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EVERYTHING 
WAS BETTER IN 

THE OLDEN DAYS
The debate about the media is keener than usual, and the dominating 

narrative is negative: The media’s credibility is at rock bottom, 
young people have isolated themselves on social media, and the 

media’s business models are in ruins. But was everything better in the 
olden days? Maybe not.  

By Dennis Christensen

DR Audience Research
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The development of the media is full of challenges. 
Traditional business models are being squeezed, 
the foreign media giants are resting on their 
users and their money, and the Danes are worried 
about fake news. But the story of general decline 
is, however, only one of several tales about the 
development of the media, mainly because it’s hard 
for the positive stories to make themselves heard. But 
they are there. You just have to look a little closer.

Although we have been talking about fake 
news all year, we have not been able to identify 
any negative change in the Danes’ trust of the 
major Danish news media, and although the Danes 
express some concern about fake news, they do 
consider themselves able to distinguish right from 
wrong. At the same time, they are critical of the 
source of what they encounter on social media.

For do you trust the media? Do you trust the 
Internet? Do you trust the social media? Or rather, 
maybe you trust the Berlingske. Information, 
Detektor or perhaps Kåre Quist. People trust the 
Internet and social media less, perhaps because 
they know full well that it’s a very mixed bag they 
encounter out there. But they still trust the media 
they are familiar with.

The young have, quite rightly, taken the new 
media offerings on board, and are major consumers 
of social media and streaming services. It’s quite 
clear that, when there are only 24 hours in the 
day and space has to be made for Snapchat and 
YouTube and Spotify and Facebook and Instagram 
and all the other new stuff, some of the traditional 
media must move aside. But there is also still time to 
watch The Great Bake off with the family. DR still has 
contact with more young people throughout the 
week than Netflix. And there is still the truth about 
young people’s media consumption: It’s not either 
or - it’s both and. Instead of spending most of their 
media time on a couple of simple media platforms, 
young people share their media time more evenly 
between media and platforms than their parents. 
Naturally, the parental generation will be more 

worried about the younger generation. But, like 
the generation before them, this generation of 
media users will probably get by too. Not in the 
same way as their parents, but in their own way. 
Because the truth is that the media world is not 
completely bad: Some things were definitely better 
in the olden days, but a lot is better now. And this 
is the subtle message we will be trying to share in 
Medieudviklingen 2017.

Dennis Christensen
Head of DR Audience Research
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DAILY TV TIME SPENT

The time consumption in 2017 includes deferred 
viewing 1-7 days after the time of broadcast.

Target group: 3+ years
Source: Kantar Gallup TV-Meter

 

2h 38 min
2016

2h 30 min
2017
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OLD TV IN NEW 
PACKAGING

The use of traditional TV continues to decline as more and more people are 
streaming. New opportunities to measure the Danes’ consumption of moving 

images has not revolutionised the global picture, but they do open up new 
methods for understanding the TV medium.

By Henrik Gregor Knudsen & Katrine Green

DR Audience Research
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TV viewing by the Danes has fallen from 2 hours and 
38 minutes in 2016 to 2 hours and 30 minutes in 
2017. Most of the decrease can be explained by the 
fact that figures for viewing now include the entire 
population, not just TV households, while the inclu-
sion of deferred viewing gives an increase of around 
4 minutes. If the many changes in methodology 
at the end of the year are disregarded, the actual 
decrease can be said to be a couple of minutes.

The fall in TV consumption reflects a continued 
polarisation between the younger and the older 
parts of the population. For example, 27% of the 
20-39-year olds have opted out of a traditional TV 
signal, which only 3% of the population over 40 
years of age have. At the same time, time spent 
among children and young people has reached 
historically low levels, while the level among the 
older viewers remains high

ALMOST EVERYTHING IS DONE THE OLD WAY
The new viewer measurement, which came into 
force at the beginning of the year, does not alter 
the balance of power on the Danish TV market 
fundamentally. TV 2 is still the largest, followed by 
DR, while MTG and Discovery Networks compete 
for third place. DR gains the most from including 
online viewing, while TV 2 gains somewhat less. 
This is due in part to the fact that DRTV is a much-
used streaming service, and partly that TV 2 owns 
a news and sports channel which is only watched 
with time-deferment to a limited extent.

After a 2016 with Football World Cup and the 
Olympics, both DR1 and TV 2 must give up some 
proportion of viewers in 2017. Both DR and the TV 2 
family are experiencing progress on several of the 
niche channels, however, which compensates in 
part for the loss of the main channels. DR K and TV 
2 News in particular have had a remarkably strong 
year. MTG and Discovery Networks are historically 
close and are enjoying particular success on 
account of their rights to football, which is both an 
attractive live product and an important factor in 
determining the size of the TV package.

 

Overall, a further consolidation of the market is 
taking place, in that the four large channel families 
increased their viewer numbers to 95% in 2017. 
This means that smaller channel families on the 
Danish market such as Disney, Viacom and Turner 
must surrender some of viewers. The small channel 
families are pressured by the fact that more Danes 
are switching to smaller TV packages. In addition, 
many people search against their preferred 
streaming service before zapping past the channel 
sites where a lot of the small commercial channels 
can be found.

REUNION WITH OLD GOLD
As we all know, old love never rusts, and this 

also applies to the Danes’ choice of TV content. 
The best example is Matador, which was shown for 
the seventh time on prime-time TV on DR1, to the 
delight of almost 1 million viewers. An examination 
of the ten most viewed programme series on DR1, 
TV 2, TV3 and Channel 5 shows that around three 
out of four programmes are either repeats or new 
episodes of old programme formats.

The list of old viewer gold includes, among 
others, X Factor, Den store bagedyst (The Great Bake 
off) and Gift ved første blik (Married at First Sight) 
on DR1, while TV 2 continues to enjoy success with 
Badehotellet (The Beach Hotel), Årgang 0 (Year 0) 
and Vild med dans (Strictly come dancing). In 2017, 
TV3 has broadcast and repeated over 700 episodes 
of Luksusfælden (The Luxury Trap) and has also had 
success with Robinson ekspeditionen (The Robinson 
Expedition), which was first shown in 1998.

Predominantly Danish drama can be found 
amongst the most popular new programmes in 
2017 - including Mercur on TV 2 Charlie, Herrens 
veje (The Ways of the Lord) on DR1 and Der kommer 
en dag (A Day Will Come) on TV 2. In addition, DR1 
has had, on average, just under 900,000 viewers 
of Historien om Danmark, while TV3 and Channel 
5 have enjoyed success with Forsidefruer (Front-
Page Women) and Brygmann og krigsveteranerne 
(Brygmann and the War Veterans).
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SHARE OF VIEWERS DIVIDED INTO CHANNEL FAMILIES

Period: 2017
Target group: 3+ years
Data: Live + VOSDAL + TS
Source: Kantar Gallup TV-Meter

4,9% 
Other

37,9% 
TV 2

36,7% 
DR

10,4% 
MTG

10,1% 
Discovery 
Networks
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INTERNATIONAL PREDOMINANCE 
ON THE STREAMING MARKET
46% of Danes stream films and TV series at least 
once a week, and this figure rises to 83% among 
the 15-29-year-olds. There are no official statistics 
for the time consumption of traditional TV and 
streaming that includes services such as Netflix and 
YouTube, but DR Audience Research estimates that 
approximately 64% of the 15-29-year-olds’ viewing 
of moving images in 2017 was via streaming. 
Among the population as a whole, traditional TV 
still accounts for 74% of the time consumption, 
against 26% for streaming.

YouTube and Netflix continue to have a firm hold 
on the Danes, and are used every week by 50% and 
37% of the population, respectively. DRTV is still 
the largest Danish streaming service, with a weekly 
consumer number of 31%. Viaplay has made huge 
progress, and has now overtaken TV 2 Play. The ser-
vice is used on a weekly basis by 15%, followed by 
TV 2 Play and HBO Nordic, both of which are used 
by every tenth viewer. Discovery Networks has not 
yet made a breakthrough to the Danes with either 
Dplay or Eurosport Player. This will possibly change 
in 2018, when Discovery Networks broadcast the 
Winter Olympics together with DR.

 
ARE CAT VIDEOS AND DEADLINE 
THE SAME THING?
The way in which we talk about TV and moving 
images changes as consumption switches from 
traditional TV to streaming. For example, there is 
often criticism of the number of repeat broadcasts 
on DR’s TV channels, while there is a demand 
among users of DRTV for precisely the opportunity 
to watch or re-watch all seasons of their favourite 
programmes. In a streaming reality, there is 
practically no sense in speaking about repeat 
broadcasts.

The restriction of the market is also increasingly 
a matter of rhetoric. For example, YouSee has up 
to now been a traditional distributor, but with the 
launching of ChriChriTV it has also thrown itself 
at content production. This venture is not at the 

present time, however, part of the official branch 
measurement - and even if it were, it would not be 
possible to compare youtuber, as YouTube  
is not part of the branch measurement either.

These changes are also reflected in the advertise-
ment market, where the money continues to move 
from traditional media to digital platforms. Up to the 
third quarter of 2017, TV accounted for 41% of the 
media agencies’ total advertising sales, compared 
with 38% for digital media. While TV commercials 
are sold for millions of kroner, many advertisers 
are trying other methods of getting their mes-
sages across. For example, sponsored content in 
collaboration between a company and a YouTuber 
or traditional TV programmes that are wholly or 
partially financed by an advertiser.

While a lot is done in the old way, streaming 
continues to change the way in which we use, talk 
about and finance TV. Something of a burning issue 
is the question whether cat videos on YouTube can 
be compared to Deadline on DR2. Apart from the 
obvious differences in content, this is, at the end of 
the day, a matter of moving images. They may be 
used in different ways and be based on different 
business models, but, when all is said and done, 
both cats and Deadline hosts vie for our time.

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

NEW VIEWER MEASUREMENT

On New Year’s Day 2017, a number of changes 

were made to the old TV Meter measurement, 

which makes it difficult to draw 1:1 comparisons 

with the old measurement. Apart from the well-

known TV Meter box, which is installed in 1,200 

households, measurement is now also done in two 

digital panels, while a total count of the traffic on 

the TV stations’ streaming services is carried out at 

the same time. The four data sources are merged 

together to form an overall number of viewers, 

making it possible to calculate TV viewing across 

traditional flow TV and deferred on-demand view-

ing. One of the most essential changes in the new 

measurement is that TV viewing is now calculated to 

include seven days’ deferred viewing. In addition, 

the consumption is now calculated among all Danes 

and not just TV households. The survey is still being 

implemented and improved on an ongoing basis.
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WEEKLY USERS OF 
STREAMING SERVICES

Target group: 12+ years
Source: Kantar Gallup Index Denmark (2nd + 3rd quarter)

2016 2017

YouTube

DRTV

TV 2 Play

Netflix

ViaPlay

HBO

Dplay

37%

15%

10%

0,1%

32%

7%

9%

50%

31%

11%

48%

26%

11%
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DAILY TIME SPENT OF RADIO

Target group: 12+ years
Kantar Gallup Radio-Meter

1h 56 min
2016

1h 51 min
2017
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CHANGES ON 
THE RADIO MARKET

After several years of relative calm on the distribution and supply side, 
2017 brought upheavals to the Danish radio market. The DAB standard 
was restructured, and for many Danes radio distribution via cable was 

disrupted, which produced minor fluctuations in radio listening. 
At the same time, podcasts have established a firm foothold among 

younger Danes in particular.

