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THE THREAT AGAINST 
DANISH CONTENT

2018 saw a massive media debate in the light of the media settlement 
process. Subsidy schemes, news’ credibility and young people’s 

peculiar media habits that adults do not understand. Beyond these 
issues stands, however, the Danish content. Rarely has being Danish 
been higher on the agenda in the debate on the media and its role. 
And with good reason. The Danish content is extremely important.  

By Dennis Christensen

DR Audience Research
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The Danish content is under more pressure than 
ever before. Waves of foreign content in the form of 
series and films are threatening Denmark's dykes. 
During the year, several different attempts have 
been made to tame the rising waters with focuses, 
subsidy schemes and VAT exemptions. But why is 
it important to try to save the Danish content from 
changes in the media climate?

Danish content on TV, radio and digitally is given 
awards abroad. We take pride in that. So in any 
case, this is something we are good at. But other 
countries' content also wins awards, and it will pro-
bably be an exaggeration to say that Danish content 
is fundamentally better. 

The reason why we cherish the Danish content 
can be found in the many war defeats throughout 
history. The crux of the matter is Denmark's humble 
size. We are simply not very many to consume 
and pay for the Danish content. The commercial 
potential in an international market is really more 
difficult for a content where Danish is spoken and 
thought, rather than the content that takes place 
in English. This means that financing opportunities 
are limited – and that is why we are pretty much the 
only ones to pay.  

In the past, restrictions in the media distribution 
had the result that the Danes primarily had access 
to Danish newspapers and Danish TV and radio 
channels. This meant that the Danish content was 
protected and had a natural precedence in Danish 
channels. Now we have access to all the world’s 
content. The Internet's giants tempt the Danes with 
documentaries, films and series, which admittedly 
are not Danish, but which are still good. And there-
fore an ever-larger share of the money goes abroad. 

This creates a challenge because we Danes find 
it easier to understand English-language content 
than others understand the Danish-language 
content. This means that a globalised content has 
a competitive advantage. Do you yourself ever 
consider whether your TV series are imported or 
locally produced?

'Long story short: We are a small country.' Few 
people live here, and we speak a strange language 
that even our closest neighbours must make an 
effort to understand. Therefore the Danish content 
is important for us, but maybe not so important for 
everybody else.   
 
In the Media Development 2018, we focus on the 
Danes' media habits and the major changes, which 
are these years washing over us like a global media 
tsunami. Therefore please remember the Danish 
content when you read about media streaming, 
YouTube or the battle for the clicks.

Enjoy reading the Media Development 2018.

Dennis Christensen
Head of DR Audience Research
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THE DANES' DAILY 
MEDIA USE

The estimate is based on a variety 
of sources, including the official market 
measurements on radio and TV - but 
also a number of questionnaire surveys, 
where time consumption is not 
measured directly but calculated 
on the basis of the replies from 
the respondents.

Period: 2018
Target group: 15-75 years
Source: DR Audience Research

 

7h 16 min
The Danes' daily media use

24h
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THE DANES 
ARE STREAMLINING 

THE MEDIA USE
On a daily basis, the Danes use 7 hours and 16 minutes on the media. 

Although the time consumption has fallen by approx. 
half an hour during the last few years, and part of the media usage is going 

on simultaneously, the high time consumption underlines the central role that 
the media plays in the life of the Danes.

By Dennis Christensen & Henrik Gregor Knudsen

DR Audience Research
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Previously the media was tied to specific periods 
of time, e.g. listening to the radio in the car on the 
way to work and watching TV while having a cup 
of coffee in the evening. Today, TV series are being 
watched in the bus, news are being checked in the 
supermarket and music is being streamed in the 
fitness centre. It is hard to imagine that the Danes 
are able to squeeze in more time for the media. 
This means that the media usage starts to overlap 
more than it has done in the past and takes over the 
use of other media. The reason why the Danes' con-
sumption of traditional TV has decreased in recent 
years is obviously that more and more are streaming 
the TV content, but recent years’ increase in the 
use of e.g. social media, gaming and streaming of 
music has probably also reduced the traditional TV 
consumption.

When the total time consumption across the 
media decreases, it is probably due to a shift from 
traditional media to a reality where more and more 
people stream. The TV stations have turned it into 
a science to lull viewers into a flow, which expertly 
leads them on from one programme to the next. 
Many streaming services are attempting to mime 
this logic by auto-starting the next episode or 
giving recommendations for content that is similar 
to what one has just seen. It takes about forty-five 
minutes to watch Luksusfælden (the Luxury Trap) 
at Viaplay, while including advertisements it takes 
about one hour on the TV3 flow channel. The 
consumption of a streaming service is, therefore, 
as a starting point more time efficient than the 
consumption of a traditional TV channel.

The development of the Danes' media use is 
significantly transformed but can be difficult to 
spot when just focusing on the development of 
one individual media from one year to the next. 
The movements in the media usage are to a great 
extent taking place across platforms rather than in 
the categories, which we have been accustomed to 
study. Quite simply: Is YouTube a service for video 
streaming or music streaming? The obvious answer 
is both. This means that we must take a helicopter 
view in order to understand the development, and 

therefore we have gathered the evaluation of TV, 
radio and networks in this article.

STABLE DIGITAL PROGRESS
Approx. 3 out of 5 minutes of the total media use 
are still used on the so-called traditional media such 
as television, radio and print. The development 
has a digital direction, but it is not exponential. It is 
hardly dramatic. Even for the young, the decrease 
in traditional media is limited. The balance of power 
between the various media categories has there-
fore not changed much from 2017 to 2018, neither 
for the young nor for the population in general. 
So although a lot has undeniably happened with 
the Danes’ media use in recent years, it is still not a 
question of year to year revolutions. 

The digital growth primarily occurs in one place, 
and that is in streaming. In 2018, young people use 
more time on streaming both audio and pictures, 
and among the public in general an increase can 
be found in streaming of video content. All other 
media categories are experiencing a decline in time 
consumption. One reason for this must surely be 
found in the ceiling effect: There are limits to how 
much more time, Danes can spend on media than 
they do already.

Where traditional TV still, with a third of the 
time consumption, is the clear dominant media 
category, this media type is more peripheral 
among the young. Only a bit more than every tenth 
minute is spent on traditional TV among the 15- to 
29-year-olds. Here, twice as much time is used 
on streaming. For young people, streaming takes 
place from many platforms, but especially YouTube 
is a strong presence. In fact, so strong that a rough 
rule of thumb goes that the young people's use of 
live pictures is approximately one third traditional 
TV, one third streaming services and one third 
YouTube - just as much YouTube as the rest of the 
streaming market in total. YouTube definitely has got 
something special, which is described in the article 
about the very same service. 

Another media category, which is sometimes 
overlooked, is games and gaming. Among the 

whole population this media category makes up 
6%, which is more than the printed media. If you 
look at the young people, games and gaming make 
up 10% of the media consumption, and even more 
among young boys. Fortnite, Counter-Strike and 
similar pursuits are so large phenomena that they 
show up in our common media image – from DR3 
transmissions to footballers’ celebrations of a goal. 

When all is said and written about the distribu-
tion of time consumption among young and old, it 
is important to remember that here we are looking 
at the average. There is obviously a difference 
between young and old. In addition, we must not 
forget that there are also differences within the in-
dividual age groups. There are young people, who 
watch very traditional TV and who intensely worship 
the radio, and there are Danes above the age of 60, 
who have cut the cable and merrily facetime with 
their grandkids. Media consumption is rarely either/
or. It is usually both/and.

THIS IS HOW WE HAVE 
CALCULATED THE TIME 
CONSUMPTION

DR Audience Research has used a variety of sources 

to estimate the Danes' total media time consumpti-

on – including the official market measurements on 

radio and TV - but also a number of questionnaire 

surveys, where time consumption is not measured 

directly but calculated on the basis of the replies 

from the respondents. Our estimate does not consi-

der that part of the media consumption takes place 

simultaneously – e.g. when reading the newspaper 

while listening to the radio. 
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Tv

Read news on the web

Radio

Social media

Streaming TV content, films and clips

Games and gaming on the web

Streaming radio and music

Printed media

15 - 75 years

15 - 29 years

2017

34%

13%

33%

11%

13%

25%

15%

28%

22%

12%

21%

12%

6%

11%

6%

13%

3%

4%

3%

3%

6%

11%

6%

10%

11%

21%

11%

21%

6%

3%

5%

2%

2017

2018

2018

DISTRIBUTION OF THE DANES' MEDIA USE

The estimate is based on a variety of sources, including the official market 
measurements on radio and TV - but also a number of questionnaire surveys, 
where time consumption is not measured directly but calculated on the basis 
of the replies from the respondents.

Source: DR Audience Research 
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BATTLE OF FICTION AND REALITY
There have been no major shifts between the four 
large channel families in the Danish TV channel 
market. DR, NENT Group and Discovery Networks 
all slightly decrease, while the TV 2 family with an 
audience share of 39% gets the best result in more 
than ten years. The success that TV 2 is experien-
cing in terms of audience share is, however, not 
enough to compensate for the Danes' decreasing 
TV consumption. Like the other channel families, 
TV 2 is also experiencing a decline in terms of both 
time consumption and coverage.

In 2018, DR1 and TV 2 have increased the amount of 
new Danish drama by approx. a quarter. Especially TV 
2 has launched several new titles in recent years, the 
majority of which obtaining audience figures in the nice 
end of the scale. It has challenged the de facto mo-
nopoly that DR has had with series such as The Killing, 
Borgen and Sommer. However, it is not only the main 
channels that produce drama. DR Ultra has had great 
success with BaseBoys and DR3 with Doggystyle, 
while TV 2 Charlie in 2018 launched Nurse following 
up on the success of Something's Rockin'.

While competition between DR and TV 2 has 
intensified on the drama front, NENT Group and 
Discovery Networks compete in the reality genre. 
TV3 and Kanal 4 have in 2018 launched Danish 
editions of Love Island and Ex on the Beach, which 
have already gone from strength to strength 
abroad. When DR and TV 2 focus on drama, while 
NENT Group and Discovery Networks invest in 
reality, the reason is probably that these genres are 
also among those, who perform best on the respec-
tive streaming services of the channel families.

Almost all streaming services are experiencing 
progress in the Danish market, and 48% of Danes  
'are now at least streaming film and TV series weekly'  
versus 46% in 2017. In general, however, the pro-
gress is less than what we have seen in recent years. 
YouTube and Netflix are still the largest ones with a 
weekly coverage of 51% and 40% respectively. In 
third place comes DRTV, which on a weekly basis 
reaches 37% of the Danes, and thus is in contact with 
more than twice as many as TV 2 Play and Viaplay. 

 WEEKLY USERS OF STREAMING 
SERVICES (TOP 10)

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

TIME SPEND DAILY
ON TV

Target group: 3+ years
Data: Live + VOSDAL + TS 
Source: The Kantar Gallup Viewer Survey
 

2017 20172018 2018

YouTube

DRTV

TV 2 Play

Netflix

Viaplay

HBO Nordic

YouSee Play

Viafree

C More Play

Stofa web-tv

40%

18%

15%

11%

3.3%

2.8%

2.3%

37%

16%

10%

16%

0.9%

1.2%

1.2%

51%

37%

16%

46% 2h 30 min

2h 22 min

31%

11%
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TV 2

Discovery Networks

NENT GroupDR

Other

2017

2018

SHARE OF VIEWERS DISTRIBUTED ON CHANNEL FAMILIES

Target group: 3+ years
Data: Live + VOSDAL + TS
Source: The Kantar Gallup Viewer Survey

37.9%

39.1%

36.7%

36.6%

10.4%

10.3%

10.1%

9.6%

5.0%

4.5%
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THE ELDERLY ARE LISTENING MORE DIGITALLY
The Danish radio market is quite stable, and the 
development of the radio is more or less as it used 
to be. 92% of the Danes are listening to the radio 
over the course of a week, while daily listening time 
decreases from 1 hour and 51 minutes to 1 hour 
and 47 minutes. E.g. a decline of a few minutes, 
which follows the trend of previous years. DR's 
channels are responsible for 73% of listening, while 
Radio24syv takes 3% and the commercial stations 
share the rest. 

