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Media Market

Global players’ impact on the Danish media market 
Media Market | Denmark September 2017 | EH 

The Danish media companies have lost their impact on the media market development. Instead, 
global giants like Google and Facebook are setting the terms – and taking care of the money. 
This is reported in a study of the global players’ impact on the Danish media industry. 

The report Globalisation of the Danish Media Industry describes how the 
Danish media industry is exposed to extreme pressure from global technology 
giants. Subdivided into four sections, the report shows how foreign players 
are affecting the media industry and journalism. The study, presented in 
September, is intended to provide a basis for further discussions on how to 
ensure a variety of Danish quality media in the future. 

The survey, initiated by the Danish Agency for Culture and Palaces, was 
prepared by the thinktank Mandag Morgen in collaboration with Copenhagen 
Business School and Aalborg University Copenhagen. 

Global giants drive the development 
The first part shows how the technology development has led to a media market characterized by 
globalization, digitization and datafication, which in turn has fundamentally changed the conditions 
for the Danish media companies. This means that the domestic media houses are no longer capable of 
determining the technological, distributive or commercial standards they use when they provide Danish 
content to Danish media consumers. Instead, these standards are now determined by global players. 

Google and Facebook dominate the ad market 
The second part of the report deals with economic displacement and the search for new business 
models. It describes the digital advertising market as bipolar, i.e. a market dominated by two players, 
Google and Facebook. More or less all online market growth goes to these two. To a large extent, 
Google and Facebook dictate how Danish media companies interact with users and advertisers. And as 
they continually launch new tools and services – or acquire existing businesses – the national media’s 
dependence upon them continuously increases. 

Social media transforms journalism 
The Danish media houses’ use of the global platforms, chiefly Facebook, to reach their users also 
affects the journalistic criteria. The third part of the report concludes that social media have 
transformed the distribution of news media content, reorganised work processes and exerted strong 
pressure on Danish media to adapt accordingly. 

The battle of platforms affects media content 
The fourth part describes the struggle between the global platforms to become news consumers’  
first – and preferably only – choice, and to control their user data. For this purpose, they are constantly 
developing new technologies, of which Snapchat Discover, Facebook’s Instant Articles, and Google’s 
AMP are some current examples. This development also affects how Danish media houses produce, 
prioritize and distribute their content. 
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More cooperation suggested 
The final chapter (also in the fourth section) concludes that the impact of global players on the media 
industry has many consequences, both directly and indirectly. It outlines six issues suggested to be 
prioritized in further discussions of Denmark’s future culture and media policy.  

Among the areas of concern are that the Danish media companies are too small to reduce their dependency 
on the international media giants; that there is an increasing risk of less journalistic diversity (in both 
geographic and subject areas); and that the media’s credibility is undermined by fake news and blurred 
distinctions between editorial and commercial content in the media. As the media industry’s ability to 
influence the development has diminished, the report suggests that the "old" media companies increase 
their collaboration to better meet the global challenge, rather than compete with each other. 

Challenges for national media policy 
Finally, the report lists eight issues for politicians and media stakeholders to consider in connection 
with impending negotiations regarding the Danish media subsidies. 

Read the English summary (PDF) 
Read the full report in Danish 

The report is part of the Danish Agency for Culture and Palaces’ project "Reporting on the media development 
in Denmark", which regularly publishes factual knowledge about media use, media content and media industry 
developments and conditions in Denmark. The reporting consists of annual reports and a number of special 
reports. An English summary of the annual report 2017 can be found here. 

More reading:  
Nordicom's publication Ad Wars – Digital Challenges for Ad-Financed News Media presents an 
analysis of how the digitalization of the advertising market – and the growing influences of global 
companies such as Google and Facebook – has impacted the business model of Nordic news 
media companies. Download the publication from Nordicom’s website. 

https://slks.dk/fileadmin/user_upload/dokumenter/medier/Mediernes_udvikling/2017/Specialrapporter/Internationale_aktoerer/Rapport_og_bilag/Summary_in_English.pdf
https://slks.dk/mediernes-udvikling-2017/specialrapporter/internationale-aktoerer/
http://www.nordicom.gu.se/en/latest/news/media-development-denmark-2017-english-summary
http://www.nordicom.gu.se/en/publikationer/ad-wars
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Slight growth on the Finnish media market in 2016 
Media Economy | Finland November 2017 | EH 

After several years of decline the value of the Finnish media market grew slightly in 2016, with the 
strongest growth in online advertising. This is shown in Statistics Finland’s annual overview of the 
Finnish mass media market. 

Last year, the value of the Finnish media amounted to 3.8 billion Euro. This was around 40 million, or 
just above one per cent, more than in 2015. The largest increase in sales was seen in internet 
advertising (+ 13%), book sales (+ 6%) and commercial radio (+ 3%), all of which also showed 
positive results in 2015. 

Figure: Shares of the Finnish media market by sector 2000-2016 (%) 

Note: Publishing includes newspapers, free papers, magazines and periodicals, and books. Electronic media 
includes TV and radio plus internet advertising, while recorded media refers to audio recordings (incl. digital 
sales), DVD/VHS and cinemas. Source: Statistics Finland’s database, Table 1.2. 

Since the year 2000, the media market share of electronic media – TV, radio, internet advertising – has 
doubled, from 20 to nearly 40 per cent. During the same period, the media market share of publishing 
– newspapers, magazines and books – has fallen from over 70 to 55 per cent during the same period,
and the recorded media’s market share has declined from eight to under six per cent.

Statistics Finland’s overview in PDF format (incl. appendix with tables) 
More information on Statistic Finland’s website 
Statistic Finland’s mass media statistics’ table service 

About the statistics: The calculations presented here describe the mass media market at end-user level: for 
example, the figure on the newspaper market is comprised of retail prices of subscription and single-copy sales 
of newspapers, and their revenue from advertising. The figures cover domestic production and imports, but not 
exports. There is some overlap between internet advertising and other media groups. 

Media market facing a tough test is the title of Statistics Finland’s analysis of the 
development on the Finnish media market in 1997-2015, focusing on the developments 
and digital challenges of recent years. The article is written by Kaisa Saarenmaa and 
Tuomo Sauri.  
Read it here: Media market facing a tough test  |  Mediamarkkinat kovassa testissä 

http://pxhopea2.stat.fi/sahkoiset_julkaisut/joukkoviestintatilasto/html/engl0000.htm
http://www.stat.fi/til/jvie/2016/jvie_2016_2017-11-24_en.pdf
http://www.stat.fi/til/jvie/2016/jvie_2016_2017-11-24_tie_001_en.html
http://pxhopea2.stat.fi/sahkoiset_julkaisut/joukkoviestintatilasto/start.htm
http://tietotrendit.stat.fi/mag/article/252/
http://tietotrendit.stat.fi/mag/article/221/
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Media ad revenue in Iceland halved since 2007 
Media Economy | Iceland November 2017 | EH 

The advertising revenue of Icelandic media is now at half of its all-time high in 2007. Newspapers are still 
the single most important advertising medium in the country, retaining almost 50 per cent in 2015. This 
development is described in an analysis from Statistics Iceland. 

The financial collapse in Iceland in autumn 2008 brought about a severe drop in the advertising 
revenue of the country’s media, with a decline of almost 70 per cent from 2007 to 2009. And despite 
the increase since then, it is still over 50 per cent lower than the year before the financial collapse 
(changes in fixed 2015 prices). 

Figure: Advertising revenue of the media 1996-2015 (index, 2015=100, fixed 2015 prices) 

Source: Statistics Iceland. 

