered one of the giants 
on the Swedish media market. In 2002, Schibsted 
operated three websites in Sweden. In 2006 the group 
owned TV7 and had more than doubled its internet 
presence, with sites such as Tasteline.se, E24.se and 
Hitta.se. The profit margin more than trebled during 
the period.17

Schibsted

2002 2006

12 990 725

4 760 8 500

9 869 557

Blommenholm 26,1%
Fidelity Funds 10%

Folketrygdfondet 8,4%

Employees

Turnover 
(KSEK)

3 largest 
owners

Blommenholm 26,1%
State Street Bank 10,1%

JP Morgan Chase Bank 7%

2011
No. of 
countries

2 876 698690 819
Profit *
(KSEK)

TV

'06'02

Aftonbladet TV7

Radio

'06'02

Internet

'06

Aftonbladet.se

'02

SvD.se

BytBil.com

Aftonbladet.se

SvD.se

E24.se

Tasteline.se

Hitta.se

Blocket.se

AlltOm
Stockholm.se

AlltOm
Göteborg.se

AlltOmMalmö.se

Source: Schibsted’s 2002 annual report, Schibsted’s 2006 annual report, Nordicom 2004, Nordicom 2007, 
KIA index 2002, KIA index 2006

15 Bonnier, press release 06-11-2006
16 Bonnier’s 2002 annual report, Bonnier’s 2006 annual report
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Public service

The public service sector in Sweden consists of 
SVT, SR and UR, which are owned by a foundation 
and financed via a radio and television licence fee. 
In 2002 SVT had five television channels – SVT1, 
SVT2, SVT24 and SVT Extra – and one website, 
svt.se. At the same time, SR had four national radio 
stations. Four years later, two new television channels 
had been created, and SVT 24 became just 24. Niche 
channels such as Kunskapskanalen [the Knowledge 
Channel] rounded off the offering.18

UR has no television channels of its own, but 
broadcasts its programmes on the other public service 
channels: SVT1, SVT2 and Kunskapskanalen, and 
the radio stations.19

Public Service

2002

1

2006

6 583 372

4 937 4 784

6 222 470

Employees

Turnover 
(KSEK)

No. of 
countries

Förvaltningsstiftelsen 100%
3 largest 
owners

- 1 736- 20 705
Profit* 
(KSEK)

TV

'06

SVT 1

'02

SVT 2

SVT 24

SVT Extra

Utbildningsradion*

SVT 1

SVT 2

24

SVT HD

Utbildningsradion*

SVT Europa

Kunskapskanalen

Radio

'06

P1

'02

P2

P3

P4

P1

P2

P3

P4

Internet

'06

SVT.se

'02

SVT.se

SR.se

Barnkanalen

Source: SVT’s 2002 annual report, SVT’s 2006 annual report, SR’s 2002 annual report, SR’s 2006 annual report, UR’s 2002 annual 
report, UR’s 2006 annual report, Nordicom 2004, Nordicom 2007, KIA index 2002, KIA index 2006

1� Schibsted’s 2002 annual report, Schibsted’s 2006 annual report, Nordicom 2004, Nordicom 200�, KIA index 2002, KIA index 
2006

1� SVT’s 2002 annual report, SVT’s 2006 annual report, SR’s 2002 annual report, SR’s 2006 annual report, Nordicom 2004, 
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Comparing the media 

houses

Because the public service companies 
are funded by subsidies and must fully 
use the licence fees, they are not included 
in the illustration. The low profit margin 
of the Bonnier Group in 2006 compared 
with the other companies is due to the 
acquisition of TV4 that year.

Advertising by the media 

houses

Much of the media houses’ income 
does come from selling advertising 
time to others, but competition on the 
media market means that they must also 
advertise themselves. Since 2002, the 
media houses’ advertising has increased 
dramatically, particularly outdoor 
advertising.

The media houses’ profit margins* Picture 4. 
Source: ProSiebenSat.1 2007, Each company’s annual reports (except for SBS)

Number of hours broadcast per week for the “Big 5”*Picture 5. 
Source: Swedish Radio and TV Authority 2002, Swedish Radio and TV Authority 2006 

Note that the total number of broadcast hours has increased by 53 minutes per 
average week between 2002 and 2006

Outdoor advertising of Picture 7. 
the media houses’ brands, 
gross price in SEK 
thousands

Source: SIFO 
The TV4 Group had no outdoor 
advertising in 2002 and Public 
Service had none in 2006, so no 
increase can be specified.

614
667

+ 478 %

+ 9 025 %

+ 130 %

+ 364 %
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Programme costs

The gains of the niche channels have not 
been at the expense of programmes in 
the “Big 5” channels. In fact, programme 
costs increased by an average of one-fifth 
during the period. Kanal 5 is the channel 
whose programme costs increased the 
most, by almost three-quarters. SVT1 
and SVT2 are the only channels that 
invested less than average.

The different profiles and primary 
target groups of the channels give rise 
to different types of costs. The costs of 
the rights to American television series 
are significantly lower than the costs of 
producing a narrow cultural offering.20

Number of countries in which the media houses are activePicture 6. 
Source: ProSiebenSat.1 2007, Each company’s annual reports (except for SBS)

Change in reported programme costs for the “Big 5” and Picture 8. 
the change in their average programme costs

Source: ProSiebenSat.1 2007, Each company’s annual reports, 
Mediavision 2007

Nordicom 2007

internet och etermedia_eng_edited.indd   23 08-03-04   13.51.41



– 24 –24 – –

The consumer market

Niche channels save the media houses

As a result of the increasingly fragmented offering, consumers became increasingly 

divided during the period. The total time consumers spent on television, radio and 

the internet daily increased during the period by 15 minutes, to a total of 6 hours 

and 8 minutes a day. The greatest increase was in internet use, going up 34 minutes 

to a total of 53 minutes per day.