Usually one associates the digital with the new 
and youthful, but on the radio it is the other way 
around. In 2018, the 15- to 31-year-olds listening 
to digital radio accounted for 30% against 35% in 
2017. On the other hand, the digital listening of 
the oldest Danes has increased and accounted 
for as much as 43% in 2018. One of the reasons is 
last year's reorganisation of the DAB standard in 
Denmark. For many young people, a DAB radio is 
probably not at the top of the wish list, and young 
people have so many other competing offers. Radio 
is here just one of many offers, and if the radio sud-
denly becomes silent due to a switch from one DAB 
standard to another, then there are many alternative 
opportunities. Among the elderly, where listening 
to the radio is more firmly embedded in their media 
use, one is clearly more concerned with getting 
one’s radio needs covered. Even if it requires a trip 
to Elgiganten for a new appliance. 

The young, in turn, find it easier follow, when it 
comes to podcasts. Where 18% of the population 
listens to podcasts on a weekly basis, this goes for 
31% of the 15- to 31-year-olds, which is an increase 
from 2017, where the figures were 15% and 25% 
respectively. So the young radio listeners there-
fore especially take podcasts at heart these years. 
Although there are still more than twice as many 
young people, who listen to the traditional radio, 
as there are young people listening to podcasts, it 
is obvious that the radio's on-demand product has 
a markedly younger profile compared to traditional 
radio. At the same time, the podcast media also 
gives some otherwise narrow genres such as voice 
radio, radio-montage and the like a potentially lar-
ger audience. The other side of the coin, however, 
is that podcasts, in addition to having a younger 
profile, also have a more elitist profile. Thus, weekly 
31% of Danes with a higher education listen to pod-
casts, against 11% of Danes with a vocational educa-
tion. It can therefore be said that podcasts may be 
missing several popular products such as Mads & 
Monopolet in order to reach a wider audience.

SHARE OF LISTENERS 
DISTRIBUTED ON CHANNELS

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

2017 2018

P4

P5

NOVA

P3

P1

Radio24syv

P2

Radio 100

VLR

Pop FM

12.4%

6.8%

3.4%

3.3%

2.7%

1.7%

1.6%

13.5%

6.7%

3.1%

3.2%

2.5%

2.1%

1.7%

39.6%

7.7%

4.1%

38.3%

6.6%

5.0%
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WEEKLY USERS OF 
RADIO AND PODCAST

Weekly use of podcast in 2018 
applies to 2nd + 3rd quarter

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

2017 2018

Radio

Podcast

18%

15%

92%

92%

TIME SPEND DAILY 
ON RADIO

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

2017 2018

1h 51 min

1h 47 min

SHARE OF DIGITAL LISTENING 
ON DR’S RADIO CHANNELS

Digital listening: DAB, web and cable

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

2017 2018

35%

38%
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THE WEB EMBRACES ALL
Today practically all Danish households have access 
to the Internet at home. The web has not just be-
come public property, but a prerequisite for being 
able to function as a full member of society. NemID, 
e-Boks and e-mail are for all Danes a rather everyday 
occurrence, which most often makes life both faster 
and easier. 

These years no major development is taking pla-
ce in the number of Danes, who get access to the 
web. The changes are rather of a more qualitative 
nature and relate to the way we access the Internet. 
In 2017, the phone was the unit that most Danes use 
to access the web, and the trend continued in 2018. 
In 2011, two out of five Danes had a smartphone, 
while the corresponding figure in 2018 is nine out of 
ten. For many, especially young people, the mobile 
phone has become such an essential part of life 
that a separation from the smartphone is associated 
with an actual physical discomfort. The Internet is 
connected to more and more devices in the Danish 
homes, and even though the Internet-enabled 
refrigerator is probably still Sci-Fi for most, new web 
devices are on their way: More than every second 
Danish household has a Smart TV, almost one in ten 
has an e-book reader and 7% have a robot vacuum 
cleaner. 

The fact that the web moves into more and 
more of our things is also helping to transform our 
understanding of the Internet and its limitations. 
A few years ago, it made sense to talk about when 
one was on the web and when one was not. When 
the 56K modem had finished its squealing, you 
were on the web, and when you disconnected, you 
were not. But if you ask a teenager today about how 
often or how long he or she is on the web, you will 
certainly be met with a baffled gaze. For are you not 
always on the web? Is the web not around us all the 
time? Today, the web is limitless, and we cannot 
see where it starts and ends – and soon it will come 
to the refrigerator too. The network moving into 
all our appliances is something we have experien-
ced gradually over recent years, while in the early 
stages this development was mostly for enthusiasts. 

Basically it was too difficult and troublesome to set 
up, but in recent years more and more alternatives 
for Internet-driven solutions have emerged that are 
not only the brainchild for engineers, but that also 
make sense for us mortals. Today, even IKEA has a 
"smart home" department. Futuristic science fiction 
is almost daily life today. 

THE DANES TURN DOWN FACEBOOK
Not often do we hear stories about decrease when 
we talk about the web, but this year something 
actually resembles it. Although almost 90% of the 
Danes have a profile on one or more social media, 
the largest of them, Facebook, is experiencing a 
decrease in the daily use. Not much, but neverthe-
less some. 77% of the Danes check their Facebook 
page on a monthly basis, and 63% do it on a daily 
basis, which is a couple of percentage points less 
than last year. Looking toward the youngest users, 
the 12- to 24-year-olds, the decrease is significant. 
In 2017, 81% of this age group checked their Face-
book page daily. This figure has decreased to 73% 
in 2018. 

Part of the explanation may of course be recent 
years’ many scandals involving Facebook, but 
some of the explanation is also that we are using 
social media in new ways. Where Facebook until 
recently was practically predominant, e.g. like DR1 
and TV 2 was it in the 1990s, a proliferation in the 
use of social media is now taking place - somewhat 
resembling what we saw on TV as the niche chan-
nels appeared in the start of the noughties. At that 
time, we scattered our viewing to multiple channels 
with more specific content. The same thing is now 
happening on social media. Facebook is still used 
by many, but a part of what we previously used 
Facebook for has now moved on to competing 
services or services that are owned by Facebook. 
Where Facebook before was a one-stop shop for 
everything dealing with social media, we now 
for example use Instagram for image sharing and 
Snapchat for maintaining the daily chat with friends.

CHANGED CONDITIONS FOR THE MEDIA
2018 was no doubt an eventful year in the Danish 
media turf. Whilst a long series of the large chan-
ges, which we have seen during the last decade, 
has continued, a narrow media settlement fell into 
place that in a wide range of areas will change the 
media climate in Denmark in the coming years. No-
table changes are savings on DR, changes in media 
subsidies and new radio and TV channels.

The conditions from the outside world that defines 
the Danish media image are under development in 
these years. The political framework conditions are 
changing significantly. But the commercial media 
reality will hardly change markedly during the next 
years. The Danish media industry's biggest challenge 
will still be the international Internet giants.
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SHARE THAT DAILY 
USES SOCIAL MEDIA

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

SHARE THAT DAILY/ALMOST 
DAILY USES THE INTERNET

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

2017 20172018 2018

Facebook 'Any usage at all'

Instagram Via computer

Twitter

YouTube Via mobile phone

Snapchat Via tablet

LinkedIn

Pinterest

Reddit

Jodel

Tumblr

27% 72%

23% 31%

6%

4%

3.0%

1.0%

1.0%

24% 68%

23% 33%

4%

4%

2.3%

1.7%

0.9%

63% 88%

24% 61%

6%

65% 88%

18% 62%

7%
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RELATIONSHIPS 
CONTROL YOUNG 

PEOPLE’S MEDIA DAY
The need for avoiding boredom, and not least the cultivation of 

relationships, is crucial for young people's media use, but during 
the day a wide range of nuances emerges. 'In a larger study 

DR Audience Research has examined young people's lives...' 
and media behaviour to identify at what times young people are using 
which media content, media platforms and, the needs that drive their 

media use. Join us through a day in the life of young media users.  

By Peter Niegel & Mette Birk

DR Audience Research
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MORNING
The mobile buzzes on the pillow but the young 
media users snooze just once. It buzzes again, and 
they wake up, but they do not really want to get up 
because ahead waits yet another chaotic day with 
a flood of digital updates and demands to perform. 
The performance demand is not so much a daily 
time pressure as it is a constant performance pres-
sure through the educational course, ones own and 
parents' expectations to the future. In other words, 
many young people find themselves in the waiting 
room of the future. However, the day starts gently 
with a tour de smartphone, where young media 
users typically check up on Facebook, Instagram – 
and if they attend an upper secondary education, 
they check the school intranet as well. 

If they are well in their twenties, their day will start 
in the same way, but then they will probably also 
check a news site or listen to the news on the radio in 
order to be updated on what is happening around 
the world. But the tour of the news media is short, and 
it is not here that they have time for in-depth articles. 
Nor is it here that young people engage in lengthy 
correspondences with friends. For the particular 
characteristic of the early morning is a need to get the 
necessary information. And the necessary informati-
on in young people's world may as well be a new post 
in a closed Facebook group or an old-fashioned text 
message, as it can be an article from a news media. 
Young people's media use in the morning takes place 
almost exclusively on the mobile phone. 

 
ON THE MOVE
It is a weekday, and the young media users have to 
leave for school or work. If they live at home and at-
tend an upper secondary education, they are slightly 
more likely to use a mode of transport, where they 
have hands and eyes free to focus on the mobile 
phone. It will allow them to actively communicate 
on for example Snapchat and Messenger, which are 
some of the strongest media platforms when young 
people are on the move. The active communication 
with ones relationships is crucial for young people's 
media use, and especially accelerates here.

If on the other hand, the young people are sitting 
on their bike, or perhaps even driving a car, there 
is a strong likelihood that they use an audio media. 
The strongest of all audio media for young people 
on the move is Spotify, followed by the radio. When 
young people are on the move and put Spotify 
in their ears, it is particularly because they are 
alone, and by using Spotify they get some kind of 
companion. In addition, the audio companion is a 
comfortable distance from all the chaos and com-
motion coming from traffic, as well as a breathing 
space from the day's demands. 

It is still merely the mobile phone that the young 
people use when they are on the move. But unlike 
when they woke up, the media use is now not 
about getting the necessary information, but about 
avoiding boredom. A need that is actually the largest 
and most charac-teristic for young media users 
throughout the rest of the day. 

 
THE AFTERNOON 
It has now become afternoon, and young media 
users have of course also used the media, while 
they were at work or in school. But because they are 
now off, they have more time. The breaks that occur 
during the afternoon will be filled with various me-
dia. Again, it is about avoiding boredom, and much 
of this behaviour is based on sheer habit.

If the young media users go to school, they will 
probably have the laptop right at hand, because 
they are still doing their homework on it. The use 
of portable computers among young people 
increases over the afternoon, and even though the 
mobile phone is still close at hand, it does anyhow 
give a little way for the slightly bigger screen. 