The Icelandic market exhibits a number of special traits compared with the other Nordic countries and 
elsewhere. A much larger share of the advertising cake falls into the hands of newspapers and radio 
than in most other countries, and the Web is still a relatively underdeveloped advertising medium. 

Moreover, advertising spending in Iceland is lower than in the other Nordic countries as share of 
Gross Domestic Product and per capita. 

Read more on Statistic Iceland’s website 

About the data: Statistic Iceland’s comparisons to the development in the other Nordic countries are to a great 
degree based on Nordicom’s publication Ad Wars. Digital Challenges for Ad-Financed News Media in the Nordic 
Countries, which is free to download here. 

http://statice.is/publications/news-archive/media/advertising-revenue-of-the-media-1996-2015/
http://statice.is/publications/news-archive/media/advertising-revenue-of-the-media-1996-2015/
http://www.nordicom.gu.se/en/publikationer/ad-wars
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The Norwegian media economy 2016 
Media Economy | Norway October 2017 | EH 

Payment from users is becoming an increasingly important source of revenue for the Norwegian media 
industry. This is shown in the Media Authority’s report on the Norwegian media economy 2016. 

The Norwegian Media Authority’s analysis of the domestic media economy in 
2016 focuses on newspapers, television and radio, looking at turnover and 
profitability at the industry level as well as for individual companies. 

Decrease in revenue 
In 2016, the revenues for Norwegian newspapers and broadcasters amounted to 
almost 2.7 billion Euro, a decrease by two per cent compared to 2015. Revenues 
shrank for the daily press and commercial radio, while they increased for commercial 

television. The public service broadcaster NRK, funded through license fees, also reported higher 
revenues in 2016 than 2015. 

Profits down by half 
Despite the turbulent times, 2016 was yet another profitable year for the Norwegian media industry on 
the whole – but with significantly weaker profits than the year before. The total operating profit of just 
under 70 million Euro corresponds to a loss of almost 50 per cent compared to 2015. But the develop-
ment has had different effects. The downturn mainly hit the TV companies (increased programme 
costs) and newspapers (large advertising losses), while the radio industry strengthened its profitability 
and, for the first time, made a bigger profit than the TV industry. 

Reader and viewer payment more important 
The balance between the two major sources of revenue for the newspaper and TV companies – sales 
of advertisements to advertisers and sales of media content to consumers – is changing. Advertising 
still stands for the largest revenues, but payment from readers and viewers is becoming increasingly 
important. For newspapers, which in 2016 lost over 100 million Euro in advertising revenue, the 
readers' share is now 52.5 per cent of their operating revenues. Thereby, newspapers are becoming 
more dependent on readers’ willingness to pay for their news. 

Also for the TV industry, whose advertising sales are increasing, payment from viewers is becoming 
increasingly important. The 2016 growth in TV revenue was due mostly to growth in payment from 
viewers (sales of streaming services and channel packages) and to distribution revenues. Together, 
these two sources accounted for around 42 per cent of the TV companies’ operating revenues in 2016, 
compared with just over 31 per cent in 2012. In view of the newspapers’ advertising losses and the TV 
industry’s increasing revenues from viewers, the Media Authority believes that 2017 is likely to be the 
year when user revenues become the media industry’s most important source of revenue. 

Read more and download the report (in Norwegian) 
Read about the separate report on newspaper economy (published in June, article in English) 

About the report: Økonomien i norske medieverksemder 2012-2016 [Economy in Norwegian Media Operations 
2012-2016] is the Norwegian Media Authority’s annual report on the media industry’s economic development, with 
a focus on news and current affairs media. Data are primarily based on the Authority’s own data collections, plus 
Norwegian media companies’ official annual accounts and reports. The report is published in Norwegian. Read 
more about the Media Authority in English. 

http://www.nordicom.gu.se/en/latest/news/huge-loss-ad-revenues-norwegian-newspapers
https://www.medietilsynet.no/om/aktuelt/medieokonomirapporten-2016/
http://www.nordicom.gu.se/en/latest/news/huge-loss-ad-revenues-norwegian-newspapers
https://www.medietilsynet.no/en/about-medietilsynet/
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The Swedish media economy 2016 
Media Economy | Sweden October 2017 | EH 

The Swedish advertising market is growing, but the surplus goes mainly to Google and Facebook. The 
radio industry shows record results, while the TV industry faces increasing competition and the 
newspaper industry continues to lose revenues. These are some of the results found in a report on 
Swedish media economy in 2016. 

In cooperation with Nordicom, the Swedish Press and Broadcasting Authority has 
published its annual analysis of the Swedish media economy in 2016. It focuses on 
newspapers, television and radio, looking at turnover and profitability at the 
industry level as well as for individual companies. 

Boost in the Swedish advertising sales 
Considering the overall economic situation, 2016 was a favourable year for media 
companies in Sweden. On the advertising market – which is so important for the 

media companies – investments increased by over six per cent. However, almost all growth went to 
global technology companies like Google and Facebook. In 2016, the advertising investment in global 
platforms amounted to almost SEK 10 billion, equivalent to 63 per cent of the digital advertising sales 
in Sweden. 

TV and radio in the black 
Despite the increasing competition from global streaming services, the TV industry is still making a 
profit. The television operations of both TV4 and MTG are among the more profitable operations on 
the Swedish media market. However, in 2016, advertising sales in traditional television fell by 1 per 
cent, compared to an increase in the radio industry by 11 per cent. Bauer Media, the largest 
commercial radio actor in Sweden, reported the highest turnover ever (SEK 595 million) for a 
privately owned Swedish radio company. 

Gains and losses on the newspaper market 
The newspaper industry is the sector most affected by the digital competition on the media market. 
However, in 2016, the decline in industry revenues was limited to just under one per cent. Looking at 
a longer period, the daily press has lost about a quarter of its revenues during the past decade. Still, 
some newspaper companies are earning a great deal of money. Of the country’s ten largest newspaper 
groups, six made a profit and four a loss in 2016. 

Spotify now larger than Bonnier 
In 2016, Bonnier AB, the almost 180-year-old family company, was pushed down from the top of the 
list of the largest Swedish-controlled media companies. The new Number 1 is Spotify, a music service 
company, which reported a total turnover of almost SEK 28 billion, equivalent to a growth of over 50 
per cent in just one year. For Bonnier, sales fell to just under 26 billion. 

Read more and download the report (in Swedish) 

About the report: Medieekonomi 2016, written by Jonas Ohlsson, PhD, from NORDICOM, is part of the report 
series Medieutveckling [Media Development] published by the Swedish Press and Broadcasting Authority. Data 
are primarily based on Swedish media companies’ official annual accounts and reports. The report, available in 
Swedish, is published on an annual basis. 

https://www.mprt.se/sv/mer-om-media/medieutveckling/medieekonomi/
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The world’s largest media corporations, 2017 
Media Market | International November 2017 | UF 

Alphabet (Google), Comcast and Disney are the largest media companies in the world, according to the 
list of the 100 largest media corporations, compiled by the German research institute Institut für Medien- 
und Kommunikationspolitik. Spotify, from Sweden, is the highest ranked Nordic corporation on the list, 
ranking 57th. 

Each year, IfM Institut für Medien- und Kommunikationspolitik [Institute of Media and Communications 
Policy] publishes a ranking of the largest media corporations in the world. Pure telecom or technology 
providers are not included. 

Eight of top ten corporations are American 
Corporations with headquarters in the US hold the top rankings on the list for 2017. The largest is 
Alphabet Inc., Google’s name after its re-organization in 2015. Alphabet’s revenue in 2016 was 82 
billion Euros. The second largest media company is Comcast, originally a cable TV operator and 
today also encompassing operations such as TV networks, film production and TV channels (€72.6 
billion), while the third largest is the Walt Disney Company (€50.3 billion). 

