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PREFACE: The importance of the media
Employees in the media industry can sometimes be accused of having a slightly 

pompous sense of self, which may seem a bit conceited to outsiders - and sometimes 
rightly, I must admit. But the coronavirus pandemic also underlined the importance 
of a well-functioning media ecosystem. I would almost allow myself to say that the 

media saved lives in 2020.

BY DENNIS CHRISTENSEN, HEAD OF DR AUDIENCE RESEARCH

When we put the finishing touches on Media Development 2019, we were 
looking forward to following a great number of exciting developments in 2020: 
Which significance would Discovery's dispute with YouSee over channel distri-
bution have? And what would happen when DR turned two TV channels into 
pure digital offerings? Would Disney+ take over power in the Danish streaming 
market? As to sound, we were awaiting two new talk radio channels; Radio4 
from November 2019 and Radio LOUD from April 2020 - what would be the 
significance of that? 

In many ways, 2020 was a year that should give us 
clarification on many of these issues. But the coronavirus 
pandemic turned everything we had expected of 2020 
upside down. Therefore, this year we have dedicated an 
entire article to examining the coronavirus's impact on 
the Danes' media use. 

Without telling too much, I can reveal that, among other 
things, it increased the Danes' news consumption quite considerably, and also 
the Danish media's news production got a proper upward lift. Especially in the 
first days, weeks and months around the big lockdown in March, the Danes' 
need for information was enormous, and the media went yellow, sent extra 
broadcasts and made live updates, while authorities started information cam-
paigns in various media, in shops and on buses as well as on coronasmitte.dk. 

The serious situation best illustrated the need of having well-functioning, 
unbiased and independent media that a population both uses and trusts. 
The Danes attributed towering credibility to the authorities' information, and 
even though social media made platform available to those who shed misin-
formation, our surveys showed that the vast majority of Danes actually have 
an extremely high level of trust in the information distributed by the authorities. 

”
The well-functioning media 
and media ecosystems 
we have in Denmark are not 
a matter of course.

DENNIS CHRISTENSEN, DR AUDIENCE RESEARCH

2020
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And the Danes not only perceived the authorities as being credible during 
the coronavirus pandemic. The same was evident in the news media. 
The Danes simply believe that they can trust the media. And it may sound 
banal, but it is far from.

At a time when unfortunately some people cry fake news at any opportunity, 
I think it is worth taking a moment and be happy that we live in a country with 
such a well-functioning media ecosystem, where the population has great 
confidence in the media, which are thus able to reach everyone with useful and 
credible information from authorities that the Danes also trust. As mentioned 
above, it is my contention that this has helped to save lives during the pande-
mic, as the Danes did not need to deal with conflicting information depending 
on which news offer they have used or due to distrusting the authorities. We 
were presented with the same information from the media and we actually 
have great and stable trust in them.

If you look to the rest of the world, you quickly realise that not all countries are 
so privileged. In some places, the media and the populations are divided into 
blocs that do not talk to each other, but only get their information from those 
with whom they already agree. There is no joint conversation here. Only polari-
sation, conflict and consequent mistrust and misinformation. 

The well-functioning media and media ecosystems we have in Denmark are 
not a matter of course. Media around the world are under pressure. Pressured 
by demagogic politicians, technological platforms without editorial responsi-
bility and rapidly changing business models. Well-functioning media should 
not be taken for granted. Well-functioning media are not a matter of course. 
Well-functioning media require involvement, effort and investment. 

With these words, I hope you will enjoy reading the Media Development 2020.
DENNIS CHRISTENSEN,HEAD OF DR AUDIENCE RESEARCH
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2020

A media year in the shadow 
of the coronavirus

Will 2020 be the year when the Danish media development suddenly changes 
direction due to the coronavirus? Or will it merely be a year that will be the exception 

when we look back at the development?

BY DENNIS CHRISTENSEN, HENRIK GREGOR KNUDSEN & RASMUS ANDERSEN

The Danes continue to spend more than seven hours on media daily. Part of the 
consumption takes place intently, for example when you immerse yourself in 
an episode of your favourite series, but much of the media use is momentary 
and takes place with several media working at the same time - e.g. when you 
browse through your favourite news app while streaming music on the bus.

The balance of power between the various media has not changed signifi-
cantly from 2019 to 2020, despite the coronavirus pandemic that hit the 
world and largely changed the daily lives of most Danes. Almost half of our 
media use is spent watching TV, whether it is via a traditional TV signal or as 
streaming, which has also begun to gain a foothold in the oldest part of the 
population, while the other half is dominated by sound. Radio, podcasts and 
streaming of music together account for 26% of Danes' media consumption, 
while online news, social media and online gaming account for 21%, leaving 
6% for the printed media.

Although the numbers have not changed significantly since 2019, dramatic 
stories are hiding beneath the surface. The balance of power in the TV market 
has changed radically, new radio channels have been launched and cookie 
legislation has upset the apple cart for many players in the digital market. Nor 
can it be ignored that the very lockdown of society also had a great impact on 
our media use.
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TV 2: The king of flow
Consumption of traditional television grew by more than 10% when the 
coronavirus lockdown in the spring peaked in Denmark. It was not enough to 
reverse the development but nevertheless it helped mitigate the decline, so 
that the TV viewing in 2020 only went down by just under 4 minutes against 
approx. 8 minutes the previous year. On average the Danes spend just over 
2 hours a day watching traditional television, which covers the fact that the 
oldest continue to watch more than 4 hours a day, while the level among the 
younger part of the population is historically low.

TV 2 is by far the largest player in the market for traditional TV. Almost half of 
the traditional TV consumption in 2020 takes place in the company of the TV 
2 channels, which i.a. have successes such as Badehotellet, Wheel of fortune 
and TV 2 News. This is a marked improvement compared to 2019, which, 
however, must be attributed in particular to external circumstances. DR has 
closed three flow channels, and at the same time Discovery Networks has fal-
len out with YouSee, which has resulted in a halving of the American TV group 
in the Danish market measured by share.
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Goodbye to more DR channels
The closure of DR3, DR Ultra and DR K in traditional television has also 
strengthened the remaining DR channels, as there has previously been a 
degree of cannibalisation between them. In other words, some of the DR K 
viewers interested in history and culture have moved to e.g. Kunstnerkolonien 
i Skagen, Den klassiske musikquiz and Fru Stæhr og mysteriet om babyliget 
på loftet on DR2. Conversely, other DR viewers have sought greener pastures, 
e.g. towards TV 2 Charlie, which has success with Sygeplejeskolen and the 
Wheel of Fortune, and which benefits from increased household spreading 
after being moved to the basic package at YouSee. In connection with the 
coronavirus, also TV 2 News was moved to the basic package, while DR2 has 
also received a boost among YouSee households of approx. 45% after being 
moved from no. 19 to no. 5 on the remote control. DR2 has, among other 
things, had high ratings for several of the history programmes that were 
previously broadcast on DR K.

Streaming continues to grow
While TV 2 is clearly dominant in the traditional TV market, the balance of 
power is different in the streaming market. Netflix and YouTube are largest in 
terms of the number of weekly users, while TV 2 Play is the little brother both 
in relation to DRTV and Viaplay from the NENT Group. During the last quarter 
of 2020, Disney+ has a weekly coverage of 16%, and so far seems to be a 
supplement rather than a replacement for the services that the Danes already 
use. But the market is still evolving and changing, so one should by no means 
take a picture of the situation in 2020 and believe that this picture will remain 
stable for the next many months and years. New services and collaborations 
are constantly emerging and may help shift the status quo. 
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Overall, the number of Danes who stream films, series and TV programmes each 
week has increased to 55% in 2020 against 52% in 2019. Progress is seen 
across the ages, but the largest increase is found among the oldest half of the 
population. If that trend continues and really starts gnawing at the traditional 
TV consumption, it will result in significant declines in the consumption in the 
coming years.
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We have gone in further detail about the Danes and their relationship to the 
streaming services here.

Top 20 most streamed series on DRTV
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Coronavirus and croquembouche
As to the content, two clear trends can be identified in the TV consumption 
in 2020. The ratings for TV news have increased significantly on both tradi-
tional TV and streaming compared to 2019, which can hardly be said to be 
surprising given this year’s news picture. For example, TV Avisen at 9 p.m. has 
increased by almost 100,000 viewers per evening on DR1, while TV Avisen at 
6:30 p.m. has grown by 80% on DRTV, DR's streaming service. While viewers 
have had a need to stay up to date on the coronavirus and the presidential 
election, they have also needed to relax their shoulders, have a nice time with 
the family and find a light in the dark. This was, among other things, expressed 
by a new viewer record for Den store bagedyst (the Danish equivalent of The 
Great British Bake Off) on both traditional TV and streaming as well as towe-
ring ratings for Community singing on DR1. 

More talk radio
In 2020 in the radio market, more eyes than ears were directed at Radio LOUD, 
which won over e.g. Radio24syv in the tender for the available DAB frequency. 
An assignment that took many by surprise, but which was also exciting when 
LOUD proclaimed the plan was to broadcast talk radio for young people on the 
DAB frequency, which is why the channel was anticipated with some excite-
ment when it launched in April. However, the coronavirus pandemic had the 
result that the channel did not, to say the least, get the most optimal starting 
conditions and during the first part of LOUD's lifetime it was widely discus-
sed that Kantar's listener measurement was not able to capture the number 
of listeners on the frequency. Now that we have data for a longer period, we 
can state that on average there are 11,000 weekly listeners to the channel, of 
which 2,000 are young people between the ages of 15 and 31. 

In other words, Radio LOUD has not yet revolutionised the talk radio market. 
In fairness, however, it should be noted that Radio4 and P1 together have 
164,000 weekly listeners between the ages of 15 and 31. And back in the 
day, Radio24syv had 119,000. LOUD has also given itself a huge task: Namely 
to have more young people listen to talk radio - and talk radio on DAB. As it is 
today, 46% of young people listen to DAB or flow radio via the internet weekly, 
but only 6% listen to talk radio channels on these platforms.
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We will go into the talk radio market in further depth in this article.

Podcasts are still the talk of town
It is therefore not surprising that LOUD later proclaimed that they would now 
think in podcasts to reach the target audience. And precisely podcasts were 
on many people's lips in 2020. In 2020, 26% of the Danes listened to pod-
casts weekly, which is why the medium must now be said to be on the verge 
of the big breakthrough. Among 15- to 31-year-olds, as many as 44% listen 
to podcasts every week. If you check out podcastindex.dk, you can see that it 
is still Mads & Monopolet that is most frequently downloaded and streamed 
by the Danes. But in 2020, DR's news podcast Genstart also got the Danes' 
attention together with P3's Curlingklubben. Mørkeland from Bauer Media has 
also captured many Danes with bloody repercussions in the true crime genre. 

That podcasts are the talk of town can also be seen in the number of players, 
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who throw themselves into the battle to produce podcasts or who try to chan-
ge the way we listen to - and pay for - podcasts. An example is Podimo, which 
was launched at the end of 2019; this is both a podcast player and provider of 
premium podcasts that can only be listened to on the platform, albeit for a fee. 
In 2020, Podimo was used by 2% of the population, and so far the number of 
paying subscribers is a trade secret. This year we have taken a closer look at 
the podcast media in Denmark in this article.

The Danes, however, also put other things than radio and podcasts in their ears. 
Where 91% of Danes listen to the radio weekly, 26% listen to podcasts and 
46% to music via online services. And among the latter, Spotify and YouTube 
are still in a weight class of their own. In addition to music, audio books and 
read-out articles have also become a large part of the Danes' audio universe.

Radio is an everyday medium
Despite the global coronavirus pandemic, things continued as they used to. 
Yes, in fact, the coronavirus illustrated very well the fact that radio is a real 
everyday medium, because in the spring, where Danes turned up their use 
of e.g. traditional TV, streaming and news consumption, radio listening fell by 
3% during the lockdown. The reason is that many people listen to the radio on 
their way to and from work, and some also while at work. But during working 
at home, listening during transport disappears or diminishes. Another intere-
sting point is that commercial radio fell significantly more than public service 
radio, which may certainly be attributed to the fact that Danes needed news 
and information to a greater extent than usual during the coronavirus pande-
mic, which is why the public service channels were relatively more attractive 
to the listeners during the lockdown. Looking at 2020 as a whole, Danes on  
a daily basis listened to traditional radio for 2 minutes less than in 2019 - 
completely in line with developments over the past many years. 
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The great cookie bake off 
Consumption of online media has also been affected by the coronavirus in 
2020. Users have a little more frequently sought updates on the Internet, which 
is reflected in the fact that the proportion of Danes, who use the Internet daily, 
has increased from 89% to 93%, probably affected by increasing news needs. 
The supply of online media has not changed significantly, but the terms are un-
der pressure of the new cookie rules. At the same time, many online media are 
affected by declines in the advertising market as a result of the coronavirus. 