By Dennis Christensen & Peter Niegel

DR Audience Research
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Radio listening fell overall from 1 hour and  
56 minutes throughout the day in 2016 to 1 hour 
and 51 minutes in 2017. The fall is the greatest 
among the 20-39-year-olds, where listening fell by 
12 minutes. Overall, 92% of Danes listened to the 
radio on a weekly basis in 2017, which is a slight 
drop from 93% in 2016. DR’s share of radio listening 
fell from 73% in 2016 to 72% in 2017, while the 
commercial market and Radio24syv grew by 0.1 
and 0.3 of a percentage point respectively.

The year was marked by major changes in 
distribution, but these have only affected radio 
listening to a small extent. Radio listening has 
generally declined in recent years without the help 
of distribution restructurings, and there is also a lot 
to indicate that listeners have been prepared to find 
alternatives if their favourite channels have been 
affected by a change in distribution.

DAB BECAME DAB+
In the autumn the old DAB standard was restructu-
red to the new DAB+ and, as a result of this, DAB 
listening plummeted 40% immediately after the 
conversion to DAB+, but DAB listening has since 
risen again. Overall, DAB listening only decreased 
by 16% in the fourth quarter of the year, in relation 
to the first three quarters. At the same time, the 
conversion was not at the expense of any listening, 
as the listeners who left DAB simply looked for 
alternative forms of distribution instead. 

38% of households in Denmark had DAB radios 
before the conversion, but it was unclear, however, 
how many of them were able to receive DAB+. 
Furthermore, all DAB+ radios were to be reset on 
1 October, and this presented a challenge to the 
radio market, as one of the radio’s special features is 
precisely that it is easy to use, and that you seldom 
need to fiddle with settings. 

As mentioned above, the conversion resulted in 
a violent upheaval, but it had no notable effect on 
listening, as listeners were quick to find alternatives 
on FM and the net. DAB listening has grown again 
calmly and steadily as Danes have reset their radios 
or bought new DAB+ devices. 

GREATER RANGE OF CHANNELS
To start with, the conversion to DAB+ means that 
the Danes are able once again to listen to Radio 
Klassisk from Bauer Radio on DAB. We are not 
talking about a new channel, but a channel that 
used to be on DAB, but has in recent years been 
distributed on the Internet. The BBC World and 
Ekstra Bladet Radio channels have appeared in 
addition. There are as yet no listening figures for the 
new channels.

Although the DAB restructuring was of no 
great significance for overall listening, it affected 
the existing channels in slightly different ways. 
As stated, affected listeners sought alternative 
forms of distribution, and channels without an FM 
frequency were therefore impacted more severely. 
For example, listeners of the P5 DAB channel decre-
ased by 7%, while listeners of the P4 DAB and FM 
channel increased by 6%. This is explained by the 
fact that by far the majority of DAB devices are able 
to receive FM, and hence a lot of people, instead 
of throwing away DAB radios that did not support 
DAB+, simply set them to FM.

MORE PEOPLE ARE USING PODCAST
The figures for the last six months of 2017 show 
that 15% of Danes use podcasts every week. Not 
surprisingly, it is the younger Danes in particular 
who listen to podcasts. 16% of teenagers use the 
medium on a weekly basis, and among 20-39-year-
olds the level is 25%. Conversely, the level is only 
5% among Danes over 60 years of age.

The two largest actors on the Danish podcast 
market are DR and Radio24syv. DR’s podcast is 
used weekly by 8% of the population, while Radio-
24syv is used by 5%, which clearly indicates that 
podcast is still a phenomenon that is the strongest 
in relation to the talk-radio genre. Podcast is, more-
over, an opportunity for listeners to get the whole 
picture. Thus, 102,000 people listen to podcasts 
from both DR and Radio24syv. 

Podcast users are, generally speaking, a little 
younger than traditional radio listeners, which is 
why this contact is naturally of interest to the voice 
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THE TEN LARGEST RADIO CHANNELS 
IN DENMARK

Target group: 12+ years
Source: Kantar Gallup Radio-Meter

2016 2017

P4

P1

Nova

VLR

P3

P5

Radio24syv

P2 Klassisk

P7 Mix

Pop FM

13,5%

6,6%

3,1%

3,2%

2,1%

1,7%

15,7%

6,5%

2,7%

3,3%

2,5%

1,7%

38,3%

6,7%

5,0%

2,1%

35,9%

6,8%

4,8%

1,5%

radio channels, for example, whose flow listeners 
are characterised as being a little grey on top. 60% 
of podcast listeners are under 40 years old, and 
only 9% are over 60, which may help to ensure talk 
radio’s line of succession in Denmark.

PODCAST IS STANDING ON ITS OWN LEGS
The podcast media is in the process of maturing 
in Denmark To start with, most Danish podcasts 
were radio programmes which had been broadcast 
by radio, but new independent formats are now 
emerging, for example, the Mediano football 
podcast (around 19,000 listeners) and Politiken’s 
collaboration with Third Ear (around 55,000 
listeners). DR is also experimenting with new 
formats that are not necessarily broadcast by radio, 
but are nevertheless reaching a wide audience. 
Examples of this are Dobbeltmordet (Double 
Murder), which is a series that develops as it goes 
along with the help of listener contributions, and 
Equinox, which is a radio drama produced directly 
for the podcast medium on the medium’s own 
terms. The Dobbeltmordet series is retrieved 
approx. 73,000 times per episode, and the 
Equinox series around 31,000 times per episode. 

In total, downloads of podcast content from 
DR, whether they are broadcast by radio or are 
podcast-only, rose by 7% in 2017, as compared 
with 2016. New initiatives on the podcast market in 
recent years have been sponsors of, among other 
things, old DR hands such as the Monte Carlo guys 
and Anders & Anders. It will be interesting to see in 
the coming years whether the way will be clear for 
podcasts on the commercial market.
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PROPORTION THAT USES SOCIAL MEDIA 
ON A DAILY BASIS

Period: 2017
Target group: 12+ years
Source: Kantar Gallup Social Media Life

 

23%
Snapchat

18%
Instagram

65%
Facebook
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NATIONAL WEB MEDIA 
VERSUS 

GLOBAL GIANTS 
Danish Internet users are wading in digital offers and the battle for the 
users’ favour is being fought on a global stage between Danish actors 
and foreign mammoths such as Facebook, Google, Netflix and Apple. 

At the same time, the use of the net on mobiles is increasing.

By Tina Skov Gretlund & Sanna Høgenhaven Byrresen

DR Audience Research
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The development has been under way for a while, 
and for the first time Danish Internet users are using 
the net on a daily basis using mobiles rather than 
desktop computers. In 2017, 68% of Danes used the 
net from a mobile every day, while 62% used the net 
from a regular computer. The same tendency can 
be seen when we look at the time consumption. 
Danes spend just under one hour on the net using a 
computer, while the time consumption on mobiles 
continues to rise. Here Danes spent over an hour a 
day in 2017. It is the younger part of the population 
in particular that spends a lot of time on the net, and 
the time spent by 15-29-year-olds on social media, 
video and sound streaming and games is more than 
double the time consumption among Danes over 
30 years of age.

Users often use mobile services in quite short 
sessions, for example when they are using the 
bathroom or standing in a queue, and therefore 
a large time consumption is perhaps not always 
equally applicable as a criterion for success in the 
mobile world. Commitment or loyalty can be an 
interesting benchmark for media providers instead.

MANY USERS ON DANISH MEDIA SITES
Among the large Danish media sites that are 
participating in the Danish market measurement, 
it is the two public service media sites tv2.dk and 
dr.dk, that are in the strongest position in terms of 
weekly users, while bt.dk has the highest number 
of page views. Just under two million Danes use 
dr.dk and tv2.dk on a weekly basis, while bt.dk, as 
the third-largest site, has around 1.5 million weekly 
users.

THE BATTLE WITH THE GIANTS
In terms of users, things are going well for many 

Danish media sites, which acquired more users in 
2017 than in 2016. But there is still a hard battle to 
be fought with global companies, first and foremost 
Facebook, Google, Netflix and Apple. According 
to the report The Globalisation of the Danish 
Media Industry, these giants contribute to a great 
extent to defining the Danish media companies’ 

DAILY TIME
SPENT

Period: 2017
Target group: 15-74 years
Source: Kantar Gallup for DR Audience Research

15-29 years 30+ years

Streaming of tv, video and film

Streaming of radio and music

Sociale media

Games and gaming

23 min

18 min

60 min

51 min

31 min

20 min

97 min

54 min
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PROPORTION THAT USES 
THE NET ON A DAILY BASIS

Target group: 12+ years
Source: Kantar Gallup Index Denmark (2nd + 3rd quarter)
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technological, distribution and business conditions. 
For example, several of the global companies 
supply infrastructure for the Danes’ use of media, 
including search engines and browsers, just as a 
large proportion of the younger population regard 
social media as being their most important source 
of information. 

As far as the business side is concerned, 
Facebook and Google in particular define the 
Danish media companies’ opportunity for sales 
through advertising. According to the report, 
there is a strong growth in online advertising, 
but this is done predominantly on Facebook and 
Google. Over and above this, user-funded media 
content within TV and video streaming is growing, 
and the Danes spend their money more often on 
international rather than Danish services. In the long 
term, this may present a challenge to the scope of 
Danish content. On the other hand, there is still a 
limit to how many Danes reach into their pockets to 
pay for news on the Internet. In 2017, 7% of Danes 
paid for news on the Internet, compared with 6% 
in 2016. 

The battle for users is thus being fought on a glo-
bal ground, and the Danish media market is strongly 
influenced by and dependent on global giants such 
as Facebook, Google, Netflix and Apple.