Table: Ten largest media corporations in the world 

Source: Institut für Medien- und Kommunikationspolitik/Institute of Media and Communications Policy 

The ten largest corporations in 2017 vary from Nordicom’s latest article on the 2015 ranking, due 
mainly to mergers and acquisitions. Several of the top ten companies have a base in the American 
audiovisual and telecom distribution market. Sony Entertainment (Japan) and the Altice Group (the 
Netherlands) are the only non-American companies in the top-ten ranking. Looking further down the 
list, since 2015 Netflix has advanced from 40th to 28th place, and Amazon has moved up from 52nd  
to 31st. Amazon’s revenue is based mainly on Amazon Prime, while the company’s total revenue is 
significantly higher. 

Five Nordic companies in top 100 
Since the IfM began ranking the largest media corporations in 2007, Swedish Bonnier has ranked 
highest among media companies with their head office in a Nordic country. In 2017 Bonnier, in 65th 
place, was overtaken by Spotify (SE), in 57th place. Not that Spotify makes more (or any) profit, but 
the music streaming service has a larger revenue (€2.9 billion) than Bonnier (€2.7 billion). Among the 
world’s 100 largest media companies, MTG (SE) ranks 73rd, Schibsted (NO) 86th, Sanoma (FI) 87th, 
and Egmont (DK) 91st. 

http://nordicom.gu.se/en/latest/news/worlds-largest-media-corporations-2015


9 (29) 

The complete ranking is available here, along with a brief introduction to each company (the 2017 
ranking is in German only). 

About IfM: Institut für Medien- und Kommunikationspolitik/The Institute of Media and Communications Policy 
(IfM) was founded in Berlin in September 2005, as an independent research and counselling centre. The media 
database mediadb.eu was created at the IfM and is under its supervision. The institute is a non-profit company, 
and does not serve any economic or political aims. 

New books about the Finnish and Swedish media landscapes 
Media Landscapes | Finland Sweden autumn 2017 | EH 

Finland’s Media Landscape and The Swedish Media Landscape – these are two books with the same 
concept, written by Nordic media researchers, and published almost simultaneously in Finland and 
Sweden. Both are examples of publications documented by Nordicom during 2017. 

Both the Finnish and Swedish books describe and analyse the history, conditions, and role in society 
of the countries’ respective media, covering the technical development, economic conditions, audience 
patterns, and media policy. Other subjects included are news and journalism development. The books 
are published in the countries’ domestic languages. 

Finland’s Media Landscape: Suomen mediamaisema 
This book, which describes the development of traditional media sectors, new media 
forms, media for linguistic minorities, media economics and news production, ends 
with two forward-looking chapters on internet and media policy. It is an anthology, 
with contributions from twelve Finnish researchers and experts, and its editors are 
Kaarle Nordenstreng and Hannu Nieminen. The book is published by Vastapaino 
(not open access). 

The Swedish Media Landscape: Det svenska medielandskapet 
Four sections in this book describe the emergence of the Swedish media, the current 
situation for media as well as news and journalism, and media in society. The book’s 
subtitle Traditional and Social Media in Interaction and Competition reflects the fact 
that this edition has treated social and traditional media equally. Its authors are 
Lennart Weibull, Ingela Wadbring and Jonas Ohlsson. The book is to be published 
by Liber in early 2018 (not open access). 

Name changes reflect the media development 
The books’ long histories of publication include several name changes, which also reflects the media 
development. The Finnish book was first published in 1986 under the title Finland’s Communications 
System, later changing its name to Mass Communication in Finland, and, since 2001, has been titled 
Finland’s Media Landscape. The first Swedish edition was released in 1970 under the title Daily Press 
Radio TV, later switching to Mass Media, while the latest issue has been named The Swedish Media 
Landscape. (For titles in the original languages, see the online version of this article).  

Find more Nordic research literature about the media: Nordicom annually presents a selection of new 
literature in the field of media and communication research from the Nordic countries. The 2017 lists will be 
presented in spring 2018. Find the selections from previous years online.  |  Last year’s presentation of the lists. 

https://www.mediadb.eu/de/datenbanken/internationale-medienkonzerne.html
http://www.nordicom.gu.se/en/latest/news/researchers-map-finnish-and-swedish-media-landscapes
http://www.nordicom.gu.se/en/media-research/current-literature
http://www.nordicom.gu.se/en/latest/news/new-and-exciting-among-research-literature
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Internet Use 

Nordic capital cities are Europe’s most avid internet users 
Internet | Nordic Countries October 2017 | EH 

The people of the Nordic capital city regions are Europe’s most avid internet users. This is according to 
new statistics from Eurostat, comparing the internet development in over 200 European regions. 

Eurostat, the statistical office of the European Union, has published a regional yearbook aiming to 
provide European statistics collected on regions across a broad range of subjects, for example ICT use. 
While the yearbook focuses on the EU regions, statistics for Norway and Iceland are also available. 
The data in the report are based on NUTS level 2 regions, with Denmark and Finland divided into five 
regions and Sweden into eight. As for the other Nordic states, Norway is divided into seven regions 
while Iceland is composed of just one. 

Internet use high in all Nordic regions 
Regular internet use is relatively high in most EU regions. In a third of the EU regions, the share of the 
population making regular (daily/weekly) use of the internet reached or surpassed 85 per cent in 2016. 
While all regions in the Nordic countries reached this level, Denmark and Norway distinguish 
themselves with over 90 per cent regular internet users in all regions in 2016. In 2014 Iceland had the 
highest share of internet users of all the Nordic countries, but as 2014 is the most up-to-date data 
available for Iceland, the country is omitted from the other comparisons below. 

 Copenhagen and Stockholm are the most mobile 
The use of mobile devices (such as smart phones) to access 
the internet away from home or work is increasing. The 
map shows that this is particularly common in the Nordic 
regions. 

In almost all regions in Denmark, Norway and Sweden, 
more than three of four citizens used a smart phone or 
tablet to access the internet in 2016. The same was true for 
Finland’s two southernmost regions: the capital region and 
Etelä-Suomi. (The data refer to the use of mobile devices 
away from home or work during a period of three months.) 

The highest use of mobile devices for internet access (85 
per cent or over) was reported in the Danish and Swedish 
capital regions, as well as in two Dutch and two British 
regions. 

Mobile devices to access internet by region 

Source: Eurostat – link to the map 

Social media use popular in the Nordics 
One of the most common online activities is social networking. More than half of the individuals in 
the EU-28 used the internet for this activity in 2016, for example using sites such as Facebook and 
Twitter (during a period of three months). Again, the Danish and Swedish capital regions top the 
rankings, here followed by the Danish region of Midtjylland (sharing third place with the Belgian 

http://ec.europa.eu/eurostat/statistics-explained/index.php/Eurostat_regional_yearbook
http://ec.europa.eu/eurostat/web/nuts/overview
http://ec.europa.eu/eurostat/statistics-explained/index.php/Eurostat_regional_yearbook
http://ec.europa.eu/eurostat/statistics-explained/index.php/Eurostat_regional_yearbook
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capital region and the British region of Scotland). In these regions, nearly eight of ten used social 
media in 2016. In Norway, both the capital region (Oslo) and Tröndelag were at the same level. 

Nordics top e-government and e-commerce use 
The use of e-government and e-commerce is also common in the Nordic countries. For example, a 
regional comparison of e-government use shows five of the top seven places held by Danish regions, 
accompanied by the Finnish and Swedish capital city regions, all with at least 86 per cent of 
individuals having used e-government during the 12 months prior to the 2016 survey. And, during the 
same period, almost all Nordic regions had a level of over 70 per cent of their population using e-
government services. 