Proportion of digital listening on DR’s radio channels
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We see a general increase in the proportion of Danes, who in 2020 have used 
social media on a daily basis. Most modestly on Facebook with a single percen-
tage point to 65%, and, as something new, Facebook's Messenger is included 
in the measurement survey with 44% daily users. In the following three places 
we find Instagram, YouTube and Snapchat, which are roughly equal in size with 
contact to just over one in four Danes daily. Instagram has overtaken YouTube 
by a leap of 5 percentage points compared to last year.  
 
Especially the 12- to 29-year-olds are driving the growth on social media. 
Even though they use Facebook daily to a lesser extent than last year, the 
growth on Snapchat, YouTube, Instagram and TikTok in this target group is sig-
nificant. Time consumption has also increased, especially on YouTube, TikTok 
and Instagram. Probably because there has simply been more time for and 
perhaps also need for social media because of the coronavirus.
Not only the coronavirus has affected the online media. At the end of 2019, 
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the Danish Business Authority presented their interpretation of the EU rules on 
cookies. In February, DMI among others, had to make some adjustments fol-
lowing  a decision of principle from the Danish Data Protection Agency, which 
forms the practice for the new cookie consent on Danish websites. Many on-
line offers have since followed suit and have given the user a more symmetri-
cal choice in terms of being able to select and deselect the use of cookie data 
as a result of their behaviour on the Internet. In other words, it should be as 
easy to select as to deselect cookies. This means that a significant proportion 
of users now opt out of cookies. 

Of course, this has been a hard blow for the commercial media houses, as 
their documentation and targeting of commercial messages for the adverti-
sers is tied up in the use of cookies. At the same time, all media are less able 
to personalise their content to the users, which may give them a more infe-
rior experience. As you know, cookies are not only used to better target and 
document advertising messages, but also to adapt online content to the users' 
preferences and provide an opportunity to collect statistics on how the users 
utilise the content and thus improve the users' online experiences. All this is 
made more difficult when many users suddenly deselect the use of cookies. 

A study of the Danes' relationship to and knowledge of cookies conducted 
by DR Audience Research in the autumn of 2020 shows that most Danes are 
familiar with the concept, but the further understanding of what it means and 
what one should actually take into account is somewhat limited. For example, 
many state that they perceive cookies as “something with advertisements”, 
and several state that they say no to cookies because they think they will 
receive more advertisements if they answer yes. It is very common to simply 
press the buttons on the cookie box at random to make it disappear. One can 
thus have one's doubts about whether there is in fact an "informed consent" 
when the users choose one or the other. 

It therefore immediately appears that neither the users nor Danish websites 
are better off. Users are disturbed by a statement of consent that they do not 
read and understand, while the media are given less opportunity to find out 
how the services are used and thereby develop them - and in the end it provi-
des worse conditions for everyone.

Liquorice pipes and rights  
The relationship between global technology giants and local players has 
resulted in a number of dramatic controversies. This summer, Google and 
Koda could not agree on a new settlement agreement, which is why all Danish 
music was removed from YouTube. It would be two months before the parties 
reached an agreement, and the Danes could once again experience Danish 
music on YouTube. Both the Danish artists and YouTube have lost money on the 
conflict, but it is probably the artists who have suffered the most, as they have 
also been pressured by a lack of concert income as a result of the coronavirus. 

Another controversy with Google as one of the parties arose when the Ameri-
can giant chose to remove DR's Ramasjang app for children, as they believed 
it had inappropriate content. In Google’s optics, the inappropriate content was 
Onkel Reje beating ninjas and Kristian Gintberg handing out liquorice pipes to 
children in the Ramasjang Mysteriet. A few days later, however, the app retur-
ned to Google Play again after massive criticism of Google's intervention.
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The media in the time of the coronavirus
There is no doubt that the coronavirus pandemic affected the Danes' media 
use in 2020. We listened less to traditional radio during the lockdown, while 
watching so much traditional television that one would think that no one had 
heard of Netflix. And rarely have so many Danes pressed F5 on an article with 
live updates from authority press conferences. Even our content preferences 
had a twist: We engaged in news and formats from a bygone era, as long as a 
coronavirus angle could be found, and the film Contagion received so much 
publicity that even a new film from the James Bond franchise had to watch in 
envy. Otherwise we threw ourselves into baking and community singing in a 
collective attempt to keep the apocalypse and zombie mink out (Ask a Dane…).  
2020 has no doubt really affected Danish media consumers. 

But the question arises: Will we get back to normal again? This is not a ques-
tion of whether a vaccine will bring normality back to society, but whether the 
year 2020 will have a more permanent effect on the Danes' media use? Will 
the Danes now suddenly change their behaviour and thus their media use, or 
will the first hints of spring and the arrival of the vaccine have the result that 
the Danes immediately fall back into the old media habits?

Of course, we do not know - only the future can tell. But some of the answer 
may be hidden in the data from 2020. During the pandemic, there were shifts 
in the Danes' media use. Where before the summer the interest in news was 
largely insatiable, and everybody bawled at the top of their lungs in the com-
munity signing, media consumption moved back to its normal level during the 
autumn. Not to say that we found our way back to our usual framework, but 
still enough for us to cautiously state here that if the world becomes "normal" 
again, then the media use of the Danes will also become "normal". In other 
words: 2020 will probably be an outlier rather than the new normal.
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The battle for children's attention
In a year when media consumption was marked by the impact of the corona-

virus pandemic, an event that many children, childlike souls and media analysts 
had anxiously anticipated may not have received quite the attention that was expected. 

15 September was D-Day. Or actually, D+ Day. D for Disney, one of the world's largest 
media groups, which went ashore in Denmark with an abundant catalogue list. 

Disney+ is just the preliminary culmination of a development that has been going on 
for a long time. The battle for children's attention has intensified, and today's kids may 

plunge into an almost endless media buffet.  

BY DENNIS CHRISTENSEN

The time when kids were looking longingly at the clock and had to wait for 
half an hour the kid's show is long gone. When the author of this article was 
a kid in the 1980s, the media supply was limited. Only one channel on the 
television was broadcasting half an hour kid's show each day, and it was most 
often supplemented with one weekly hour of The Disney Afternoon. That's all 
folks! The other media, the radio and the newspapers, were reserved for my 
parents, and the rare trips to summer cottages where German channels were 
featured on the devices, I perceived as being so amazing that I got up at an 
ungodly hour to consume everything before being reluctantly dragged out 
into nature. 

Not that today's children will believe that story. Because they are differently 
used to the fact that 24 hours a day they may dive into an endless stream of 
content, from DR's two (soon to be three) dedicated children's universes, Ra-
masjang, Ultra and Minisjang, over the content on Danish and foreign stream-
ing services, to the large amounts of more or less relevant content on YouTube 
and livestreams on Twitch, to name a few. To them, a media buffet with one or 
a few servings seems to be unrealistic science fiction.

The endless buffet
Where the amount of child-relevant content was previously limited, it is now 
almost endless. If you look at YouTube, for example, the amount of content 
is unmanageably large, and there is content for virtually all age groups and 
interests. It should therefore not be so surprising that more than 3 out of 
4 children between the ages of 4 and 14 use YouTube every single week. 
YouTube's most often short clips are complemented by the major streaming 
platforms: Netflix (60% weekly), DRTV (48% weekly) and Viaplay (29% 
weekly). And in October 2020, TV 2 proclaimed that they had entered into 
a collaboration with Nordisk Film on the children's universe Oiii, so I wonder 
if TV 2 Play (16%) expects of the children's attention in the near future.
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The TV screen and the tablet are just some of the platforms that children's 
attention is focused on. Gaming also has its presence in children's consump-
tion and across age groups and genders. The usage increases as the children 
get older and self-determining of their media consumption. However, boys 
spend more time on digital games and distribute their use on both phone, 
game console and computer, while the girls primarily use the phone. Social 
media also take up quite some space in the children's media palette. In 2020, 
conversation often turned to TikTok, which was here, there and everywhere. 
But with 48% of weekly users among the 9- to 14-year-olds, TikTok is not the 

only social media that has a hold on the children. Snapchat 
is used by 3 out of 5 in this age group, while Facebook and 
Instagram are used by approx. every third. And here we 
have not included all the younger users, who lie themsel-
ves older to be able to create a profile.

Although DR's children's offers such as Ramasjang still 
stand out clearly in the amount of offers, there is no doubt 
that the attention today is divided between far more 
media types and offers than before. Despite the fact that 
DR's content and the Egmont Group's publications about 
Duckburg's residents still exist and are highly valued by the 
smallest members of the community, they are today just a 

few of the offers in an abundance of content aimed at children.

Children become experienced media consumers
The fact that there has been more content to choose from also means that the 
children to a greater extent have become more experienced consumers. Whe-
re the very youngest children are of course still very much influenced by the 
parents, the oldest children have a much higher degree of freedom to choose 
the content that is meaningful to them. Therefore, they can relatively easily 
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”
…So even though Netflix and 
YouTube are used by many, 
they are not necessarily used 
for the same purpose. And 
even if you may watch funny 
fails on YouTube, most people 
may also watch Ultra News 
on DRTV.

DENNIS CHRISTENSEN, DR AUDIENCE RESEARCH
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switch between the pure distraction in TikTok videos or on YouTube, continue 
with the series they follow on Netflix to, for example, be informed by Ultra 
Nyt on DRTV. In this way, many of the offers that at first glance would simply 
be categorised as being for children are in fact very different experiences 
for the smallest Danish media users. Something you do together with others, 
something you do alone, something to get wiser and a lot again just to avoid 
boredom. So even though Netflix and YouTube are used by many, they are not 
necessarily used for the same purpose. And even if you may watch funny fails 
on YouTube, most people may also watch Ultra News on DRTV. 

Before the parent segments throw themselves into 
stories of losing oneself in moral decay, it must also be 
stated that even though the children are today bombar-
ded with several different impressions and offers, much 
also suggests that the child cohorts that grow up these 
years are trained in navigating between the various of-
fers. That said, it's obviously harder to get through with 
a message when so much content is on offer. 

In addition, one must also remember that many of the 
new offers for children are not made with Danish chil-
dren in mind, but instead are created for a global unit culture, if such actually 
exists, and in order to show advertising for the smallest consumers. The 
challenges in this became clear to everyone during the year, where Google 
for a period blocked access to DR's children's content, as the international 
technology giant believed that Danish children were harmed by seeing a 
liquorice pipe, and that Onkel Reje should be X-rated. 

The parents of the future herald changes
It is no news that children today have far more media offerings than children 
in the 1980s. Smartphones and tablets have now been around for more than 
a decade, and practically all family households with children in Denmark have 
adopted the devices. At the same time, the Danes continue to switch from 
flow media to on-demand media, and this development has also been going 
on for a long time. This means, in other words, that some of the young people, 
who today are facing parenthood, are among those who are sometimes refer-
red to as digital natives; a generation that has grown up with iPhones, iPads 
and the internet as completely natural everyday things. They do not remember 
the half an hour kid's show and even find it hard to imagine a world with only 
one TV channel. 

The fact that they have grown up with the many possibilities naturally affects 
the media upbringing they will practice towards their own children. Becau-
se even though media development is moving fast in these years, parents 
still have a key role vis-à-vis the children - also when it comes to media use. 
During the first many years, it is the parents, who turn on the TV, open the 
iPad or starts the podcast. And even after the children have become more 
self-determined, the parents have an influence through the values and habits 
they have given the children. And where previous generations have grown up 
with DR's children's offer as the most significant offer among few others, the 
future parents have now and in the coming years grown up with DR's offer as 
one among many. The veneration for DR's children's content among Danish 
parents is still large, but many have grown up knowing full well that children's 
content from other sources may also be attractive. So even though the battle 
for the children's attention has intensified in recent years, it is probably just as 
important to relate to the media image with which parents of children have 
been met during the same period. 