DANISH PUBLISHERS ARE ACQUIRING 
NEW USERS FROM FACEBOOK
In November the official Danish net market measu-
rement - Danish Online Index - started to include 
Facebook in app use of the Danish websites. This 
has not been possible previously, which means that 
there is no real historical basis for comparison. With 
the new method for measuring Facebook in-app 
usage in the official Danish net market measurement,  
it has been shown that many of the users who come 
from the media’s Facebook pages do not otherwise 
visit the respective media sites. In other words, 
the largest media sites are growing markedly with 
this publication. Thus, the media’s presence on 
Facebook does not just add clicks to the media’s 
own pages, it also provides the opportunity of 

acquiring new users that the media would not 
otherwise have access to, in addition, of course, to 
making Facebook even more attractive to users. 
Apart from getting clicks, there is hence still an 
argument for appearing on Facebook with your 
media content. And it also appears that all of the 
large Danish media sites have chosen a relatively 
massive presence on Facebook, although some 
sites are more aggressive on their Facebook pages 
than others. The figures from October to November 
show that it is the younger part of the population in 
particular who visit media sites on Facebook, and 
that there are far more female visitors than male. 
Young people and women use social media more, 
so it is a natural consequence of their behaviour that 
they are over-represented. 

When the user figures for media sites get so 
much unique coverage from the media’s Facebook 
pages, this naturally gives cause to consider what 
it means for the sites of the individual publishers. In 
a survey undertaken, it can be seen, for example, 
that tv2.dk did not grow in 2017 in comparison with 
the preceding year, while the market measurement 
shows that tv2.dk is growing a lot. This may indi-
cate that the Danes are unable to decode whether 
they are actually visiting tv2.dk when coming from 
one of TV 2’s Facebook pages. It is interesting 
to following the development and the Facebook 
pages’ spill-over onto the media’s brands. If the 
Danes are unable to grasp that they are actually vi-
siting a media site when they come from Facebook, 
this may mean that the individual publishers will 
become even more dependent on Facebook in the 
future. 

FALLING CONCENTRATION 
AND RISING EXPECTATIONS  
There is a battle for digital mobile users, and 
there are many services offered - Danish as well 
as foreign. Users’ attention can, therefore, be 
challenged in that they, for example, constantly 
receive notifications, or feel an urge to check 
social media or play games. A report was issued 
by Microsoft a few years ago that showed, in fact, 

that the average attention span has fallen sharply. 
It was emphasised that our constantly increasing 
digitalised life style had an effect on our ability to 
concentrate. If the media are to be relevant for 
users, they are obliged to maintain their focus 
on developing offers that give instant value - and 
technology, user-friendliness and content alike are 
to function for the individual user. 

As a general observation, young people expect 
media services to be personalised to a greater extent 
than the rest of the population, for example, by 
giving recommendations based on programmes and 
films seen previously. 

Personalisation is a good example of technology 
that the global giants have brought into the media 
picture and which is being constantly developed. 
There is no doubt that these companies will be active 
in pushing the exploitation of technology to the 
limits, and here in particular the Danish actors are 
facing challenges for the future. It is already difficult 
to compete with global actors that hire the best 
developers in the world and develop their products 
centrally for the whole world. The important question 
is whether the differences between global and 
national actors will simply increase over the coming 
years, or whether technology will be normalised 
further down the line. 
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PROPORTION THAT USES SOCIAL MEDIA 
ON A DAILY BASIS

Target group: 12+ years
Source: Kantar Gallup Social Media Life

2016 2017

Facebook

Linkedin

Instagram

Reddit

Snapchat

Pinterest

Twitter

Jodel

Tumblr

23%

4%

7%

2%

1%

19%

3%

5%

1%

65%

4%

18%

2%

64%

4%

17%

2%

WEEKLY COVERAGE AMONG 
THE LARGEST DANISH MEDIA SITES

The figures are an average of weeks 45-52 2017, which is the period to which the current 
method has applied. JP/Politikens Hus has chosen not to participate in the Danish net market 
measurement of traffic on internet media. Websites such as eb.dk, politiken.dk and jp.dk are 
not, therefore, included in the figures. 

Period: Weeks 45-52 2017
Target group: 7+ years
Source: Danish Online Index  
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NUMBER OF PROGRAMMES WITH OVER ONE 
MILLION VIEWERS ON DANISH TV CHANNELS

The list only includes programmes 
with a duration of over 15 minutes.

Target group: 3+ years
Data: Live + VOSDAL 
Source: Kantar Gallup TV-Meter

 

589
1997

145
2007

109
2017
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THE LARGE COMMUNITY 
MAKES SPACE FOR 

THE LITTLE ONES   
The number of TV programmes with over a million viewers is in free fall, 

and the Danes’ media consumption is being spread over more and more 
platforms Can the media still give the Danes shared experiences and 

something to talk about with each other?

By Henrik Gregor Knudsen & Uffe Høy Svenningsen

DR Audience Research
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In the 1990s, Danes spent around 70% of their 
time in front of the television in company with 
the main channels DR1 and TV 2. This meant 
that programmes such as Beverly Hills 90210, 
Lykkehjulet (The Wheel of Fortune) and TV Avisen 
routinely attracted around a million viewers. 
Throughout the 2000s, new channels started 
springing up on the Danish TV market, which 
forced the main channels’ share of viewers down 
to below 50%. Since then, the Danes’ increasing 
consumption of streaming services and other 
digital services have made huge dents in the use of 
traditional TV, and given us far more opportunities 
to watch precisely the content we want to see.

This can be seen in the number of programmes 
with over one million viewers. Whereas around 
1,000 programmes had seven-figure viewer 
numbers at the beginning of the 1990s, this fell 
to around 100 programmes in 2017. Among the 
programmes that are still able to gather over a 
million Danes in front of the set we find family 
entertainment such as The X Factor and Vild med 
dans (Strictly come dancing), Danish drama such 
as Arvingerne (The Heirs) and Badehotellet (The 
Beach Hotel), and of course handball and football 
matches with Danish players.

WE WATCH THE SAME THING, 
BUT NOT AT THE SAME TIME 
It is hard for the Danes to perceive the serious 
aftermath of the decline of the million-programmes. 
A lot find that TV programmes still provide much 
to talk about in everyday conversations with, for 
example, friends and colleagues. This also applies 
to younger Danes.

It is clear, however, that the concept of TV 
is changing as the opportunities increase for 
watching TV programmes by other means than on 
traditional TV channels. For example, it is becoming 
considerably less important to watch the content 
at exactly the same time as everyone else. The 
younger Danes in particular do not consider it a 
showstopper if the content is seen at different times:

“My experience is that you still watch 
the same thing, just at different 
times. So you can’t always follow up 
on the series with your colleagues 
the day after, but you can still do 
so a few days later, because you’ve 
streamed the episode when it suits 
you, instead. I think that people still 
watch the same thing on TV.”  
Woman, 27 years

In spite of the large decline in the use of traditional 
TV in recent years, TV content still has the ability to 
provide content for discussion by the coffee vending 
machine at work or over a beer with friends.

TV IS STILL AN ICE BREAKER
News stories, music, series and films are the most 
essential media phenomena in everyday conversati-
ons, in addition to TV programmes, according to DR 
Audience Research’s survey. This cuts across age 
groups. Hence TV content is still an important ice 
breaker in communication with other people. There 
are large age differences, however, in terms of the 
scope of the individual media types, and differen-
ces in their appeal. For example, films and series 
play a more prominent role among the young, while 
classical TV programmes, on the other hand, are 
more prevalent among the elderly.

Neither TV programmes nor series can, however, 
be measured against news stories in terms of deli-
vering material for everyday small talk. The survey 
indicates that news stories are more popular than 
previously, which may be interpreted as an effect 
of the fact that the news is provided these days in a 
constant stream via smartphones, computers and all 
other media, which also enjoy everyday popularity.

THE GENERATION GAP IS GETTING BIGGER
Huge age differences are observed with regard to 
TV programmes and series. Whereas elderly Danes 

follow programmes with a firm anchoring in the 
TV stations’ broadcasting plans to a large extent 
(e.g. TV Avisen, TV 2 Nyhederne (TV 2 News), 
Badehotellet, Matador, Hammerslag and Historien 
om Danmark), the picture is more complex among 
the young, where Game of Thrones, in first place, is 
followed by streaming-suitable programmes, such 
as The great bake off, X Factor og SKAM, combined 
with the news flagships from DR and TV 2, which are 
predominantly viewed on traditional TV. These are 
differences that are noticeable and which are not 
surprising.

Nor is it surprising that the most common 
programmes among the elderly reach a far larger 
part of the group than the most popular among 
the young. This points to a far more fragmented 
use among the younger Danes. Among the 
young, Game of Thrones and SKAM are the best at 
providing a sense of community, while the elderly 
are completely outside of this club, and do not 
experience any sense of community from watching 
these programmes. Altogether, two programmes 
that people prefer to watch via streaming services. 
For the elderly, Matador and Badehotellet are, as 
expected, in the best position to create a sense 
of community. A young woman describes the 
generation gap as follows:

“I think it’s easier to talk with people 
your own age about the series you 
watch, as they often watch much 
of the same series. The elderly still 
watch a lot of what is broadcast 
direct on TV, whereas a lot of people 
I know don’t do that any more.”  
Woman, 30 years

There has always been TV for the elderly and TV 
for the young. But when Beverly Hills 90210 had its 
heyday at the beginning of the 1990s and enjoyed 
prime air time, Auntie Oda knew perfectly well who 
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NUMBER OF PROGRAMMES WITH OVER 
ONE MILLION VIEWERS ON DANISH TV CHANNELS

The list only includes programmes with a duration of over 15 minutes.

Target group: 3+ years
Data: Live + VOSDAL 
Source: Kantar Gallup TV-Meter
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Brenda and Dylan were. And her nephew Morten 
had quite definitely also tried his luck at the Wheel 
of Fortune (Lykkehjulet) more than a couple of times. 
The results of the survey indicate that it has become 
more difficult in 2017 for today’s Morten to name 
characters and scenes from his favourite series, and 
it is far from certain that auntie knows what cool as 
hell means.

MORE SMALL INTEREST COMMUNITIES
It is not just in terms of age groups that we are 
seeing great differences. Also, it’s easy to feel left 
outside when you are with people of your age, if 
your interests go against the flow, and you are not 
in the club:

“A lot of people in my network 
have seen Game of Thrones, which 
is not my cup of tea, and so I’ve 
been feeling a little left out of these 
conversations.”   
Woman, 28 years

There have probably always been a lot of TV 
clubs, but it is quite clear that there are far more 
communities than previously, and that interest is a 
very important driver. Game of Thrones is a model 
example, because the series is emphasised to such 
a great extent in conversations with the younger 
Danes. And while some people feel left out when 
their friends talk about dwarfs and dragons, others 
feel they are drawn into a new community:

“I feel a heightened sense of 
belonging with people - at a 
global level - because, instead of 
following Matador, I follow Game of 
Thrones, for example. If I primarily 
communicate with people about 

the media through social media, it 
makes no difference if the person is 
a Dane, Brazilian or Palestinian.”  
Man, 32 years

Other people point out, similarly, that they feel that 
the sense of community is greater among those who 
follow the same series, because it is a matter of acti-
vely opting. It creates greater engagement than the 
classical TV series. Apart from Game of Thrones and 
SKAM, Paradise Hotel, House of Cards and Friends 
are also highlighted as programmes that create a 
sense of community among the younger Danes.