As for e-commerce, the regions with the highest shares are spread across Nordic or western EU 
member states, e.g. all five regions in Denmark, three regions in Sweden, and the capital city region of 
Finland. (In all these regions, 75 per cent or more of the population reported having made online 
purchases of goods and services within the 12 months prior to the survey date.) The Norwegian 
regions, when added to the comparison, are even more prone to using e-commerce than their Nordic 
neighbours. 

Eurostat, Statistics explained: Digital economy and digital society statistics at regional level 
Eurostat’s regional database 
Read more about Eurostat's internet statistics on the national level 

About the surveys: The national statistical offices within the EU (as well as EFTA and candidate countries) 
conduct annual surveys on individuals’ use of computers and the internet (covering 16- to 74-year-olds). The 
surveys are part of a European project, and the data are reported to Eurostat. In general, the data presented in 
this overview were collected in the second quarter of the survey year. 

The NUTS classification is a regional classification of the EU member states, based on a hierarchy of regions, 
into three different levels, covering NUTS levels 1, 2 and 3 from larger to smaller areas. While the yearbook 
focuses on the EU regions, statistics for Norway and Iceland are also available in the database. 

Nordregio provides data on the Nordic regions:  
In the publication State of the Nordic Region 2016, Nordregio reports on the regional developments 
in the Nordic countries, using statistics, maps and analysis. Among the areas covered are 
economy, migration, employment, education and energy. Nordregio  is an institution within the 
Nordic Council of Ministers. All Nordregio's maps are available online. 

http://ec.europa.eu/eurostat/statistics-explained/index.php/Digital_economy_and_digital_society_statistics_at_regional_level
http://ec.europa.eu/eurostat/web/regions/data/database
http://www.nordicom.gu.se/en/latest/news/eu28-becoming-online-nordics
http://ec.europa.eu/eurostat/web/nuts/overview
http://ec.europa.eu/eurostat/web/regions/data/database
http://www.nordregio.se/Metameny/Nordregio-News/2016/State-of-the-Nordic-region-2016/
http://www.nordregio.se/
http://www.nordregio.se/en/Maps/
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The Danes are using fewer social media platforms 
Media Use | Denmark November 2017 | MVK 

It seems like the Danes no longer need to be active across social media platforms; an increasing number 
of Danish social media users are only active on one platform.  

The range of social media platforms has grown steadily in recent years and, as a result, users have set 
up profiles on more and more social media. However, new findings from the Danish Agency for 
Culture and Palaces show that this trend may have come to an end.  

The analyses shows that, compared to 2016, in 2017 more social media users were active on one social 
media platform alone. Similarly, the proportion of users active on two or more social media platforms 
fell in the same period.  

Figure: Share of social media users 16-89 years who use one or more social media platforms 
at least once a week, 2016 – 2017 (per cent) 

Source: Brug af sociale medier i 2017. 

Users turn to Facebook  
Media adviser Kasper Dalby from the Danish Agency for Culture and Palaces says: “Nine out of ten 
social media users that are only active on one platform use Facebook. It’s interesting because it’s 
happening at the same time as Facebook expand their services and moving into areas that other social 
media platforms or services previously covered”. 

The analysis also shows that the proportion of Facebook users using only Facebook and no other 
social media has increased from 28 per cent in 2016 to 38 per cent in 2017.  

Read more: KORT NYT: Brug af sociale medier i 2017 (in Danish) 

About the study: This study is a collaboration between Statistics Denmark and the Danish Agency for Culture 
and Palace’s Report on Media Development in Denmark (see the English summaries). The results are based  
on 5,699 answers from telephone interviews or web schemas, collected from March to May 2017 among  
a representative sample of the Danish population aged between 16 and 89.  
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The Swedes and the Internet 2017 
Media Use | Sweden October 2017 | KH 

Swedish pensioners are online to an increasing extent. Younger Swedes, however, use the internet more 
often than older Swedes.  This year, the survey The Swedes and the Internet from the Internet Foundation 
in Sweden shows for the first time that a majority (56 per cent) of people over 75 years old use the 
internet. 

The increasing numbers of retirees using the internet is a natural development, as a growing proportion 
of retirees belong to a generation who were still in working life when the internet became an integral 
part of our lives at both home and work. When it comes to internet access, the digital gap is no longer 
between pensioners and others but between senior retirees over 75 years old and the rest. 

Figure: Access to the internet at home (share of the population, per cent) 

Source: The Swedes and the Internet 2017 

Among people aged 66 to 75 years internet access is at 95 per cent, while it is at 68 per cent for those 
who are older. In the age group over 75 years, 54 per cent have their own computer, 33 per cent have a 
smartphone, and 24 per cent have a tablet. Older people do not use the internet daily to the same extent 
as younger people do. They also do not have the habit of using the internet on their smartphone to the 
same degree as younger people do: almost all young people make use of the internet on a smartphone, 
while only half of the population aged 66 to 75 years, and one in five among those over 75 years old, 
do so. 

Daily press and Facebook 
Daily newspapers are read by 40 per cent of internet users. In the age group 46 to 55 years, 56 per cent 
read daily news on the internet; the corresponding figure is four of ten among retirees aged 66 to 75 
years, and one third among people over 75 years old.  

The use of Facebook continues to increase, with over half of internet users using it daily. The 
proportion has increased in all age groups except the younger ones. 
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Among pensioners between ages 66 and 75, 38 per cent use Facebook daily, while among those over 
75 years old every fourth person does so. 

Figure: Facebook users (share of the internet users, per cent) 

Source: The Swedes and the Internet 2017 

The most common Facebook activity among internet users up to 65 years old is to use Messenger, 
most commonly among 16- to 25-year-olds (95 per cent). Among people over 75 years old, 40 per 
cent use Messenger. 

Read more: 
The Swedes and the Internet 2017, English summary 
Svenskarna och internet 2017, full report in Swedish 

About the survey: The Swedes and the Internet is an annual individual survey on internet use, and was first 
conducted in 2000. This year’s survey lasted from February to April. The principal for the survey is the Internet 
Foundation in Sweden (IIS). Swedes and the Internet is the Swedish part of the World Internet Project, an 
international research project that follows the internet’s spread and use around the world. 
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Films and Books 

Film in cinemas in the Nordic region 
Films | Nordic countries October 2017 | EH 

Icelanders go to the cinema more often than other Nordic people, and domestic films are popular in all 
Nordic countries. But the shares of women and men in Nordic films are still unbalanced. These are some 
of the key figures presented in a compilation of Nordic film and cinema statistics. 

The Nordic Agency for Cultural Policy Analysis (Kulturanalys Norden) has 
published key data on cinemas, films and revenues on the Nordic markets, as well 
as data on gender equality regarding Nordic films. The publication is the first in a 
pocket series aimed at presenting Nordic cultural statistics. 

Stability on the cinema market 
The publication shows that the number of cinema admissions in the Nordic region 
remained stable during the period 2005 to 2016. But some are more avid 

cinemagoers than others: Icelanders go to the cinema most often, while Faroe Islanders are the ones 
who go to the cinema the most rarely. The number of cinemas, screens and seats also remained 
relatively unchanged from 2010 to 2016. In Sweden, however, the number of cinemas and screens 
decreased somewhat, and in Denmark the number of screens rose. 

Domestic productions in the top 
Based on tickets sold, North American films took the major market shares of cinema releases in the 
Nordic region in 2016. By contrast, the most viewed film in each Nordic country, respectively, was a 
domestic production. 

Still no gender equality 
The shares of men and women in key positions – directors, producers, scriptwriters – or in lead roles 
in domestic films fall almost exclusively outside the range of 40 to 60 per cent, which is often used as 
an indicator of gender equality. The data refer to domestically funded or premiered feature films in the 
Nordic region. The exception was the proportion of women directors and scriptwriters in Sweden and 
the number of women producers in Iceland. 