”
In addition, one must also 
remember that many of 
the new offers for children 
are not made with Danish 
children in mind, but instead 
are created for a global unit 
culture...

DENNIS CHRISTENSEN, DR AUDIENCE RESEARCH
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1. TV!TV!TV!
The Danes' consumption of traditional television received a significant boost 
during the spring. From the lockdown of large parts of society on 11 March and 
until 10 May, our daily TV consumption increased by 13 minutes, correspon-
ding to an increase of 11% compared to the same period last year. Not surpri-
singly, especially the children (in home-schooling) and working adults increa-
sed their TV consumption, but also among mature adults and the elderly, who 
already spend most minutes in front of the screen, increases could be found.

2. Historical ratings
Mette Frederiksen's face was probably one of the most exposed during the 
first months of the coronavirus coverage, and a great start was made already 
on 11 March at the first coronavirus press conference in the Prime Minister's 
Office, which was seen across channels by more than 1.9 million Danes. On 17 
March, barely one week later, when the Danes were to receive the announce-
ment of the impending lockdown of the country's bars and restaurants, fitness 
centres, hairdressers and shopping centres, the ratings across DR and TV 2's 
coverage ended at approx. 2.8 million viewers. The press conference thus bro-
ke a number of old ratings records for news broadcasts from 1992 and 1998 
respectively, which, in fairness, all had in common that they were broadcast 
right next to decisive European Championship and World Cup football mat-
ches with Danish participation.

Watching the Queen's New Year's speech on the last day of the year is a 
tradition for the vast majority of Danes and has always been able to gather 
us - big and small - in front of the screen on New Year's Eve. On 17 March, 
completely unprecedented, and during this for our country so critical situation, 
Her Majesty chose to address the Danish people, and the combination of a 

2020

Covid-19 items about the Danes' media 
use during the coronavirus pandemic

At the time of writing, the coronavirus pandemic is still upon us and has, for better or 
worse, become an, albeit not natural, then at least inevitable part of our lives. In a very 
short time, the pandemic affected virtually all aspects of our daily lives and changed 

not only our way of socialising, but to a large extent also our media use. We have flipped 
through the calendar of 2020 and taken a look at some of the most significant changes in 

our media use during the first months of the coronavirus pandemic. 

BY MICHAEL OXFELDT & RASMUS ANDERSEN
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quarantined population, a very strong lead-in from the Prime Minister's press 
conference and the surprising breach of royal tradition, led to a staggering 3.3 
million viewers following the Queen's admonishing words of public spirit and 
self-sacrifice. Thus, the queen not only surpasses her own TV appearances by 
several lengths, but also breaks the ratings record from previous live events, 
where the leading position was previously held by the transmission of the 
European Championship semifinal between Denmark and the Netherlands 
back in 1992, which was followed by 2.7 million nail-biting Danes.

3. News-hungry TV viewers
Not only the string of press meetings from the Prime Minister's Office during 
spring lured the Danes to the screen. The traditional news broadcasts from 
TV 2 and DR also saw significant increases in their ratings. During the first two 
months of the lockdown, TV Avisen from DR experienced increasing ratings 
across all population groups, and the largest growth took place among the 
group of 15- to 24-year-olds, where consumption almost tripled compared to 
the same period last year.

Actually, current affairs and news broadcasts are something we associate with 
traditional television, and the genre has traditionally not had a strong foothold 
in streaming contexts. On DRTV, however, TV Avisen experienced a marked 
increase in the use of the two major news broadcasts at 6:30 p.m. and 9 p.m. 
- not only via live streaming, but also on demand.
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4. Great need for news on the go
The coronavirus crisis not only intensified the Danes' consumption of TV news, 
but also news sites and news apps were, according to approx. half of the Da-
nes over the age of 15, used to a greater extent than before the country went 
into lockdown. In contrast to the news coverage on TV and in the radio, the 
digital news media give users the opportunity to continuously follow the latest 
developments and get the news exactly when they happen, which many Da-
nes were naturally interested in during the most intense part of the lockdown. 

In the news area on dr.dk, which in March and April more than doubled the 
number of daily users, users were particularly interested in following the 
development and the hard numbers about the new virus in Denmark and the 
rest of the world. During these two months alone, DR's coronavirus live page 
with the latest news about the virus had more than 16 million visits. Also 
during the first months, articles with background and overview of everything 
from coronavirus symptoms to answers to the most common questions about 
Covid-19 drew extra users.

Several of DR's Facebook pages also saw increased interest, and in March 
twice as many visited dr.dk via DR's Facebook pages compared with the pre-
vious year, while also the activity in the form of likes, comments and content 
sharing skyrocketed when Denmark went into lockdown.

5. The coronavirus breaks the radio habit
The coronavirus pandemic confirmed how integrated radio listening is in the 
Danes' everyday lives. In contrast to the increase we saw in television viewing 
and in the use of digital news products during the first period after the lock-
down, temporary workplace closures and the increased amount of telework 
meant that to a lesser extent the radio was switched on in the country's work-
places and at the same time listening during transport and commuting time 
was significantly reduced. More specifically, the commercial radio channels 
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experienced a 14% drop in coverage during the first two months after the 
lockdown compared with the same period the year before, while DR's radio 
channels lost a total of 6%. Although the podcast medium is new and not yet 
subject to the same strong listening habits, the same development occurred 
for podcast consumption, which also lost 11% in coverage during the same 
period. Sound as a whole - both radio and podcast - is thus extremely ha-
bit-driven and suitable for filling in, for example, working and transport hours. 

Conversely, the channels and programmes that very specifically dealt with 
the coronavirus experienced growth during the lockdown. Many listeners, for 
example, sought updates on P1, which, in contrast to the media as a whole, 
increased its coverage by 16% compared to normal, and also DR's news pod-
cast Genstart, which had launched broadcasting just a few weeks before the 
coronavirus crisis and therefore covered the situation closely, profited by the 
timing and was on average downloaded and streamed almost 32,000 times a 
day from mid-March to mid-May.

6. What you do now makes a difference!
Communicating new and unfamiliar guidelines clearly and comprehensibly to 
everyone in one common language can be complicated, and the task does not 
get easier when as many as eight state authorities in the form of five agencies, 
two ministries and the Police, each with their own focus, must cooperate tow-
ards one common message. A series of short info spots across DR's channels 
explained the public in words and pictograms how to get through a pandemic in 
the best possible way.

The large joint authority campaign ran across DR's TV and radio channels, on 
dr.dk and on DR's social media, and during the first months of the year more 
than 9 out of 10 users saw or heard the messages about the importance of 
hand washing and social distancing. At the same time, the communication has 
evidently been clearly enunciated (well hidden behind a face mask, of course), 
and the vast majority of the respondents in an evaluation of the campaign found 
the communication useful. Only 1 in 5 experienced that the amount of informa-
tion became too much.

7. From real guidelines to subjective views
The quantity of information was a challenge for many Danes. How do you na-
vigate and sort through all the new facts that are being served faster than you 
can say public spirit, while at the same time having to deal with completely 
new concepts such as herd immunity and chains of transmission?

While the media's initial coronavirus communication was primarily fact-based 
and dealt with disseminating tangible information and guidelines from the 
authorities, to a greater extent media users in parallel to the development of 
things had to separate the specialists' messages from views and more or less 
hypothetical scenarios from a sea of journalists, self-appointed experts and 
laymen m/f, who were given more and more airtime. More and more voices 
appeared in the debate, and some users even talked 
about the "guessing hour", which is the time up to a 
press conference, where news journalists at the news 
studio are treading water flanked by a motley crowd 
of guests, who with more or less accuracy guess what 
words will come out of the mouths of Mette Frederiksen 
and Søren Brostrøm over the next hour - and not least 
what significance it will have for all of us. 

”
The authorities' guidelines 
are best! Too many opinions 
are too confusing.
 
MAN, 64 YEARS OLD
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8. "Go inside and turn on your radio!"
When the Danes all of a sudden found themselves in the middle of a pandemic 
that would quickly prove to be bigger and more intrusive than merely a Da-
nish Song Contest without an audience, several news pages and radio channel 
programmes were cleared at lightning speed and instead filled with information 
and news coverage of the new phenomenon. 

One might think that as a curious citizen you would seek knowledge about 
the new phenomenon directly from first-hand sources such as the Statens 
Serum Institut, the Danish Health Authority, the Prime Minister's Office or the 
Police. Nevertheless, eight out of ten Danes made greater use of information 
one-stop shops such as DR and TV 2 during the first critical weeks, and 94% of 
the population over the age of 15 followed the news coverage across the two 
public service stations, while in comparison less than a quarter of them used the 
authorities' websites. 

As you know, water does not flow upwards, and as such there is nothing invidi-
ous in the fact that users go where they are used to getting their news. Despite 
the fact that the authorities' own pages were not the users' preferred sources 
of information, they were still by 9 out of 10 attributed the same high degree of 
reliability as DR and TV 2.

9. The Danish song is…  
One of the most intrusive measures during the lockdown in the spring was for 
many the restriction of social life. Although restrictions in this country were not 
as far-reaching as could be seen in countries south of the border, and the Da-
nes still had the opportunity to move around (reasonably) freely, it did not take 
long before we could see (and hear) more or less harmonious counterparts to 
the spontaneously emerging community singing from the balconies of Rome, 
Barcelona and Madrid. Whether it was the cold Danish spring weather or the 
lack of southern pathos, which limited the impact of the phenomenon here, 
we cannot tell, but when the concept hit the Danish TV screens under the title 
Fællessang – hver for sig (Community singing – individually), it really stuck.  

All of a sudden, the Danes emerged as incarnated folk school songbook de-
vouring choir singers, and Friday after Friday on average over a million viewers 
sang along to everything from Teitur's updated edition of Rainy day in Novem-
ber from the roof of his Faroese home to Phillip Faber's 
clear diction in The flowers now awaken. Yes, in fact, the 
common singing concept was so popular that Faber 
became the Danes' favourite piano entertainer, and for a 
period Thomas Blachman and the X Factor took second 
place at home in the TV lounges on Friday evenings. 

”
In general, I think that news coverage has become too 
focused on itself, and not on the real needs. For example, I 
do not see any need for all the experts you have invited in 
prior to a ministerial speech to discuss what might be said, 
after which you air the speech and then you switch back 
to experts, who discuss what was and was not said in the 
course of the speech and what it means.  

MAN, 37 YEARS OLD

”
Just like the singing from 
balconies, we are not 
Mediterranean and sangria 
just tastes better in Spain.

WOMAN, 64 YEARS OLD
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Under more normal circumstances, round royal bir-
thdays can gather the Danes - not only physically at the 
Palace Square of Amalienborg, but to a large extent also 
in front of the TV screens all over the country. But the 
physical gathering around the event this year was made 
impossible by the ban on gatherings, and as the festivi-
ties around the Queen's 80th birthday were at the same 
time heavily scaled down and of such a private nature 
that it was no longer suitable for the usual all-night per-
formance with commentators and red carpet, both the 
court and the television stations had to be innovative. 

Here, too, the Danes' newfound desire to sing together 
- albeit individually - conveniently came to the rescue, 
and with the help of a large number of Danish artists 
and a digitally supported joint birthday song, the ce-
lebration of Her Majesty did not just become an event 
where we could watch on the terms of the media, but 
to a greater extent something we all - whether high or 
low, young or old and blonde or dark - could actively 
participate in. 

But if one listened carefully as the singing lifted the sense of community to 
new heights, one might sense a dissonance in the large choir. The community 
singing had a particularly good grip on families with children and the elderly, 
but when talking with the young adults between the ages of 25 and 31 it is re-
vealed that not everyone felt included and instead sought towards other media 
communities that were easier to follow.

10. Paw Patrol on repeat
The lockdown during spring did not only apply to the adults; also the children 
were sent home from nurseries, kindergartens and schools and now to a great 
extent had to be entertained by their parents.

For the same reason, the screen time was probably extended considerably 
for many children as at the same time the adults had to juggle telework and 
Teams meetings. For the 4- to 8-year-olds, the time consumption of Ramas-
jang on traditional television increased by 37% to 16 minutes daily throughout 
the period from March to May compared to the previous year - and this must 
be seen in the light of the fact that the consumption of traditional television is 
generally declining in particular in the child target group. 