During the afternoon, young boys will drop in 
on YouTube as a well-deserved break from school 
duties and check to see if there is something new 
and fun. They often do that in connection with 
having a need for a laugh or for following one of their 
special interests. These needs gradually increase 
during the afternoon. Young female media users will 
increasingly start scrolling through Instagram to get 
a good laugh and be entertained. Chatting takes 

place simultaneously on Snapchat and Messenger 
and this continues the rest of the day. 

The number of media platforms, which young 
media users will visit during the afternoon, depends 
of their age. If they are between 15-19 years old, 
they will use many more different media than if they 
are between 25-31 years old. The reason for this 
is the fact that the youngest media users generally 
have more time, and that they typically live at home, 
and therefore have access to the parents' media. 
The youngest will, for the same reason, use a little 
more traditional media, such as TV and radio.

BEFORE BEDTIME
Dinner is a seminal moment for young media users, as 
after dinner, they can really begin to relax and dedicate 
themselves to the longer stretches of media use and 
focus on specific interests. But the mobile is still within 
reach, and notifications are checked in parallel. 

Maybe the boyfriend or some friends are visiting, 
and in this case there will be a need to experience 
something together – a need that peaks in the 
evening hours. So there is a strong likelihood that 
the young people and their friends or the boyfriend 
will throw themselves on the bed with the laptop 
between them in order to continue streaming their 
favourite series. Maybe they will even start on a new 
series, as the evening is the time of day when young 
people are most outreaching in the use of media. 
Moreover, it is in the evening hours that they seek out 
media that does not require very much interactivity.  

If the young media users are living at home, they 
have access to the parents' TV in the living room, 
where they occasionally watch TV together with the 
parents – just as they will have access to the parents' 
radio in the kitchen, to which they are subjected 
in the morning during breakfast. If the young 
people are in their late twenties, they have perhaps 
purchased their own television or radio, and they 
may perhaps watch or listen to something as old-
fashioned as the live TV or radio. 
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AT THE END OF THE DAY
A long day is coming to an end. Tomorrow another 
day awaits with a jumble of different media types 
and a need to avoid boredom. Media are welcome 
lightning rods for the performance pressure, which 
many young people are experiencing, and whether 
young people are alone, on the move, or sit with 
friends on the bed, the media are a shortcut to a 
good laugh or a pleasant company – or completely 
mundanely a shortcut to avoid boredom.

For all young people the media use is the story 
about relationships – about being able to cultivate 
one’s own relationships, but also about experien-
cing other people’s relationships. In particular, it 
is the friends on the mobile, e.g. via Messenger, 
who are the most important, and the most active, 
relations through the media day. Secondarily the 
less direct relationships must also be cultivated on 
the social media. Here, the friends’ posts are liked, 
shared and commented on - on an equal footing 
with the personalities they follow or of whom they 
are a fan. Finally, the relationships in programme 
content are also important for the young people. 
This concerns for example TV programmes and 
traditional radio, where the media user must create 
or identify himself with the relationship that the 
series or the programme creates for the media user. 
Across direct and indirect relationships, the priority 
is clear: Friends first – media brands last. 

When the mobile buzzes on the pillow again, the 
media day starts all over again. 

ABOUT THE STUDY

The study is a quantitative survey of young people's 

media day, linked with a qualitative mobile anthropo-

logical analysis of young people's usage motives and 

usage preferences. In this context, young people are 

between 15 and 31 years of age.  In cooperation with 

Norstat, 1,001 questionnaire interviews have been 

completed. In addition, a quantitative analysis based 

on 15 young pairs of friends, was applied.

YOUNG PEOPLE'S 
MEDIA DAY

Period: 2018
Target group: 15-31 years
Source: Norstat for DR Audience Research

Morning: Necessary info, keeping up in general 

Afternoon: Avoid boredom, laugh, keeping up with interests

On the move: Avoid boredom, think of something else

Evening: Avoid boredom, laugh, feel something, experience something with close relationships

24
23

22

21

20

19
18

17

16

15

14

13
12

11

10

9

8

7
6

5

4

3

2

1

Media Development 2018
19



SHARE OF THE POPULATION 
IN THE VARIOUS LIFE STAGES

Period: 2018
Target group: 3+ years
Source: Statistics Denmark
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LIFE STAGES 
IN THE DANISH 

TV LOUNGES
DR Audience Research has broken with the 'usual' and practical 

10-years’ age intervals, and has instead looked to data for 
the factors that are most critical for the Danes' media use. 

Embark on a tour of the Danes’ TV lounges.

By Michael Oxfeldt & Mette Birk

DR Audience Research
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Age has always been an extensively used variable to 
describe target groups in the media world, and not 
without reason. A large analysis based on a multitude 
of variables, data sources and statistical gymnastics 
shows that the place, where we are in life, is a crucial 
factor for our use of media. At the same time, the 
analysis shows that a number of other factors have 
a decisive influence on the media use, regardless 
of the stage of life, in which we find ourselves. E.g. 
there is a world of difference between young people 
living at home with the family or living in a dorm 
room, just like the digital experience in our working 
life has an influence on whether or not one posts 
pictures of one’s grandchildren on Facebook. 

We will now invite you into the living room on an 
ordinary Friday evening, as it might appear from the 
perspective of seven life stages. 

THE SOFA IN THE LIVING ROOM 
It is 8 p.m. on a Friday evening, the house smells of 
coffee and maybe there is a little wine in the glass. 
The most powerful light in the living room comes 
from a screen, and the expectations of the next 
hours of relaxation are high. This is how a typical 
Friday will look for a large part of the seven stages 
of life. But the size of the screen, what it shows, how 
the attention is distributed, and who is present in 
the living room, will be quite different.

Among the oldest life stage – the elderly (65+ 
years of age) – the TV will in total probability have 
been switched on for the last few hours, and it is 
now tuned in on the Friday entertainment of one of 
the large channels. The TV signal will be supplied 
through a quite classic antenna or cable connector, 
and all eyes will be focused on the big screen.

The mature adults (47-64 years of age) will 
probably also all be gathered in front of the screen, 
but in this life stage the signal is more likely to come 
from a streaming service. Especially for mature 
adults in the higher social class their attention is 
divided between the digital consumption at hand 
and the more traditional consumption of the screen 
on the wall, compared with the lower social class.

Among the adults (32-46 years of age), we see 

the same trends as with the mature adults – just with 
an even greater probability for a more digital con-
sumption. The big screen may just as well project a 
film from Netflix as from a traditional TV signal. The 
tablet is in reality mostly used by the children in the 
household, but as they have been put to bed at this 
time, there is now ample opportunity to check the 
news, shop or find other diversions on the web.

For the young adults (25-31 years of age), it is 
most likely a streaming service that facilitates the 
evening's entertainment. The probability that they 
even have a classic lounge with a TV screen is 
significantly lower than in the older stages of life. In 
addition, particularly those, who are living the wild 
single life, are probably not even at home right now. 
On the other hand, the young adults, who have 
committed themselves with a partner and perhaps 
even children, may be far more likely to have a living 
room in which they can be found at this time. Per-
haps they have not yet turned off Peppa Pig, which 
was set to binge on the big screen prior to tucking 
in the youngest. 

If one wants to find the young people (15-24 
years of age) in the living room on a Friday evening, 
one must search among those, who still live at home 
with their parents. They may, in a pinch, emerge 
from their teenage room for a round of communal 
watching the large entertainment format or the 
latest Danish drama series, but their attention will 
drift to the mobile, with which they are in constant 
physical contact. 

At the young people, who have just moved away 
from home, we will hardly find neither living room 
nor a TV screen. They have prioritised their scarce 
resources on a mobile and a laptop for school 
work, and they are probably in bed with the laptop 
on their lap. The evening's main entertainment is 
provided by Netflix, YouTube, or maybe even an 
episode of Klovn via the TV 2 Play subscription that 
is still being paid for by their parents. At the same 
time, Messenger and Instagram will buzz on the 
mobile next to them. 

Some of the self-determining children (9-14 years 
of age) have probably been allowed to stay up. The 

aroma of Friday evening’s sweets mingles with the 
other scent impressions, and there are still greasy 
fingers on the iPad that has been turned off now, as 
there is family entertainment on the television. Be-
fore the family meets for some communal watching, 
the boys have been gaming or watching videos on 
YouTube, while the girls to a greater extent have 
been streaming Klassen on DRTV or have main-
tained their streaks on Snapchat. 

At the youngest children (up to 8 years of age), all 
we hear here on a Friday evening is the deep breath 
of sleep. But earlier this evening, they were allowed 
to watch Disney Sjov together with their older sister. 

AGE OR GENERATION
Age has always been a decisive factor in our media 
use, and this will also continue in future. The biggest 
unknown factor within media and target audience 
research is, however, whether the behaviour of 
the target audiences is just an effect of age itself, 
or if it to a larger extent is an effect of the time, into 
which one is born. In the perspective of media 
development, we cannot ignore the fact that there 
is a huge generation of digital natives, who grow up 
with some digital habits and inputs that inevitably 
will affect their media use for the rest of their lives. 
At the same time, there will always be completely 
fixed terms and conditions that change with the life 
stage, in which you are. No matter how digital you 
are, family patterns, housing situation, work and 
social circle will always have an influence on our way 
of life – also when it comes to media use.
 

ABOUT THE STUDY  

On the basis of data, DR Audience Reasearch has 

divided the population into seven groupings that 

are explanatory for our media use across the diffe-

rent stages in life. Generally, the groups are formed 

on the basis of age, but each of the seven stages of 

life contains a number of differences based on e.g. 

gender, education, income and housing situation.
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SMALL CHILDREN  
3-8 YEARS

Small children are subject to the parents’ 

and older siblings’ views on media content 

and brands. It has a large influence on the 

media they use. A large proportion has 

access to a tablet, while the smartphone is 

not yet widespread.

SELF-DETERMINING CHILDREN
9-14 YEARS

The self-determining children are marked 

by the family's media consumption, 

but with the introduction of the smartphone 

and a greater degree of autonomy the media use 

will become more personalised and oriented 

towards their own relationships and interests. 

There are large differences in gender behaviour. 

The boys are significantly more absorbed 

by gaming and games, while the girls' media 

use is more oriented towards being social.

Media Development 2018
23



YOUNG ADULTS 
25-31 YEARS

The young adults are primarily digital in 

their media use, but still remember a media 

reality with traditional TV, radio and not quite 

as much Internet as today. There are large 

differnces between young adults who have 

established a family and those who are still 

free as a bird. The more committed, the more 

the media use is prioritised in relation to the 

family's needs, while the free young adults’ 

media use is based on their own interests.

ADULTS
32-46 YEARS

The adults are not digital natives and digital

 competences are therefore, as a starting point, 

acquired through e.g. job or education. 

Adults in the lower social classes have an 

extensive media use, primarily focused around 

the traditional media, and watch significantly 

more TV than the higher social classes. 

On the other hand, the higher social classes 

are more digital, and at the same time this 

is also where one finds the youngest readers 

of the big daily newspapers.

YOUNG PEOPLE 
15-24 YEARS

The media use among young people is separated 

from the family’s media use, and the young people 

themselves most often control their media use. The 

media use is digital, and typically centred around 

their own close relationships. The young people 

have a busy everyday life, and therefore spend less 

time on media than during the other stages of life. 

Young people living with their parents and 

with access to the family media appliances and 

subscriptions spend more time on traditional media 

than those living away from the parental home.
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MATURE ADULTS 
47-64 YEARS

For the mature adults, the family situation 

typically revolves around their own 

interests and needs. The mature adults have 

typically not been introduced to digital media 

until later in their lives, and far from everyone 

has been affected by the technology 

through education and jobs. 

The lower social classes have a more 

traditional media use, while the higher

 social classes have a larger 

digital consumption.

ELDERLY  
65+ YEARS

The majority of members of this life stage 

have left the labour market, and a great deal 

of time is used on traditional media. 