Consumption of downloaded film, TV and music became firmly established. In 2006, 

consumers in the 18–30 age group spent 18 minutes a day watching downloaded 

media, primarily foreign-made television series.

Viewer figures for niche television channels* increased at the expense of the 

five largest mainstream channels – SVT1, SVT2, TV3, TV4 and Kanal 5 –  the “Big 

Five”*. However, as the commercial media houses increased their offerings with 

a wide range of niche channels, they have maintained their overall shares of total 

television viewing.

The only “media house” losing viewer shares is public service SVT, which lost five 

percentage points during the period. In radio listenership, public service SR lost 

one percentage point during the period. However, public service is still the media 

house with the largest audience in total, if we combine radio, television and the 

internet – 2 hours and 20 minutes per day.
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Internet usage defines media consumption

Internet users do consume less television and radio than non-internet users, but they consume 

a larger amount of other media, such as CDs, newspapers, magazines and DVDs. In contrast 

to the television market, internet consumers are turning away from the big media houses and 

towards new players instead. The total share of the commercial media houses sank from 80% 

of internet sessions* to 55% during the period. The corresponding figure for SVT/SR during 

the period is an increase from 2% to 3%.

Total media consumption

The total time that an average Swede 
spends on the collective media each day 
increased by 17 minutes between 2002 
and 2006, nearly 5%.21

The internet is the only medium that 
increased during the period, by 34 
minutes – nearly trebled.

Radio still takes up the majority of 
a media consumer’s time, but it also 
represents the greatest reduction during 
the period; radio listening dropped by 
15 minutes per day.

Average media consumption in minutes per 24-Picture 9. 
hour period for 2002 and 2006

Source: Nordicom 2003 and Nordicom 2007

1� Swedish Radio and TV Authority 2003, Swedish Radio and TV Authority 200�

351

2002 2006

368
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viewer share was Kanal 5, though only 
by one percentage point. 

A closer look at the total viewer time 
shows that the “Big 5” concept is 
increasingly falling apart. However, 
the viewers’ switch from the broad 
channels to the niche ones has not led 
to an increase for smaller, independent 
players. On the contrary, the combined 
viewer time share to the major media 
houses increased by nearly 2%. This 
increase was largely at the cost of public 
service, which lost 5% of the total viewer 
time during the period.22

Distribution of television viewing, 2002 and 2006Picture 10. 
Source: MMS 2002, MMS 2007

Distribution of viewer time between the media housesPicture 11. 

TV

Like media consumption in general, 
television viewing is becoming 
increasingly fragmented. Although 
viewers have not significantly 
reduced their viewing time, the “Big 
5” channels lost nearly a tenth of their 
viewer time during the period. Nearly 
all of this decline, 7 percentage 
points, occurred in the public 
service channels. The other channels 
remained relatively stable. The only 
one of the “Big 5” that increased its 

20 Mediavision 2007

87 % 89 %
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Radio listening

Although the average time each 
listener spends listening to the radio 
significantly decreased during the 
period, the number of listeners 
increased. This further enhances the 
image of increasingly diffuse media 
consumption.

Particularly interesting is that Swedish 
commercial radio made a profit for 
the first time in 200623. The reason 
for this is that the strong advertising 
market created larger sales revenues 
and that the merging of owners and 

radio stations allowed them to take 
advantage of their increased size. 
According to industry experts, the 
total revenues in the industry in 2006 
amounted to about SEK 600 million 
while total costs amounted to just over 
SEK 530 million.

Between 2002 and 2006, several major 
business deals had a great effect on the 
radio market. The number of owners 
decreased significantly when SBS 
bought both Bonniers’ radio division 
and the Fria Media radio network, 
including Radio Match, Hits FM and 
Gold FM.

Number of simultaneous listeners in 2002 Picture 12. 
and 2006, thousands

Source: RUAB Radio Surveys 2002, SIFO Radio Surveys 2006

Number of minutes an average listener Picture 13. 
listens to stations from the media houses

* For MTG, the figures include NRJ, for which MTG owns the Swedish broadcast rights

** “Other” consists of stations that are not a part of an established radio network or local radio that is neither 
commercial nor Public Service

21 Nordicom 2003, Nordicom 200�

863 886
125

10�
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Internet

The internet cannot be compared directly 
to the other media; rather it is a platform 
on which other media can be delivered. 
This is particularly clear when we look 
more closely at how media consumption 
differs between those who do and do not 
use the internet.

Internet users spend significantly 
more time on media than other media 
consumers, and not only in terms of the 
number of hours they spend. Internet 
users watch less television and listen 
less to the radio, but spend more time 
on media such as CDs and periodicals 
than the average.24

There is nothing to indicate that the 
steady growth in broadband access will 
drop off in the coming years. However, it 
is clear that internet users with slow dial-
up connections are getting broadband 
at a faster rate than completely new 
internet users are coming along.

There are several difficulties in trying 
to measure the number of visitors to 
a website. It is not enough to add up 
the number of “unique visitors” to 

Media composition in minutes per 24-hour period in 2006 for Picture 15. 
internet users and non-internet users, compared with the national 
average

Source: Nordicom’s Internet Barometer 2006

Proportion of the population with internet Picture 14. 
access and proportion of the population with 
broadband

Source: Nordicom’s Internet Barometer 2006

22 Mediavision 2003, Mediavision 200�

387

340
368
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Aftonbladet.se

2002

Big 5 - Internet

2006

Lunarstorm.se

Passagen.se

Spray.se

Expressen.se

MSN.se

Blocket.se

Aftonbladet.se

Lunarstorm.se

Expressen.se

1

2

3

4

5

the individual sites in a media house 
because of the risk for duplicates. To 
compare the sites discussed in this 
report, we have used the concept of 
“sessions” – the total number of visits 
to a website irrespective of how many 
visits the same user has made.