One of the good things about children - at least when wearing media glasses 
- is that, as you know, they love repetition. For example, a fifth broadcast of 
the Paw Patrol film: Mighty Pups still drew well over 160,000 viewers on DRTV 
alone during the first month after the lockdown. 

In the same way, YouTube also benefited from the children's free time, and 
from March to April the time consumption among the 4- to 8-year-olds grew 
by just over 40 percentage points.

”
Community singing - individually, it's not something I've used. 
I have just had it when the phrases are jarring. I get a lot more 
sense of community from Anders Hemmingsen, it's more youthful! 
A coronavirus diary filmed by the young, it suits me better to take 
example from that than by singing Sun is rising in the east. 

WOMAN, 31 YEARS OLD

”
I enjoy singing along, and I 
appreciate that my children 
learn a lot of songs from
the Danish treasury of songs.

WOMAN, 39 YEARS OLD

”
Would normally never 
see that kind of thing, but 
in these times it gives a 
sense of community. 

WOMAN, 44 YEARS OLD 
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11. Ultra Nyt gave the larger kids (and their parents) 
answers to coronavirus questions
Also for the larger children, the media ended up taking up more time in 
everyday life during the spring - not only as a pastime, but also as a place 
where you could seek answers to some of all the questions that naturally ap-
peared in the wake of the coronavirus. In the first two weeks of the lockdown 
alone, the number of viewers of DR's news programme for children and young 
people, Ultra Nyt, increased by almost 40% to approx. 40,000, at the same 
time as Ultra Nyt temporarily moved to DR1, and thus became part of the 
daily news coverage for the whole family.

Fortunately, the children's everyday lives have not only been filled with hand 
sanitizers and reproduction rates. There has still been room for laughing and 
cringing in the company of, for example, the youth series Akavet, which could 
create a much-needed sanctuary for close to 160,000 viewers on DRTV when 
the real world became too eerie. 
 
12. The sports summer that was put off
Everything was prepared for an excellent summer of sports with the Olympics, 
the European Football Championship and the Tour de France, to which many 
had been looking forward. Over the summer of 2016, when we most recently 
experienced a similar sporting ménage à trois, the three giant events accoun-
ted for 31% of the total time spent on TV 2, while the European Champions-
hips and the Olympics together accounted for 18% on DR1. 

Wind and weather always influence the Danes' TV consumption during the 
summer, in other words the postponement of the Tour de France is probably 
not the only explanation, but nonetheless, between 12 a.m. and 6 p.m. in July 
this year viewers have only spent a quarter of the time normally used in front 
the screen on TV 2. Normally every Dane watches an average of 12 minutes 
of TV 2 during these hours of the cycle race, but in July 2020 the number was 
less than 4 minutes. 

Many of the Danish sports channels usually go in hibernation mode when a 
major sports summer takes place, including for example the NENT channels 
TV 3 Sport, TV3+ and TV3 Max. But due to the postponed football tour-
naments that started up in the absence of, among other things, the European 
Championship, the weeks 26 to 32 were the best for the NENT channels for 
many years. Here they showed the Premier League, the Super League and the 
Champions League, amongst other things, at a somewhat obsolete time. Time 
consumption on the three channels increased by 44% compared to last year, 
while in the same period it decreased by 14% on TV 2.

13. Old heroes in new bottles
While the young football players showed their talents on the lawn, here we 
engaged in the old football boys in the programme series Danish Dynamite, at 
the same time as we sang along to the football songs of the 80s and the 90s 
at the Community singing at Parken. But Elkjær, Simonsen and Schmeichel 
were not the only old acquaintances, who were retrieved from the archives 
during the lockdown, just as it was not only Mette Frederiksen, Søren Brostrøm 
and Phillip Faber, who were on everyone's lips. Suddenly there was also a de-
mand for dignitaries like Peter Qvortrup Geisling and Lægens Bord, which had 
its heyday from 1997-2005. The programme was dusted off in an updated 
coronavirus special and had more than 700,000 viewers when reaching its 
peak. At the same time the coronavirus also made room for a seventh rebro-
adcast of Matador, and the reunion with Mads Skjern and company resulted in 
an average of half a million viewers per episode evenly distributed between 
flow on DR2 and streaming from DRTV.

Media Development 2020   26



14. Cultural experiences at a distance
From March to June, live music and concerts were completely out of the 
question, which resulted in a need to partly give the music-hungry Danes 
some musical consolation and at the same time give the needy musicians and 
festivals playing time on both TV, radio and network. Over the summer, both 
TV 2 and DR helped to accomplish the task, which resulted in a number of TV 
and radio programmes that were to serve as this year's version of the music fe-
stivals of Roskilde Festival, Copenhell, Distortion, Jazz Festival, Tønder Festival 
and Smukfest. Especially the media edition of this year's Tønder Festival hit the 
spot in the target group and reached over 100,000 viewers. 

On DR1, the programme series Sommertogtet - lyden af vores land, a number 
of Danish musicians gathered with wind in their hair and lapping waves around 
the schooner, which was popular among Danes. Across flow and streaming as 
many as 700,000 watched the first episode with Mads Langer, Peter Sommer 
and Lis Sørensen.

On the whole, many cultural experiences were reduced to what could be 
squeezed into television. Thus, travels, restaurant visits, and even church ser-
vices were substituted for television content. Media coverage became not only 
a matter of cultural dissemination to users for lack of better, but also a matter 
of giving artists and performing musicians the opportunity to meet their audi-
ences - albeit in the media. At the same time, it was about making everyday life 
just a little bit more normal, and the users acknowledged the effort.

15. Media and people
Many of us had probably heard of Teams, Skype, Zoom and FaceTime before 
11 March, but probably only very few had actually taken the opportunity to 
meet face-to-face with colleagues, family and friends without being in the 
same room. Covid-19 has changed this: Every second Dane over the age of 
15 has today participated in an online video meeting - either in a private or 
professional context - and among them, well over 90% have used the techno-
logy either for the first time or to a greater extent than before the lockdown.

It almost goes without saying that online meetings can work well in a profes-
sional relationship, but that the technology should also become popular as a 
foundation for a string of virtual Friday bars, Easter lunches and even wed-
dings, probably only very few people had anticipated. 

Whether this desire to socialise digitally outside the office also explains why 
33% of Danish dating app users chose to use the technology more than befo-
re the lockdown, we cannot tell. But at least it is clear that our desire and need 
to be with other people has in such a degree affected our use of media and 
technologies.

”
It's great to see that they go the extra mile to make the coronavirus times 
more "normal". For many, watching TV is about experiencing something you 
do not normally have the opportunity or time to experience.  

MAN, 57 YEARS OLD
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16. Stop the contagion, download the app
On 18 June 2020, the Ministry of Health, among others together with the 
Danish Health Authority and the Agency for Digitisation launched their 
Smittestop app - the official Danish Covid-19 contact tracing app. The app 
can connect via Bluetooth to other phones nearby that also have the app 
installed. If the owner is tested positive for Covid-19, this can be stated in the 
app, after which other users, who have been in close contact with the infected 
person, will be notified of the risk of infection. At the time of writing, the app 
has been downloaded over 2 million times via App Store and Google Play. 

The download figures indicate that the Danes have embraced the app despite 
the fact that initially it triggered quite some scepticism in relation to data
protection. Thus, it seems that convincing the population of the necessity of 
this infection tracing in the service of a greater good has been a success.

17. Figuring out the coronavirus language
Coronavirus. Covid-19. SARS-CoV-2. Eskimos have a lot of words for snow, 
and we have not only physically but also linguistically had to find our footing in 
connection with the pandemic. Not only our use of media changed as a result 
of the lockdown, and words like elbow bump and video conference are good 
examples of the coronavirus making linguistic imprints. It did not take many 
press conferences before we all became acquainted with new words such as 
chain of transmission, superspreader and self-training, and where everyday 

The Danes' use of media during lockdown
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concepts such as Facebook profile and mobile banking have been a natural 
part of our language for several years before they were incorporated into The 
Danish Dictionary, 33 coronavirus-related words already in June 2020 found 
their way to the large linguistic encyclopedia. At the end of the year, the Danish 
Language Council and P1 elected public spirit as the expression of the year.

18. Socialising and sourdough on social media
The Danes' increased use of social media during the lockdown (#stayathome) 
was not only an entry point to follow the lives of others, but to a great extent 
it also became a virtual meeting place where we could continue to pursue 
our interests together - but still at a proper distance. This was, among other 
things, discovered by the cultural and sports life, which during the lockdown 
could no longer meet the Danes physically. Here, live broadcasts on Insta-
gram and Facebook became the new way of communicating, and both the 
day's strength training and sun salutation (#healthyathome) as well as pop-up 
concerts with one's favourite artists were consumed in new digital settings. 
Private individuals also showcased their (newly discovered) creative and prac-
tical skills to all inspiration-hungry users, and we could thus in the social media 
stream follow the creation of everything from #sourdough to knitted vests, 
watercolours of sunsets and the new fence in the garden. The creative abilities 
were also given free rein on TikTok, which the Danes decidedly took to heart 
during the lockdown, and where a new #dancechallenge dominated each 
week. Awareness of TikTok has increased from 22% in 2019 to 63% in 2020, 
but at the end of the year only 8% still use the service weekly. 

19. Give me a break - also from the coronavirus 
When we started writing this article back in the early 
summer of 2020, we were still happily unaware that 
Covid-19 at the deadline of the Media Development 
report would continue to be a basic condition in our 
daily lives and that the virus had much larger implica-
tions than we could  imagine back in March. Exactly 
how large and basic an impact the pandemic will have 
on our media use is still difficult to predict, and we will 
probably only have a real overview of the coronavi-
rus's effects when we sit down at the keyboard next 
year to write on Media Development 2021.

But as the coronavirus has become a more natural 
part of our everyday lives, and the daily news feed is 
slowly being filled with other topics, such as #metoo 
scandals and the American presidential elections, the 
Danes' news interest and media use at the end of the 
year has again found a more natural level, and we no 
longer see the same towering ratings for press con-
ferences or the same intense activity on the Danish 
news sites as in the spring.

At the time of writing, the vaccine is being rolled out in 
most of the world. Like so many others, we hope that 
the vaccine and the normal everyday life will spread 
faster than the pandemic itself, so that we will soon 
experience culture, sports and live music again, and 
then just rejoice that in times of need the media on 
several fronts proved to be a favourable gathering point. 
Although several of us are also ready to get back to our 
normal media use...

ABOUT THE STUDY

The article draws on a large number 
of sources, including market surveys 
and annual statements from Kantar, 
data from Adobe Analytics, the au-
thorities' own statements and 
questionnaire surveys conducted 
during the year from e.g. DMA Re-
search for DR Audience Research, 
Kantar 360-degree survey for DR Au-
dience Research and the DR Panel.

”
Give me a free space and 
an everyday feeling. There 
must be moderation with 
the illness. The coronavirus 
has interfered in my enter-
tainment, where I otherwise 
just tend to space out! I don’t 
need that. 

WOMAN, 25 YEARS OLD
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2020

Picky streamer is looking for 
the perfect streaming match

It sounds like the start of a bad personal ad, but it's the reality for a lot of us every 
single evening. The time when we all subscribed to the same large services and 

streamed the same series is long gone. As more and more specialised services pop up, 
our reasons for choosing streaming services - and not least for choosing to do 

without them - become more and more individualised. Because when you only have 
24 hours in a day and just cannot find the right content for the situation, 

you quickly skip to the next service.  

BY EVA LETH & MICHAEL OXFELDT

When we select and deselect one streaming service over another, we do so 
based on a number of different reasons. Where some of us quickly move on to 
the next streaming service if no new episodes of our favourite series are avai-
lable, others deselect the streaming services that do not live up to their expe-
ctations to the content type on the service. Some even choose services based 
on functionality and design. For others, it is more a question of whether one 
wishes to pay for more content and more services at all. Whatever the reason, 
the choice of the evening's entertainment ultimately lies between the services 
to which one already subscribes; why are the services selected or deselected?

Four user barriers
Roughly speaking, the reasons for deselecting streaming 
services and content may be found among four different 
user barriers: Lack of motivation for use, lack of specific 
types of content, lack of greater volume of content and 
lack of better user-friendliness. 