IS COHESION THREATENED?
YouTube is also mentioned in this context as a new 
opportunity for people to become immersed in 
their own interests. A lot of young persons state that 
YouTube has replaced much of their earlier TV vie-
wing - for example, when they want to relax in the 
evening. One mother feels very much left out of her 
son’s viewing, as practically all of it is on YouTube.

If programmes such as X Factor, The great bake 
off and Eurovision are still capable of gathering 
large numbers of Danes in front of the TV, this is 
precisely because these are programmes that are 
well suited for watching together in the living room 
at home. Moreover, the programmes contribute a 
lot to public discussions when they are broadcast, 
and hence watching them together is something 
of a must, to enable people to participate in a 
large number of conversations - e.g. during the 
coffee break at work or a parents meeting at the 
kindergarten. Just think about the homage paid 
to Anette Heick’s curls when she appeared on 
Eurovision, or when Gunnar was thrown out of The 
great bake off (Den store bagedyst). Hence, there is 
still a need to watch programmes together, even if 
our media use goes against this tendency.

It is clear, therefore, that globalisation and 
individualisation are reflected in the development 
of the media. Is this a good or a bad thing? 

 

If you listen to the users, there is no clear answer, 
as there are both positive and negative views on 
the development. On the one hand, many state 
they are pleased to be able to choose themselves 
depending on their wishes and interests, and that 
it is conducive to a more intense experience and 
conversation about the content. On the other hand, 
many people also miss the everyday conversations 
that are based on the same experiences, which, 
from a historical point of view, has been one of the 
TV medium’s greatest strengths. This can also be 
seen among the younger Danes. 

Does the development affect cohesion in Den-
mark? It probably does. In both directions. We are 
not in a place where we are living in completely iso-
lated universes, and a lot of borders are becoming 
softened up, whilst new borders are created.

ABOUT THE SURVEY

DR Audience Research carried out a representative 

survey of 1,000 Danes in the autumn of 2017, 

in collaboration with Norstat. The survey is a 

combination of free-text answers and a number 

of closed statements - including a selection of TV 

programmes and media phenomena.
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SELECTED PHENOMENA THE DANES DISCUSS 
WITH EACH OTHER IN THEIR EVERYDAY LIFE

Proportion that encounter the phenomenon 
and talk about it once in a while or often in their 
everyday life.

Period: 2017
Target group: 15+ years
Source: Norstat for DR Audience Research

THE TEN MOST VIEWED PROGRAMMES 
ON DANISH TV CHANNELS

The list only includes programmes 
with a duration of over 15 minutes.

Period: 1992-2017
Target group: 3+ years
Source: Kantar Gallup TV-Meter

News stories Krøniken (2004), DR1

The weather Eurovision Song Contest Grand Final (2001), DR1

TV programmes The Last Exploits of the Olsen Gang (1995), TV 2

Music European World Cup: Denmark-Holland, semifinals (1992), TV 2

Films and fiction series European World Cup: Denmark-Germany, finals (1992), TV 2

Danish athletes World Cup: Denmark-Spain, qualifiers (1993), DR1

Radio programmes Dansk Melodi Grand Prix (1992), DR1

The royal family The Girl and the Press Photographer (1992), DR1

YouTube World Cup: Denmark-Brazil, quarter final (1998), DR1

The Danish national church European World Cup: Denmark-Germany, group match (2012), DR1

81% 2.714.000

80% 2.667.000

65% 2.658.000

63% 2.632.000

63% 2.657.000

49% 2.547.000

40% 2.506.000

40% 2.422.000

37% 2.399.000

20% 2.378.000
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PROPORTION WHO KNOW IN ADVANCE WHICH 
PROGRAMME THEY WANT TO WATCH ON DRTV

Period: 2017
Target group: 15+ years
Source: The DR Panel

 

85%
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STREAMERS ARE ALSO 
CREATURES OF HABIT

Streaming services present us with a massive range of content 
every time we open them. Force of habit remains strong, however, 

and although the options are almost endless, we still go for the content 
we are already familiar with.

By Mette Birk & Uffe Høy Svenningsen

DR Audience Research
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In the good old days, when television only showed 
Danmarks Radio, the choice in the living rooms was 
simple: Turn the television on, or do something 
else. A lot of TV channels appeared subsequently, 
and the decision became a little more complicated. 
Many years of flicking through the channels later, 
the Danes have been introduced to a world of even 
greater possibilities. The streaming services have 
not only established a foothold in the everyday life 
of the Danes, but have also increased demands on 
viewers when it comes to selecting content. The 
choice has moved away from the remote control, 
and switched over to a universe where the number 
of options has been multiplied, and it can be dif-
ficult to gain an overview. 

If we take a closer look at the modern TV strea-
mer’s decision-making strategies when selecting 
new content, it becomes clear, nevertheless, that 
many of the patterns of behaviour fundamentally 
resemble those we know from traditional TV. We 
look to a great extent for content we already know.

FORCE OF HABIT IS STILL STRONG
Although the options have multiplied, and the 
responsibility for entertainment now lies to an even 
greater extent with the viewers themselves, the 
person behind has not changed fundamentally. 
People are creatures of habit, and our brains are 
coded for finding shortcuts. Making decisions 
actually requires many complex processes and 
would take an incredibly long time if we were to 
think through all possibilities from scratch every 
time. Therefore, we are dependent on small 
cognitive shortcuts, which we have learned over 
time. These shortcuts are also known as heuristics. 
And we use them whether we need to decide 
whether to turn left or right, or choose to watch 
The Handmaid’s Tale, Hammerslag or something 
completely different. 

DR Audience Research has carried out a survey 
of users of DRTV, and this shows that one of the 
most crucial heuristics as regards choice of content 

is what is called the habitual repurchase. By far the 
majority of people already know what they would 
like to watch before they turn on DRTV, and this is in 
particular programmes they follow keenly and are 
already familiar with. 

Whether you are standing in a supermarket or 
have responsibility for entertainment at home, 
the habitual repurchase is incredibly practical; it 
saves you a great many cognitive processes and 
hence potential disappointments, as you know 
what you are getting. In a streaming situation, the 
usual repurchase also assumes quite a special role, 
when viewers binge on episode after episode of 
the same content. It is far from only the users of 
DRTV that this concerns. Many studies indicate that 
similar behaviour characterises other streaming 
services. For example, one of Netflix’s primary keys 
to success is for users, first and foremost, to carry on 
watching the series they are already in the process 
of watching when they open the service.

THE PROGRAMME’S CONTRIBUTION 
IS KEY TO THE CHOICE

Aside from the habitual repurchase, trust based 
on previous experiences is the most important 
means of choosing content. Instead of choosing 
exactly the same programme we normally choose, 
we decide on the basis of whether we recognise 
something that we trust in advance. And this will 
often be based on the type of programme, the 
broadcaster or the cast. Some viewers have a great 
deal of trust in the fact that programmes from DR2 
are something just for them, while others trust that 
anything with Peter Ingemann in it is a hit. In other 
words, it is still a matter of having a clear idea of 
what you get, and that what you get is good.

If there is no more of the content you are familiar 
with and have trust in, or if you feel like exploring, 
there is a very great chance that you will base your 
decision on the mood you are either in already 
or would like to be in. And if you, as the user, are 
responsible for ensuring that the experience is 
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THE FIVE MOST IMPORTANT CRITERIA WHEN 
USERS SELECT PROGRAMMES ON DRTV

The graph shows the five most popular criteria from a total of 16 possible 
in extension of the question: “Which of the following criteria are typically important 
for you when looking for new programmes and are inspired by DRTV?.”

Period: 2017
Target group: 15+ years
Source: The DR Panel

56%
The programme is 
one I watch regularly 
or have watched 
previously  

47%
The programme suits 
my mood

45%
The programme 
belongs to a specific 
genre 

40%
It reminds me of other 
programmes I like   

38%
The hosts or participants 
are likeable/interesting
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something special, the programme’s cast or host is 
in turn crucial. Companies are very often selected 
for the choice of a streaming programme. And the 
people who appear on the screen are among the 
best indicators of the programme’s atmosphere 
and hence particularly important when viewers 
are guided by their mood. It is easy to decode, for 
example, what you get when you see a picture of 
a grinning Jan Gintberg or a Jens Olaf Jersild with a 
raised eyebrow. Mood dominates in particular as a 
decision strategy in viewers who need to relax.

One last heuristic of importance for our 
streaming habits are recommendations. It may be 
that you have had Rupaul’s Drag Race recommen-
ded by a friend, or that Netflix’s algorithms have 
calculated that you have a 98% match with Suicide 
Squad. Although recommendations are a less-used 
heuristic among the respondents, they are one 
of the few options in reality that broadcasters and 
streaming providers have for introducing viewers 
to something completely new. Hence, this is where 
they can give viewers the opportunity to find the 
next usual repurchase, and to introduce a new cast, 
which may help viewers the next time they come to 
make a selection based on trust or mood. 

ARE THERE TOO MANY CHOICES?
Where in the world would you like to travel next? Can 
you come to this or that Facebook event? Have you 
heard...? Have you tried...? If there is anything that 
has changed fundamentally within the last half cen-
tury, it is the number of options an individual has. And 
the daily stream of information that constantly hits our 
personal screens does not make matters any clearer. 
And when a simple choice such as “what should I 
watch?” also becomes essentially more complex, 
this only increases the pressure. We know that the 
young are more stressed and worried than before. 
But at the same time, we see them navigating the 
possibilities of the digital media without any difficulty. 
The question is whether technology is overloading 
our cognitive capacity, or whether man is fast on the 
evolution accelerator, and the younger generations 
are already becoming accustomed to handling this? 

As the streaming services made it possible for 
users to carry on watching the programmes they 
were already watching, the first part of the code 
was broken, and there suddenly appeared a flow 
of habitual repurchases. A long way down the line, 
the services’ algorithms are also taking heuristics 
into account, such as recommendations and what 
genre or cast you trust. The question is whether the 
best streaming provision will eventually create so 
much ease for users in their choice of programmes 
that it matches the simple choice of flow? There is 
no doubt, however, that the streaming services will 
continue to squeeze each other to make the way to 
content easier and easier.

ABOUT THE SURVEY

In the spring of 2017 DR Audience Research 

questioned 884 members of the DR Panel up until 

the last time they used DRTV. The respondents 

have replied to open questions on how they chose 

programmes.
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THE TEN MOST VIEWED NEW DANISH 
PROGRAMME SERIES ON DRTV

The viewer figures are an estimation based on Gemius Stream and Adobe Analytics.