The elderly are watching the most TV, 

and the radio plays at full throttle in 

many homes. The elderly gladly use 

smartphones and tablets, but the use 

is characterized by the fact that the digital 

approach has come late in life. 

Therefore, the number of elderly, 

who use digital media, is more limited.
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DAILY TIME SPENT ON NEWS 
ON THE MOBILE PHONE

Period: 2017-2018 
Source: Kantar Gallup for DR Audience Research

21 min 15 min
18-39 years 40-60 years
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NEWS USERS 
WITH A GUILTY 

CONSCIENCE
Young news users experience that it is difficult to find today's 

most relevant stories in the tsunami of news, which pours over them. 
The news consumption on the mobile phone is increasing and the

desire to read the news is there, but often other things get in the way. 
This results in a guilty conscience. 

By Tina Skov Gretlund & Lene Heiselberg

DR Audience Research
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The generation gap in the Danes' media use has 
become clearer in the past many years. Especially 
Danes under the age of 40 to a greater extent 
ignore the traditional media such as TV and radio 
and instead spend time on other media offers on 
the web. This generation gap is also evident in the 
Danes' use of news.

Danes below the age of 40 do not feel that they 
have enough time for news. The lack of time gives 
them a guilty conscience, because they would like 
to keep more up with news than they do. 

’’I probably keep less up with 
international politics than I should. 
I think it is confusing to look into. 
Environment and climate are like 
international politics. I would 
probably like to keep more up with 
it than I do.’’ 
Woman, 28 years

Danes under the age of 40 spend at least as much 
time on digital news as those over 40. On the other 
hand, the Danes over 40 years of age use far more 
time on TV and radio news. They do this because 
they already spend more time on watching TV and 
listening to the radio.  

The Danes have been accustomed to having news 
served as part of the flow on both TV and radio, but 
with changing media habits especially among the 
younger part of the population, it is clear that it is 
becoming more rare that they get news from here. 

”When I was a child and young, I 
always watched the news, because 
my parents did. Typically that took 
place just after dinner time. And I 
also read the newspaper that my 
parents read. But after it has become 
so easy to get one’s news served in 
some other way, I have dropped the 
TV news and the newspaper.” 
Woman, 28 years

The reason for the generation gap in the use of 
news must be found in the under 40-year-olds’ 
extensive use of the mobile phone, which for many 
is glued to their body all day long. Danes under 
40 years of age spend more and more time on the 
mobile phone, but in spite of the increased time 
consumption, news users rarely go much further 
than to the headlines and images.

FIERCE COMPETITION ON THE MOBILE PHONE
Competition between the news media is experi-
enced as being hard because local, national and 
international news offers compete for the attention. 
But when the Danes themselves describe the 
competitive situation, news is suddenly also in hard 
competition with offers that have nothing to do 
with news. Many are saying that news is in direct 
competition with for example Instagram, ParentIntra 
and bold.dk. This situation arises partly because 
people under the age of 40 are busy, and partly 
because the mobile gradually solves all everyday 
tasks. When you are in a hurry, you solve the most 
important tasks first, and news is rarely more 
important than checking mails, booking a parent-
teacher meeting or being up to date with e.g. The 
Kardashians on Instagram. A 37-year-old woman 
expresses herself as follows:
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SHARE OF DAILY TIME SPENT ON NEWS 
DISTRIBUTED ON DEVICES

Period: 2017-2018 
Source: Kantar Gallup for DR Audience Research

Mobile phone

Tv, PC, tablet, radio, newspaper

28% 12%

18-39 years 40-60 years
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’’My own ability to sort headlines, it 
is not quite good enough. In general, 
it is just super hard to sort. I just get 
caught up with something else, e.g. 
a good tip for packed lunches, and 
then there is no more time.’’ 
Woman, 37 years 

People under the age of 40 do not dedicate time 
to keep up with the day's breaking news in the 
same way that older generations do. Instead news 
consumption takes place in the breaks that occur in 
the course of the day, e.g. news is used as a pastime 
when the people under 40 do not have other 
important things to take care of. 

TIME PRESSURE AND LIFE STAGE RESULT IN A 
GUILTY CONSCIENCE. 
Among the reasons for the lack of time for news 
and for the bad conscience of people under 40 
is, among other things, time pressure, busyness 
and stress. Several people say that they are busy 
in everyday life, where they are met with demands 
for full-time involvement in the labour market or 
in student life. At the same time many of them are 
new parents, who are in the process of establishing 
a safe family life with house, garden, carport, car, 
bills, insurances and pension. Busyness is the 
reason why people under the age of 40 rarely have 
time to keep up with today's news. This cocktail has 
the result that they often struggle with a guilty con-
science, because they would like to keep more up 
with the news than they do – they would like to be 
better equipped for being members of community 
and electors in a democratic society, but it is hard.

Many in the target audience under the age of 
40 have an experience of being in the middle of 
a tsunami of news, in which one easily lose one’s 
foothold. Several people say that they pretty much 
only have time to read the headlines, which means 
that they find it difficult to figure out how things 
really add up in the vastness of news, to which they 

are exposed. This results in a guilty conscience 
as an individual and as a member of community. 
Moreover, it is at least as important to be able to get 
on socially by being informed about the latest talk 
of the town.

’’I just want to know it when it 
has happened. I do not think it is 
particularly cool, if someone says, 
'have you heard' about something, 
and then one stands there as an 
ignorant fool saying, 'nah I have no 
idea what you are talking about'. 
I like it when it is fast, and I get it 
described in one line, almost by 
looking at my phone.’’ 
Woman, 28 years

The consequence of the guilty conscience may go in 
two directions. Either one chooses to stand idly by, 
or one makes an effort to change things. No matter 
what people under the age of 40 choose, there is no 
doubt that news users search the news offers that can 
alleviate the guilty conscience.

ABOUT THE STUDY

In 2017 and 2018 DR Audience Research has investi-

gated the Danes’ use of news across media and 

platforms. 2,129 representatively selected Danes 

aged 18-60 years participated in the study's quan-

titative portion, which has been implemented in 

cooperation with Kantar Gallup.

16 took part in qualitative depth interviews via 

Kantar Gallup, while DR Audience Research has 

carried out data collection and analysis. The study 

is carried out in cooperation with NRK Analyse with 

financial support from Nordvision.
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DAILY TIME SPENT 
ON NEWS         

Period: 2017-2018
Source: Kantar Gallup for DR Audience Research
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THE PAST 
MEDIA YEAR

2018 gave us a record warm summer and a football World Cup, but it also took away 
from us some great personalities. DR Audience Research has selected a number of the events, 

figures and trends that have marked the media year – ranging from what we talked with 
each other about in the lunch break to who will characterise 

the media development in the coming years.

By the editors

DR Audience Research
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JANUARY 1: For the 11th and last time the popular entertain-
ment format X Factor begins on DR1, and on average 1.2 mil-
lion Danes follow the last season. Shortly before, TV 2 informs 
that they have secured the rights to the format in the future.

JANUARY 23: The market value of Netflix surpasses 100 
billion dollars. In this country, Netflix continues being the 
largest streaming service with a weekly coverage of 40%.

FEBRUARY 13: Prince Henrik passes away peacefully. 
The next day approx. 90 hours of TV about the Prince is 
broadcasted, and almost every other Dane watches it on 
traditional TV.

FEBRUARY 26: Voice radio is experiencing a renaissance 
these years, and P1 reaches the best result since the start 
of measuring the number of listeners with 601,000 daily 
listeners.  

MARCH 17: It is revealed that Cambridge Analytica has 
harvested data from up to 90 million Facebook profiles, 
among other things for use in connection with the American 
elections in 2016. Mark Zuckerberg apologises and later 
gave evidence in front of the U.S. Senate. 78% of the Danes 
have a Facebook profile, and 63% use Facebook daily.

APRIL 1: B&U (Danish Broadcasting Corporation’s Children 
& Youth department) turns 50. In 2018, 96% of 3- to 6-year-
olds and 93% of 7-to 12-year-olds on a weekly basis use 
content from DR. 

APRIL 5: The government presents its proposal to the me-
dia settlement, which is concluded as a narrow settlement 
with DF (Danish People's Party) in June. In addition to cutting  
DR by 20%, the government among other things intends 
to strengthen digital and regional media, create two new 
public service channels and increase the public service pool 
from 35 to 101 million DKK.  

APRIL 23: Google presents the new audio strategy, which, 
among other things, consists of integrating podcasts in 
Google's search engine as well as implementing a new 
podcast app for Android. 18% of the Danes are on a weekly 
basis listening to podcasts, which is a tripling in six years.       

MAY 16: Teletext TV turns 35, and one in four Danes 
uses the service weekly. At the time, the government was 
concerned prior to the launch of the new phenomenon: 
"The introduction of teletext systems may lead to the 
circumstance that families have less time to be together," the 
government wrote. 

MAY 25: The EU General Data Protection Regulation, 
colloquially known as the GDPR, enters into force. It only by-
passes the attention of 5% of the Danes. A study described 
in this publication shows that the social security number, 
sexual orientation and personal income is the personal 
information that the Danes cherish most. 

MAY 26: Crown Prince Frederik turns 50. The article with 
Crown Princess Mary's speech, for which she later receives 
an award, becomes the year's second most read article on 
dr.dk and on the news app with 315,000 users – only surpas-
sed by the article about the Crown Prince’s appearance at 
the Smukfest festival in August.

JUNE 2: A record warm summer has the Danes flee to the 
outdoors, why TV viewing sets one negative record after 
another. We need to go back 13 years to find a day when TV 
viewing is lower than the 96 minutes, which the Danes on 
average use in front of the TV this Saturday.

JUNE 14: The football World Cup finals are kicked off in 
Russia with Danish participation in the final round for the first 
time since 2012. 85% of the Danes are following the World 
Cup in the media, and although traditional TV stands for 
the vast majority of the time consumption, the coverage is 
increased on digital platforms and streaming. 

JULY 1: Denmark loses to Croatia in the World Cup round 
of 16 after penalty kicks. The match becomes the most 
watched TV programme in four years with over two million 
viewers.   

AUGUST 9: Crown Prince Frederik appears briefly at a 
Nephew concert at the Smukfest festival, and the video clip 
goes around the country. The article with the video clip be-
comes the most read on dr.dk and in the news app to date 
with around 480,000 users and 282,000 video playbacks. 

AUGUST 29: YouTube Premium and Facebook Watch 
are advertised in Denmark, where the battle for streaming 
customers and original content heats up. 51% of the Danes 
are using YouTube weekly. 

SEPTEMBER 18: The savings plan for DR is announced. 
From the year 2020 DR turns off DR K, DR Ultra and DR3 on 
flow. DR K will be merged with DR2, which will get a digital 
counterpart by the name of DR2+, while DR Ultra and DR3 
will continue as pure digital offers. The radio channels P6 
BEAT, P7 MIX and P8 Jazz will be closed. In 2018, 94% of the 
Danes on a weekly basis use content from DR. 

SEPTEMBER 27: Google turns 20. Worldwide 100 billion 
searches are carried out each month. Most googled word in 
Denmark in 2018: "VM" (World Cup). 

SEPTEMBER 30: Kim Larsen dies in his sleep after 
protracted illness. The memorial concert from Rådhus-
pladsen (Copenhagen town hall square) is followed by 1.4 
million viewers on DR1, 65,000 via live stream on DRTV and 
100,000 listeners on P4 – in addition to all the viewers, who 
stood in front of the big screens around the whole country. 

OCTOBER 1: The Wheel of Fortune makes a comeback on 
Danish TV on the occasion of TV 2's 30th anniversary. 25% 
of Danes' time on traditional TV is used in the company of TV 
2, which remains the Danes' favourite TV channel.