We continue to use the “Big 5” concept 
for the five sites with the most visits. 
However, the list does differ from its 
television counterpart, and it changes 
during the course of the period.

Once again we see clearly that the 
interests of media consumers are 
becoming more diffuse. Visits are 
spread out among many more sites in 
2006 than in 2002. In contrast to the 
development in the television world, 
however, the big media houses have 
not managed to keep visitors within the 
sites they own, but have had to cede to 
new players – both established foreign 
sites and new Swedish ones.

Comparison of the number of sessions generated by the media houses, Picture 16. 
the five biggest sites and those which are not members of the five 
largest

Source: KIA index 2002, KIA index 2006

Distribution of site visits for each media housePicture 17. 
Source: KIA index 2002, KIA index 2006
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downloaded video material

Many media companies feel threatened 
by the extensive illegal downloading 
of materials.

Young people spend about 18 minutes 

a day watching downloaded material, 
and nearly one-third of what they 
watch is foreign television series.

TV 
66%

Recorded 
6%

Purchased 
5% Web clips 

5%

Others 
6%

Downloads 
12%

Movies 
21%

Foreign 
series
30%

Others
20%

Don't 
know 3%

Documentaries
3%

Music
3%

Gameshows
3%Funny clips 

etc.  3% Entertainment 
news

News

Sports

Swedish series

Talkshows, 
studio shows

Childrens 
shows

Lifestyle 
programming

3%

3%

3%

3%

2%

1%

1%

Consumption of moving images on an average day in the 16–30 age range and what they last watched of Picture 18. 
downloaded material

Source: MMS 2007, Nordicom’s Internet Barometer 2006, processed

Total: 148 minutes
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The total time a consumer spends on the media houses on an average dayPicture 19. 
Source: Nordicom 2003 & 2007, KIA index 2002 & 2006, MMS 2002 & 2007, RUAB 2002, SIFO 2006, processed. 

Time spent on the Internet is based on the assumption that all sessions take an equal length of time.

Percentual change in total time a consumer spends with a given Picture 20. 
media house

Media consumption on the 

whole

Considering the total time consumers 
spend on the different media houses, 
public service still comes out on top.

The internal order between the media 
houses is the same in 2006 as it was in 
2002, but if we look at the percentage 
of change, a different image appears. 
Public service is the only media house 
that decreased during the period.

36,3
25,1

21,4
1,� 2,5

121,�

40,6

26,4
21,�

2,�
12,3

106,�

20062002

388%
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The advertising market

Growing advertising market – money finds new paths

The advertising market for television, radio and the internet grew by nearly 55% 

during the period, from SEK 5,045 million in 2002 to SEK 7,794 million in 2006. 

The internet is growing most and fastest in this field as well. 

Commercial media companies primarily live on two types of revenues: paying 

customers – such as subscribers to pay channels – and advertising revenues. 

Advertising is still the strongest force behind growth and profitability in the five 

commercial media houses. At the same time, their dependence on commercial 

revenues is also a risk for these companies.

Faced with a possible advertising market cool-down as the public – particularly 

television viewers – tires of commercials, the media houses are trying to introduce 

new forms of advertising. One is direct advertising-financed production, AFP*, in 

which the advertiser pays for, among other things, the opportunity for product 

placements in the programme. One example is the now-cancelled “Förkväll” on 

TV4, in which a financial advisor from Nordea provided tips to the television 

audience. Other examples of programmes that are fully or partially funded by 

sponsors are “Deal or No Deal” on TV4 (gaming company Svenska Spel) and 

“Drickbart” on Kanal 5 (Carlsberg and others). 

Thus, it seems that the editorial environment of television programming tended to 

become more commercial in the 2002–2006 period.
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Correlation between the advertising market Picture 21. 
and the economy, indexed for 2002

Sources: Statistics Sweden and IRM

Growth of the advertising market since 2002Picture 22. 
Source: IRM

Distribution of the advertising marketPicture 23. 
Source: IRM

The amount of money spent on 
advertising increased by nearly 50% 
between 2002 and 2006.25 The media 
houses in this report sell advertising 
contacts, the attention of their viewers, 
listeners or visitors, to advertisers.

The change in advertising revenue for 
the internet, radio and television during 
the period should at least correspond 
to the change in the amount of time 
consumers spend on each medium and 
the overall price situation.

23 SvD Näringsliv 1�-06-200�
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This is true of radio and television, but 
not of the internet, where advertising 
revenues increased much slower than 
usage. This is because the internet is 
still a relatively immature medium, 
and advertisers are unsure of the value 
of investing in internet advertising. 
Internet advertising hasn’t really 
reached its full potential yet, and must 
be viewed as underrated in contrast to 
radio and television.

Percentual change in consumer time and Picture 24. 
advertising revenues

Source: Nordicom 2003 & 2007, IRM 2003 & 2007

Advertising-financed 

productions 

Advertising-financed content 
production means that a third party 
finances parts of production, either in 
exchange for a product placement or 
because the production in some other 
way promotes that party’s interests. 
For example, “Färgdepartementet”, 
a special interest organisation for 
painters and paint manufacturers, 
sponsored the production of the home 
improvement series “Room Service” 
on Kanal 5 to boost interest in home 
improvement.