Period: 2017
Target group: All
Source: DR Audience Research

Gina Jaqueline - A sugar Daddy’s Story

The History of Denmark

Married at First Sight

The Right Men

The Ways of the Lord 

Hard on the Outside

Alone in the Wilderness

Gulddreng vs. Malte

Tykke Ida

Petra loves herself

332.000

239.000

234.000

205.000

215.000

190.000

181.000

178.000

168.000

161.000
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PROPORTION WHO OPEN STORIES ON 
SOCIAL MEDIA ON A DAILY BASIS

Period: 2017
Target group: 12+ years
Source: Kantar Gallup Social Media Life

 

18%
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THE BATTLE 
FOR THE STORY 

Since Snapchat launched the story format in 2013, the white ghost has 
been king of stories on social media. Snapchat continues to sit at the 

top of the throne, but is now battling for scores with stories in Instagram, 
Messenger, WhatsApp as well as Facebook.

By Rasmus Thaarup & Sanna Høgenhaven Byrresen

DR Audience Research
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It has always been important to be able to tell a 
good story. Here in a digital age, stories are told 
in completely new ways, and anyone who has a 
smartphone can share stories on social media 
via video, images, sound and effects. The story, 
also called My Story on Snapchat, enables users 
to publish sequences of one or more pictures 
and videos, which are accessible to friends or 
everyone for 24 hours. Now that Facebook has 
made it possible to share stories on four of their 
apps – Instagram, Messenger, WhatsApp and 
Facebook itself – 870,000 Danes daily open 
one or more stories across the five platforms, 
equivalent to 18% of all Danes.

Snapchat and Instagram are the two benchmark 
social media as far as stories are concerned. In 
terms of users, Instagram has overtaken Snapchat 
on a global level, but if we look solely at Denmark, 
the tendency is not the same. 23% of Danes go 
on Snapchat every day, as compared with 19% on 
Instagram, and 13% open stories from Snapchat on 
a daily basis, while 9% open stories from Instagram 
every day. Snapchat is also the largest among the 
younger part of the population, where every other 
person in the 12-29 age group open stories on 
Snapchat every day, whereas on Instagram it is ba-
rely every third person. Among Danes under 25 in 
particular, Snapchat is considerably larger than Insta-
gram in terms of stories, but what both services have 
in common is the predominance of female users. 

WHAT IS A STORY?

A story is a chronological collection of pictures and 

videos of up to 10 seconds’ duration per part, which 

can be linked to a user’s profile on social media 

such as Instagram, Facebook and Snapchat. You 

can add more pictures and videos to your story on 

an ongoing basis, and every single part of the story 

is accessible to either everyone or selected follo-

wers for 24 hours after each part is uploaded. 

RAW AUTHENTICITY AND POLISHED REALITY
Although Instagram has copied the story format 
from Snapchat to a great extent, there are still 
essential differences in how the two platforms 
are perceived and used. Stories on Snapchat 
are perceived as spontaneous and direct, and 
as private refuges for the user’s closest friends. 
Stories on Instagram are perceived, on the 
contrary, as serious and aesthetic, published for 
several followers and with better editing options. 
Moreover, stories on Instagram are easier to find, 
by searching for profiles and content. The users 
who prefer stories on Snapchat are predominantly 
under 25 years of age and find Snapchat more 
user-friendly than Instagram. Conversely, the users 
who prefer stories on Instagram are predominantly 
over 25 years of age and find Instagram more user-
friendly than Snapchat.

Instagram in particular has introduced a 
number of functions that are targeted at the 
media, advertisements and professional content 
actors, such as bloggers: It allows users to link to 
websites (this is also possible on Snapchat), make 
pre-produced content, and the explorative design 
makes it a lot easier to find content and profiles. 
By considering senders of content to such a high 
degree, Instagram leaves users and producers of 
stories with an interesting dilemma. Its functions 
make life easier for the producers of stories, but the 
functions, and what they add, are not in demand 
by the younger users and are not regarded as 
particular qualities in stories. Pre-produced content 
with high production value is punished by the 
younger users. Furthermore, if the production 
barrier on Instagram is lifted, there will be a risk of 
slackening the creative content production and 
live feel, which are important for the quality and 
Snapchat’s current strength. At the same time, 
Instagram’s functions and positions of strength 
stand out in sharp contrast to Snapchat’s special 
strengths, which have contributed to bringing the 
story format to the forefront. The medium that is 
best able to consider user needs before sender and 
media needs will in all probability win the battle 

PROPORTION WHO OPEN STORIES 
ON SOCIAL MEDIA ON A DAILY BASIS

Period: 2017
Target group: 12+ years
Source: Kantar Gallup Social Media Life

Snapchat

Instagram

Facebook

Facebook Messenger

WhatsApp

13%

9%

5%

0,2%

4%
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USE OF SOCIAL MEDIA 
IN DENMARK

Period: 2017
Target group: 15+ years
Source: DR Panel

Snapchat Facebook

-5 -4 -3 -2 -1 0 1 2 3 4 5

I mainly post spontaneous content I mainly post well-considered content

I follow few friends and profiles I follow many friends and profiles

I mainly post content myself I mainly read and look at content myself

Instagram
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for the user-created story, and right now the battle 
line is drawn up sharply between Snapchat’s raw 
authenticity and Instagram’s polished reality.  

STORIES ARE A STRONG FORMAT
The story format is a strong format, because it has 
sprung forth from a mobile age, where the most 
natural thing in the world is to watch a video on a 
vertical mobile phone. At the same time, Snapchat is 
the social medium where it is totally normal to watch 
videos vertically. The low barriers to video produc-
tion have, moreover, given everyone with a mobile 
phone the ability to produce strong, small, collected 
stories based on videos and pictures. The story 
format has also been a contributory factor to the fact 
that the number of regular lurkers on Snapchat is 
lower than on the other social media. Because the 
content disappears after 24 hours, people will be 
less inclined to opt out of publishing content, and 
at the same time the content comes across as more 
authentic and spontaneous to friends. 

From a historical perspective, Snapchat has 
been an intimate medium, reserved for the user’s 
closest friends, and this makes it harder for another 
brand or medium to be closed in by their users. 
Snapchat is still to a large extent a medium for 
friends, but we also see that brands, media and 
acquaintances are gradually finding their place. 7% 
of Danes open stories from non-friends on both 
Snapchat and Instagram on a daily basis. Brands, 
media and acquaintances have an equally firm grip 
of the Danish market in the two services, and if 
we look exclusively at Danes under 25, Snapchat 
has a better grip of non-friends than Instagram. As 
matters stand now, Snapchat has therefore won the 
battle for the youngest users in particular, while the 
battle for stories from non-friends seems to have 
gone into extra time. 

SNAPCHAT

• Spontaneous and direct

• Private and for closest friends

• Doesn’t need to be pretty and polished

INSTAGRAM

• Serious and aesthetic

• More followers than on Snapchat

• Easier to find and search according to content 
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PLAY COMPUTER GAMES AND/OR 
GAME CONSOLES ON A DAILY BASIS

Period: 2017
Target group: Boys 13-19 years
Source: Kantar Gallup Indeks Denmark 

 

49%
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TEENAGE BOYS 
HAVE FUN WITH 

HEAD SHOTS
Computer games in the form of gaming and e-sports are frequently mentioned 

these days, especially when the conversation turns to trends and money. 
The computer gaming genre often falls under the radar, however, 

whenever media usage is discussed. DR Audience Research has taken a closer look 
at the gaming phenomenon, and it is clear that one group in particular 

are major consumers of computer games.  

By Jakob Vikær Hansen & Allan Lyngsie Nilausen

DR Audience Research
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Dev1ce throws a smoke bomb into a tunnel and 
forces a desperate terrorist out of the darkness. 
Dev1ce steps forward quickly behind some stacked 
crates and shoots the terrorist in the head with an 
automatic rifle without a moment’s hesitation, and 
blood and brain matter paint the wall red.  

Dev1ce is one of the stars in Astralis, a Danish 
Counter-Strike world elite team, and the scenario 
described here is from one of the tournament 
battles, by participating in which the team earns 
millions. But the computer game is not only for 
superstars, as similar scenes are played out in boys’ 
bedrooms around the country every day. Gaming 
is a significant part of many teenage boys’ media 
world, and as many as 96% of 13-19-year-old boys 
play computer games on PCs or consoles, while the 
TV screen is used just as much for playing console 
games as for watching TV. There is also quite a large 
group among teenage boys who are decidedly 
major consumers, and every other one of them 
plays computer games on their PC or console every 
single day. By comparison, one week will have 
passed on average before a good half of these boys 
will have watched a tractional TV channel, where 
the weekly coverage over five years has fallen from 
84% to 57%. 

Both men and women of all ages play computer 
games, but the number of teenage boys playing 
games stands out from the crowd. DR Audience Re-
search has directed its aim at these young gamers in 
order to gain an understanding of their fascination 
for computer games, and to investigate whether it 
has consequences for their use of other media.  

RELAXATION, SENSE OF COMMUNITY 
AND NEW INPUTS
Computer games fulfil, first and foremost, three of 
the boys’ needs: Relaxation, sense of community and 
new inputs in the form of strategy and language. 

As macabre as it may sound, the majority of teenage 
boys state that computer games - many of which have 
the final objective of destroying the opponent - give 
them the opportunity to relax after a stressful day. After 
homework and part-time jobs, but not least after the 

constant flow of information from smartphones and 
social media. In this respect, the games meet many 
of the needs that traditional media also fulfil, but the 
games can, in addition, encourage young people to 
actively participate, create, communicate and interact 
- and this is how they mainly differ from TV and series, 
for example. 

It is also more logical, therefore, that multi-player 
arenas, chat functions and competition elements are 
popular and help to strengthen young people’s sense 
of community. The ability to talk with friends at the 
same time as playing against them, whether they are 
sitting on the settee or at the other end of the country, 
and regardless of whether it is FIFA or Counter Strike, 
is for many boys fun and enjoyable - and an important 
factor for the desire to play. Nine out of ten teenage 
boys reply that they play with or against friends, and 
more than half reply that they play with or against 
others more than they play by themselves.  

A third, but equally important, reason why the 
young enjoy playing computer games is that they 
get new inputs in the form of strategy, tactics and 
language. The boys are challenged in their strategic 
capabilities, when they have to plan assassinations 
or capture bases, and the intensity this creates is very 
appealing. They also state that their ability to plan and 
communicate, and their English skills especially, are 
improved through playing.   