Recommendations for future statistics 
The Nordic Agency for Cultural Policy Analysis concludes that Nordic film statistics sometimes differ 
in terms of scope and content as well as availability, and thus are not always directly comparable. In 
the publication, the Agency presents recommendations for future statistics, in order to better compare 
the Nordic countries. One of the proposals is that the Nordic countries together should define and 
make available comparable gender equality data for all films shown in the Nordic region (primarily 
domestic productions), since the current statistics differ in both design and availability. 

Download the publication (tables in English) and the English summary here 

About the Nordic Agency for Cultural Policy Analysis: The agency is tasked with developing statistics and 
knowledge bases that are useful to decision-makers wishing to develop Nordic cultural policy and strengthen 
Nordic cultural life. It was initiated by the Nordic Council of Ministers, and is located at the Swedish Agency for 
Cultural Policy Analysis (Myndigheten för kulturanalys). Read more background information. 

http://www.nordicom.gu.se/en/latest/news/film-cinemas-nordic-region
http://nordicom.gu.se/en/latest/news/new-nordic-knowledge-centre-cultural-analysis
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The Danish book market 2017 
Books | Denmark November 2017 | MVK  

The Danes’ desire to read is changing, and the use of digital media such as audio books is advancing.  
This is according to new figures from the Danish Book and Literature Panel’s annual report. 

The report also shows that those who read fiction frequently—weekly or more 
often—are getting fewer. This development is most pronounced among 30 to 
39-year-olds, with a decrease of 9.3 per cent between 2010 and 2016. The
decrease is visible among both men and women.

Reading is not about to disappear 
According to the report, published for the third time by the Danish Ministry  
of Culture’s Book and Literature Panel, the reading of fiction and non-fiction 
is not about to cease. 

The chairperson of the Book and Literature Panel, Stig Hjarvard, says, “Given that the public regularly 
expresses concern about whether reading books is coming to an end due to, for example, an increased 
supply of digital media and impaired reading skills. It’s interesting to see that the proportion of non-
readers – those who do not read at all – is actually falling”. 

In 2016, when the figures in the report were collected, the proportion of people who never read fiction 
was at its lowest level since 2010. The numbers show that only 17.8 per cent of Danes don’t read 
fiction at all.  

Audio books: a big hit among Danes  
For the first time, the report can also present statistics for the production of audio books. It shows that 
there has been a significant growth in the supply of audio books, and online audio books in particular 
(i.e. those that are only available via the internet). According to the report, the publishers’ digital 
revenue for audio books increased by 27 per cent from 2015 to 2016 – an increase from 51 million 
Danish crowns to 65 million. 

More online audio books are also being borrowed from the web service of the public libraries. During 
the first six months of 2017, an average of 141.285 online audio books were borrowed per month. This 
is an increase of 10 per cent compared to last year’s average.  

Read more and download the Book and Literature Panel’s annual report (in Danish) 
Find the previous reports from 2016 and 2015 (in English) 
Read more about the Book and Literature Panel in Denmark (in Danish) 

About the report: Based on statistics, the annual report 2017 maps how the numbers are distributed in the book 
industry, from the moment the book is produced until it is in the hand of the reader. In this way, the figures take 
into account the entire circuit, from production, to distribution and consumption. 

https://slks.dk/bogen-2017/
http://www.nordicom.gu.se/en/latest/news?field_kategori_land_tid_i18n%5B%5D=6664&field_kategori_medietyp_tid_i18n%5B%5D=6669
https://slks.dk/bogen-2017/om-panelet/
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Study of Danish children’s reading habits 
Reading | Denmark October 2017 | EH 

Danish children read less in their spare time, and especially girls have changed their reading habits. 
These are some of the conclusions in a study of Danish children’s reading habits, media habits, and 
library use by the Danish Think Tank – Libraries of the Future. 

The report Børns læsning 2017 (Children’s Reading 2017) presents the results from a quantitative 
study of children’s spare-time reading and media habits. As a similar survey was done in 2010, with 
the new data from 2017 researchers can say something about the developments over the past seven 
years. Some of the study’s key points about children’s reading and library use are: 

Children read less in their free time in 2017 compared to 2010. 
Overall, there has been a decrease, from 61 per cent to 56 per cent, in 
children who read at least several times a week. 

The drop in time spent on reading is mainly seen in girls: in 2010, 
68 per cent of girls read at least several times a week compared to 53 
per cent of boys; by 2017, these numbers had fallen to 59 per cent for 
girls and 52 per cent for boys. 

Children generally spend more time on social media and reading 
online texts than on reading books. 

71 per cent of children borrow books at the library at least once a 
year, while 29 per cent generally never borrow books at the library. 

This study of children’s reading and media habits is part of a larger project called Reading Culture & 
Joy of Reading Among Danish Children. 

Read more and download the report (in Danish) 
About the Danish Think Tank – Libraries of the Future 

About the study: A total of 8,721 children (pupils in the 3rd to 7th grades) participated in the study, which makes 
it the most extensive study of children’s reading habits ever conducted in Denmark. The survey is quantitative, 
and will be followed by a qualitative study. The report incorporates an overall broad comprehension of reading, 
covering the reading of both printed and digital texts. 

http://www.fremtidensbiblioteker.dk/analysis--projects
http://www.fremtidensbiblioteker.dk/analysis--projects
http://www.fremtidensbiblioteker.dk/greb-til-lselyst-2
http://www.fremtidensbiblioteker.dk/greb-til-lselyst-2
http://www.fremtidensbiblioteker.dk/the-danish-think-tank--libraries-of-the-future
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Cultural habits among Swedish children and youth 
Cultural Habits | Sweden October 2017 | EH  

The Swedish Agency for Cultural Policy Analysis has examined the cultural habits of children and young 
people. The most common media-related activity is watching online videos, which a majority of children 
and young people do every day. 

The report on cultural activities among children and adolescents focuses on 
young people’s cultural habits in their leisure time, both at home and away 
from home. Media-related issues in the report include reading books and 
papers, and various cultural activities via media such as films, TV programmes, 
online videos, mobile games, etc. The study was conducted among fifth and 
eighth graders, as well as students in their second year of upper secondary school. 

TV and online video are popular 
Of the activities involving visits to cultural institutions, going to the cinema is 
the most common among children and youth. Otherwise, watching movies or 

TV programmes and series is very prevalent. The most common media-based cultural activity is 
watching online videos, which most children and adolescents do on a daily basis. 

Children read fiction, adolescents read newspapers 
As for reading habits, the report shows that the fifth graders primarily read books, followed by other 
publications/magazines (not newspapers) and listening to audio books. For the eighth graders, it is 
roughly equally common to read fiction, newspapers, and other publications/magazines. Among those 
in upper secondary school, it is most common to read newspapers, followed by fiction and other 
publications/magazines. 

Significant gender differences for digital games 
Based on all children and young people’s right to culture, the Agency has also studied whether there 
are differences between different groups regarding gender, parents’ education and foreign background, 
also analysing the reasons for and impediments to children and young people’s participation in culture. 
As for gender differences, the results show that girls read more fiction and blogs than boys do, while 
there are no differences with regard to reading non-fiction and newspapers. Equal numbers of girls and 
boys play mobile games and RPGs/board games, although boys play mobile games more often than girls. 

There are considerable gender differences in the upper grades with respect to playing computer and 
video games, with boys playing more than girls. Similarly, boys watch gaming (video or computer 
games) to a much larger degree than girls do. 