OCTOBER 18: DR and Politiken break, in cooperation 
with other European media, the story of dividend tax fraud 
in Europe. The documentary ‘Mændende der plyndrede 
Europa’ (The men, who robbed Europe) is in the following 
week seen by close to 700,000 viewers, and the story is run 
in media all over the world.

NOVEMBER 5: The Superliga and Dreamhack blow the 
whistle to start the eSuperliga, a FIFA counterpart to the Su-
perliga. A total of 260,000 viewers in November follow the 
tournament on Canal 9. By comparison, 400,000 viewers 
in November follow the three real Superliga matches on the 
same channel. 

NOVEMBER 23: Black Friday creates queues in multiple 
physical stores all over the country, but also on the web. The 
use of the debit card on the web represents 17% of the ap-
prox. 2 billion DKK that are consumed on the day. Approx. 
half of the Danes shop on the web each month.   

DECEMBER 1: The festive season is upon us, and the TV 
channels flood with Christmas specials in the form of Advent 
calendars and Christmas films. DR sends seven Advent 
calendars, the TV 2 channels send four, and Channel 4 
every day from October 29th sends several Christmas films 
daily – a total of 400 hours of Christmas films in the course 
of two months.  

DECEMBER 24: Advent calendars and Disney's Christmas 
Show are greatly contributing to the fact that the Danes on 
average watch 38 minutes of TV between 2 p.m. and 6 p.m. 
on Christmas Eve. In December, TV viewing increases by 
11% compared with the first 11 months of the year.  
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DAILY MINUTE USAGE 
ON YOUTUBE

Target group: 12+ years
Source: Kantar Gallup Social Media Life
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YOU WILL NEVER 
FINISH YOUTUBE

Most people know YouTube as a service with endless amounts 
of video clips produced by both professional superusers and amateurs 

with a Smartphone. But YouTube is also a streaming service with premium content, 
the world's second largest search engine, a music streaming service, 

a social media, a radio media, a talent factory and much more. 
YouTube's two fundamental strengths is the amount of content and the width 

of user needs that the service meets. 

By Allan Lyngsie Nilausen & Rasmus Thaarup

DR Audience Research
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Across all analyses of media use, there is always a 
media that stands out: YouTube. The American vi-
deo sharing service, which is only 13 years old, has 
revolutionised the way video content is consumed 
all over the world. Today the service has moved into 
in our phones, computers, and Smart TVs as well as 
every conceivable device with a screen. Cat videos 
and live sports are found side by side, and the users 
access the infinite amount of video content at all 
hours of the day on all devices.  

In Denmark, 53% use YouTube each week. That 
is more than Viaplay, TV 2 Play and HBO combi-
ned. The youngest Danes have to a great extent 
taken YouTube to heart, and among the 15- to 
31-year-olds, four out of five check out this video 
service every week. The prevalence of YouTube is, 
however, far from limited to Danish citizens born 
after the fall of the Berlin wall, but has also gained 
a foothold in the general population. Thus, 40% of 
47- to 64-year-olds and 18% of Danes over 65 years 
of age use YouTube weekly. On average every Dane 
watches 23 minutes of content on YouTube every 
day – by comparison the Danes on average uses 13 
minutes daily on P3 and 34 minutes daily on DR1.  

But what makes YouTube so unique? On the 
basis of the Danes' use of YouTube, we have tried to 
create an overview of the needs, this service fulfils 
among users. 

AUTHENTICITY, NICHES AND CURIOSITY
When you have finished reading this article, 2,000 
hours of new content have been uploaded on 
YouTube, and it will take you 13 days to watch all the 
videos that will be posted on YouTube during the 
next minute. This amount of video content is hard 
to understand, but it is precisely the amount that 
is the cornerstone of YouTube's success. There is 
something for everyone, and it provides the perfect 
conditions for an authentic, niche-marked and 
tailored experience. 

The production of videos in a sufficient quality 
has during the majority of the 20th century been 
the trademark of film and production companies. 
However, today anyone with a simple digital camera 

or a smartphone may produce video clips, and it 
requires nothing more than a user account to upload 
videos on YouTube. The user-generated content 
provides an authentic experience that makes it easy 
to find content that reflects one’s interests. 

Moreover, the user-generated content creates 
the optimum environment for niches. Whether you 
are an outdoor enthusiast, need makeup advice 
or are hooked on Scottish underground rap, you 
can find thousands of videos that meet your exact 
needs. Among the most popular genres on YouTube 
are music, humour and DIY videos (do-it-yourself), 
and again the genres are reflected across all age 
groups. Some of the video genres, especially DIY 
videos, gaming videos and of course the phenome-
non of YouTubers, have emerged on YouTube, which 
further underlines YouTube's position of strength. 

The popular genres perform well for several 
reasons. Especially YouTubers and DIY videos have 
their strength in the authenticity and the help-
fulness, particularly towards children and young 
people, who have been given a voice and a tool to 
overcome many of the uncertainties that come with 
being a child and a young person. For example, 
to many, YouTubers function as a big sister or a 
big brother. Here you can get to know what your 
parents are not willing to tell you, or what you do 
not want to talk to them about.  

Furthermore, YouTube is an efficient search 
engine – even the second-largest in the world. As 
you may know, YouTube is owned by Google, and 
thus it has been possible to transfer many years of 
experience with search optimisation and perfor-
mance history to YouTube. Despite the incredible 
amount of content, the strong search engine and 
recommendations of new videos have the result 
that you efficiently find the content that you are 
interested in – or something that you did not know 
that you were interested in. For the curious ones, 
YouTube is an inexhaustible source of entertain-
ment, inspiration and learning. 

 

SHARE THAT USES 
YOUTUBE DAILY

Period: 2018
Target group: 9+ years
Source: Kantar Gallup Social Media Life and Epinion for DR Audience Research

9-14 years

15-24 years

25-31 years

32-46 years

47-64 years

65+ years

67%

64%

44%

12%

27%

7%

Media Development 2018
36



Older

Low

DISTRIBUTION OF YOUTUBE GENRES 
BY GENDER AND AGE

Period: 2018
Target group: 15-64 years
Source: Norstat for DR Audience Research

High

Women

Men

Younger
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Beauty 
and Fashion

Gaming videoes

YouTubers         
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and stand-up
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Reviews 
of music 

or films

 Live 
streaming 

of sports

Cooking 
videos

Entire films or 
TV programmes

Clips from TV programmes

Sports clips
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videos

News features

Music

'How things 
work' videos

Music 
videoes

Reviews of 
products

Pranks

Holiday and 
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PASTIMES AND ORIGAMI
In addition to the broad content, YouTube has an 
ability to satisfy a wide range of the users’ needs. It is 
especially the fulfilment of three needs, which makes 
YouTube stand strong and stand out from other media.

YouTube is a pastime of both short- and long-
term nature. Where the vast majority of series 
and programmes on Netflix, DRTV and HBO lasts 
between 30 and 60 minutes, YouTube content of 
this duration is very rare. It is precisely the short 
duration of the videos, which has the result that 
YouTube is accessed at all hours of the day and not 
only in the evenings, where you have more time for 
contemplation. In the queue at the supermarket, in 
the bus or on the toilet YouTube is able to provide 
entertainment and relaxation, regardless if you have 
2 or 30 minutes available. Unlike Netflix and other 
TV streaming services, the content on YouTube is, 
moreover, far more non-committal. 

YouTube is also practical. You can find help for 
all sorts of problems through tutorials, teaching 
or personal advice. In brief, there is an answer to 
everything. That is also why DIY, along with music 
and humour, is among the most popular genres 
across target groups, large and small. Where the 
elderly users typically watch news videos, food 
videos and tutorials, the younger users to a greater 
extent search information about beauty and fa-
shion, gaming, as well as fitness and exercise. Here 
we clearly see that the younger users accept other 
YouTube users as qualified advisors, also within the 
more personal areas. 

And particularly the contact with others is a good 
example of a third, but extremely important need, 
which the service satisfies: YouTube is social. YouT-
ube is a huge community of interests, that crosses 
time, space and continents. If you are interested in 
origami, but live on the island of Als, it can be dif-
ficult to meet like-minded people in the immediate 
area, and this is where YouTube, as well as other 
social media, are a source of community: 1.5 million 
users subscribe to the 'Origami tutorials' channel, 
and here a world of paper folding opens up to you. 
Users interact with each other and comment on 

videos, and the matter of belonging to a community 
of interest is among the main reasons why users 
upload videos. Watching reviews for products, 
films and games from like-minded people, and 
often people of the same age, is especially among 
young people an important factor for the sense of 
belonging to YouTube. This is also one of the rea-
sons why YouTubers in recent years have achieved a 
great commercial value. 

In addition, YouTube is often consumed together 
with other users. On average, there are in Denmark 
1.2 users behind the screen, when YouTube videos 
are played. However, this figure is lower than the 

TV streaming services, but on the other hand 
significantly higher than on other social media. It 
appears, therefore, that YouTube covers a need of 
community. And when YouTube manages to gather 
more users in front of a screen it challenges other 
TV and streaming service providers, which typically 
have had a stronger position as a unifying medium. 

PREMIUM IN THE FUTURE
Like so many other services, YouTube is commercial. 
Users are forced to watch commercials before or 
during a video. In future, a new source of income 
may be subscription-funded solutions. We saw 
this in 2018, when YouTube launched both the TV 
streaming service of YouTube Premium, which is the 
successor to the less successful YouTube Red, as well 
as the music streaming service YouTube Music Pre-
mium. For a fee, users can avoid the advertisements, 
and in addition they can play videos and music in the 
background, making it easier to use YouTube as a 
regular music streaming service – which it has already 
become for many users. The two services are still so 
new that it is hard to predict whether the service may 
be successful with subscription-based content, but 
the basis is very much present. 

IN BRIEF ABOUT YOUTUBE

YouTube has just under 2 billion monthly users 

worldwide. In Denmark, 68% of the population 

uses the service on a monthly basis, making 

YouTube one of the biggest media in Denmark. 

The average Dane spends 23 minutes daily in the 

company of YouTube. This is an increase from 19 

minutes in 2017. By comparison, the Danes use 13 

minutes daily on P3 and 34 minutes daily on DR1.

ABOUT THE STUDY

During week 40 and 41 in 2018, DR Audience 

Research gathered 2,000 replies about the Danes' 

use of YouTube. Danes aged 15-64 years have 

responded to a number of statements about how 

often they use YouTube and which categories they 

watch. In addition, the article is based on the Kantar 

Gallup’s Social Media Life 2018 as well as the Unge-

hjulet 2018 study by DR Audience Research, which 

is described in the article 'Relationships control 

young people’s media day’ in this report.
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SHARE THAT USES 
YOUTUBE TO…

Period: 2018
Target group: 15-64 years
Source: Norstat for DR Audience Research

Listen to music Watch comedy and stand-up

Watch funny videos  Watch cooking videos

Watch music videos Watch sports clips

Watch DIY-videos Watch gaming videos

Search for knowledge about specific topics Watch pranks

Watch 'how things work' videos Follow YouTubers

Watch film and games trailers Watch videos about health, fitness and exercise

Watch clips from TV programmes Watch entire films or TV programmes

View reviews of products Watch holiday and travel videos

Watch training videos Watch unboxing videos

52% 18%

44% 17%

41% 15%

34% 13%

37% 13%

31% 13%

31% 12%

26% 12%

20% 9%

18% 8%

Media Development 2018
39



SHARE THAT LISTENS 
TO PODCASTS WEEKLY

Period: 2018
Target group: 12+ years
Source: Kantar Gallup Local Radio Index 2nd + 3rd quarter

 

18%
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THE FUTURE 
MAKES A SOUND

Smart speakers, podcasts and streaming services have over the past years 
gained a serious foothold in the Danes' daily lives, and in interaction 

with a stable flow radio media, sound is reverting to its position in the forefront 
of the Danes' media consumption. Technological advances combined 

with a changed media demand among young people in particular have made 
this development possible. The future will only be even more audio based.