  
WEAPONS, VIOLENCE AND WIDE EXPANSES  
The above-mentioned factors explain to a great ex-
tent why the most popular genres cover multi-player 
and online-compatible games with opportunities for 
communication. The most popular genre is the first-
person shooter (e.g. Counter Strike and Overwatch) 
followed by action-adventure (e.g. Far Cry and 
GTA V), sports games (e.g. FIFA and Madden) and 
strategy games (e.g. Civilization and Age of Empires). 
Most of these games provide a sense of community 
in forums, where contests with weapons are amon-
gst the preferred themes, and the improved Wi-Fi is 
used to the full extent by developers, who make it 
possible for the players to be together with friends 
in real time in online multi-player arenas. These are, 

e.g. Counter Strike, and also League of Legends, 
Playerunknown’s Battlegrounds and GTA V. What 
several of the games have in common, moreover, is 
that they have far-reaching worlds which the player 
can explore or build up further.    

COMPUTER GAMES ARE TIME-CONSUMING
Although games form a major part of the everyday 
life of many teenage boys, it is predominantly 
streaming services such as Netflix and YouTube and 
the social media that can be blamed for the decline 
in young people’s consumption of traditional 
media such as TV and radio. As far as many boys are 
concerned, computer games have gradually over-
taken the role of TV as the primary entertainment 
platform, and among the teenage boys surveyed, 
it is only leisure activities, YouTube and homework 
that are mentioned when they are asked to consider 
what they spend more time on than gaming. News, 
films and series are the activities that the majority 
of the boys consider they spend less time on than 
playing computer games. 

The reason for this is that computer games pro-
vide a competitive, social and interactive commu-
nity, which is difficult for the traditional media to 
compete with. Gaming content is moving to the 
net, where it is consumed as TV content. On You-
Tube, PewDiePie is the obvious example, but the 
Amazon-owned gaming-streaming service, Twitch, 
which has over 100 million users worldwide, is also 
experiencing rapid growth. eSport has also grown 
as it has become easier to share content and earn 
money on games. Gaming is currently being taken 
seriously as a type of sport with superstars, tourna-
ments and leagues all over the world, and passive 
gaming, i.e. watching others play, also forms part 
of boys’ media consumption - whether it is eSport, 
PewDiePie or a happy amateur player who has sco-
red a good goal in FIFA. There is nothing to indicate 
that there will be less expansion in the future. 

Media Development 2017
42



PLAY COMPUTER GAMES AND/OR 
GAME CONSOLES ON A DAILY BASIS

Period: 2017 
Target group: 13+ years
Source: Kantar Gallup Index Denmark

13-19 years

20-29 years

30-39 years

40-49 years

50+ years

49%

37%

16%

9%

7%

5%

6%

3%

7%

10%

Men

ABOUT THE SURVEY

In September 2017 DR Audience Research inter-

viewed 39 teenage boys between 13 and 19 years 

of age, who play computer games on PCs and/

or consoles. They have responded to a number of 

questions on what and why they play, and have 

assessed how much time they spend on computer 

games in comparison with other types of media. 

The article is also based on data from a range of 

representative studies.   

Women

THE MOST POPULAR 
TYPES OF GAMES

Period: 2017 
Target group: Boys 13-19 years
Source: Kantar Gallup for DR Audience Research

First-person shooter 
E.g. Counter Strike, Battlefield, Overwatch

Action-adventure 
E.g. Far Cry, GTA, Tom Clancy

Sports games 
E.g. FIFA, Madden, PES

Strategy games
E.g. Civilization, Age of Empires, The Settlers

Platform games
E.g. Starcraft, Ratchet and Clank, Super Mario

Simulation games 
E.g. SIMS, Sim City, Flight simulator

Arcade games 
E.g. Tekken, Street Fighter

Car games 
E.g. Need for Speed, Gran Turismo, Formula 1

55%

39%

29%

25%

14%

14%

10%

7%
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THE PAST 
MEDIA YEAR

2017 offered everything from Matador to #MeToo. 
DR Audience Research has selected a number of the figures 

and tendencies that have characterised the media year - from what we 
were chatting about during the coffee break to what will define the 

development of the media in the years to come

By the editors

DR Audience Research
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1. JANUARY: YouSee wakes up with a hangover after 
a breakdown that affects the Queen’s New Year 
Speech. The viewer figures fall by 37%, which causes 
the number of radio listeners of the speech to rise by 
over 800% in comparison with the previous year.

9. JANUARY: The iPhone becomes 10 years old. 
47% per cent of Danes own an iPhone in 2017, and an 
iPhone owner spends on average 1 hour and 20 min. 
a day on activities other than talking on their iPhone.

12. JANUARY: Despacito is uploaded onto YouTube 
and the first video already achieves four billion views 
by October. By comparison, number two, See You 
Again by Wiz Khalifa, has “only” 3.3 billion views. 

1. FEBRUARY: YouSee introduces switch-off for 
cable connections to FM radio. From 2016 to 2017 
radio listening to DR’s channels via cable is halved.

14. FEBRUARY: The festivity for lovers is marked 
by flowers, chocolates and... smartphones. One in 
three Danes between 20 and 29 have or have had 
a profile on Tinder. 210,000 Danes in total have a 
profile on Tinder.  

2. MARCH: The Snapchat company is listed  
on the stock exchange. Here at home, 80% of the 
15-24-year-olds have a profile on Snapchat and  
60% open the app on a daily basis. 

31. MARCH: 1.6 million watch the final of the
 X Factor. Later in the year it is announced that the 
2018 season will be the last on DR1. The program-
med peaked with the final in 2009, when 2.3 million 
followed it live from Parken.

1. APRIL: Several media refrain from making April 
fool jokes on top of the copious talk about fake 
news. One in four Danes believe they have en-
countered fake news in some form or other.

2. APRIL: 1.2 million watch the premiere of Historien 
om Danmark on DR1. 77% of Danes have been in 

contact with DRs history venture during the course of 
2017, and 89 % of them have acquired new knowledge.

2. MAY: New figures show that Google and Face-
book account for one fifth of global advertising. 
In the USA, 85% of the money from digital adver-
tising goes to one of the two giants. In Denmark 
the two companies receive half of the revenue from 
digital advertising.

6. MAY:  Despite the fact that DR has sold 4.7 
million DVD discs of Matador, the seventh prime-
time showing on DR1 has an average of one million 
viewers, while 300,000 stream the series on DRTV. 
In addition, Matador-quizzen becomes the most 
read article on dr.dk in 2017 with 400,000 users.

4. JUNE: The Concert Hall reports tickets are sold 
out when RuPaul’s Drag Race comes to Copen-
hagen. No Danish TV channels show the American 
TV programme, but 4% of Danes say they have seen 
the programme.

25. JUNE: The last episode of SKAM runs across 
the screen on DR3 and DRTV. The series is the most 
streamed programme on DRTV to date, with an 
average of around 400,000 viewers per episode.    

28. JUNE: Facebook has close to two billion 
monthly users worldwide. At home, 3.7 million 
Danes use Facebook every month.

17. JULY: The penultimate season of the HBO series 
Game of Thrones has its premiere. Every fifth 
Dane has followed the series over the last year.

6. AUGUST: 1.5 million Danes follow the national 
women’s team’s EURO final on DR1 and TV 2, 
while 448,000 listen in on P3. The match becomes 
the most viewed football match on TV since the 
men’s World Cup final in 2014.    

31. AUGUST: A cold and wet summer comes to an
end. For each degree the maximum temperature falls, 

TV viewing increases by two and a half minutes.

6. SEPTEMBER: According to its own figures, 
Facebook reaches 805,000 Danes between 
15 and 24 years of age, although, according to 
Danmarks Statistik, only 735,000 are in the target 
group. The social media experience the same 
problems in Sweden and the USA.    

27. SEPTEMBER: Twitter doubles its number 
of characters to 280 for selected users, and in 
November all users are given the same opportunity. 
1 out of 7 Danes have a profile on Twitter, which 
has been the level in recent years.

15. OCTOBER: #MeToo on the social media 
starts an avalanche of scandals related to violations 
and abuse in Hollywood. During the autumn, the 
hashtag is used around four million times on Twitter.

16. OCTOBER: Netflix becomes five years of age 
in Denmark. 37% of Danes use Netflix at least 
once a week in 2017, and it is estimated that Danes 
spend almost 20 minutes a day looking at content 
from the American streaming service.  

24. NOVEMBER: The Danes go hunting for 
bargains and spend record amounts of money on 
Black Friday. In daily life, however, not all Danes 
love adverts for good offers. One third of Danes 
block adverts on the net, while approximately every 
second Dane opts out of printed advertisements.

24. DECEMBER: Christmas peace settles over the 
country. TV consumption falls on Christmas 
Eve by 70%, while the use of Danish web media 
falls by 19% compared with a regular evening. On 
the other hand, radio listening increases by 20%.

31. DECEMBER: True to tradition, around 1 
million Danes warm up to leap into the new year 
in company with the Dinner for one of DR1. 
This time YouSee manages to avoid a black-out 
during the Queen’s New Year Speech.
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PROPORTION THAT HAVE VERY LITTLE 
OR NO TRUST IN THE DANISH NEWS MEDIA

Period: 2017
Target group: 15+ years
Source: Megafon for DR Audience Research

 

4%
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FAKE NEWS HAS 
NOT DESTROYED 

CREDIBILITY 
In spite of a high awareness of fake news, only one in four Danes state 
they have encountered fake news. The Danes still have a great deal of 

trust in the media, but more of them are expressing some concern about 
the social consequences of the phenomenon.

By Dennis Christensen & Tina Skov Gretlund

DR Audience Research

Media Development 2017
47

Chapter 9



There were a lot of worrying analyses and accounts 
of fake news in 2017. The term was used about 
various phenomena: The rejection of pertinent 
criticism as an expression of a campaign directed 
against certain politicians or points of view, the idea 
that the ruling media class is suppressing important 
information and that foreign powers are organising 
disinformation. A broad definition of the term is 
used in this article, covering all the possible types 
of the key premiss that we can no longer trust the 
media, because they lack credibility.

The traditional media are blamed for being 
“biased”, while the social media are a battle 
ground for armies of trolls who consciously spread 
disinformation. Therefore, it is appropriate to ask 
whether anything demonstrable has happened to 
the Danes’ trust in the news media, either on the 
traditional platforms such as radio and TV, or on the 
Internet and social media.

THE DANES STILL HAVE TRUST IN THE MEDIA
Let’s start with the conclusion: Absolutely nothing 
at all has happened to the Danes’ perception of the 
media’s credibility. On the contrary, there is a slight 
tendency towards an increase of trust in the media 
- as a whole and in the specific news products. A 
survey carried out by DR Audience Research shows 
that the level of trust in Danish journalism is higher 
than it has ever been believed to be. 68% of Danes 
state that they have a very high or high degree of 
trust in the Danish news media, and under 4% state 
they have little or no trust. 

The Danes generally have the greatest trust in the 
classical news platforms. This is also the case among 
the young, although the young obtain their news via 
social media to a great extent. This can be inter-
preted as a good sense of source criticism on the 
part of the Danish population - the young as well as 
the elderly. Broadcasters of news on the radio and 
TV are classical publishers or public-service instituti-
ons, to which by far the majority of Danes can relate. 
On the other hand, Danes know only too well that 
the content that is disseminated via the Internet and 
social media can be of either good or poor quality. 