Download the report, in Swedish, summary in English (PDF) 
Read more in Swedish 

More about the survey: This quantitative survey was conducted by the Swedish Agency for Cultural Policy 
Analysis in cooperation with Statistics Sweden and in collaboration with six Swedish regions. The study aims to 
contribute knowledge about the cultural participation of children and adolescents, and to serve as a basis for 
national policy. The study will be followed up with analyses of individual cultural activities or other recreational 
activities that are related to each other, examining whether there are overall patterns and relationships with 
different background factors. Read more about the Agency for Cultural Policy Analysis here. 

http://kulturanalys.se/wp-content/uploads/Barns-och-ungas-kulturaktiviteter.pdf
http://kulturanalys.se/aktuellt/ny-rapport-vad-gor-barn-och-unga-pa-fritiden/
http://kulturanalys.se/en/
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The e-book: a discreet challenger on the book market 
Books | Sweden November 2017 | MJL  

Nordicom is now launching a new book that explores the development of the e-book in Sweden from 
different perspectives: authors, readers, publishers, booksellers and libraries. In the new publication 
Books on Screens. Players in the Swedish E-book Market, six researchers have followed the e-book during 
its introduction on the Swedish book market in a joint project. 

After being unchallenged for almost five centuries, the printed book now has a 
competitor: the e-book. The possibility of digital book reading affects many, but 
to what extent do the different actors support the change? The current study 
suggests that the e-book has complicated the situation on the Swedish book 
market. 

“Tensions have arisen between different actors in the same industry. Not only 
because they are competing with each other, but also defending their ideologies, 
choices, and habits”, says Annika Bergström, one of the authors of the book. 

Low take-up of the e-book in Sweden 
In Sweden, the use of e-books has been low in comparison to English speaking countries. The study 
explains this by the e-book not having found a mature position in the Swedish book market. Sales are 
limited and libraries have limited resources. 

The different actors in the e-book context are blaming each other for the lack of success, the publishers 
blame poor reader demand while the libraries call for more titles and lower prices. But the current 
study also identifies the lack of marketing by the publishers as one reason. 

“The publishers do not market the e-book to the same extent as the printed book, this is because the 
profit levels for the e-book are much lower”, says Thomas Wilson, another author of the book.   

Uncertain future 
Other examples of questions that are being raised in the book are how areas such as education, culture 
and media are affected by the emergence of the e-book and how the e-book has entered the political 
scene as an object for legislation. However, when it comes to the future of the e-book, the study 
predicts some changes. 

“The development suggests that the future of e-books might lie in the hands of other kinds of actors 
who are not traditionally related to book production or distribution. For example, the e-book can 
change the education sector globally and is already part of higher education” says Lars Höglund, 
another author of the book. 

The book is available for download and as an e-book (both open access) or to order in print here.. 

The six authors are: Annika Bergström, Lars Höglund, Elena Maceviciute, Skans Kersti Nilsson, Birgitta Wallin, 
Thomas D. Wilson. 

http://www.nordicom.gu.se/en/publikationer/books-screens
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Media Policy, Journalism & Freedom of Expression 

Media issues on the Nordic agenda 2018 
Media Policy | Nordic December 2017 | MJL 

During Sweden’s presidency of the Nordic Council of Ministers, media issues will have an important 
place on the Nordic agenda. Focus will be on empowering children and young people as conscious media 
users and countering disinformation on the internet.  

Next year Sweden assumes the presidency of the Nordic Council of Ministers. The programme 
focuses particularly on media and digitalisation issues. Some of these are:   

• Children and young people as conscious media users: In our current media landscape,
alternative sources for information are playing an increasingly important role. The Swedish
presidency will prioritize empowering children and young people as conscious media users,
while also protecting them from harmful media influences.

• Disinformation and issues concerning freedom of expression: Deliberate disinformation and
state-controlled propaganda activities online are becoming more common and undermining
trust in institutions and traditional media actors. The discussion about the role of traditional
news media and public service will be intensified. The Nordic Council of Ministers’ support
of independent Russian-language media in the Baltic countries will continue.

• Threats and hatred: The climate of discussion and debate in the Nordic countries has become
vitriolic, which can be seen in the threats and hatred targeted at elected representatives,
journalists, and artists. The Swedish presidency will give particular attention to the safe haven
system in the Nordic countries.

Sweden is taking over from Norway, who held the presidency during 2017. 

Download the programme via Nordpub, the Nordic Council of Ministers’ common publication portal 

 
 
 
 
 

Nordic report: Politicians can reduce the spreading of fake news 
In cooperation with the Nordic Journalist Center, Nordicom was arranging an expert meeting on fake news in 
September. Among other things, the meeting discussed definitions of the concept, the responsibility of social 
media, media and information literacy and possible legislation. A report from the expert meeting, Memorandum on 
the Nordic Council of Minister’s Expert Meeting on Fake News, is now available on Nordicom’s website. 

http://norden.diva-portal.org/smash/record.jsf?pid=diva2%3A1151389&dswid=-8824
http://njc.dk/
http://www.nordicom.gu.se/en/latest/news/politicians-can-reduce-spreading-fake-news
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European Media Policy newsletter no. 3, 2017 
Media Policy | Europe November 2017 | EH 

The European Media Policy newsletter from Nordicom provides an update on 
policy developments at the European level. It concentrates on news from the EU – 
current issues and trends in media policy, new proposals for legislation, debates in 
the European Parliament, recently taken or impending policy decisions and 
reactions among those concerned, EU studies in the field, etc. 

The latest issue (November) gives an overview of policy developments regarding the internet/tech 
industry, freedom of expression, copyright, privacy data protection and media in general. 

Read the whole newsletter no. 3, 2017 (PDF) 
Read previous issues and/or subscribe (free service) 

New report on European advertising law 
Media Policy | Europe December 2017 | EH 

A new report from the Audiovisual Observatory deals with the European regulatory framework for 
advertising, sponsorship and product placement in the media. Focus is on the ongoing revision of the 
AVMS directive and what the future may hold. 

The media legislation in Europe is undergoing a major overhaul in the form of the 
revision of the Audiovisual Media Services Directive (AVMSD). This new report 
analyses how the current legislation on commercial communications – i.e. 
advertising, sponsorship and product placement – is involved in this revision and 
what changes to expect. 

The report starts with an overview of the current challenges facing the digital 
advertising ecosystem –  e.g. data protection concerns and the future of traditional 

advertising-financed media – and continues with an investigation of the current AVMSD rules. 
Moreover, the report provides country by country information on the national implementations of the 
AVMSD rules (e.g. on product placement), as well as on the self and co-regulation in the European 
advertising sector (e.g. on adverts for alcohol). 

Read more and download the report here 

About the European Audiovisual Observatory: This European public service body is comprised of 40 member 
states and the European Union, represented by the European Commission. It provides information on the various 
audiovisual markets in Europe and their financing, and analyses and reports on the legal issues affecting the 
different sectors of the audiovisual industry. Read more.  

http://www.nordicom.gu.se/sites/default/files/Dokument/Mediefakta/nyhetsbrev/emp3-17.pdf
http://www.nordicom.gu.se/sv/aktuellt/nyhetsbrev
http://www.obs.coe.int/-/pr-iris-plus-commercial-communications?redirect=http%3A%2F%2Fwww.obs.coe.int%2Fhome%3Fp_p_id%3D101_INSTANCE_Wm5VszjBBjEf%26p_p_lifecycle%3D0%26p_p_state%3Dnormal%26p_p_mode%3Dview%26p_p_col_id%3Dcolumn-10%26p_p_col_count%3D2#p_101_INSTANCE_Wm5VszjBBjEf
http://www.obs.coe.int/about
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UNESCO: The status of free speech in the world 
Freedom of Expression | International November 2017 | MJL  

Increase in online hate speech, the spreading of unverified “fake news” and continuing threats to 
journalists physical and digital safety. That’s some of the challenges that the changing media landscape 
have brought, according to the new UNESCO report World Trends in Freedom of Expression and Media 
Development.  