This type of production financing will 
probably become increasingly common 

as advertisers find it harder to get 
their message across using traditional 
advertising. Advertisers who contribute 
directly to financing productions will 
probably invest less money in other 
types of advertising. Thus, increasing 
the amount of advertising-financed 
productions does not necessarily mean 
an even bigger advertising budget, 
but that the money companies already 
spend will be redistributed.

As a consequence, the responsibility 
for selling advertising space will in part 
shift from the television stations to the 
production companies. The channels 
will have to change their strategy 
from boosting advertising revenues to 
lowering programme costs.

ConsumptionAdv. revenues
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The content market

Dramatic rise in the cost of sporting events

The rights to sporting events became drastically more expensive between 2002 

and 2006. For the Premier Division of the Swedish Football League alone, the 

average cost of rights more than doubled – from SEK 100 to SEK 260 million per 

year if we compare the contract periods of 2000–2005 with 2006–2010.

Production companies fewer and larger

As with the media houses, Swedish production companies* are also becoming fewer 

and larger, in part due to acquisitions and mergers. For example, Zodiak*, listed 

on the Stockholm Stock Exchange, is the result of a merger between Jarowkskij, 

MTV, Mastiff (previously Wegelius) and others. The production companies are also 

expanding internationally. 

At the end of the period, the Metronome Group was the largest in the Nordic 

region, turning over nearly SEK 1.1 billion in 2006 as compared with SEK 745 

million in 2002. On average the Swedish production companies grew by 57% 

during the period.

As a result of the shift in advertising spending, the roles of the production 

companies and television channels are also changing. Often, production companies 

are expected to find partial financing for television programmes they are trying 

to sell to the channels, which means that contact with the advertisers increasingly 

occurs via the production companies before the programme concept is even 

presented to the channel, to achieve AFP*.

The commercial media houses are developing new concepts involving several 

media formats; for example the European SBS media group’s youth radio station 

The Voice is broadcast on television, radio and the internet.
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Price trends for rights to 

sporting events

Sports are one of the main ingredients 
in the television listings. Football is far 
and away the most important sport in 
Europe. Between 1982 and 2002, the 
amount of time the average European 
television viewer spent on football 
swelled from one-tenth to almost one-
third of their total viewing time.26

Market structure and price 
factors

The price of sports rights is influenced 
by several factors. The broadcast 
rights for a sporting event or league 
are often only worthwhile if the buyer 
has exclusive rights; otherwise they 
do not distinguish the channel from 
its competitors.27 The most important 
reason for the dramatic rise in the price 
of television rights to sporting events 
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Allsvenskan
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Allsvenskan
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Champions
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Premier
League (2004)

Premier
League (200�)

Price increase for sports broadcast rights, selected, SEK Picture 25. 
millions per season

Source: Realtid.se, DN.se, Idrottensaffarer.com, Ekonominyheterna.se

in the past decades is the deregulation 
of the European television market, 
leading to many more channels.28 
Having more bidders for broadcast 
rights drives the price up – well 
beyond the amounts that the European 
Broadcasting Union (EBU) offered as 
the sole bidder.

The economy in general is another key 
factor; more money from advertisers 
and subscribers means more money to 
spend on sports. On the international 
level sports represent over one-fifth 
of television companies’ purchasing 
budgets, and in some cases as much as 
40%. Sports fans are also a particularly 
attractive target group – young men 
with money to spend.29

24 Nordicom’s Internet Barometer 2006
25 Source: IRM 2003, IRM 200�

26  Jeanrenaud 2006
27  Ibid.
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The importance of sports 
for a television channel

The battle for viewers has made sports 
one of the most important means of 
competition for television channels30. 
The prices of sports rights are not 
only the result of direct advertising 
and subscription revenues, but also of 
the long-term effect on the channel’s 
image, identity, market position and 
viewer share. 

Sole rights to a sporting event or 
league can be vital to a television 
channel’s profile. For example, the 
pay channel Sky in the UK, whose 
rapid establishment and swelling 
viewer share in the 90s is believed 
to be largely a direct consequence of 
the channel’s securing sole rights to 
broadcast the Premier League, from 
the start of the league in 1992. 31Since 
then, the Premier League has been a 
constant element in the Sky line-up, 
despite rising prices.

In Sweden, Canal Plus has chosen the 
same strategy, buying sole rights to the 
Premier League to build up its channel 
profile. Industry sources estimate that 
Canal Plus would lose a quarter of 
its subscribers without the Premier 
League.32

As the tables show, prices have 
skyrocketed. However, the number of 

matches that the channels gain rights 
to broadcast has also increased in many 
cases, so the this does not necessarily 
mean an increased price per match.

influence on new media

Viewers’ practically insatiable interest 
in sports, above all football, is fuelling 
new media services such as pay TV, 
HDTV and mobile TV33. Yet, ironically, 
it can also have the opposite effect: The 
rights to sporting events often include 
the right to webcast and podcast them 
as well. If the owner of broadcast 
rights does not make use of the new 
media or refrains from selling  those 
rights to a third party, for fear of losing 
television viewers, this may limit the 
offerings available on the new media.34 
In addition, the new media houses and 
carriers who are interested in offering 
additional content are growing stronger 
and may soon enter into the bidding, 
leading to even higher prices in the 
future.

28  Ibid.
29  Ibid.
30  Ibid.
31  Ibid.
32 Ekonominyheterna.se 200�, Offensivt spel  

om tv-tittarna [Offensive play for TV 
viewers]

33  Ekonominyheterna.se 200�, Don Ø 
dömer ut svensk fotboll [Don Ø criticises 
Swedish football]
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Increased prices for music rights

It costs more to broadcast music today than 
before. The money Swedish companies pay 
for broadcast rights to the Swedish Performing 
Rights Society, STIM*, increased by 27% 
during the period.