The first and biggest user barrier is lack of motivation. 
Lack of motivation occurs when the user simply cannot 
see a reason to use the individual streaming service. It 

partly deals with prioritising to spend one’s screen hours (and money) on sele-
cted streaming services and thereby deselecting others. Deselection may also 
be due to the fact that the service does not have content that appeals to the 
user's unique interests and needs, and therefore services are chosen that give a 
better match. For young superstreamers, who typically have the largest port-
folio of services, the selection and deselection is largely based on perceptions 
and ideas about the individual content services' overall content profile - even 

FOUR USER BARRIERS:

1. Motivation

2. Content types

3. Volume

4. User-friendliness
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if it may be different in reality. For example, seen from the outside, HBO Nordic 
may have a serious and gloomy content list, while Disney+ may be perceived as 
being more for childlike souls. But if you dive into the archive, you will find lots of 
fun and relaxed series on HBO Nordic, such as Sex and the City, while Disney+ 
on a large scale flirts with the dark side of the Star Wars universe. For the older 
and perhaps less experienced streamers, the deselection of one service over 
the other is more based on the fact that you see no good reason to stream 
when you can still see it all on flow, such as it applies, for example, to much of 
the content on DRTV, TV 2 Play and Viaplay.

The next two user barriers both deal with a deselection based on content (or 
lack thereof). On the one hand, it is a demand for very specific content that 
matches the user's own personal interests or favourite genres. For example, a 
service such as DRTV is typically deselected when the need is films and enter-
tainment series, while the absence of Danish and Nordic content is typically the 
basis for deselecting the major foreign services. And if the user is looking for 
sports content, the choice often falls on TV 2 Play or Viaplay, while American 
animated series are available in abundance on Netflix. 

On the other hand, the deselection of content may also be based on a volu-
me-related need for more of the content that can already be found on the 
service - i.e. more seasons, more episodes and more of the same type of content 
that can be binged at exactly the pace you want it. Maybe content rights are an 
issue for the people behind the streaming services but the users see no logic in 
not having access to all the seasons of their favourite series.

The number of series titles on selected streaming services by

country of origin

3.000

2.500

2.000

1.500

1.000

500

0

DRTV TV 2 Play Viaplay Netflix Cmore HBO Nordic

1.144

625

187

458

139

433

633

209

1.101

1.683

782

568

335

855

Denmark Scandinavia+Europe USA Others Unknown

Period: September 2020, Source: Playpilot

The numbers indicate how many different series titles the streaming services each contain. The number of episodes within each series may

therefore vary greatly, as a series with many seasons and episodes counts for as much as a single programme. Data for DR is also enriched with DR's

internal data on country of origin. 
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While a lack of flow of new content may be a dealbreaker for the most 
high-frequency streamers, the same constant stream of new titles may be 
a barrier for those users, who do not spend their day on the streaming ser-
vices. Being able to find your way around the massive content list thus falls 
into the fourth category of barriers that deals with the user experience. It is 
not as such the quantity, but rather the presentation of the content that may 
put obstacles in the way of some users. We probably all know the feeling of 
zapping through the rows of content without really being tempted despite the 
plentiful offer for content. And if the service does not sell the latest series to 
us by using exquisite images, a catchy title and the right context, we cannot 
see the wood for the trees. In the same way, we implicitly expect to be helped 
along by the functionalities of the service: Poor search function, poor perso-
nalisation, and autoplay errors that pull us out of the flow may result in a quick 
goodbye to that service.

Who deselects what?
The four barrier types rarely apply to one and the same streaming service 
at the same time, as the deselection is typically based on the profile of the 
individual service. DR's streaming service DRTV, for example, is rarely the first 
choice among young streamers, who do not in advance spend their day across 
DR's channels. DRTV is thus deselected on the basis of lack of motivation. 
The matter is different for a streaming service like Disney+, which initially has 
chosen to focus on a relatively narrow genre profile, and which will thus be 
deselected for content reasons by those, who are not immediately interested 
in cute Disney characters or sci-fi. 

Similarly, all four barriers rarely apply for one and the same user. Some cros-
swise patterns form when we dive into which types of streamers experience 
which barriers. 

The most picky and complex deselectors are not surpri-
singly the young high-frequency streamers. The young 
users are generally quite hard-headed when selecting 
and have no cemented sense of belonging with the 
individual services, but shop around in the streaming 
market. For them, the supply of content has always 
been large and they do not feel any particular loyalty to 
a streaming service just because the senders behind the service have previ-
ously delivered on the quality. In other words, it's not enough just for a stream-
ing service to be in the user's good graces. The service must repeatedly 
overcome the biggest of the barriers: The motivation. The service must deliver 
- every time! For this group, the content dimension is also crucial, regardless of 
whether it is about the search for very specific content within a very specific 
area or genre, or whether it is a matter of large volume and the possibility of 

diving into an sphere of films and series. 

The barriers of the older streamers are mainly moti-
vational and functional. For this group, it is essential-
ly a question of whether one should use a specific 
streaming service at all when one has already access 
to the content when it is broadcast on traditional 
television. Catching up is smart enough, but maybe 
life goes on, even if one should miss a single episode 
of Badehotellet? 
 

”
Streaming has no interest 
- I will rather record and 
watch when it suits me!

MAN, 72 YEARS OLD

THE PATH THROUGH 
THE STREAMING JUNGLE

There are many reasons for deselect-
ing a service or certain content. But 
conversely, what drives us towards the 
content? You may read more about 
the user journey towards streaming 
content here
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Which came first: the chicken or the egg? We will not use column space to 
discuss that here. But the older users place greater demands on the user-fri-
endliness of the streaming services than the young ones, and it does not take 
many functional challenges before the hassle of finding Hammerslag and 
having the programme cast for television obstructs the plan, and the idea of 
watching the content offset in time evaporates.

It's what is on the inside that counts
In other words, there are many reasons why we select and deselect one stream-
ing service over another. But it's with streaming, as it is with dating: It's the 
inside that matters. It may be that his profile picture was not of a completely 
new date, and she perhaps excelled at arriving 20 minutes late - but when you 
first got to know each other, it was meant to be. The same applies to the basic 
contribution for all streaming services, regardless of packaging and profile: The 
good content is still the king m/f - and clearly neither poor functionality nor lack 
of sense of belonging with the service deters users across age and streaming 
experience from streaming Den store bagedyst, Klovn 
or Game of Thrones. ABOUT THE STUDY

The article is based on data from 
a quantitative mapping of users’ 
knowledge and use of streaming 
services generally coupled with a 
quantitative study of the streamers' 
motives of use in relation to DRTV. 
The first survey was conducted 
in collaboration with Norstat 
(September 2019) and is based on 
1,028 responses, while the second 
survey is based on 2,176 responses 
conducted by DMA Research for 
DR Audience Research (May 2020). 
The article also contains figures 
from Playpilot.
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2020

The past media year 
The media year of 2020 was, for better or worse, affected by the corona pandemic, but 
parallel to changed working conditions, greater distance and canceled plans, life went 

on in the media duck pond. Cookies, tech giants in a showdown with suppliers and new 
streaming services and radio channels are just some of what 2020 also had to offer.   

BY DR AUDIENCE RESEARCH

January 1: DDR K, DR3 and DR Ultra broadcast via the traditional TV signal 
for the last time before DR K, as part of DR's savings and development plan, 
is merged with DR2 , while DR3 and DR Ultra become pure digital offers. 
Likewise, Kanal 5 and the rest of Discovery's TV channels will disappear from 
YouSee's TV packages following disagreements between the two parties. 
10% of the TV market is thus in the air from the start of the year, and the big-
gest winner is TV 2, which at the end of the year accounts for almost 50% of 
Danes' flow TV viewing. 

January 4: Shortly after the aforementioned TV channels disappear, a new 
one sees the light of day. TV 2 Sport X is a new member of the TV 2 family 
and will be a counterpart to TV 2 Sport, and will i.a. be the medium for some 
of the football rights that broadcasters are fighting tooth and nail to get. In 
2020, TV 2 Sport X accounts for 0.5% of the TV consumption, while TV 2 
Sport accounts for 1.7% - 0.6 points less than in 2019. 

January 30: A horde of dissatisfied Chinese make a run on a poll on dr.dk 
about whether Denmark should apologise for a drawing in Jyllands-Posten 
depicting the Chinese flag as the coronavirus. Of the 152,000 users who see 
the poll before it is removed, only 12% are from Denmark, while as many as 
51% are from China, according to the poll data.  

February 27: The first Dane is diagnosed with coronavirus. At the time of wri-
ting, 2 million Danes have downloaded the app Smittestop, which has delive-
red 38,000 infection reports. 

March 11: Prime Minister Mette Frederiksen goes to the podium and locks 
down the country for a longer period due to the coronavirus. 1.9 million TV 
viewers watch. Reproduction rate, Covid-19 and hotspot are some of the new 
words that during the year will be included on the Danish Language Council's 
list of new words. In addition to these and similar words, Google searches for 
face mask, hand sanitizer, and flu symptoms - and Zoom - are exploding. 
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Some of the media words we googled during the year
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Target group: All, Geography: Denmark, Period: 2020, Source: Google

The numbers represent the search interest in relation to the highest point in the chart in the period in question. A value of 100 is the greatest

popularity of the term, a value of 50 means that the term is half as popular, and a result of 0 means that there was not enough data for the term.   
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March 17: ”D"You should be ashamed of yourselves." These were the words 
from Queen Margrethe in a rare telling-off to the Danes on live TV during the 
lockdown in the first week of the spring. 3.3 million Danes watch the DR1 or 
TV 2 channels' most watched TV broadcast since the measurement of TV was 
introduced in 1992.   

April 1: Radio LOUD goes on air with a declared goal of making talk radio 
for the 15- to 32-year-olds. At the end of the year, the channel has a weekly 
coverage of 11,000 listeners, of which approx. 2,000 are between 15 and 32 
years old. 

April 21: Minister for Culture Joy Mogensen mentions in an interview that 
Absolute Music 2 is her favourite album, and many resents it. DR's podcasts 
about the Absolute Music albums in particular are, despite the sulking, quite 
popular among more people than just the Minister. At the time of writing, the 
two episodes about Absolute Music 2 have been streamed and downloaded 
35,000 times - probably hardly all by the Minister. 

May 6: Facebook announces the first members of their so-called Oversight 
Board, and among others former Prime Minister Helle Thorning Schmidt is a 
member. Facebook's Oversight Board consists of up to 40 experts who will 
discuss matters of principle regarding the content that appears on Facebook 
and Instagram. In 2020, Facebook and Instagram are used daily by 65% and 
30% respectively of Danes over the age of 12 and are thus the largest ser-
vices measured on daily use.  

June 15: The executive order on requirements for information and consent 
when storing or accessing information in the end user's terminal equipment 
becomes effective. As mentioned, the cookie order, as it is also called among 
friends, places demands on websites that collect digital footprints about users 
when they go online. The executive order should, among other things, make it 
easier for users to edit and deselect cookies on websites in order to safeguard 
their privacy. In a survey, more than every other Dane says that they rarely or 
never read what is written in the text, and almost every other person states 
that they press the buttons randomly. 

June 17: Finally the whistle is blown to start the English Premier League foot-
ball matches after a forced coronavirus break - albeit for empty stands like in 
most other places in the world. Rights holders implement artificial spectator 
sound at matches to mimic the life on the stands, and NENT states that up to 
90% of Premier League viewing on their platforms took place with canned 
spectators - the primary feed, however, was including the spectator sound, so 
it required an active deselection to get rid of with it.   

June 23: After a few months of a lot of TV viewing, the Danes have had 
enough of quarantine and home isolation, and they are fleeing the living rooms 
as the rules for assemblies are relaxed. On the day we celebrate Midsummer's 
Eve, TV consumption therefore reaches the lowest level since the start of 
the TV measurement in 1992 with 1 hour and 15 minutes of TV viewing per 
Dane. The record of the day with the most viewing was on 14 May 2004 when 
the crown prince couple got married, where each Dane watched an average of 
5 hours and 52 minutes of television.  

July 31: The Danish music industry is already under heavy pressure from 
coronavirus restrictions when YouTube chooses to remove all Koda members' 
music from the service while a new agreement is negotiated. On 1 October, 
however, the music is back after a few months of negotiations. More than 
every other Dane uses YouTube weekly in 2020, and among young people 
under the age of 25 this goes for up to 8 out of 10.
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August 14: A prolonged financial controversy is causing Apple and Google 
to remove the hugely popular computer game Fortnite from their app stores. 
They take this measure as a consequence of Epic, which is behind Fortnite, 
refusing to pay a percentage of the revenue to the technology giants. In 2020, 
about 2 out of 5 boys between the ages of 9 to 14 play Fortnite weekly. 