The ability to distinguish between the platforms and 
their credibility is also explained by the fact that the 
Danes are a very informed people. Practically all 
Danes follow the news on a daily basis - and they use 
a lot of different platforms. On average, Danes use 
over three media platforms a day for news, so a story 
will most often be portrayed from various angles by 
different news agencies. There is no guarantee that 
the Danes can avoid encountering fake news, but 
this will help to ensure that it will be harder for poten-
tial disinformation to remain unchallenged. Similarly, 
several Danes also state that they are not concerned 
about fake news simply because they use various 
news media and hence carry out their own form of 
facts checking. An 18-year-old man puts it as follows:
 
“I generally have a lot of trust for 
the places where I find my news. 
Sometimes I get my news from sites 
such as Reddit, but in these cases I 
make sure I read other sources that I 
trust more at the same time.”
Man, 18 years

One young woman believes she is able to 
distinguish between, and actually uses, other 
sources, if this is necessary.

“With a little source scepticism,  
it’s relatively easy to spot fake news 
stories. If something sounds wildly 
incorrect, you can always check 
whether other reliable news media 
are reproducing the same story.”  
Woman, 25 years
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THE DANES’ GENERAL TRUST IN THE NEWS 
FROM DIFFERENT TYPES OF MEDIA

Period: 2017
Target group: 15+ years
Source: Megafon for DR Audience Research

Tv
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Printed newspapers

News sites on the net

Text Tv

News apps
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Twitter

69%
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38%
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24%
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IS FAKE NEWS FAKE NEWS?
In DR Audience Research’s survey, 28% respond 
that they have experienced fake news in some 
definition of the term. This also means that three out 
of four Danes state they have not encountered it. 
It is the young in particular who believe they have 
experience of fake news, and it is precisely this 
group that uses social media to a greater extent 
than the rest of the population. This figure is, of 
course, uncertain, as the most effective fake news 
is not discovered by the user. Without a clear defi-
nition of fake news, many people can only interpret 
the term as bias in the news - a phenomenon that 
has been debated for decades, and which is not at 
all anything new. If the 28% is to be interpreted as 
disinformation, this is a large figure. If it is a matter of 
a perception of having encountered bias or errors 
in the news reporting, it is not significantly higher 
than what has been seen in previous studies on the 
subject. 

Whether fake news has been encountered or 
not, there is some concern among the Danes. More 
than one in three Danes are concerned about fake 
news to some degree. If the Danes are concerned, 
this is not for their own sakes, as the majority believe 
that they are able to distinguish between, and 
generally use, several news sources if they are in any 
doubt. The concern about fake news is therefore 
more of a social problem, the consequence of 
which could be that it has political or social reper-
cussions. A little polemics: It is the others who are 
a problem, not oneself. An 38-year-old man puts it 
as follows:  

“I am worried about the consequen-
ces of fake news and the fact that 
some people are not capable of see-
ing through this falsity. People can 
think of ways of acting on this.” 
Man, 38 years

When the Danes are asked what fake news stories 
they can think of themselves, it is primarily the 
American election and Donald Trump that are 
mentioned, but stories of false deaths and the 
Russian media’s interference in western politics are 
also among the things the Danes mention the most.  

OUR PREJUDICES ARE CONFIRMED
Although the Danish public has a relatively strong 
immunity, no vaccine has yet been found for fake 
news stories. This is partly because journalists 
from otherwise normally credible news media can 
be deceived and hence relay false or inaccurate 
stories, but also because many want their views to 
be confirmed. If we listen to a story we would like 
to be true or that seems to be likely to us, then of 
course we drop our defences, whereas the stories 
that challenge our basic perceptions are met with 
greater scepticism. 

This means that quite normal Danes can be 
fooled by incorrect news. For example, a story ap-
peared during the American presidential elections 
in which Donald Trump was reported as saying 
back in 1998 that if he were to put himself forward 
as presidential candidate, it would be for the 
Republicans, as their electoral base were the most 
stupid and hence easier to fool into voting for him. 
The story was quickly shared on social media - in 
Denmark too. A lot of people most probably shared 
it because they believed it was something he could 
have made up. The story was false, but because 
it played up to a perception many people have of 
Donald Trump, it was shared. Thus, we are far more 
source-critical of stories that do not agree with our 
way of thinking than we are of stories that support 
our points of view. 
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THE AVERAGE CREDIBILITY FOR THE TEN 

MOST CREDIBLE DANISH NEWS MEDIA

Target group: 15+ years
Source: Megafon for DR Audience Research
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DIVERSE MEDIA ARE A PART OF THE SOLUTION 
Although the scope of the problem in Denmark 
undoubtedly does not always accord with the 
space it gets in the media, fake news still has 
the ability to affect the democratic debate in the 
media. Especially if the future media consumption 
is marked by the use of fewer media sources and 
the increasing temptation to use filters, so that a 
case is only illuminated from the side the reader 
sympathises with. If this is the case, then there is a 
risk of encountering false stories that try to exploit 
views and prejudices. We can take the USA as 
an example, where a lot of people’s opinions are 
confirmed through their choice of media. It’s a little 
“black and white”, you could say, that Fox News 
depicts the news from one angle, while CNN does 
so from another, which can potentially weaken 
common public opinion and prepare the ground for 
disinformation. 

In spite of the Danes’ concern for fake news, 
the credibility of the media has not yet been 
undermined. By having a multi-faceted range of 
news on various platforms, the Danes are presented 
with news from different sources, and hence the 
risk of being deceived is reduced. It is definitely 
and naturally worth considering in this connection 
that this can also help media users to identify old-
fashioned bias and errors in the media.

EXAMPLES OF “FAKE NEWS” 
IN DENMARK

1. “If I were to run for president, I would do it for 

the Republicans. They are the dumbest group of 

voters in the country. They believe everything Fox 

News tells them. I could lie and they would swal-

low it whole.” Several Danes share the quote that 

purportedly comes from a Donald Trump interview 

with People Magazine in 1998

2. The short radio newspaper on Radio24syv opens 

its website Onlineposten.dk in autumn 2017. Since 

then, true and fake news are mixed up and several 

readers share articles from the satire team’s website 

without knowing that they are fake news. Among 

other things, a fake news article is published, 

stating that Anna Mee Allerslev’s husband is men-

tioned in Paradise Papers. The goods description 

on the satire page is subsequently debated.

3. On 29 October, singer and actor Nikolaj Steen 

shares a picture on Twitter that allegedly shows that 

Denmark is the only country in the world to have 

an electric car charge. Political Party Alternativet 

manages to show the picture on Twitter before it 

turns out that the picture has been manipulated and 

the argument does not hold up. It was not Nikolaj 

Steen who had manipulated the picture. 
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THE TEN MOST CREDIBLE 

DANISH NEWS MEDIA
 
Proportion who reply that the news medium 
has high or very high credibility

Period: 2017
Target group
Source: Megafon for DR Audience Research

TV Avisen on DR1

Radioavisen from DR

News on TV 2
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DR2's news broadcast

TV 2 News

Text Tv from DR

P3 Nyhederne

dr.dk

Deadline

83%
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66%
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61%
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63%
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PROPORTION THAT RECEIVE 
NEWS ON A DAILY BASIS

Period: 2017
Target group: 15-29 years
Source: Megafon for DR Audience Research

 

90%
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THE NEXT GENERATION 
OF NEWS CONSUMERS   

The young have got it bad Concerned commentators from the 
generation of parents are afraid that the young people of today are not 

interested in the news, democracy and society, and that they only spend 
their time on foolish social media. But is it all that bad for them?

By Dennis Christensen

DR Audience Research
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A lot is written and said about young news consu-
mers, that new generations have become worse 
at understanding the news, and that they follow 
the news less than previous generations of young 
people. The big question is whether we are dealing 
with a generation of young people who differ sub-
stantially from their parents and earlier generations 
of young people - or a group of young people 
who are no different from what young people have 
always been. This is hard for adults to understand.

Unfortunately, we do not have any major 
comparable studies of different generations at our 
disposal, but there are some figures available to us 
that may give us a clue. An indication of a possible 
age effect can be sought in the fact that news 
consumption increases slightly the older a person 
becomes. In 2017, 90% of all 15-29-year-olds follo-
wed the news on a daily basis, compared with 95% 
among the entire population. Thus, the young age 
group follow the news slightly less than the rest of 
the population - although it must be said that 90% 
is a high figure - probably higher than what many 
in the parental generation perhaps imagine. The 
proportion of young people who follow the news 
has, moreover, been noticeably high and stable in 
recent years. So there is nothing obvious that would 
indicate that the young follow the news significantly 
less than previously. Naturally, having access to and 
receiving the news on a daily basis is not the same 
thing as having an awareness and understanding of 
the major social issues, but the actual use of news 
and news media must, nevertheless, be a prerequi-
site for understanding. 

 
A PATCHWORK QUILT OF NEWS
Where we can potentially see a generation effect 
is in the appearance of a more fragmented, digital 
news landscape, where the proportion of 15-29-
year-olds who receive news every day via many 
different sources, particularly digital, has risen. This 
rise is characterised in particular by the increased 
use of news sites, news apps and, especially, the 
use of news on social media. At the same time, the 
proportion of young people who receive news on 

a daily basis via TV has fallen, while the proportion 
that receives news daily via radio has been relatively 
stable over time. Overall, we see a group of young 
people who use many different sources of news,  
the most common of which are the digital sources, 
with social media in first place. For many people, 
however, social media are not the only source 
of news. If you remove social media from young 
people’s media use, there are still 80% of young 
people who follow the news on a daily basis. Thus 
the young use a wide range of other sources for 
news than social media.

Alongside the young is a group of 30-49-year-
olds, who are somewhat more monomedial. 
Although the digital media are also growing in the 
adult group, it is still the traditional media such as 
radio and TV that are the strongest. Among the 
elderly over 50, the newspaper has a relatively 
stronger position. Perhaps this hides a generation 
effect: We prefer the news media that dominated in 
our formative years, so that it is still the elderly who 
hold on to the printed newspaper, while the older 
adults who themselves made the transition from 
newspaper to TV in their time now find that their 
own children are switching from TV to digital media. 
Hence the world is not black and white; rather, 
generation and age effects go hand in hand.

FEW CHOOSE THE MEDIA FOR THE NEWS
It must be remembered that most people choose 
news media depending on their media consump-
tion. When the parental generation watch the 
news on TV, it is not because they think TV news is 
necessarily better than the news in newspapers, but 
simply because they watch TV more. And the same 
goes for the young of today. They do not neces-
sarily follow the news on Facebook because they 
believe they get the best news there, but rather 
because they are already on social media.  