This hefty increase is due to the new costs of 
broadcasting material over the internet. The 
charges were even made retroactive after an 
agreement in 2003 to broadcast webradio “on 
trial”. At the time this was written, many media 
companies had already signed their 2007 
contracts and prices are predicted to increase 
even more as the rate of webradio listening 
increases.

Increase in costs for media transmission since Picture 26. 
2002

Source: Stim’s annual reports 2002–2006, processed

The evolution of production 

companies

The sales figures of the five largest Swedish 
production companies today – Metronome, 
Zodiak, Strix Television, Baluba, EyeWorks 
Sweden and Titan Media – are illustrated 
here.

In the 2002–2006 period, this market also saw 
several large mergers. To allow comparison, 
the table to the right shows companies that 
were independent in 2002 but were bought by 
a larger company during the period.

2002 2006 

Metronome Metronome 

MTV Produktion 

Mastiff Media 

Jarowskij Enterprises 

Zodiak Television 

Strix Television Strix Television 

Baluba Baluba 

Stockholm Media EyeWorks Sweden 

Titan Television Titan Media 

 

Production companies’ turnover, 2002 and 2006Picture 27. 
Source: Each company’s annual report

+ 44 %

+ 90 %

+ 13 %

+ 69 % + 852 %
+ �11 %
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Multi-platform production

Increasingly, the media houses have been able to benefit from streamlining and economies of scale by 
applying the same production to multiple platforms. As these advantages are difficult to measure, we will 
illustrate them in the form of examples.

The Voice

The Voice started out as a traditional radio channel, but rapidly expanded its offerings with the intent of 
combining radio and television. The channel is funded via subscriptions, advertising and text messaging services. 
The Voice broadcasts on these platforms:

Radio – Webradio – Podradio

The Voice radio station broadcasts locally in Stockholm, Göteborg and Malmö. Its morning show, “Wake up 
with the Voice”, airs on The Voice TV and on the SBS-owned Kanal 5, giving it a nation-wide distribution in the 
analogue television network.

TV – WebTV – Mobile TV

The Voice TV is a 24-hour music channel, a pay channel on the digital terrestrial network. Its repertoire is 
primarily music videos, with occasional editorial pieces, such as entertainment news produced in collaboration 
with the Expressen newspaper. Some of the content is televised radio broadcasts.

Other, web

The Voice operates a news blog and the MyVoice community “for music lovers”. In addition, the station’s 
website offers several text messaging services.

Sources: SBS Radio AB’s 2006 annual report, SBSRadio.com, TheVoice.se, TheVoiceTV.se, CanalDigital.se, IDG.se,  
Kultur.Stockholm.se, DagensMedia.se, Newsdesk.se, Aftonbladet.se

Kanal Lokal

Kanal Lokal broadcasts on the digital network and in cable provider Comhem’s basic analogue services. The 
revenues come from advertising sales and sponsor agreements. 

The Expressen, GT and Kvällsposten newspapers provide news broadcasts produced for their web TV to Kanal 
Lokal, and most of the editorial content on Kanal Lokal in Stockholm is produced under the aegis of Expressen. 
In Göteborg, the channel has been successful with its televised radio show, “The Morning Crew”, which is 
produced in collaboration with the SBS-owned Mix Megapol Radio City. The programme is popular and has 
helped to establish the channel as an interesting local alternative.

Sources: Kanal Lokal’s annual reports, Dagensmedia.se, Resume.se, Canaldigital.se, KanalLokal.tv, GT.se
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Risk capital came, 
went and conquered

Risk capitalists made a new appearance on the Swedish media market during 

the period. Their role is to propel restructuring deals* among the Nordic media 

houses. 

In several cases, the same media company has been bought, restructured and sold 

in less than two years. One example of such a long chain of deals is the Nordic 

part of Canal+, which in 2003 was purchased by Nordic Capital in Sweden and 

the Baker Capital in the United States for SEK 640 million. These two companies 

sold the channel 16 months later to the owner of Kanal 5, the Nasdaq-listed SBS, 

for SEK 2.4 billion. Then in November 2005 two American risk capital funds, KKR 

and Permira, bought SBS from Nasdaq. In 2006 SBS/Kanal5/Canal+ was integrated 

into Germany’s ProSiebenSat1 for EUR 3.3 billion.

Another example is the Swedish Proventus’s brief stint with TV4 in 2005, which 

allowed Bonnier to become the channel’s sole owner two years later.
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The “Nordic Capital–Canal Plus” deal

In September 2003, Nordic Capital and Baker Capital bought Canal Plus from Vivendi Universal for SeK 640 
million. At the time, Vivendi Universal was in the midst of a financial crisis, having lost EUR 23 billion in 2003, 
which forced the group to sell many of its subsidiaries.

In February 2005, Nordic Capital sold Canal Plus to SBS Broadcasting for SeK 2.4 billion.

Important events

While under the ownership of Nordic Capital, Canal Plus did not experience any major changes beyond the 
sale of some of its infrastructure, including a cable unit for SEK �00 million. In addition, several key broadcast 
rights agreements were signed; among other things, Canal Plus retained the Premier League rights at a price of 
an estimated SEK �00 million. No other purchases, mergers or changes in focus occurred.

SBS was purchased in October 2005 by the risk capital companies KKR and Permira. In June 200�, SBS 
Broadcasting was bought by the German media conglomerate ProSiebenSat.1, also owned by KKR and Permira, 
for EUR 3.3 billion in an attempt, among other things, to integrate Canal Plus into a pan-European media group. 
The fact that SBS owned Canal Plus and was a key player on the Nordic market was important for this deal.