August 17: “SVT's IT security department has found that the TikTok app pro-
vides more information than is deemed necessary. SVT has therefore decided 
that employees are not allowed to have the TikTok app on their work phones.” 
Thus SVT, the Swedish DR counterpart, writes in a press release. Every other 
Danish child between 9 and 14 years of age is on TikTok daily in 2020. 
6 September: Sofie Linde hosts the ZULU Comedy Galla, which is broadcast 
on TV 2 ZULU. 360,000 viewers are watching as Sofie Linde rekindles the 
Metoo debate with a performance that slowly triggers a self-examination of 
several industries. 

September 7: TDC turns on the 5G network, which over time should be 100 
times faster than 4G, and which may have a major impact on our society; 
especially industry, transport and healthcare. According to the Danish Health 
Authority, there is no reason to fear any health risk associated with 5G, and at 
present no reports of radiation accidents have been made. 

September 15: The streaming service Disney+ is launched in Denmark. At the 
end of the year, the entertainment giant has a coverage of 16%, and is par-
ticularly popular among the youngest part of the Danes.  

September 20: Mette Frederiksen appears on Anders Hemmingsen's In-
stagram profile. The goal is to reach the young users, many of whom can be 
found among Anders Hemmingsen's 1 million followers on Instagram. In 2020, 
53% of 12- to 29-year-olds use Instagram daily or several times daily.  

October 22: The streaming service Quibi closes and shuts down despite the 
fact that investors have invested 12 billion Danish Kroner in the service, which 
with content of shorter duration tailored to the mobile should challenge i.a. 
Netflix. The owners blamed the coronavirus pandemic for the service not get-
ting a foothold, as the content was mainly intended for commuters pendling to 
and from school and work. In 2020, 55% of the Danes stream films, series and 
TV programmes on a weekly basis.  

November 3: The United States goes to the ballot boxes and elects Joe Biden 
as its new president. Twitter marks up to 300,000 tweets as potentially 
misleading during the election campaign, i.a. tweets from President Donald 
Trump. On DRTV, where the election is covered live on DR1 and with docu-
mentaries about the USA, time consumption reaches the highest level ever on 
4 November, just as P1 during the election week reaches the highest weekly 
coverage ever with 1.1 million listeners. 

November 5: Google and MMS present a collaboration that includes YouTube 
viewing in the Swedish TV measurement. This is the first time that a major 
foreign video distributor has been included in a market measurement that will 
enable the public to gain insight into Google's video data. The first initial me-
asurements show that Swedes over the age of 16 in average watch YouTube 
for 40 minutes a day. In Denmark, Kantar estimates YouTube’s consumption to 
be a more modest 23 minutes per Dane.   
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November 19: PlayStation 5 is launched 26 years after the first PlayStation 
hit the streets in 1994. However, the wait for the popular console is long, as 
it is sold out almost before it hits the stores. 36% of all Danes already have a 
PlayStation in the household - and almost every other household has some 
kind of game console.

December 2: The American media giant Discovery, which i.a. is behind Kanal 
5, Canal9 and the 6’eren in Denmark, announces that the streaming service 
Dplay during 2021 will become Discovery+. In 2020, 5% of the Danes use 
Dplay weekly. 

December 4: HBO announces that HBO Max will be rolled out in Europe and 
South America, which means that at the end of 2021 HBO Nordic will become 
HBO Max and will have twice as much content as the current service.  In 2020, 
10% of all Danes use HBO Nordic weekly.

December 6: The 2021 Finance Act is presented. The outstanding and politi-
cally decided, savings on Danmarks Radio are cancelled. 93% of all Danes use 
DR at least weekly. 

December 8: Google publishes the most googled words, questions and peop-
le of the year. Not surprisingly, coronavirus, Metoo and the American election 
are among the most trending themes. You can see all the lists here. 

December 24: Several churches are closed and fewer people are gathered 
due to the coronavirus restrictions. Thus, more TVs are also turned on, as the 
Disney Christmas Show, in keeping with habits, appears in the Christmassy 
living rooms. 1,325,000 Danes are watching, which is the highest number 
ever - 200,000 more than the previous record.

Media Development 2020   38

https://trends.google.dk/trends/yis/2020/DK/


2020

Favourite series on repeat  
You probably know it. You flip through Netflix or Viaplay for something that catches 
your interest. But after scrolling up and down the rows of new originals and flashy 

documentaries, you still play safe and end up at the coffeehouse with your Friends or 
on the battlefield in Westeros. But you are not alone. More than every other user of a 

streaming service streams programmes and series again, even though they have already 
seen them. What makes us choose the old series we already know when there is so 

much new to choose from?   

BY EVA LETH & JAKOB VIKÆR HANSEN

Preferring old friends over new acquaintances is probably not unfamiliar to 
you, but a new study now shows that also on streaming services we tend to 
occasionally choose the familiar over the unexplored. More than every other 
Danish streamer (54%) has replied that they watch series and programmes, 
even though they have seen them before. 

Everything from Friends and Game of Thrones to Matador and the Badeho-
tellet is streamed again and again. In addition, more than 60 different series 
titles are mentioned, which the streamers put on repeat. Despite a plentiful 
buffet of hot originals - or precisely because of it - the majority of streaming 
users go for something they know is good, so that the precious time on the 
couch is not wasted. 

For most people, streaming is equal to cosiness and relaxation, and therefore 
the choice should be easy to make and the content easy to consume. The 
services are tempting with new, expensive series and great trailers - but the 
risk that a new series may either be difficult to get acquainted with, does not 
exactly match one’s mood or simply is bad - may be part of what keep stream-
ers from selecting them. No, it is easier to choose a series where the entertain-
ment is guaranteed. Here, especially comfort and quality are the main reasons 
why many stream series again.

Comfortable re-selection
Do they put butter in the pan at Spise med Price? And how did Gabi and 
Johnny's relationship end in the Rejseholdet? Series that are good company, 
a happy second viewing or that just give a good feeling, make them comfor-
table re-selections when you crash on the sofa after a long day - because you 
can probably remember how it ends - and that it was good. You can thus safe-
ly fall asleep or have an eye on the mobile without missing the clue. Maybe it's 
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just a habit to put on an episode of The Simpsons or Nak & æd along during 
breakfast routines or dinner, and here it may be easier to find a favourite than 
to miss an escape attempt or a murder. And when you still end up with a ran-
dom episode of Klovn, because you did not know exactly what else to watch, 
the safety of habit saved another Sunday.

Five-star quality
Another reason for re-selection is quality. The first time you are blown 
backwards by the story, the universe and how the plot eventually comes 
together. The second time, you count how many places were hinted at the 
end. The third time you discover lines, supporting roles and side stories that 
emphasise to you exactly why this series is so good. The fourth time, you keep 
an eye on your new partner to see if he or she responds as desired to the plot 

twist or the unique oneliner. 

Users describe suspense and complex stories as 
seal of approval in a good series. But also comedy 
series and series that with their distinctive humour 
make you laugh, are considered qualities in a good 
series and are thus among the reasons why users 
put the series back on again. It applies to both 
suspense and comedy that there is something 
about the feeling and the universe that you want to 
return to. This goes for both the crude jokes of the 
fourth grade students in South Park and the ten-
sions of power in the House of Cards, which recur 
from episode to episode. 

A large, interesting gallery of characters, unique 
side stories and a consistent universe that you 

know and can count on season after season may be decisive for whether you 
choose the quality series as the evening's entertainment rather than a new cast 
and universe that may disappoint compared to the favourite series.

BEGINNING, ENDING OR 
COMPLETELY RANDOM?

There is a difference between whether 
series and programmes are watched 
again in chronological order, or whether 
it is a random episode that is put on. It 
typically depends on the complexity of 
the narrative. The Sopranos, Homeland 
and True Detective are among series 
that are primarily streamed in chron-
ological order, while Spise med Price, 
Seinfeld and The Office to a greater 
extent are watched in random order.
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Re-updating a series you hadn't thought of in a long time may also be a reason 
for you to start watching it again. Maybe the streaming service has announced 
on the front page that you can watch season 4 now before season 5 premie-
res, or maybe a friend, a meme, or a (social) media reminds you of exactly the 
scene that had you hooked the first time it was aired. 

Young people push repeat the most 
If we zoom in on who is most happy with the repeat button, it seems that the 
younger you are, the more likely it is that you have actively started a rebro-
adcast on your streaming service. Among the 15- to 24-year-olds, as many 
as 85% have streamed programmes they already knew. In line with a similar 
study of Netflix content from the American research company Nielsen, Friends 
is the favourite series among the younger ones, followed by Game of Thrones, 
while for the elderly in Denmark it is everyday life up to and during World War 
II - i.e. Matador and Badehotellet - that is watched again by most people.

Another spectrum showing the difference in what is streamed over and over 
again, is gender. While it is to a greater extent men, who watch the murders 
in The Sopranos and the space adventures of Rick and Morty over and over 
again, it is mostly women, who revisit Miranda, Charlotte, Carrie and Samantha 
around the café table, where dating stories and good advice are exchanged. 
Series such as Beverly Hills 90210, New Girl, Modern Family and the afore-
mentioned Sex and the City are more popular with women. The series contain 
dilemmas and situations that are often caricatured but relatable. The series 
that men return to are typically series with peers on a mission, with a bread-
winner obligation and who rarely shuns any means, as is seen in e.g. Nak & Æd, 
The Sopranos and The Simpsons.

However, the happily revisiting streamers are no more gender stereotype than 
they typically sit together on the sofa and follow how the nature's children do 
in Alene i vildmarken, revisit Birgitte Nyborg's political and personal struggles 
in Borgen or Frank's fumbles in Klovn. Whether you have seen several of the 
series mentioned in this article, or are streaming the best, grossly overlooked 
series, streamers’ series collections indicate a broad taste.

Proportion of users who have seen one or more episodes of a
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Old and new side by side
According to the research company Nielsen three of 
the most streamed series in 2018 on Netflix in the US 
measured in time consumption were neither Orange is 
the new black, nor Ozark or other of their new so-called 
originals, but instead The Office, Friends and Grey's 
Anatomy; three commissioned series somewhat along 
in years and with a large amount of episodes in stock. 
Rebroadcasts of series have in recent decades been 
the focal point of a relentless critique of television sta-
tions. According to critical Facebook posts and letters 
to the editors, the viewers want new programmes and 
series rather than rebroadcasts of old classics that they 
have already watched - even though the ratings for the 
rebroadcasts actually account for a fair share of the 
total ratings. For example, 10% of the TV ratings came 
from rebroadcasts of the latest season of Anne og Anders from DR.  However, 
it makes good sense if you are happy with your own (re-)selection, but un-
happy with the rebroadcasts that the TV stations throw at you. On streaming 
services, many users actively seek out series more than once, e.g. because the 
huge range of services makes it difficult to manage the selection. Elsewhere in 
the industry, attempts are being made to meet the difficult choices by expe-
rimenting with, for example, shuffle functions, tailor-made recommendations 
and more intelligent search engines. 

The content you encounter on the streaming services 
will in future be characterised by being the best new 
content with the biggest stars right now on one side, 
and the most nostalgic, comfortable and IMDB top-sco-
ring series on the other, which may act as a Plan B, if 
the originals do not appeal to you. I.e. series you can 
watch again and again with many seasons and many 
episodes, content you always return to, and which may 
act as a magnet for the new originals that need help to 
be discovered in the ever-growing buffet of series. The 
combination of a solid archive of classics and expensive 
Emmy winners will be necessary to lure a fixed amount 
out of the streamers' pockets every month, but also 
necessary to ensure that you are not disappointed by 
unmanageable decisions at the end of a long day.  

On arrival in Denmark in September, Disney+ not only 
presented a magical archive of nostalgic cartoons 
and an action universe that 
will make most children of the 
90s drop their jaws, but even 

promised to spend a considerable amount on expan-
ding the number of titles each year. One of the new 
titles that helps selling the service from the start is 
the series The Mandalorian; a series based on the Star 
Wars universe.

If at some point during reading this article you wonde-
red about the ratings for the series that are seen again 
and again, this is some of the answer: If you add up the 
numbers from each of the seven reruns of Matador from 
traditional television with the numbers from streaming 
on DRTV, the ratings would eventually be 16 million. And 
this is not counting DVD boxes, VHS tapes and the like. 