By Rasmus Kidde & Peter Niegel

DR Audience Research
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The first golden age of the audio media began in 
the 1920s and ended in the mid-1960s. Here the 
radio became a common household item in the 
Danish homes, and it was a foreground media. 
Listening was the primary activity, when the Danes 
gathered in front of the radio in order to be enter-
tained and informed by radio drama, the Press’ 
news or sports broadcasts. With the advent of the 
TV through the 1960s, the TV took over the radio's 
central position in the homes and consciousness of 
the Danes. The radio increasingly became a back-
ground media that was listened to while doing the 
day's other chores' and this is how it has remained 
for a long time. But now the audio media’s second 
golden age has just begun.

FROM BACKGROUND TO FOREGROUND
Over the last few years audio has undergone a se-
ries of significant changes, both as background and 
foreground media. The digital streaming services 
are larger than ever, and have replaced the sales 
of CDs, while a nostalgic minority has increased 
the sale of LPs. The flow radio defiantly maintains 
a stable high usage level, while the podcast con-
sumption slowly but surely increases a few percent 
each year and is now used weekly by almost every 
fifth Dane. 

In line with this development, new audio players 
have seen the light of day. Smart speakers, which 
you can speak to in both Danish and English, 
have found the Danish shelves, and Google has 
in the course of the year made its entrance on the 
audio market. The American giant has challenged 
Spotify and Apple's previous domination with a 
new strategy, which favours podcasts in the form of 
a new app and as part of Google's search engine, 
as well as a streamlined music offering on YouTube. 
Conservative estimates predict that it may double 
the use of podcasts. Consumption of sound has 
never been larger.

SOUND HAS BECOME EASIER 
The new sound wave is first and foremost driven 
by technological developments that have made it 
easier than ever to consume sound. Convenience is 
the key word in the development. 

Today most of us bring audio along with and on 
us during many of our waking hours. At home, on 
the move or at work, many consume either music, 
podcast or radio, which can be accessed via two 
pushes on the phone. The technological platforms 
have over the past few years become more mature 
and now function better than before. From having 
to synchronise podcasts from your computer to an 
iPod, you now just need to push play in an app.

The number of offerings has also increased and 
has become better. If you wish to listen to new 
music, you may be inspired by personalised play 
lists such as Spotify’s Discover Weekly. You may 
save, share, or put together the music as you wish. 
You may listen to audiobooks, podcasts, or have 
articles read out to you within your particular area 
of interest. For example if you like football, comedy 
or detective stories, the podcast possibilities are 
almost endless. 

WEEKLY COVERAGE 
ON RADIO

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

2013

2014

2015

2016

2018

2017

19%

28%

30%

39%

36%

41%
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SHARE THAT LISTENS TO MUSIC 
VIA ONLINE MUSIC SERVICES

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

2013

2014

2015

2016

2018

2017

93%

92%

92%

92%

93%

92%
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KEEP AN EAR ON THE FUTURE
As visual media have gradually reached a saturation 
point in the users' everyday life, the audio media has 
been able to squeeze its way into the Danes' ears at 
new times. In the car, on the bike, during exercise, 
during schoolwork, during daily chores at home 
and many more places. Sound has not only become 
ubiquitous — it has also become trendy. If you are 
a modern culture consumer, you are for example 
listening to podcasts, having articles read out, 
streaming music or buying LPs. A modern company 
is of course also using podcast as an active part of 
its branding strategy.

Whatever the future brings is hard to predict, 
but there are many indications that two tracks will 
in particular define the development of the audio 
media: A content track and a navigation track.

The content track will move in a more and 
more individualised direction. More will listen to 
individualised audio content in the headphones 
and speakers. New technological advances within 
headphones, loudspeaker technology, as well as 
innovative recording techniques and audio user 
interfaces, such as augmented reality, Bluetooth, 
3D audio and binaural recording techniques may 
increase the pleasure of listening. Your audio ex-
perience will become both more personalised and 
more emotionally moving. 

As regards navigation, sound may in the long term 
replace text and icons as navigation. The user 
interface may in future be sound and not screens. 
We will no longer push the buttons on the mobile 
phone, but talk to it. The screenless internet is no 
longer a vision of the future, but a technological 
solution. For instance, we saw this at the end of the 
year, when Google's new Danish-speaking smart 
speakers were launched in the Danish market. 
Voice control and voice assistants may be the way 
in which we will in future navigate on the web, as 
well as turn on and off the electronic appliances 
in our homes. Sound will be adapted to people's 
everyday lives, usage scenarios, rhythm of life, daily 
routines and locations.

The first golden age of sound is over – but the 
next one is just getting started. 
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SHARE THAT MENTIONS SOCIAL MEDIA 
AS THE NEWS MEDIA THAT WOULD BE 
THE MOST DIFFICULT TO DO WITHOUT

Period: 2018
Source: Megafon for DR Audience Research 

 

41%
15-24 years

11%
15+ years
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WHEN THE NEWS 
DISAPPEARED FROM 

FACEBOOK
Facebook's role and position in the news landscape is eternally being 

debated and exposes the news media to an interesting but difficult dilemma. 
On one hand, the news media reaches out to target audiences 

that would otherwise not search for news on the web. On the other hand, 
Facebook is increasingly threatening the news media on distribution, 

advertising sales and editorial influence, when control is passed over to the algorithms. 
But what will actually happen when the news media quit Facebook? 

By Julie Schwartz & Rasmus Thaarup

DR Audience Research
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More than half of the Danes get their daily news 
from social media, and for young people between 
15 and 24 years of age, it is the primary news 
source. Among the social media, Facebook is the 
absolute biggest source of news. The Danish news 
media are drawn to the easily accessible masses, 
but this access may in the long run prove expensive, 
as Facebook has the total control of the algorithms 
that handle the users' encounter with the news. 
Thus, the news media hand over part of their edito-
rial co-determination.  

In 2018, we learned how a news situation without 
Facebook might look, as a few Danish media expe-
rimented with doing without the social media. For 
two weeks in January, TV Midtvest did not share its 
content via Facebook, while Dagbladet Information 
(the Daily Newspaper Information) for three weeks 
in May also refrained from the Danes' favourite 
social media. Both media found both pros and 
cons of doing without Facebook. It was liberating 
not to have to spend editorial time on Facebook, 
but the other way around they missed the ability to 
share extra material, as well as dialogue with and 
feedback from the users. For TV Midtvest the expe-
riment resulted in a 27% decrease in users on their 
news site, while Dagbladet Information experien-
ced a decrease of 14%. 

After the experiment both news media could 
conclude that Facebook reaches users, who would 
otherwise not be reached. It may, from a publicity 
perspective, in itself be valuable to spread out one’s 
journalism, but the question is whether Facebook 
users have a notable commercial value – because 
do they actually know, which shop they are in?   

  

FACEBOOK USERS 
DO NOT LINGER ON
The experiment ended with a status quo for both 
news media. E.g., they still share their journalism on 
Facebook. However, the experiment revealed that 
users of social media turned out to be less loyal than 
others. That users of social media in these examples 
are flightier is after all not an isolated phenomenon. 
The same is thus in evidence at dr.dk, where 9% of 
all visits come from social media, but only account 
for 2% of time spent on the site. 

In short, users coming from social media engage 
less in the content and spend less time on it than 
users, who find articles via the front page of dr.dk, 
search engines or by other routes. On average, 
they read 1.3 articles before leaving dr.dk again, 
and their visit lasts about one minute. It seems, 
therefore, that social media like Facebook send 
customers into the store, but that it is difficult for the 
media to make additional sales in the form of clicks 
to other articles.

In this context, it is important to remember that it 
is not a matter of either/or. The same user may in the 
course of a day both act as an active news reader 
and later access the news from social media. In the 
morning you might check the news overview in an 
app, during the lunch break you might read up on 
the day's events on a news site on your computer, 
and during the afternoon or evening you might 
come across a piece of news in your Facebook 
feed. The needs of the users change during the 
day, and this affects their behaviour in the news 
consumption. When you move around on the social 
media, you are perhaps not primarily looking for 
news, which may help to explain the more flighty 
behaviour. After all, the user's context is crucial.

YOUNG USERS FALL AWAY
All the indications are that all news media will 
experience roughly the same effects as TV Midtvest 
and Dagbladet Information. One estimate is that 
the coverage of the biggest Danish news sites will 
decrease by up to 5 percentage points, provided 
that they do not make use of Facebook. But if the 
news media refrain from Facebook, which target 
audiences will then fall away?  

Facebook creates unique coverage for the news 
media, especially in the younger target audiences. 
For young people, social media are an essential 
source of daily news, and without Facebook, young 
people under 25 years would be harder to reach. A 
study shows that young people between 15 and 24 
years of age would have the most difficulty in doing 
without social media as a source of news. A channel 
like Facebook is therefore central to the news media 
if they want to reach the very young Danes. 
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THE MEDIA'S DILEMMA
Only few media would say no to a larger group of 
users in an interesting target group. But because 
users from social media are more fleeting, one may 
discuss how much extra value they create. Is it more 
important to reach as many Danes as possible or to 
get the Danes to engage in the content? Will it pay 
off on the bottom line? For some commercial media 
it may be sufficient to establish a sporadic contact to 
a target group to which one may sell specific ads or 
subscriptions. For other media, it is about directing 
the users on to various contents, either on their own 
or on external platforms. And that might sometimes 
be difficult when the user has been caught via a 
social media and thus in a completely different con-
text. An international study published in the Journal 
of Media Business Studies in the autumn of 2018 
even pointed towards the circumstance that the 
absence of social media would cost the examined 
news media less than 0.2% of their total earnings in 
spite of the fact that the total amount of traffic from 
social media is significantly higher. 

Each media must make their own calculations 
as to when they get enough out of social media. 
Because the other side of the coin is that obscure 
filter algorithms completely control the content 
to which the media users are exposed, that social 
media are making larger and larger inroads into the 
distribution and that social media's Puritanism and 
censorship are weighted higher than the media's 
journalistic integrity and editorial self-determinati-
on. Facebook has wedged itself so efficiently that 
the Danes would read fewer news articles if the 
news media did not share them on Facebook.

SHARE THAT GETS NEWS VIA SOCIAL MEDIA 

DAILY OR ALMOST DAILY

Period: 2018
Source: Megafon for DR Audience Research

Young people 
15-24 years

Young adults
25-31 years

Adults
32-46 years

Mature adults
47-64 years

Elderly
65+ years

63%

71%

58%

48%

39%
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SHARE OF CO-VIEWING
ON PRIMETIME TV (8 PM-11 PM)

Target group: 3+ years
Data: Live + VOSDAL + TS excl. web 
Source: The Kantar Gallup Viewer Survey

 

54%
1998

53%
2008

49%
2018
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TOGETHER 
AND 

SEPARATELY 
Personalised content on-demand tempts more and more Danes 

away from common experiences on TV to each their own screen. 
Nevertheless, there is still content that has us gather together and 

that meets a yet intact need for community. DR Audience Research 
takes the temperature of co-viewing and examines what the Danes 

watch together – and separately.   