Sources: Ketupa.net, DI.se, CanalPlus.se, ProSiebenSat1.com, DagensMedia.se

The “EQT–Com Hem” deal

In June 2003, the Wallenberg-owned risk capital company EQT bought the cable television and broadband 
provider ComHem from TeliaSonera for SeK 2.15 billion. The deal was necessitated by competition 
legislation when Telia and Sonera merged, and occurred during a period when the industry was not at its 
best.

Just over two years later, in December 2005, EQT sold ComHem to the Carlyle Group and Providence Equity 
Partners for SeK 10.5 billion. 

Important events

In the meantime, ComHem streamlined its activities and invested heavily in product development, introducing 
a telephony service, and focusing on a “triple play” strategy with clearly defined packages. About SEK 1 billion 
was invested in infrastructure. Profits before tax were SEK 5� million when the company was bought and 
SEK �00 million on sale.

Sources: ComHem.se, Realtid.se, NyTeknik.se, DI.se, TDCSong.se, IDG.se, Affarsvarlden.se
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The “Permira–TDC” deal

In December 2005, the Nordic Telephone Company, an international consortium consisting of Apax, the 
Blackstone Group, Kohlberg Kravis Roberts & Co, Permira and Providence, bought the Danish TDC telecom 
group for about SeK 97 billion. Among the previous owners was the Danish Supplementary Pension Fund, 
ATP.

As of this writing, in October 200�, TDC is still owned by the Nordic Telephone Company.

Important events

TDC has sold all of its non-Nordic businesses and is focusing wholly on the Nordic market. TDC’s low-price 
mobile operator venture easyMobile was discontinued in late 2006. TDC has abandoned the consumer market 
in Sweden and is focusing solely on the business market. 

In October 2004, TDC bought Song Networks for SEK 5.5 billion in a bidding war with telecom operator 
Tele2.

Sources: Realtid.se, TDCSong.se, DN.se, RedEye.se, SR.se, DI.se

The “Proventus–TV4” deal
In January 2005, Proventus bought 15% of TV4 from MTG for Sek 510 million. Shortly thereafter Proventus 
also bought 15.2% of the votes in Alma Media, making the company the direct and indirect owner of almost 
1�% of TV4. These deals occurred at a time when competition on the market was expected to increase, as the 
terrestrial television network began to be digitised, and TV4’s position was considered especially vulnerable.

In November 2006, Nordic Broadcasting, owned by Proventus and Bonnier, bought enough shares in TV4 that 
the two companies owned ��% of the channel. Schibsted’s 2�% were purchased for Sek 1,460 million.

In March 200�, Proventus sold its entire holdings in Nordic Broadcasting to Bonnier, making the latter in 
practice the sole owner of TV4. There are no official sales figures, but the market value of 50% of TV4 at the 
time was Sek 2,700 million.

Important events

In July 2005, TV4 left the A list of the Stockholm Stock Exchange because it did not meet the demands for 
diversified ownership. In August 2005, TV4 presented massive cutbacks and changes in the company. The local 
and Nordic activities would be expanded, which was expressed, among other things, in a programme sales unit 
called Nordic World. In 2005–2006, several niche channels and websites started up under the TV4 umbrella, 
including TV4 Fakta, ekonominyheterna.se and Sport-Expressen.

Sources: PrivataAffarer.se, DagensPS.se, DI.se, Realtid.se, DN.se, Proventus.se, Bonnier.se
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The “IT Provider–Kanal Lokal” deal

In 2005, Kanal Lokal bought NollEttan and expanded from the province of Östergötland to Stockholm, Malmö 
and Göteborg. IT Provider owned about �0% of the company.

In May 200�, daily paper Expressen bought 20% of Kanal Lokal through a private placement. After the deal, IT 
Provider owned just over 56%.

Important events

Since its start in 2001, Kanal Lokal has lost about SEK 10–20 million each year. There is no public information 
available about IT Provider’s investments in Kanal Lokal.

Kanal Lokal has primarily existed in the digital network, but was included in ComHem’s analogue basic service 
in Göteborg in September 2006, and in Stockholm in October 200�. As it is distributed in the analogue 
network, the channel reaches nearly every household in the cities. When the analogue network is fully shut 
down in 200�, the channel will have full household coverage in all broadcasting regions.

Sources: KanalLokal.tv, ProviderVenture.com, Resume.se, GP.se
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By 2010

Fewer owners – more products

Most indicators seem to point to a continuation of the trends of the 2002–2006 

period. The number of television channels, radio stations and websites will continue 

to increase, while the ownership is concentrated to four media houses, since TV4 

became wholly owned by Bonnier AB in 2007. 

The commercial media houses will continue to grow organically and through 

acquisitions, both in Sweden and abroad.  The international expansion will make 

the companies less sensitive to fluctuations in the local advertising market. When 

the advertising market fails in one country, it grows stronger in another. One 

strong trend is that media houses such as MTG are expanding in Eastern Europe, 

where the advertising markets often show stronger growth than in more mature 

markets like the Swedish one.

The internet is growing strongly

In the third quarter of 2007, IRM reported that for the first time internet advertising 

surpassed television in its share of the total advertising market. This development is 

expected to continue strongly even in coming years. In all probability, the Internet 

will be the dominant medium up until 2010, both in terms of the time spent 

consuming the medium and how much advertising money is invested.

The conclusions from the 2002–2006 period indicate that internet use will affect 

our other media behaviour. For example, there is reason to suspect that total 

television viewing and radio listening will decrease, while the amount of time we 

do spend on these media will be distributed over significantly more channels, 

stations and sites.
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Consumer power

Consumers’ own power over the media is increasing, thanks to the opportunities 

presented by the internet. Content will continue more and more to be produced 

by the consumers themselves – Web 2.0*. Today anyone can start their own blog*, 

or even a television channel or radio station. The next step will likely be that 

advertisers begin taking advantage of this opportunity in earnest. 