THE TYRANNY OF FREEDOM 

The number of choices we can make, 
such as varieties of items we can buy 
in the supermarket, and series we can 
access, greatly contributes to influ-
encing our ability to make decisions. 
By several researchers it is described 
as the tyranny of freedom of choice 
(typically called decision fatigue, 
streaming fatigue or paradox of 
choice) and in some cases it may have 
the result that we end up not choosing 
anything at all, or - as described in this 
article - just choosing what we already 
know because we are sometimes pac-
ified by the great freedom of choice.
pacificeres af den store valgfrihed.

MOST PEOPLE HAVE STREAMED 

THESE SERIES AGAIN:

15-24 years old:

1) Friends (Venner)

2) Game of Thrones

3) Stranger Things

65+ years old:

1) Matador

2) Badehotellet

3) Homeland

ABOUT THE STUDY

The article is based on figures from a 
survey conducted by DMA Research 
for DR Audience Research in June 
2020, where 1,003 respondents 
answered to questions about their 
streaming habits. In addition, the 
article draws on figures from Kantar’s 
viewer survey, DR's streaming figures 
collected in Adobe Analytics and 
figures from Netflix, which Nielsen has 
collected and which are described by 
e.g. Vox and AdWeek.
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The private mass media 
In a relatively few years, podcasts have gone from being a niche medium for the few 

to a mainstream medium for the many. 58% of Danes have tried to listen to a podcast, and 
for 26% of us it is now part of the weekly media use. But why are podcasts so appealing? 

What is being listened to and what can we expect from the market?    

BY RASMUS KIDDE & PETER NIEGEL

The podcast media has undergone rapid growth nurtured by technological 
solutions to user needs and streaming speed, as well as a growing range of 
content, and today more than one in four Danes listen to podcasts weekly. 
Podcasts are predominantly a personal medium where one listens for and 
with oneself. The usual compromises made in front of the television on Friday 
evening or when the morning radio is playing are not present when listening to 
podcasts; here a personal space of luxury time is created with one's own inte-
rests in the forefront. In just a few years, the podcast medium has undergone 
a rapid development, both in terms of the prevalence of listening, but also in 
terms of how and what is listened to. During the year, we have examined the 
Danes' use of podcasts in detail to know more about what needs the podcast 
covers and what content different Danes listen to.
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Informative entertainment
homework or compulsory reading. Entertainment, relaxation and unwinding 
from the everyday race are the most important needs when you put on head-
phones and shut out the world. Especially the very young expect podcasts to 
be both fun and entertaining. That said, knowledge still plays a central role in 
the podcast world. 

Although entertainment is important, listeners also want to get something 
more when listening to podcasts. They want to become wiser and to be able 

to immerse themselves in a subject area that they 
find particularly exciting, and here the word exci-
ting is the key. Because knowledge must not just 
be disseminated in a factual form. The podcast 
listeners wish to be carried away by exciting and 
present stories told by hosts who have something 
on their minds and who are passionate about 
conveying it. The podcast media is thus expected 
to draw on some of the entertainment grips we 
know from the TV streaming market, but becau-
se knowledge is such a central driver of podcast 
listening, informative entertainment can be said to 
be the podcast media's credo.

Something for everyone
Knowing the basic needs that drive listening makes it easier to understand 
why some genres and podcasts perform better than others.

The genres that are most in demand are society and news, which of course 
is inextricably linked to the need for knowledge. With the New York Times' 
The Daily at the forefront, the news genre in particular has stormed into the 
international podcast market, and in Denmark in particular DR's news podcast 
Genstart has gained many listeners, but also Du lytter til Politiken and Zetlands 
Helikopter deliver daily news in podcast format.

Proportion of Danes who listen to podcasts weekly
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MOST LISTENED TO PODCASTS

You can see the list of the most 
listened to podcasts week by week 
on podcastindex.dk. The list does 
not take into account the number 
of episodes that are published, but 
shows the total number of streams 
and downloads for the series during 
the week.
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The Danes' favourite podcast genres
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development)
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The first season of Serials, which was released in 2014, was for many the first 
encounter with the podcast media and the media's strength for dissemina-
ting true crime stories. The demand has not yet subsided and remains huge 
especially among young podcast listeners and women. In Denmark, Mørkeland 
had placed itself safely on the second place in the weekly Podcast index after 
Mads & Monopolet - right until Genstart reached the same levels and thus also 
from time to time the second place. In addition, BT's Emilie Meng Mysteriet, 
Ekstra Bladet's Bandeland, Third Ear’s Kvinden med den tunge kuffert and 
DR's Djævlen i detaljen are examples of how the true crime audience seems to 
remain almost insatiable.

Where several target groups can agree that true crime is doing well in the 
podcast media, men are largely alone with the consumption of sports pod-
casts, which in turn is a huge genre. Football podcasts in particular are 
booming, and any self-respecting football club naturally has at least one 
dedicated club podcast. Here we also see how especially the media Mediano 
is leading the field on the sports front, followed by e.g. BT's Fodbold FM, Trans-
fervinduet and DR's Fodboldlisten, but also British successes such as The Gu-
ardian’s Football Weekly and The Totally Football Show should be highlighted. 
Football is often referred to as the world's largest niche, and here the podcast 
media is ideal as a platform for those interested in sports.

Other widespread content areas in the podcast media include history, he-
alth and comedy, and in particular the seemingly endless supply of podcasts 
within every conceivable interest is one of the media's great strengths.

From the Wild West to orderly conditions
Podcast users have become accustomed to having all podcasts freely avai-
lable to everyone on all platforms. Something that is diametrically opposed to, 
for example, the TV streaming market's payment models and silo division. But 
now the podcast market is also looking into a reality where more and more 
content is potentially going to lie behind payment walls. 
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We already see it in Denmark at e.g. Podimo and Politiken, but those who really 
want to change the picture are Spotify and Apple, who are currently fighting 
a fierce battle to become the world's leading podcast platform, and they 
have really flexed their muscles in 2020 to lure customers to their side of the 
payment wall. Spotify in particular has been free-spending and has bought 
exclusive rights to e.g. America's biggest podcast The Joe Rogan Experien-
ce, just as they have also made exclusive agreements with none other than 
Michelle Obama, Kim Kardashian West and Warner Brothers' DC Comics (Su-
perman, Batman, etc.). In Denmark, during the dying hours of the year, Podimo 
has secured Denmark's largest podcast, Mads & Monopolet, which is now 
re-emerging on Podimo under the title Mads & A-holdet.

For the users, in other words, the stage is set for a duel between content and 
convenience. Will the demand for content mean that 
people are willing to switch from platform to plat-
form and potentially to have to pay for it? Or will the 
need for convenience win and will a market with large 
amounts of independent and free content be enough 
to meet the users’ needs?

The duel has only just begun, and it is too early to give 
an answer to that. However, there is every indication 
that the growing supply of podcasts, combined with 
more Danes continuing to discover the captivating, 
entertaining and informative podcast media, will have 
the result that the use of podcasts in Denmark will 
continue its growth curves in the coming years. 

Here is where the Danes listen to podcasts
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The Graph shows the share of   Danes, that have listened to one or more podcasts on the respective platform within the latest week.

ABOUT THE STUDY

The figures in the article come from an 
analysis of the Danish podcast market, 
which DMA Research conducted for 
DR Audience Research in February 
2020. In addition, the article draws 
on figures from DR's annual survey on 
technology types, Gallup Lokalradio 
Index and figures from podcastindex.
dk. The genre definitions lean on those 
used by Apple.
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The breaking up of the 
talk radio market 

Continuous growth among the same two players for eight years in a row has stagnated 
in 2020, and new channels have entered the Danish talk radio market. We have used the 

stethoscope to listen to the heartbeat of the talk radio.

BY RASMUS KIDDE & PETER NIEGEL

In 2011, when Radio24syv went on the air, more than 700,000 listened to P1, 
the only talk radio in Denmark at the time. When Radio24syv stopped broad- 
casting in 2019, talk radio listening had increased to 1,067,000 weekly liste-
ners, which is the highest level of talk radio measured since the introduction 
of the current listener survey in 2008. Almost 800,000 listened to P1, approx. 
550,000 listened to Radio24syv and approx. 250,000 listened weekly to both 
channels.   

In other words, over the past decade talk radio with healthy competition has 
grown popular among the Danes. By 2020, overall listening to the talk radio 
has stagnated, and in fact also declined slightly. Now, well over 1,054,000 
listen to the talk radio weekly, despite the fact that the total talk radio market 
has gone from two to three channels. Almost 2% of the listening has disappe-
ared, even though an additional talk radio channel has been opened and more 
financial resources have been added to the area. However, the three players in 
the talk radio market have developed differently during 2020, just as the radio 
market itself has been changing due to the coronavirus pandemic.

The players of the new talk radio market   
P1 had a strong 2020 with growth in the weekly coverage from approx. 
800,000 to approx. 900,000 listeners.  Radio4, one of the new students in 
class, reached an average weekly coverage of approx. 300,000 listeners, while 
Radio LOUD on average reached a weekly coverage of 11,000 listeners. E.g., 
the two channels did not reach the audience figures of Radio24syv from 2019. 

Radio4's audience figures seem to have stabilised at the level of those of Ra-
dio24syv during its first year on the air back in 2011, which also means that 
Radio4 has not been able to take advantage of the growth that Radio24syv 
created on the FM4 band. 
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Radio LOUD's weekly audience figures do not seem to have increased during 
the year - neither in the entire population nor in the declared target group, the 
15- to 32-year-olds, in which Radio LOUD on average reached approx. 2,000 
weekly listeners.  

New talk radio channels - new target groups - new formats 
There is an indication in 2020, that many of Radio24syv’s former listeners 
have flocked to P1.In this connection, Radio LOUD's initial problems on DAB+ 
have provoked many critical comments from media observers, who, among 
other things, have pointed out that Radio LOUD's content is not good enough, 
or that the new radio channel is drowning in an already oversaturated radio 
market. However, the same arguments were also used in 2011 at the start of 
Radio24syv, where many media experts doubted the viability of the project. 
A doubt that has since been greatly shamed. Radio24syv managed to create 
a new format that appealed to the same older, urban and well-educated liste-
ners who are also P1's core listeners. Radio24syv also managed to have more 
people in this older, well-educated group listen to talk radio. This was done 
using the aforementioned new formats that had not previously been heard 
in Denmark, such as Den Korte Radioavis, Det, vi taler om, Millionærklubben 
and Fodbold FM, which was also an expression of a more modern and direct 
form of approach in relation to P1. In the process, Radio24syv also managed 
to create several podcast-friendly formats that had young people catch the 
podcast wave, several of which still exist on podcasts after the closure of 
Radio24syv.

Hard to attract listeners
The decline in the talk radio market in 2020 is therefore hardly due to the fact 
that the market had reached a saturation point or that the content was sub-
standard, but more that the two new talk radios have difficulty in attracting the 
desired listeners. The problem is rather due to the channels' format, structure 
and defined target group - and of course the difficult conditions during the 
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coronavirus pandemic, where the habits of the radio listeners changed and the 
working conditions of the radio employees became more difficult.

At its debut Radio4 announced that the channel would create its distinctive 
character through listener involvement and constructive journalism with a 
geographical focus on listeners outside Copenhagen. Listeners who so far might 
have listened more to P4 than to P1. And in terms of listener profiles, Radio4 
actually managed to be more anchored west of the Great Belt than P1 and Ra-
dio24syv had ever been in 2019. In 2020, however, P1's growth in listeners has 
evened out this difference, so that P1 and Radio4 have roughly the same share 
of listening west of the Great Belt.. 

At its debut, Radio LOUD proclaimed that the channel 
would create distinctiveness by making cultural radio 
for young people between 15 and 32 years, of which 
85% listen to radio weekly. The problem is, though, 
that this target audience would rather listen to music 
than talk - especially on the radio. A trend that is be-
coming even more pronounced when it comes to talk 
radio on the DAB+ or Net platform. Thus, only 46% of 
15- to 32-year-olds listen to radio on DAB+ or Net, 
while only 6% of the young people listen to talk radio 

on DAB+ or Net. On DAB+ and Net, Radio LOUD can thus in the current listening 
market reach a maximum of 81,000 weekly listeners in total, which must be 
said to be a modest number.