By Sofie Scheutz & Jakob Vikær Hansen

DR Audience Research
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When the national team football player Nicolai 
Jørgensen missed the decisive penalty kick against 
Croatia in the World Cup round of 16, 2.3 million 
Danes sat glued to the tube, frustrated. Six out of 
ten viewers were frustrated together with others. 
At the national team’s Olympic handball final in 
2016, two out of every three viewers were in the 
company of others, and at the European Cham-
pionship final in 1992 it was even eight out of 10, 
who could celebrate the triumph with one or more 
fellow countrymen in the living room. But it is far 
from all TV programmes that to the same degree as 
large concerts and live sports events with Danish 
participation have the ability to assemble the Danes 
in front of the television. 

In fact, in 2018, co-viewing on traditional TV was 
at the lowest level since the start of the TV meter 
measurement in 1992 with only 49% of primetime 
co-viewing, where most Danes are watching TV and 
thus are also gathered in their homes and in front of 
the TV screens, while the number is at 38%, if you 
look at the entire day. In 1992 the figures were 65% 
and 56%, respectively, and the arrow has pointed 
in one direction since. The major channels have 
the most primetime co-viewing, e.g. TV 2 and DR1, 
while niche channels with news and sports, e.g. 
TV 2 News and TV3 Sport, has the least. But which 
programmes do the viewers choose to watch in the 
company of others, which do they prefer to watch 
alone – and what is the explanation?

ENTERTAINMENT, DRAMA AND SPORTS UNIFY
In October, a touching farewell was sung to Kim 
Larsen from the Rådhuspladsen (Town Hall Square) 
in Copenhagen in a televised tribute concert. In 
Odense, Aalborg and Aarhus, the Danes gathered 
in front of the big screens that were installed for 
the occasion, while 2 million Danes together and 
separately sat in front of the TV sets in their living 
rooms. Six out of ten TV viewers thus followed 
the Kim Larsen tribute concert in the company of 
others, which in 2018 is at the high end for a TV 
programme. However, some programmes reach 
an equally high or higher proportion of co-viewing, 

and on the list of TV programmes with the highest 
share of co-viewing in recent years, you will also find 
large entertainment programmes, sports events 
of national interest and large drama and fiction 
series. For example, in 2018, the MGP Junior (short 
for Melodi Grand Prix Junior, e.g. the Eurovision 
Song Contest for children), had a proportion of co-
viewing of 75%, but also X Factor and the Eurovision 
Song Contest have a high score. The round of 16 
match between Denmark and Croatia at the World 
Cup in Russia had a co-viewing percentage of 62 
during the match, while also The Legacy III and The 
Seaside Hotel have roughly the same proportion 
of co-viewing as the disappointing international 
match. Completely off-category you find the 
tradition-bound and to many people inevitable TV 
features, such as Disney's Christmas Show and the 
Danish Queen's New Year's speech with 82% and 
77% co-viewing, respectively.

Among the primetime programmes that are pri-
marily watched alone, are, not surprisingly, program-
mes on niche channels such as TV 2 News, DR2 and 
DR K, amongst others Deadline, Themes Saturdays 
and classical concerts. Also foreign crime series on 
DR1 are to a higher degree being watched alone. 

The common factor for the programmes, which 
are watched in the company of others, is that they 
are mainly conducted and thus watched live, as 
the tension of a competition or sports event is 
relieved immediately, and for good reasons have 
poor on-demand conditions. At the same time, 
both entertainment programmes and drama series 
are typically aired at times, which traditionally 
bring together the viewers and families in front of 
the screen, e.g. Friday and Sunday evening. Here 
families typically gather after a long week, and many 
families still meet still around the “home altar” in 
the living room. But co-viewing does not only take 
place at home in the settee. 

CO-VIEWING IN NEW FRAMES 
During the football World Cup, 68% of the viewers 
followed one or more matches together with others 
at home, while 27% followed one or more matches 

CO-VIEWING

Co-viewing is defined as more than one person 

watching the TV screen together. The panellists in 

the viewer study indicate the number of viewers 

in front of the screen at the start of each session, 

and the session is registered as co-viewing. 

Measurement of streaming does in the same way 

take co-viewing into account, why a co-viewing 

factor based on estimates is attributed. 
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SHARE OF CO-VIEWING 
ON PRIMETIME TV (8 PM-11 PM)

Target group: 3+ years
Data: Live + VOSDAL + TS excl. web 
Source: The Kantar Gallup Viewer Survey
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along with others at a larger public showing at a bar 
or café, or at a workplace, an institution or a school. 
The desire to share great experiences with others is 
therefore not only aimed at the home. Not only the 
national team fans but also inveterate football fans 
gather for example at local bars and follow their 
club together with like-minded people. Football is, 
however, not the only thing that can draw the Danes 
out of the living rooms. 

Cultural centres, such as Folkehuset Absalon (the 
Folk House Absalon) in Copenhagen, is one of the 
places where not only the local residents but also 
people from the surrounding area come to watch 
TV together. Here they may switch on to program-
mes like The Great Danish Bake Off at the week’s 
fixed airtime, while the bar hands out cocktails and 
all sorts of cakes across the counter, and thus a small 
event is created around a TV programme. Disney's 
Christmas Show and SKAM are also examples of 
traditions and hype that can gather viewers in front 
of the big screens. 

Viewing parties are a similar phenomenon that 
pops up, either professionally or simply between 
a handful of friends, when the new seasons of a 
favourite series are aired. Because it is just not the 
same watching the episode alone, several days 
late, as watching it together with friends at a view-
ing party just when it airs. Series and seasons are 
at the same time discussed on the social media in 
dedicated communities of interest. RuPaul's Drag 
Race and League of Legends are among the pro-
grammes and events, around which happenings 
have also developed.  

NEED FOR SHARED EXPERIENCES
As we grow each of our interests, follow each our 
series and have each our customised play lists, both 
the general and joint presence on TV decreases. 
The need for sharing and for congregating both 
as a couple, as a family and as a nation, remains an 
important motivation in the media consumption. 

A couple may have clear agreements for the 
viewing of a common series, which they only watch 
together. It will be a breach of confidence equal to 

adultery to watch ahead. Some are even struggling 
with the moral dilemma of whether they should 
admit that they have watched ahead, or whether they 
should just sit quietly and watch. If one loses interest 
in the series it may be released, so that the partner can 
watch the remaining series at his or her own pace.

Families may also have fixed routines and agre-
ements to follow certain programmes together, as 
the week or the weekend draw to a close, if they are 
suitable for spreading some cosiness across gene-
rations. Thus the family may at defined times gather 
for an international match, a baking or singing 
contest. However, the common media usage also 
takes place on-demand, where the children gather 
in front of Bamselægen (the Teddy Bear Doctor) or 
Paw Patrol, while the parents cook dinner and save 
The Team until later when the kids are asleep. In that 
way the need for a common TV experience is met 
– a need, which despite everything is still present, 
even in these individualised days of streaming. This 
means that streaming is not only for the individual, 
but it can also be experienced together, if the 
couples and the families can reach an agreement. In 
recent years, co-viewing on streaming moreover se-
ems to be slightly increasing, and indicates - in spite 
of an individualised media use - that on-demand at 
times is a shared experience.  

In a rapidly changing media landscape, with 
increased focus on individuality and personalisation, 
there is still a desire and a need to meet in and feel 
part of a community. Either as fan of Kim Larsen, 
Strictly Come Dancing enthusiast or hopeful football 
dreamer. Either at home in the living room or outdo-
ors among like-minded people at the port of Aarhus. 
Going forward, it will be a challenge for the senders 
to create small and large experiences that can con-
nect Danes across interests and generations.

HOW THE DANES FOLLOWED 

THE FOOTBALL WORLD CUP
 
Share of World Cup viewers, who have replied that 
they followed the football World Cup in the following way

Period: 2018
Target group: 15+ years
Source: Norstat for DR Audience Research

Together with family/friends at home

Alone at home

Together with others at school/institution/workplace

Together with family/friends at a larger public showing – e.g. as big-screen showing at a square or in a park

On holiday abroad (e.g. at a hotel or campsite)  

Together with friends/family at a bar or café

Alone at school/institution/workplace

Alone at a larger public showing – e.g. as big-screen showing in a square or in a park

Alone at a bar or café

During transport

On holiday in Denmark (e.g. in a summer cottage or at a hotel)

68%

49%

12%

11%

12%

11%

4%

2%

1%

10%

6%
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PROPORTION OF CO-VIEWING 
OF SELECTED PROGRAMMES

Period: 2018
Target group: 3+ years
Data: Live + VOSDAL 
Source: The Kantar Gallup Viewer Survey

Solo-viewing (1 person)

Disney's Christmas Show, DR1

The Danish Queen's New Year's speech, several channels

MGP Junior 2018, DR1

X Factor 2018, DR1

Eurovision Song Contest 2018 (final), DR1

World Cup round of 16: Croatia - Denmark, DR1

The Legacy III, DR1

The Great Danish Bake Off, DR1

Strictly Come Dancing, TV 2

The Seaside Hotel, TV 2

Kim Larsen tribute concert, DR1

Average 2018, all channels (primetime)

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Co-viewing (2+ persons)
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INFORMATION PERCEIVED 
AS MOST PRIVATE

5 = Most private
1 = Least private

Period: 2018
Target group: 15+  years
Source: Kantar Gallup for DR Audience Research

 

4.7 4.4 4.3
Social security number Sexual orientation Personal income
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In 2018, the EU General Data Protection Regulation became effective. 
The goal was to ensure that the Europeans have more control over 

their personal information and to force businesses and authorities to process 
information properly. Virtually all Danes were affected by GDPR, 

but is the regulation experienced as an improvement or as just another 
acronym from the EU, of which only very few understand the usefulness? 

By Dennis Christensen & Michael Oxfeldt

DR Audience Research

GDPR
– PROTECTION OR
BUREAUCRACY?  
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25 May 2018 was a sunny Friday – and at the same 
time it was the significant GDPR day. The day on 
which the new general data protection regulation 
entered into force and ushered in a new era, in which 
the citizens of Europe could look forward to greater 
transparency and more control over their digital data 
imprint. Stories about Facebook’s and other media 
giants’ more or less casual handling of the users' data 
had during the spring grown ever bigger, and this 
was, if not caused by it, at any rate related to a politi-
cal desire for more regulation in area. Not surpris-
ingly the new data regulation had a strong presence 
in the media during the time before the 25th of May, 
and perhaps as expected a large part of the media 
publicity ended up revolving around the pros and, 
not least, the cons that the new regulation would 
give the companies and institutions, which now had 
to conform to the new guidelines.

But which significance has the GDPR really had 
for those, whose rights the regulation was intended 
for, namely the citizens? Do you as a user feel more 
confident, when time and time again you accept 
cookies, or are the new measures simply experien-
ced as an unnecessary inconvenience in the daily 
round trip on the web?

"WE HAVE UPDATED OUR PRIVACY POLICY..."
It was not only in the media that you could read 
about the new general data protection regulation. 
During the months of spring the Danes' mail boxes 
were filled with declarations of consent of varying 
length and detail, and you could hardly move 
around on the web without being presented with 
new guidelines for its digital behaviour. As a result, 
97% of the Danes had heard of GDPR immediately 
after the regulation had become effective. In parti-
cular, the direct e-mail enquiries almost made every 
other user painfully aware of how many loyalty clubs 
and customer databases, they through time had 
been registered in.

The Danes are generally a trusting people, which 
also manifests itself when we are on the web. Up-
wards of every other Dane feels confident about the 
webpages’ handling of their personal information, 

and the confident users may roughly be divided into 
three types: Those, who have a general confidence 
in the individual companies and legislation in this 
area, those, who possess a determined faith in their 
own digital skills, and finally those, who believe 
that the web is too big and confusing to acquaint 
themselves with as a regular user, and that it is there-
fore not worth their while using energy on being 
insecure.