The trend from 2002–2006 also shows that internet consumers are seeking out 

new websites outside the big media houses. Nothing indicates that this development 

will die down in the future.

Slowed growth of the advertising market

All forecasts indicate a cooling of the growth of the advertising market in the coming 

years. This may lead to the commercial media houses needing to re-examine their 

costs and try to eliminate their dependence on local advertising revenues. This will 

occur in part through the international expansion mentioned above and in part 

through trying to find new business models in which consumers pay for content, 

such as pay-per-view* on television or subscriptions on the internet. 

Local media war

In the search for new advertising revenues, the big media houses are also moving 

into the local markets within the country. Most likely they will be able to grow 

somewhat there, but above all they will compete with local media companies for 

shares of an already existing advertising market.  

For example, the Stockholm-based Expressen and Aftonbladet newspapers 

have both invested heavily in local versions of their websites, expressen.se and 

aftonbladet.se, throughout the country. Another example is the risk-capital 

financed television station Kanal Lokal, which has been launched in four Swedish 

towns. These players are challenging some of the world’s most profitable media 

companies – the Swedish regional press.

Increasingly commercial editorial environment

The combined number of television channels, radio stations and websites is 

on the rise. At the same time, consumers are exhibiting increasing advertising 

fatigue – more and more people fast-forward or channel surf through commercial 

breaks. These two factors will likely further pressure advertisers to try to find new 

methods of reaching out to consumers. 
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This phenomenon does not necessarily mean that advertising spending will 

increase; more likely, the spending will be redistributed from traditional formats 

such as television or radio spots to advertising-funded production (AFP).

Higher costs for broadcast rights

To reduce their dependency on the Swedish advertising market, the big commercial 

media houses need to boost their revenues from paid services, such as pay-TV 

sports channels. This will likely be a factor that leads to the continuation of the 

increase in prices for the broadcast rights for sporting events, which we saw in 

2002–2006, until 2010. 

Another conceivable reason for future price hikes of broadcast rights in general, 

and for sports in particular, is the risk-capital controlled ownership of companies 

like ProSiebenSat1, which owns the Swedish Canal+. During the 2002–2006 

period, the risk-capital controlled media companies were very goal-oriented in 

their bidding, for example for the Premier League rights. 

New types of media players – hybrids

This increasingly fragmented media landscape will very likely attract even more 

players that are not necessarily media companies today, such as the mobile phone 

operator 3.

In all, we believe that the Swedish media landscape for television, radio and the 

internet will continue to see the internet as the leading media format, a growing 

offering, fewer but stronger owners, and an increasingly pragmatic view on the 

boundary between an editorial and a commercial environment.
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The economy and the advertising market

Relationship between advertising market turnover and economy, indexed for 2002Picture 28. 
Sources: Statistics Sweden and IRM

The rapid rate of growth of the 
advertising market is expected to slow 
in the coming years, mainly because 
of the market’s crumbling faith in the 
economy in general.35

Because the advertising market is so 
closely linked to the economy, and 
because advertising is the greatest 

source of income for the media houses, 
failing economic growth will have 
huge consequences by 2010. 

Growth of internet media

Most likely the internet will surpass 
television and radio to become the 
most important platform for media 
consumption. This is due in part 
to the fact that television and radio 
programmes are widely available 
on the internet, and also because the 
internet offers vastly greater options 
and fewer geographical limitations. 
This development will probably 
lead to reduced radio and television 

consumption, but at the same time an 
increase in the total amount of time 
consumers spend on the media. 

Because internet advertising is still 
an undervalued market, this market is 
expected to grow even if the economy 
in general deteriorates. These new 
revenues can be used to finance the 
growing offering on the internet.

35 National Institute of Economic Research 200�, Mediavision 200�

internet och etermedia_eng_edited.indd   47 08-03-04   13.51.45



– 48 –48 – –

More products

The market for niche channels grew 
between 2002 and 2006. Continued 
digitisation and the growing range of 
channels it allows make it likely that 
it will be increasingly profitable to 
focus on narrower target groups than 
before. This does not necessarily apply 
to commercial radio, which achieved a 
profit during the period by broadening 
and slimming down its offerings.

As the internet market continues to 

grow, the range of web services and 
the ability to customise them is likely 
to expand as well. This is financially 
possible because the internet as 
a medium does not require mass 
broadcasting technology. Such growth 
does not necessarily need to be through 
an expanding number of sites, but 
mainly through greater opportunities 
for consumers to adapt site content to 
their own wishes.

Hotter competition for 

local advertising money

The trend towards a more niched, 
customised offering goes hand in hand 
with a greater focus on local media. A 
local focus, however, must be based 
on the individual needs of consumers 
to be successful. This tendency is 
already visible today. Expressen and 
Aftonbladet have developed their web 
offerings to local markets, with the 
option of using a targeted local site or 
the national site.

The market for locally focused media 
has great potential, but presents even 
greater challenges. Ownership on the 
local media market is concentrated, 

often in family companies with many 
years of loyalty from readers and 
advertisers. The consumers are faithful 
to the traditional media formats such 
as newspapers, which is indicated by 
the continued strong local press. Some 
of the world’s most profitable media 
companies are found among Swedish 
regional press. So far local papers 
have taken advantage of the market’s 
opportunities through a news and 
advertising network, but local radio 
and television stations have not fully 
developed this potential. Because of 
this, it is likely that competition for 
local advertising funds will increase 
significantly.
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Fewer owners

The media market is likely to 
continue the trend towards increasing 
concentration and fewer owners, 
which has been observed for radio and 
television companies in the 2002–2006 
period. 