The future of talk radio
In the podcast market, approx. 45% of young people weekly listen to spo-
ken audio, which is why it seems more obvious for Radio LOUD to look for its 
listeners on podcasts than on DAB+ and Net. As a consequence, Radio LOUD 
in September 2020 announced a change to the Podcast first strategy in order 
to be able to improve their ability to create formats that could have an impact 
on the podcast market - and thus for young people. 

This new strategic direction was further emphasised and strengthened in 
November 2020, when Radio LOUD entered into a partnership with Berlingske 
Media with the common purpose of using Radio LOUD's podcast production 
to reach the younger target group. At the same time, Berlingske Media revived 
the brand 24syv in their own app, formerly called Listen to News. In 24syv, 
the user gets the backlist from Radio24syv as well as the programmes that 
Berlingske Media took over after the closure of Radio24syv, i.e. the previously 
mentioned programmes of Millionærklubben, Fodbold FM and Det, vi taler om.  

Whether the smaller loss in the talk radio market in Denmark in 2020 is 
temporary or permanent is difficult to say, as 2020 must be considered an 
intermediate year due to the coronavirus pandemic and because we know 
from experience from the start of Radio24syv that it may take a year or so 
before a new talk radio channel takes hold. However, there is no doubt that the 
Danes will generally demand more spoken audio in 2021. And in the battle 
for this growing demand for spoken audio, new and old players - within both 
radio and podcast - have broken the common boundaries between talk radio 
and podcast and prepared the ground for 2021 to become an El Dorado of 
exciting new initiatives. 

”
On DAB+ and Net, Radio LOUD 
can thus in the current listening 
market reach a maximum of 
81,000 weekly listeners in total, 
which must be said to be a modest 
number.

PETER NIEGEL & RASMUS KIDDE, DR AUDIENCE RESEARCH
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TikTok has grown up 
If you read Børsen, Vi Unge or Politiken, you have probably come across an article about 

TikTok, and you have probably also overheard your children, colleagues or friends talk 
about the media - if you have not already yourself joined the TikTok wave. TikTok has in 
recent years had a growing user base among children and teenagers, but 2020 was the 
year in which the adults also began to show up. But what is it about TikTok that catches 
the attention of children and young people to such an extent - and what do they think 

about the fact that adults now also start to join the dance?

AF JULIE SCHWARTZ OG SOFIE SCHEUTZ

In 2019, only 2% of the Danes had a profile on TikTok but in 2020 something 
happened. 8% now have a profile, i.e. a quadrupling of TikTok users, and 7% of the 
Danes visit the social media during a week against 2% in 2019. A new and older 
generation has thus joined TikTok. But it is not only parents, who have previously 
looked their children over the shoulder, who have found their way to TikTok - also 
authorities can now be found on this social media. Both the Norwegian police and 
high school teachers use this media to approach young people with messages and 
coronavirus advice, and here in Denmark several members of parliament have also 
joined TikTok, i.a. Karina Lorentzen from the Socialist People’s Party. 

Proportion that uses social media daily
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Andel der dagligt benytter sociale medier
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What is so special about TikTok?
Although several adults have made their entry on TikTok, it is still a relatively un-
charted territory for many. Maybe you have seen a TikTok video shared on another 
social media. Or maybe on a walk in the park you have seen some young people 
performing a coordinated dance in front of a mobile phone balanced on a bench. 
But let's just get a good grip of what TikTok really can do.

Like on YouTube, video is the central element of TikTok, but TikTok differs by 
thinking of the mobile first. The videos are vertical, as we know it from Snapchat 
and stories on Instagram, where the entire screen is utilised optimally. You see the 
content and nothing else.

TikTok videos are quite short, starting at a maximum of 15 seconds, which means 
the videos are quickly consumed. A user can get through a lot of content in a short 
time. As a content creator on TikTok, you do not need to be a graphic designer or 
to be brilliant at video editing, as all editing and effects are done directly in the app. 
The app also has heaps of existing video and audio clips for inspiration, and thus 
the content creators can concentrate on getting the right choreography in the bag. 
This is quite unique to TikTok and it is a result of the agreements that Musical.ly 
entered into with the music industry before it was acquired by ByteDance, merged 
with the Douyin app and became TikTok.  

And furthermore TikTok is capable of capturing its users from the start. Once you 
have downloaded the app, you are up and running. Login is optional, and as soon 
as you open the app, the first full-screen video plays automatically in the algo-
rithm-controlled For You feed. You are thrown right into the content stream, and if 
you are not hooked before the few seconds long video is over, you can easily swipe 
on to the next... And the next and the next... The path from the desire to consume 
content to being sucked into the universe is thus shorter than on YouTube. The ef-
fects are cooler than on Snapchat. The content is less polished than on Instagram. 

Proportion who use TikTok weekly
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The children's creative playground
In 2020, DR Audience Research has examined the Danes' use of TikTok, and 
even though the adults have started watching, it is to a much greater extent 
the 9- to 14-year-olds who upload videos, like, comment and react to other 
people's videos. The children are on home turf, and in 2020 41% of the 9- to 
14-year-olds use TikTok daily or almost daily. By comparison, Snapchat, In-
stagram, and Facebook are used by 47%, 26%, and 22%, respectively, daily or 
almost daily by the 9- to 14-year-olds. It is thus clear that TikTok is capable of 
something that not only manages to get children to come by sporadically, but 
almost every single day. Especially the girls use the social media a lot, but from 
2019 to 2020 the growth is largest among the boys. 

The common denominator for the videos that are wat-
ched by children on TikTok is that they must be enter-
taining, and it may be videos with friends, acquaintan-
ces or celebrities but also completely unknown people. 
It may be creative videos, pranks and challenges. When 
the adults are on TikTok, they are captured to a slightly 
higher degree by creative and educative videos.

For many children, TikTok is in particular entertain-
ment, relaxation and pastime in the same way as so 
many other social media. But TikTok also has a phy-
sical element that we have not seen since Pokémon 
GO in 2016 got the Danes out of their seats to find 
PokéStops in gatherings that would make our coro-

navirus state of minds panic. One of the things that takes up the most place 
on TikTok is dance videos, and with its almost endless sea of video and audio 
clips, the interest in a song and its associated dance has hardly faded before 
the next hit goes viral. For the children, TikTok is also about being able to be 
with your friends - both physically and digitally - and get to know new songs 
and dances and create and recreate the dances together. Here, TikTok differs 
from the other common social media, as the platform to such a great extent is 
designed for physical involvement in the content.

READ MORE

 · • Web feature: Controversial and 

insanely popular: TikTok breaks 

all records

 · • New factor of power in the music 

industry: 'TikTok may be an 

insanely fast way to get a hit'

 · • Absolutely ingenious or too 

embarrassing? World-famous 

rapper's viral hit becomes a 

source of disagreemen
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The graph shows which year current users of TikTok think they joined the service.
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There is no doubt that TikTok is capable of something special. This has also been 
understood by YouTube and at the end of 2020 YouTube Shorts was therefore lau-
nched as a direct competitor to TikTok. The streaming platform Quibi, which both 
managed to be launched and go bankrupt in 2020, also focused on short formats 
targeted at mobile platforms. 

The political winds
Over the heads of many of the users - at least the youn-
gest part - the political winds are blowing with discussions 
about Chinese ownership, privacy and general data protec-
tion. TikTok has already been banned in India as a sanction 
against China in a political conflict. Trump threatened to 
ban TikTok if the US part of the service was not sold to a US 
company. This ended up becoming a reality when Oracle 
and Walmart acquired the newly formed company TikTok 
Global, which will be headquartered in Texas. The fuss has 
had a strong presence in 2020, and although there has not been a visible flight of 
users from TikTok, it is clear that there is a completely different degree of distrust 
of TikTok than of the American services.

Proportion of 9- to 14-year-olds who use social media weekly
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THIS IS WHY TRUMP 
WANTS TO BAN TIKTOK  

See Explainer: This is why Trump 
wants to ban TikTok on DRTV 
and understand Donald Trump's 
aversion to TikTok in five minutes.
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Will the children leave TikTok 
when mom and dad want to join the dance?
At the time of writing, TikTok is still primarily the children's universe, but the ques-
tion is whether - and if so, when - the adults start taking up so much space that 
the children take off. We have previously seen on other social media that interest is 
declining among the younger ones, as the adults increasingly jump on the band-
wagon. We saw it with Facebook, where the daily use among 12- to 24-year-olds 
was declining from 2015 to 2018, as the daily use increased in the older target 
groups. A similar trend prevailed in relation to the use of Snapchat, where the daily 
use among 12- to 24-year-olds also decreased in 2018, but has since risen slight-
ly again. Among the 9- to 14-year-olds, Snapchat also remains strong.

Whether history will repeat itself is too early to say. But when the adults enter the 
children's stage, there is at least a risk that the children lose interest, and it is no 
longer a cool media to be on when both parents and teachers are joining the play.

ABOUT THE STUDY 

The article is based on a questionnaire 
survey in the DR Panel conducted in 
2020, questionnaire surveys that Kan-
tar and DMA Research have done for 
DR Audience Research in 2019 and 
2020, and is supplemented by figures 
from Kantar Social Media Life.
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2020

20 years of media lines   
Just 20 years ago, the Internet was a relatively new phenomenon. Back then, 

downloading the film Titanic took significantly more hours than it did in 1912 for the 
luxury steamer to encounter an iceberg, crack in the middle, and sink into the ocean. 

Today it takes a few minutes to download Leonardo DiCaprio on your phone. New 
technology, new media and new content are gradually changing our behaviour and from 

time to time they change the way we live our lives. Some media habits are revolutionising 
our lives from day one. We have zoomed out and asked the cartoonist Jon Skræntskov to 

outline our media use through the preliminary decades of this century.

BY SOFIE SCHEUTZ & JON SKRÆNTSKOV

ABOUT THE DRAWING:  

The drawing has been made with 
data sources from DR, Danmarks 
Statistik, Kantar Seer-Undersøgelsen, 
Adobe Analytics, the internet in 
general, newspapers and magazines 
as well as short- and long-term 
memory with a hint of gut feelings. 
See the full drawing here.

Media Development 2020   56

mailto:sofi%40dr.dk?subject=
mailto:jon%40skraentskov.dk?subject=
http://dr.dk/om-dr/fakta-om-dr/medieforskning/medieudviklingen/2020/20-aars-mediestreger


EDITOR IN CHIEF
Dennis Christensen – dech@dr.dk

EDITORS
Jakob Vikær Hansen – hjha@dr.dk

Sofie Scheutz – sofi@dr.dk

CONTRIBUTORS
Dennis Christensen – dech@dr.dk

Eva Leth – evle@dr.dk
Henrik Gregor Knudsen – hekn@dr.dk

Jakob Vikær Hansen – hjha@dr.dk
Julie Schwartz – jsju@dr.dk 

Michael Oxfeldt – miox@dr.dk
Peter Niegel – petn@dr.dk

Rasmus Andersen – rsan@dr.dk
Rasmus Kidde – raki@dr.dk
Sofie Scheutz – sofi@dr.dk

DATA SOURCES
Adobe 

Danmarks Statistik
DMA Research

Epinion
Kantar Gallup

Norstat
Podcastindex.dk

OTHER SOURCES
Digitaliseringsstyrelsen

Erhvervsstyrelsen 
Google
Nielsen

Playpilot
Sundhedsstyrelsen 

DR PANELET
Data in this publication also comes 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
DR Audience Research is DR's own analysis department. It is an independent department, 

which has the purpose of giving listeners, viewers and users a perspective of DR's many products
 and the possibility to follow the media trend.

In 'Media development' we gather the results from selected studies and analyses that we have
implemented during the previous year. The analyses in the publication have been selected 

on the basis of an assessment of whether the stories may be of interest to others. 
None of the analyses are made merely for the purpose of publication.

CONTACT INFORMATION
DRMedieforskning@dr.dk

DR Medieforskning
DR Byen

Emil Holms Kanal 20
0999 København C

Twitter
@DRforskerne

#MU20

FURTHER LINKS
Download Media Development 2020 at www.dr.dk/medieforskning

Please note that this pdf is not updated to the same extent as articles on dr.dk, and thus inconsistencies may occur. 

English version available at www.dr.dk/aboutdr

The material may be quoted with clear source reference.
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