INDIVIDUAL NEWS PICTURE
Young people’s diligent use of news via social 
media means that the news is increasingly finding 
its way to the user’s Facebook feed, for example, 

through friends, celebrities and politicians, who 
share and comment on selected news articles 
on social media. As the news coverage does not 
come direct from a traditional media firm, it is 
less authoritative when users comment, add and 
change the context of the news. This may help 
to change the angle that is seen on Facebook, 
in relation to what the journalist had intended. 
This comes across in the general selection that 
Facebook’s algorithms allow, which makes the 
news picture more individual.

It is too early as yet to assess whether young 
people’s use of social media for news is an age 
effect or a generation effect, which they will take 
with them into adulthood. The fact that there are 
also a lot of adults using social media for news today 
indicates, however, that it would be unreasonable 
to rely on it only being a passing craze. Thus the 
phenomenon is hardly going away, and the media 
firms are struggling to get business models to work 
in a world with news that can be shared on social 
media, while the journalists are battling with their 
journalistic credibility in a world where part of the 
editorial power is transferred to social media.

Although the adult generation were surely 
worried when the young made the shift from news-
paper to TV - and the journalist community (at least 
the writing part of it) were surely worried about 
what the TV media’s flickering images would mean 
for credible news coverage and young people’s 
understanding of the world and society, society still 
remains cohesive today, and citizens as well as jour-
nalists have both found their place in the new media 
reality. From a historical perspective, perhaps we 
need not be so concerned about young people’s 
media and news habits. If nothing else, they are 
sure to be wiser when they get older.
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PROPORTION THAT RECEIVE 

NEWS VIA THE MEDIUM

Periode 2017
Target group: 15-29 years
Source: Megafon for DR Audience Research
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AGE AND 
GENERATION EFFECTS

In order to understand the development of news 

consumption among the young, it is worthwhile 

differentiating between the special features of 

what it is to be a child or an adult, and what it 

means to have grown up in the post-war period or 

in the 2000s. 

An age effect is an effect of belonging to a certain 

age group: I.e. special features of, for example, 

being a child, a young person or an adult. It is in 

respect of this effect that you can hear the expres-

sion “he/she will be all the wiser when he/she gets 

older”, where people’s conduct is associated with 

their age, but they grow out of it. When we are 

children we like Bob the Builder but we soon grow 

out of it and acquire other interests. 

Here is where the generation effect kicks in: It is an 

effect whereby you focus on what you “take with 

you” on your journey through the phases of life. 

This is the effect you see when, for example, the 

generations who grew up during and after the 

Second World War are more frugal than other 

generations throughout their life, because they 

have lived through hunger, need and deprivation - 

which they have not been able to simply “unlearn”.
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PROPORTION WHO HEAR ABOUT 
THE STORY AT THE TIME OF BREAKING

Target group: 15+ years
Source: Kantar Gallup for DR Audience Research (2012) and the DR Panel (2017)

 

49%
2017

39%
2012
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YELLOW NEWS 
IS NOT ALWAYS 

BREAKING NEWS  
When a news story makes it up to the yellow field, it is often a story of great 
social significance - but not always. What does breaking news mean for the 

Danes today - and how do we react to yellow news?

By Michael Oxfeldt & Sofie Scheutz

DR Audience Research
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The colour yellow is the same, but the Danes’ 
interaction with breaking news has changed. TV 
is losing ground as a breaking medium, and fewer 
Danes are experiencing their first encounter with 
breaking news on TV, radio and print, while more 
are having their initial contact with yellow news in 
the digital media. 26% of news consumers over 
15 years of age hear about a breaking news story 
for the first time on TV, which is a fall of 7 points as 
compared with 2012, when DR Audience Research 
carried out a survey accordingly. Approximately the 
same number first encounter a breaking-news story 
via news sites and apps, while 16% receive breaking 
news on social media.

BREAKING NEWS IS SPREAD 
FASTER THAN BEFORE
The digital growth has helped to ensure that 
breaking news is disseminated very quickly. The 
Internet provides images, sounds and text in one 
and the same medium, which, in combination 
with the medium’s flexibility, makes it well suited 
for breaking news. This is reflected in the fact that 
10% more news consumers receive the news at the 
time of breaking as compared with 2012. Of the 
breaking-news stories that DR Audience Research 
has studied, a little more than every second Dane 
has heard the news within the first hour of the time 
of breaking, and 60% of the population have heard 
the story after three hours of news coverage. 

The studied news stories reached an average 
of 93% of the population within the first 24 hours. 
How fast a breaking-news report is spread depends 
on, among other things, the time when the story 
breaks. In common with the survey carried out in 
2012, the chance of rapid and broad dissemination 
is greater the closer to a main news time the news 
breaks - for example, around the main evening 
broadcasts on DR1 and TV 2, or in the morning, 
when a lot of people are usually finding their way 
through the news.

In addition, the level of sensation also has an 
influence on the dissemination of a news article.  
The time of the votes counting following the Ame-

rican presidential election could not have come as 
a surprise to either the media or users, but the out-
come of the American presidential election, on the 
other hand, must have been astonishing for the 76% 
of Danes who woke up to the news the morning 
after the election. The news of Trump in the White 
House spread throughout the day to practically all 
Danes. Conversely, only 43% of Danes – in spite of 
several days’ siege of Marienborg by the media – 
heard about Lars Løkke’s new tripartite government 
when the story broke on a workday morning, when 
many people were at work.

But, as we know, breaking news cannot always 
be tamed or tethered, which is why many users, not 
surprisingly, encounter breaking news where they 
otherwise normally receive news during the course 
of the news day. The news of the terrorist attack in 
Manchester is another example of the importance 
of the time of breaking. The news broke late one 
weekday afternoon, and the majority of users 
naturally heard of the news the following morning 
during their fixed news routine, either on the radio, 
used as an alarm clock, or on the car radio, turned 
on automatically on the way to work. 

THE MEDIA HAS A ROLE TO PLAY
How often a piece of news is spread also depends 
on what media cover the breaking-news story. 
An example of this is the death of Mopper. When 
Linse Kessler’s mother left, the story was not broken 
by the established media, but via a post on Linse 
Kessler’s own Facebook page. The story was snap-
ped up around the time of breaking by every fourth 
Dane, which may seem like a low figure compared 
with the other stories. The story of Mopper’s death 
was subsequently taken up by a number of the more 
established media, and reached a total of 75% of 
Danes during the first 24 hours.

MEDIUM WHERE THE USERS 

FIRST HEAR ABOUT THE STORY

No questions were asked about social media in 2012

Period: 2012-2017 
Target group: 15+ years who have heard about the story
Source: Kantar Gallup for DR Audience Research (2012) and the DR Panel (2017)
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TIME WHEN THE USERS 
FIRST HEAR ABOUT THE STORY

Period: 2016-2017
Target group: 15+ years
Source: DR Panel

Trump wins the presidential election

LA and K in the government

Terrorist attack on a Christmas market in Berlin

Mopper’s death

Avalanche at an Italian ski resort
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RELEVANCE AND PROXIMITY 
ARE IMPORTANT INGREDIENTS
The study shows that surprise, materiality and 
fascination are all good points on which to base 
breaking news. Users demand a further two 
things, for them to make it up to the yellow field 
themselves: The story must have personal relevance 
and continuous development. In other words, 
there needs to be more than just a good story to 
influence the user’s news behaviour.

The personal relevance is vital for how closely the 
user follows the news. For a good number of users, 
the terrorist attack on a Christmas market in Berlin 
felt more personally relevant than an avalanche at 
an Italian ski resort. This is because many Danes 
have visited or know Berlin themselves, and that it 
is easy to relate to the sensation of walking around 
a Christmas market - in spite of the fact that the 
avalanche claimed twice as many victims.

This point is emphasised in the follow-up 
qualitative interviews on the terrorist attack during 
an Ariana Grande concert in Manchester, where 
users did not generally change their media habits in 
connection with the coverage. Users are obviously 
so resistant that it really takes a lot to get them to 
change their behaviour. Several users mention that 
they would have followed the news coverage a lot 
closer if they themselves had had children, friends 
or acquaintances attending the event. 

Apart from personal relevance, the story has to 
develop, for users to choose to follow the news 
coverage continuously. If users sense that there 
is more in the making, or that new information 
will soon be made available, this creates a natural 
stimulus to keep up with the news. If, on the other 
hand, the event is concluded immediately, which 
was the case in Manchester, there is very little 
chance that the user will slavishly follow the clearing 
up works, summaries and perspectives. Users 
are aware when someone is paddling and when 
someone is cooking soup.

USERS SORT THE YELLOW PRESS THEMSELVES
The stories about Berlin, Trump and Løkke are all 
considered news stories of high social relevance, 
but it is only Berlin and Trump, however, that are 
categorised as true breaking-news stories, when 
users are asked. Users are divided, however, as far 
as Løkke’s new government is concerned, while 
the Italian avalanche and Mopper’s death are not 
considered breaking news by the majority. To judge 
from the results of the survey, the cause may be that 
these stories lack personal relevance and conti-
nuous development.

Although you may get the impression that the 
colour yellow is becoming increasingly important 
in the Danish news picture, users have clearly 
developed an ability to sort news according to its 
importance, regardless of whether the media have 
packaged the news in yellow or not.  

ABOUT THE SURVEY

Between October 2016 and January 2017, 

DR Audience Research carried out five quantitative 

surveys on the Danes’ use of breaking news, on the 

basis of each one’s news story:

•  Donald Trump wins the presidential election 

 (9/11-16)

•  LA and K are invited to join the government 

 (20/11-16)

•  Ann ”Mopper” Kessler’s death (21/11-16)

•  Terrorist attack on a Christmas market in Berlin   

 (19/12-16)

• Avalanche hits a ski resort in Italy (19/1-17)

The survey, which is a repeat of a similar survey con-

ducted in 2012, was carried out on a total of 2,431 

respondents over 15 years of age in the DR Panel.

As a follow-up to the quantitative results, 

DR Audience Research carried out qualitative 

in-depth interviews with 10 news users in order to 

study the users’ media behaviour in connection 

with breaking news with a particular focus on a 

terror-related news story. The qualitative survey 

was ready to be executed at the very moment a 

serious terrorist attack took place in Europe. The 

serious news article arrived 22/5-17 in connection 

with the terrorist attack at a concert in Manchester.
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ARE YOU DOWN 
WITH THE DANES?  

You now have the chance to see how much you distinguish yourself from 
“a regular Dane”. Are you raised high above the average, or are you down with 

the Danes? DR Audience Research has, in cooperation with Norstat and the 
Copenhagen TV Festival, surveyed 1,004 representatively selected 

Danes and 266 employees in the TV industry in order to find differences and 
similarities - and maybe inspire them to introspection.  

By Sofie Scheutz & Mette Birk

Illustration: Jon Skræntskov
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