The risk capital companies that have 
invested in the media market will 
continue to merge the companies 
they buy in an attempt to streamline, 
rationalise and gain advantages from 
economies of size. If they can show 
potential in the companies, they 
sell them as complete packages to 
media houses with the resources to 
incorporate them.

The Allers–Svenska Hachette merger 
shows that risk capital companies are 
not the only ones expecting to benefit 
from mergers. Where mergers and buy-
outs are not possible, for example when 
companies are not at all compatible or 
are obvious competitors, far-reaching 
collaborations will come into play, 
irrespective of which media houses are 
involved. 

It is fully possible that media 
companies will look for other ways 
of growing besides mergers with 
other media companies. For example, 
mergers with distributors are likely. To 
some degree this has already happened 
with distributors – for example, mobile 
phone carrier 3 has been expanding 
towards the content market.

New types of players

In the 2002–2006 period, new types of 
companies have moved into the media 
market, particularly in the internet field. 
Some examples are shown below.

These companies’ activities are based 
on the opportunities of a digital 
world, where content is not tied to a 
single format but can easily be used 
in multiple media. Despite different 
delivery formats, the companies’ role 
in the delivery is relatively similar 
to the traditional roles of many other 
media companies.
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Lunarstorm

The youth website and community of Lunarstorm was founded in 2000 and is owned by LunarWorks Holding 
AB. Since May 2006, Lunarstorm is fully owned and controlled by property company CLS Holding. The �0 or 
so small owners shared the purchase price, estimated to SEK 350 million. 

In October 200�, CLS Holding bought control over the fast-growing photo community Bilddagboken.se and 
the language site Tyda.se, which it combined in its new Lunar Group with the aim of expanding with further 
purchases.

Lunarstorm’s best sources of income are advertising and subscriptions. The company also conducts market 
surveys under the name Lunar Research.

In 2006, Lunarstorm turned over about SEK �0 million and made a profit of SEK 11 million. 

Sources: Lunarstorm AB’s 2006 annual report, Lunarworks.se, CLSHoldings.com, DI.se

Allers Förlag

Allers Förlag, owned by Denmark’s Carl Allers Etablissement A/S, dates back to the late 1�th century and is one 
of the biggest publishers of popular magazines in the Nordic region. The company publishes some 30 hardcopy 
magazines, including Allers, Året Runt, Hänt Extra and Bilbörsen. In recent years, Allers Förlag has expanded 
its internet presence through purchases such as the Spray portal and the Blogg.se site. They have also bought 
the Swedish branch of the French Hachette publishing house. Allers magazines have a readership of about 3.� 
million people each month. The internet advertising package Kvinnanet.se reaches one million unique visitors 
each week, of whom �00,000 are women.

Sources: Allers Förlag AB’s 2006 annual report, DI.se, Newsdesk.se, IDG.se, Vassaeggen.se, Sydsvenskan.se, E24.se, DN.se, 
Dagensmedia.se, Kvinnanet.se, Resume.se

3

Hi3G, which owns the 3 brand, was founded in August 2000 and launched its 3G mobile services in Sweden in 
spring 2003. The company states that it currently has over �41,000 customers in Denmark and Sweden. The 
average income per customer is SEK 42� per month, and in the past year multimedia services using the high-
speed data transfer capacity of the 3G network have become a vital source of revenue. This is a result of much 
touted media services such as music downloads – both music videos and mp3 files* – chats using Windows 
Messenger*, 15 mobile TV channels and above all mobile broadband.

The 3 company has worked hard to enhance the speed of the 3G network (HSPA) and currently offers a 
mobile broadband service of up to �.2 Mbit/second. New telephones can also take advantage of the higher 
capacity in the network, allowing multimedia services such as a music platform and mobile television.

Sources: Tre.se, IDG.se, Aspiro.com, DI.se
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Example of a distribution network for television services. The brands shown are Picture 29. 
only examples, intended to clarify the nature of the function and the player.

Source: Björk, Beyond Mobility 2006

Rising costs of rights

The costs of broadcast rights to 
sporting events will in all likelihood 
continue to rise, reaching new heights 
by 2010. There is no indication that 
interest in established sports will 
decrease, and new sports are constantly 
gaining popularity, as evidenced by 
new Olympic events. A strong range 
of sports will continue to be a vital 
resource for channels in the ever-
increasing competition for viewers.

Another reason for the rising prices 
for rights is that the media houses 
are developing more multi-platform 
products that require more content in 
general and sports in particular.

Presumably only a handful of large 
media companies will be able to afford 
to compete for the most prestigious 
sports rights. This will lead them to 
create new, more cost-effective sports 
formats with strong local ties. One 
example is TV4’s attempts to make 
floorball a televised sport.
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Product integration

As media consumption becomes 
increasingly diffuse, it will be less 
profitable to produce solely for 
television, radio or the internet. 
Digitisation and the fuzzier boundaries 
between media formats mean that it will 
be less expensive to publish and adapt 
content to multiple platforms at once. 
The concept of “original platform” 
will lose relevance when material is 
consumed via television, radio, mp3 
players, mobile phones and computers.

Consumer-controlled 

market and development

Greater product integration will give 
consumers greater freedom to partake 
of the ever-growing offerings. With 
increasing options, consumers can also 
simply click away from a given media 
house’s offerings. When switching 
between content providers is so 
effortless, consumers will increasingly 
always select what suits them for the 
moment.

From the perspective of a media 
producer, a competitive offering is the 
only way to maintain and increase their 
market share, and in the long run their 
share of the advertising funds.

Quite simply, the winner in the relatively 
tough competition on the media market 
until 2010 will be the consumers.
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