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REVIEW ON THE COMMISSION'S COMMUPiICATION ON APPLICATION OF 
STATIE AID RULES ON PUBLIC SERVICE BROADCASTING (20011C 320104) 

1. General 

It is of great importance that the Commission's communication on application of 
state aid rules on public service broadcasting (2001/C 320104) is updated to reflect 
the changes in the media landscape since 2001. 

There is only one public service broadcaster in Sweden - Sveriges Television (SVT). 
Its activities liave increased and developed rapidly over the last couple of years and 
have become an important player within the media market. Due to this it is 
important that the 2001-communication is updated in order to secure the public 
service values while at the same tune restrain the PSB in its ambitions on new media 
markets. Instead of strengthening and protecting the core values of public service 
the PSB is gradually turning into a competitor to the commercial broadcasters. 

2. Description of the Swedish broadcasting market 

The Swedish TV market consists of mainly five big channels ("The Big5") and a 
large iiumber of smaller niche channels, both national and international. Out of The 
Big 5 SVT has two channels and TV4, MTG and ProSiebenSat.1 have one each. 

SVT is the dominant player on the TV market both in terms of viewers and size of 
budget. SVT holds a market share of approximately 35 % of total viewing on the 
market and has a budget corresponding to the total budget of the other Big5 
channels taken together, in other words SVT has one third of all revenues in the TV 
market (including licence fees, pay-tv, advertising revenues and other commercial 
incomes). In addition to the licence fee revenues SVT receives revenues from 
sponsorships, merchandise and the sale of rights. Several programmes are indirectly 
sponsored. 

3. Defining the public service remit 

SVTs public service remit is defined in the license agreement granted by the 
Swedish Government. The license agreement is very detailed in come parts but 

TV4 AB (publ) POST: Il5 79 STOCKHOLM BESOK: TEGELUDDSVAGEN 3 TELEFON: 08 -459 40 00 FAX: 08 -459 44 44 ORGANISATIONSNUMMER: 556242-7152 



generally the scope of the remit is both vague and broad. Accordingly, SVT has the 
freedom to provide services on a broad scale within the limits of the remit. For 
example SVT may provide all kinds of new media services on new platforms. 

The public service remit must be precise and clearly defined. The remit must clearly 
state whether or not a certain activity is part of the remit or not. A public service 
mission only setting up general statements as pluralism, accessibility, high quality 
programmes, minority protection etc is not sufficient. 

PSB's activities on new media markets must be limited to activities that have a clear 
public service value, i.e. supplying traditional radio and TV programmes, which 
they should do on all available platforms. It is important to asses all new media 
services and activities to see if they fall under the public service mission. 

SVT is moving towards more cornrnercial activities. It is difficult to see how daily 
soaps, web shops and news sites can be justified under the public service remit. 
There is no shortage of news sites and merchandise product in the market. This is 
not an area for PSB. However, it is important that SVT supply their services on a 
broad scale so that consumers easily can benefit from the services. But this doesn't 
mean that the SVT shall develop new media services such as web services (other 
than distribution of their programmes) in clear competition with commercial 
broadcasters and other commercial companies, including printed press. SVT's remit 
should be lirnited to the production and supply of public service radio and TV 
programmes, wl-iich they may transmit on all distribution platforms, including 
Ii-iternet. However, they should not be able to use public money to move into new 
media markets and develop new media products such as for exarnple specific news 
sites. 

4. Entrustment and supervision 

The public service remit is, as mentioned above, entrusted to SVT by the license 
agreement granted by the Government. 

In Sweden there is an independent national authority - Swedish Broadcasting 
Commission (SBC) - that oversees radio and television broadcasts. In its review the 
SBC determines whether a broadcast complies with the provisions of the Radio and 
Television Act and the licenses granted by the Government. SVT supplies a yearly 
report to SBC and the Government outlirting their fulfilment of the public service 
remit. However, since the remit is so vague and broad it is not h a t  valuable to 
evaluate the fulfilment of it. 

5. Ex ante regulation 

There are strong reasons for introducing an ex ante regulation e.g. a public value 
test. This ex ante analysis needs to be rigorous and objective without any subjective 
quality assessments. However, a precisely and clearly defined public service remit 
minimises the need of ex ante analysis. 



6. Financing, proportiondity and over-co~npensation 

In order to avoid market distortion there must be proportioiiality between 
compensation and the public service remit. Financing non public service activities, 
e.g. Internet activities and soap operas, with licence fees is not acceptable. 

The financial strength of SVT coupled with a vague remit has underpinned its 
dominant position. A PSB, like SVT, should instead use its financial strength to 
produce high quality public service programmes and should not use its strength to 
compete with commercial broadcasters in for example the acquisition of expensive 
material from the major Hollywood stuclios. 

A PSB that has its entire production finaiced by licence fees does not need to 
receive revenues from sponsorships, merchandise etc. This leads to an 
overcompensation of the PSB having a negative effect on the market. This can be 
illustrated by looking at the sponsorship market in Sweden, where SVT's low 
pricing has negatively affected the market. 

7. Conclusion 

Even now as the media landscape is rapidly changing, PSBs still play an important 
role. However, it is important that that role is we11 defined. The purpose of a PSB is 
to increase the value for the viewers by supplying high quality educational, 
informational and cultural programmes. This without decreasing the variety of 
programmes and services on the market by hindering or making it less attractive for 
commercial broadcasters to act. 

It is also important that the compensation is proportional to the public service rernit. 
Over-compensation may not only lead to unjustified high profits but also to 
unjustified strong market positions making it difficult for competitors to act or enter 
the market. 

Furthermore, the public service remit shall be lirnited to traditional radio and TV 
programmes, distributed on all platforms. New media activities (Internet etc) shall 
not be justified under the public service remit as there is already a great selection of 
new media activities on market. A strong PSB presence on new media markets 
distorts competition without coiitributing to the variety. 
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