It appears different, when we look at the other 
half of the population – those, who feel insecure 
about how their data is used on the web. For virtu-
ally everyone in this group the insecurity originates 
from a general distrust of network companies or 
from a lack of confidence that you as a consumer 
can secure your own data and rights on the web. 
There are only few persons, whose insecurity is truly 
grounded in their own or other people’s bad expe-
riences with abuse of personal information.

Evidence suggests, however, that the massive 
communication from companies and institutions 
during the days leading up to the 25 May has had 
an effect. Not just as a welcome opportunity for 
the users to clear up in the numerous memberships 
and loyalty clubs, but also because the communi-
cation about GDPR has generally created a greater 
awareness of the extent of the information that is 
collected, when we move around on the web. This, 
in comparison with a generally greater confidence 
that the various web operators with the introdu-
ction of GDPR have obtained more control of the 
handling of data, has the result that every fifth user, 
who was previously concerned about the handling 
of their personal information, experience a greater 
sense of security today. 
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SHARE THAT HAS HEARD 

OF GDPR (JUNE 2018)

Period: 2018
Source: Kantar Gallup for DR Audience Research

Has heard of GDPR

Has not heard of GDPR

97%15+ years
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COOKIES ARE SOMETHING YOU ACCEPT 
– NOT SOMETHING YOU READ 
But the trees do not grow to the personal data sky, 
and the users continue to have a clear position on 
what and how much they want to share. Roughly 
speaking, the more personal the content is, the 
more we want to cherish it. This distinction is 
perhaps not unexpected, but when placing the 
list under scrutiny, one finds a number of surprises. 
Among other things, cookies and browser history 
are among some of the things that the Danes 
consider the most private. Information that we leave 
behind on virtually all the sites that we visit on the 
web – every day, all year round.

Despite the fact that many do find that cookies 
are private, there is still a majority, who believes 
that it is a waste of time to read the websites’ cookie 
policies. In fact, there are only 16% of the users, 
who say that they more or less regularly read the 
guidelines before they accept cookies on the web. 
Could this paradox be explained by the fact that the 
Danes do not know what a cookie is? This cannot 
be rejected, but if you ask them directly, 2 out of 3 
reply very confidently that they do know very well 
what a cookie is.

In general one can say that the Danes have a 
high degree of institutional trust. Either they trust 
the sites they visit, or they trust that the regulations 
and laws in the area are safeguarding their data. 
Confidence is generally greatest when we look at 
Danish sites, but also the size and degree of com-
mercial anchorage come into play. For example, 
Danish online shops and media are bestowed with 
significantly more trust than the corresponding 
foreign ones. That being said, both Facebook and 
Google may – regardless of the resistance from the 
authorities that they may have experienced during 
the last year – find pleasure in the thought that after 
all they are both assessed higher than dating sites 
and apps such as Tinder, in which only 1 out of 20 
users have confidence. However, our study does 
not reveal if there is a coincidence between experi-
enced success on a dating app and the perceived 
credibility of the provider.

GDPR CREATES SYMBOLIC SECURITY 
FOR THE USERS
The general data protection regulation is a piece of 
complicated legal text, and the Danes' relationship 
with GDPR is no less complex. Although the actual 
initiatives in connection with the rollout of GDPR 
have not necessarily had any major practical effect, 
one should not underestimate the importance, 
which the implementation has indirectly had to the 
Danes' sense of security on the web. There is no 
doubt that among the citizens GDPR has caused a 
large boost in awareness of the use of data on the 
web. Conversely, however, our study also suggests 
that the increased awareness does not lead to sig-
nificantly changed behaviour. This may be a result 
of the fact that we Danes are actually a relatively 
secure and trustful people, who as a starting point 
have confidence in both our authorities and compa-
nies and who think that if everything else fails then 
there are probably enough regulations and laws 
that protect us against the worst threats on the web. 

ABOUT THE STUDY

In June 2018, DR Audience Research implemented 

a quantitative survey of the Danes' view of the new 

general data protection regulation. The study was 

conducted by Kantar Gallup among 1,003 Danes 

over 15 years of age.
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INFORMATION PERCEIVED 

AS MOST PRIVATE

5 = Most private
1 = Least private

Period: 2018
Target group: 15+ år
Source: Kantar Gallup for DR Audience Research

Social security number

Sexual orientation

Personal income

Household income

IP address

Children's sex and age

Political persuasion

Family relationship

Cookie data and browser history

Personal interests

Geolocation

Whether you have children

Name

E-mail address

Age

Media habits

Post code

Gender

4.7

4.4

4.3

4.2

4.1

3.9

3.9

3.8

3.8

3.7

3.5

3.4

3.4

3.3

2.9

2.8

2.6

2.5
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19.900

29.700

Peter Geisling 

tries Botox: 

I find it hard 

to tell the 

difference

Peter Geisling 

tries Botox: 

I cannot furrow 

my brow

NUMBER OF READERS TO 
THE ARTICLE'S DIFFERENT HEADLINES

Period: 11. september 2018 
Target group: All
Source: Linkpulse
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YOU ARE CHEATED ON 
THE WEB EVERY DAY  

Clickbait has become a regular part of the online news image, 
where news headlines trick us into clicking on the articles about everything 

from deceased great or not so great celebrities to waste separation. 
The users are in a rage while they blithely fall for it, and the journalists 

are laughing all the way to the click bank. But why clickbait?      

By Allan Lyngsie Nilausen & Julie Schwartz

DR Audience Research
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"Known musician found dead" – Fuck! We have 
already lost Kim Larsen, David Bowie, George 
Michael and Aretha Franklin. Who is it this time? 
You do not immediately recognise the image of the 
known musician, who appears upon clicking on the 
link. It turns out to be a guy who played the drums 
for a short period of time for an American 1970s’ 
rock band, which you have never heard of. 
You took the bait. 

MEMORY HELP: 
HOW TO RECOGNISE A CLICKBAIT
Clickbait is a controversial concept, and can be 
understood in several ways. The coarser form of 
clickbait may be defined as headings that cannot be 
understood in isolation – and they therefore require 
a click – or as headlines that promise more than they 
keep by using exaggeration, twisting or manipula-
tion. In the milder end of a clickbait, one may talk 
about sharpening the headline so that more get the 
urge to click on the content. 

If the less known drummer’s name had appeared 
in the headline, only very few would probably have 
clicked on it. Because if the person is really known, his 
name would have been used in the headline. Donald 
Trump, Michael Laudrup, Ed Sheeran or Bill Cosby 
are, oddly enough, always mentioned in the headline 
of an article that is about them. And when Kim Larsen 
died, no media wrote "Known musician dead". 

EXPERIMENT REVEALS EVERYTHING: 
SEE THE RESULTS HERE!
Clickbait is something that all news media use to a 
greater or lesser extent. It is intended to draw readers 
to the article, and it may be a very effective tool. But 
it may also disappoint the reader, if the content of the 
article does not live up to the headline. It may get the 
reader to leave the article quickly, when he finds a 
mismatch between the headline and the content. In 
the worst case it may affect the media's credibility. In-
ternet news, where clickbait is the most widespread, 
generally has lower credibility than news in print, on 
TV or on the radio.

For this article we have designed an experiment 
on dr.dk in the form of headline and a more neutral 
headline. At dr.dk/medieforskning you will be able 
to see the headline that has performed the best. It 
will probably turn out that the clickbait headline is 
the most effective way to draw readers to the article 
- unless the readers of this article deviate from the 
average reader of articles on the Internet.

SHOCK: 
KNOWN DR HOST USES BOTOX  
There are different degrees of clickbait, where the 
mildest forms are hardly seen as decidedly clickbait. 
Many media use A/B testing in order to find the 
most effective headline within this spectrum. For 
example, dr.dk continuously tests the headlines 
on the front page. In connection with the article 
"Peter Geisling tries Botox: I find it hard to tell the 
difference", dr.dk tested this alternative headline 
"Peter Geisling tries Botox: I cannot furrow my 
brow". The alternative headline drew as much 
as 49% more readers to the article, and must be 
described as a mild degree of clickbait, where the 
original headline already in the headline gave the 
answer to the content of the article. By changing 
the headline, dr.dk thus increased the readership 
figure of the article, and even saw that readers spent 
five seconds longer on reading the article with the 
alternative headline.

So is it ultimately so bad to moderate the 
headline a little to entice readers? Maybe not. The 
strategic use of headlines may help to highlight 
alternative angles on articles and "hook" some 
readers, who otherwise would not have clicked into 
the article. A carefully thought out headline is an 
important part of any good article, and enticing is 
only a problem if the reader leaves the article with 
a sense of having been cheated. If you click on the 
headline "Why you get ill during the summer", you 
have allowed yourself to be enticed by a form of 
clickbait, because if the headline should summarise 
the content of the article, it should reveal why you 
get ill during the summer, and maybe it should say 

Media Development 2018
64



DEGREES 
OF CLICKBAIT

Only the bottom two titles have been used on dr.dk. 
The first three titles are examples. 

TV CELEBRITY HAD NEUROTOXIN 
INJECTED UNDER THE SKIN: 
THIS IS WHAT HAPPENED

DR HOST USES BOTOX

PETER GEISLING TRIES BOTOX: 
I CANNOT FEEL THE DIFFERENCE

KNOWN DR HOST IN BOTOX BLUNDER: 
CANNOT MOVE HIS FACE

PETER GEISLING TRIES BOTOX: 
I CANNOT FURROW MY BROW

Most clickbait

Least clickbait
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"Air conditioning and festival toilets make you ill du-
ring the summer". But would that be more accurate? 
Besides the fact that the list of explanations as to 
why you get ill during the summer may be long and 
difficult to summarise in a headline, a headline could 
also become really boring, and it would to a very 
low extent encourage clicking on it. As long as the 
article actually gives the answer as to why we get 
ill during the summer, an enticing headline is just a 
strategic journalistic grip. 

The journalists' interest for headlines has, howe-
ver, not just evolved with the emergence of digital 
media. Newspaper headlines have always strugg-
led to stand out from one another, and catchy 
headlines have existed as long as the printing press. 
However, digital media and web traffic measure-
ment have given new opportunities to how to work 
effectively with optimising the headlines.

THE END IS NEAR: 
THE ARTICLE SOON COMES TO AN END
Maybe you guessed it. Clickbait works day after 
day, because we are all curious by nature. At first 
glance the headline seems interesting, and you 
wish to gratify your curiosity. The ambiguity tickles, 
and if time is short, you are perhaps uncritical in the 
situation, and you click into the article. We wish to 
know which known musician has now died, for one 
would, of course, loath being the last to hear about 
it. We wish to know which dangerous illness many 
Danes have contracted without knowing, because 
what if you have got it. And it is true, when it says: 
"You will never guess what happened...". We will 
never be satisfied, and we will keep on clicking. If 
we have been disappointed with the content seve-
ral times, once we have clicked into the article, yes, 
then we will not learn something from it. Tomorrow 
we will again be enticed by a clickbait heading. We 
will be drawn, and we let us be drawn.
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Furthermore, data in this publication originate from 

studies conducted in DR's own Internet panel, DR Panelet. 

DR continuously uses DR Panelet for examining the 

Danes' media habits and perception of media content. 

Everybody over 15 years of age and a resident of Denmark 

may become a member of DR Panelet. You may join 

DR Panelet and read more about it on dr.dk/drpanelet.

In brief about DR Audience Research
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It is an independent department, which has the purpose 
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many products and the possibility to follow the media trend.
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may be of interest to others. None of the analyses are made 

merely for the purpose of publication.
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