On November 6, 2017, UNESCO presented their new report World Trends in 
Freedom of Expression and Media Development - Global report 2017/2018. 
The report offers a critical analysis of new trends in media freedom, pluralism, 
independence and the safety of journalists. In addition, a special focus is put 
on gender equality in the media.  

Filter bubbles and “fake news” 
Access to a plurality of media platforms has continued to expand, according to 
the report. To sort through the increasing amount of information and to rank 

search results, algorithms are being used. These have contributed to the creation of what have been 
called “filter bubbles”, which in turn have had an effect on the public debate, mainly when it comes to 
the increased spread of “fake news” during for example electoral contests. 

Trends show that many new initiatives to counter the spread of hate, misogyny, racism, and fake news 
online have taken shape. Tools have included media and information literacy campaigns, partnership 
with fact-checking organisations and support to journalists.  

Reduced confidence in news media 
The report also shows a declining trust in news media. Disruptions in the business models of 
traditional media have been seen as contributing to increasing dependence on government and corporal 
subsidises, thereby raising concerns on potential impact on editorial independence.  

Continuing threats to safety of journalists 
During the period covered by the study, there has been a substantial rise in violence against journalists, 
including kidnapping, enforced disappearance and torture. Digital safety is also an increasing concern 
with threats posed by intimidation and harassment, disinformation, website defacement and technical 
attacks. Women journalists, in particular, have experienced increasing online abuse, stalking and 
harassment. 

Equality in the media 
Pluralism continues to be limited by the ongoing fact that women remain heavily underrepresented in 
the media workforce, in decision-making roles, and in media content, both as sources and subjects. 

In response to the continuing marginalization of women, a range of civil society organizations, media 
outlets and individuals have developed initiatives to change the picture, including through the 
UNESCO-initiated Global Alliance for Media and Gender and by applying the Gender-Sensitive 
Indicators for Media. 

The full report will be released in December this year, main trends and executive summaries are 
already available here.  

http://www.unesco.org/new/en/communication-and-information/crosscutting-priorities/gender-and-media/global-alliance-on-media-and-gender/homepage/
http://www.unesco.org/new/en/communication-and-information/crosscutting-priorities/gender-and-media/gender-sensitive-indicators-for-media/
http://www.unesco.org/new/en/communication-and-information/crosscutting-priorities/gender-and-media/gender-sensitive-indicators-for-media/
https://en.unesco.org/world-media-trends-2017
https://en.unesco.org/world-media-trends-2017
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Continuing decline in Internet freedom 
Freedom of Expression | International November 2017 | EH  

A new report from Freedom House shows that, in 2017, internet freedom declined for the seventh 
consecutive year. Governments’ manipulation of social media is one explanation for this decline. Iceland 
and Estonia top the list of countries with high internet freedom. 

Freedom online decreased in half of the 65 countries included in the Freedom on the Net 2017 report. 
Only 13 countries showed improvements, which were minor. The fact that social media is increasingly 
manipulated in order to undermine democracy is one explanation for the negative development. In 30 
of the countries assessed there were government attempts to control online discussions, and in at least 
18 countries (including the United States), manipulation and disinformation played an important role 
in elections. 

Other negative trends are an increasing number of governments shutting down mobile internet services 
to prevent information dissemination, and a dramatic increase of attacks on independent media and 
legal activists. 

Map: Freedom on the Net 2017 

Source: Freedom on the Net 2017, Freedom House 

Only a quarter of the Internet users live in countries Freedom House categorizes as ‘free’ in relation to 
the internet. Iceland (the only Nordic country included in the survey) and Estonia together top this 
positive end of the list. Their populations’ high internet use as well as steps to strengthen e-governance 
initiatives are some features highlighted in the country reports. At the opposite end of the list, China, 
Syria and Ethiopia are noted as the worst countries for freedom on the Internet. 

The full report is available here 
Country report for Iceland 
Country report for Estonia 

About the report: Freedom on the Net 2017 covers 65 countries – accounting for almost 90 per cent of Internet 
users worldwide – in six regions around the world. The countries were chosen to illustrate Internet freedom 
improvement and decline in a variety of political systems. The numerical ratings and reports include a focus on 
developments between June 1, 2016 and May 31, 2017. Read more about Freedom House. 

https://freedomhouse.org/report/freedom-net/freedom-net-2017
https://freedomhouse.org/report/freedom-net/freedom-net-2017
https://freedomhouse.org/report/freedom-net/2017/iceland
https://freedomhouse.org/report/freedom-net/2017/estonia
https://freedomhouse.org/about-us
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Media Freedom Navigator compares media freedom indices 
Freedom of Expression | International December 2017 | MJL  

Media Freedom Navigator is a website developed by the German DW Akademie, where the users 
themselves, through navigating an interactive world map, can compare global press and development 
indices.  

For somebody who wants to find out how the world’s doing when it comes to media freedom, there 
are several different indices to turn to. To increase awareness of how these different indices are 
generated and how they compare to one another, the German organisation DW Akademie, working 
with international media development, has developed Media Freedom Navigator, a web service that 
compares the world’s media freedom index.  

Media Freedom Navigator, the interactive world map. 

The website consists of an interactive world map where eight global indices are compared. Among 
these are, for example, Reporters without Borders’ World Press Freedom Index, Media Freedom 
House’s Freedom of the Press Report and the UN’s Human Development Index. The idea is that 
Media Freedom Navigator will help raise awareness about how the different indices are generated and 
help users interpret what the rankings and indices are really saying, since each analysis has its own 
strengths and weaknesses.  

Media Freedom Navigator is found on DW Akademie’s website 
Read more about the Media Freedom Navigator here 

Read more: DW Akademie is part of Deutsche Welle (DW) and is the German international broadcaster's centre 
of excellence for training and knowledge transfer. Media Freedom Navigator is based on DW Akademie’s 
guidebook Media Freedom Indices – What they tell us and what they don’t from 2014. The guidebook contains 
detailed information on the different indices’ backgrounds, methodologies, strengths and weaknesses. Download 
the guidebook here. 

http://akademie.dw.de/navigator
http://www.dw.com/en/interview-new-website-provides-overview-of-media-freedom-worldwide/a-18416347
http://www.dw.com/en/dw-akademie/about-us/s-9519
http://www.dw.com/en/about-dw/profile/s-30688
http://www.dw.com/en/analyzing-media-freedom-rankings/a-17730692
http://www.dw.com/en/analyzing-media-freedom-rankings/a-17730692
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Negotiating Journalism. Core Values and Cultural Diversities 
Freedom of Expression | International October 2017 | MJL 

The new Nordicom anthology Negotiating Journalism. Core Values and Cultural Diversities examines 
journalistic core values as perceived and renegotiated in Bangladesh, Norway and Tunisia, including 
Colombia in one chapter. 

The comparative chapters discuss and reflect on what journalism and its values 
are; for instance exploring objectivity, autonomy, the watchdog role, press 
freedom and its obstacles. In addition, some chapters look into empirical 
events and debates on the role of journalism in times of ideological conflicts: 

– To mention a few examples of the case studies, we look into challenges for
press freedom and how the media regulation plays out in post-revolution
Tunisia. Another example is a chapter on the killing of bloggers in Bangladesh.
Then, there is a chapter about the tangible change for cartoonists in Norway,
says Elsebeth Frey, one of three editors of the anthology.

The authors are journalism teachers/researchers and present/previous students from the journalism 
education in Oslo, Norway, Dhaka, Bangladesh and Tunis, Tunisia, all part of a transnational network 
and development project called Shared Horizons. 

Editors are Elsebeth Frey, Mofizur Rhaman and Hamida El Bour. 

Read more, order or download the publication (open access) 
Article: Launching the anthology Negotiating Journalism 16.10.2017 

More Anthologies and Research Articles 

Beyond the Stereotypes? 
Images of Boys and Girls, and Their Consequences 
Yearbook | November 2017 | Nordicom: International Clearinghouse for Children, Youth and Media 

The Clearinghouse Yearbook of 2017 presents examples of interventions from 
around the world attempting to break gender barriers in media and, secondly, explore 
the influence and consequences of exposure to gender representations – both 
traditional as well as counter-traditional – on children and youth. The initiation of 
this volume was motivated by many dedicated scholars, practitioners, and activists 
worldwide to rectify gender inequalities portrayed in media consumed by children. 
Editors: Dafna Lemish and Maya Götz. 

Read more, order or download the publication (open access) 
The previous yearbooks from the Clearinghouse are available for download here 

https://blogg.hioa.no/jmic/projects/global-intermedia-dialogue-projects-conferences/
http://www.nordicom.gu.se/en/publikationer/negotiating-journalism
http://www.nordicom.gu.se/en/latest/news/launching-anthology-negotiating-journalism
http://www.nordicom.gu.se/en/publikationer/beyond-stereotypes
http://www.nordicom.gu.se/en/publications/books?field_publicerad_lang_1_tid_i18n=All&field_publicerad_r_tid=All&field_kategori_1_tid_i18n=856&field_publikationsform_tid_i18n=All
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Nordicom Review 38 (Special Issue 2) 2017 
Photojournalism & Editorial Processes. Global Similarities, Local Differences 

News media content is becoming increasingly visual. In the digital world, news 
editors have access to large amounts of visual materials from a multiplicity of 
sources. In particular, the rapid development of accessible technologies and the 
possibility of instant sharing of imagery on social media have helped usher in a 
democratization of photography.  

This special issue of Nordicom Review presents new research and international 
perspectives on photojournalism and editorial processes. The collection of 
articles addresses the topic through various theoretical and methodological 
lenses and in different contexts. Editors: Astrid Gynnild, Maria Nilsson, Anne 

Hege Simonsen and Hanna Weselius. 

Read more, order or download the articles (open access) 

Nordicom Review no. 2/2017 

The whole publication 
Some examples of the articles: 
Performing the Self in the Mainstream. Norwegian Girls in Blogging [Karolina 
Dmitrow-Devold] 
Ordinary People on Television. A Longitudinal Study of Swedish Television 
[Göran Eriksson, Leonor Camauër & Yuliya Lakew]  

Read Nordicom Review’s latest articles, published as online-first. 

Nordicom Information 2/2017 
Theme: Video (Culture)  

The use of online video has grown explosively and has become a very 
important part of our communication, both privately and publicly. The theme 
of this new issue of Nordicom Information is Video (Culture), and it examines 
the technological development and use of video, as well as its social, cultural 
and political significance. Editors: Maarit Jaakkola and Balder Holm. 

Read more, order or download the articles (open access) 
See the video presenting the publication  

http://www.nordicom.gu.se/en/publikationer/nordicom-review/nordicom-review-38-special-issue-2-2017
http://www.nordicom.gu.se/sv/publikationer/nordicom-review/nordicom-review-38-2-2017
http://www.nordicom.gu.se/sv/system/tdf/kapitel-pdf/10.1515_nor-2016-0391.pdf?file=1&type=node&id=38222
http://www.nordicom.gu.se/sv/system/tdf/kapitel-pdf/10.1515_nor-2017-0392.pdf?file=1&type=node&id=38519
http://www.nordicom.gu.se/en/publications/nordicom-review/latest-articles
http://www.nordicom.gu.se/en/publikationer/nordicom-information/nordicom-information-39-2-2017-video-kultur
http://www.nordicom.gu.se/en/nordicom-information-voldavideo-0217
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More research journals in the Nordic countries 
Research journals | December 2017 | EH, MJ 

In Denmark, Finland and Norway, the national research organisations in the media and communications 
field each stand behind a national research journal: MedieKultur in Denmark (in English), Media & 
viestintä in Finland (mainly in Finnish), and Norsk medietidskrift (abstracts in English). This autumn, 
the journals all released new issues. Moreover, the Finnish journal Lähikuva (Close-up) published an 
issue on Nordic film – and a new Nordic research journal, Rethinking Scandinavia, was launched. 

MedieKultur Vol 33, No 63 (2017) 
The national research association in Denmark (SMiD) has released a new issue 
of the scientific research journal MedieKultur. The theme of the autumn edition 
is Growing old with and via media. The journal includes four thematic articles 
covering internet use among older people. Moreover, the journal contains an 
open section and reviews. Read more here.  

Norsk medietidskrift 3/2017 and 4/2017 
Norsk medietidskrift no. 3/2017 includes, e.g., an editorial on the opening of 
Media City Bergen as well as one discussing 25 years of commercial public 
broadcasting, marking the 25th anniversary of the Norwegian channel TV 2. 
Norsk medietidskrift no. 4/2017 contains, amongst other things, articles on 
media use and conflicts concerning religion in Norway, and on children and 
 the elderly being marginalized as sources in the media. 
All issues of Norsk medietidskrift are available here (in Norwegian). 

Media & viestintä 3-4/2017 
Media & Viestintä’s special issue Truth, Lies, Media and Communication 
presents three research articles: an analysis of the concept of truth throughout 
the history of media research, a case study of affectivity and factuality in a 
lobby campaign, and an analysis of the "fake media site" MV-lehti’s 
accounting of its sources.  
Read the journal here (in Finnish) 

http://www.nordicom.gu.se/en/latest/news/growing-old-and-media-new-issue-mediekultur
https://www.idunn.no/nmt
https://journal.fi/mediaviestinta
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Lähikuva (Närbild) – about Nordic film 
There are flourishing times for Nordic film. This is noted by the editors of a 
special issue of the magazine Lähikuva, which discusses Nordic films from a 
Finnish perspective.  
Read more (article in Swedish)    
All issues (in Finnish; abstracts in English) 

Rethinking Scandinavia – a new Nordic research journal 
Rethinking Scandinavia is the name of a new online research journal in the field 
of Scandinavian studies. The idea behind this new publication was presented 
this summer during an international conference in Lund, Sweden. The journal is 
published by the Centre for Scandinavian Studies Copenhagen – Lund (CSS) 
and is published online four times a year. Read more here 

New issues of the research journals are regularly presented in Nordicom’s news flow. 

For new issues of Media Culture, Media & viestintä and Norsk medietidskrift, mark the key word Research 
Associations. 

For new issues of the research journals above, plus Nordicom Information and Nordicom Review (including Call 
for papers) and other Nordic research journals, mark the key word Research journals. 

http://www.nordicom.gu.se/sv/aktuellt/nyheter/finlandsk-tidskrift-diskuterar-nordisk-film
https://journal.fi/lahikuva/issue/archive
http://www.nordicom.gu.se/en/latest/news/new-research-journal-focusing-nordic-countries
http://www.nordicom.gu.se/en/latest/news?field_kategori_inneh_ll_tid_i18n_1%5B%5D=6701
http://www.nordicom.gu.se/en/latest/news?field_kategori_inneh_ll_tid_i18n_1%5B%5D=6701
http://www.nordicom.gu.se/en/latest/news?field_kategori_inneh_ll_tid_i18n_1%5B%5D=6700
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