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WHAT DOYOU know about Fin-
land? Lately it has been
recognised as a technologically

orientated country which has one of the
highest per capita densities of mobile
phones and internet connections in the
world. Internationally known IT com-
panies such as Nokia and Sonera have
their headquarters in Finland.

According to several estimates Fin-
land has the world’s highest per capita
density of internet connections. Nearly
one million Finns (out of a total popula-
tion of 5.2 million) surf the net at least
once a week, and this number is growing
steadily (1).

Besides TV and radio, newspaper
publishers are also actively involved in
development and testing for electronic
newspapers and media. Depending on
the criteria applied, Finland has well
over 100 electronic publications, the
most popular ones being from major
media.Thus, there is very keen interest
in new media – and also in research 
circles.

Media facts
In 1999, 6.1 billion FIM (+5.6% over
1998) (US$0.9 billion) was invested in
media advertising. The total turnover
(year 1999) of the mass media in Fin-
land was close to 19 billion FIM, an
increase of 5% on the previous year. Out
of that figure, graphic communications
(newspapers and magazines, books,
printed advertising matter) accounted
for about 72%, while electronic media
(television, radio, online information ser-
vices) accounted for about 21%, and
recorded material (sound recordings,
videos, films and CD-Roms) for the
remaining 7%.The daily press account-
ed for a third of total mass media
turnover.

The history of mass media is long,
dating to the period before the country’s
independence was granted in 1917. A
quick glance at some of the develop-
ments follows.

PRINT MEDIA
The first newspaper to be published 
in Finland was founded in 1771 by
Turku’s learned Aurora Society, under
the title Tidningar utgifne av et Sällskap i
Åbo (‘News published by a society in
Turku’) or, later, just Åbo Tidningar.
During the 1880s, the periodical press
grew, with increased variety in both
types of magazine and their contents. In
1880, there were 22 Finnish-language
and 15 Swedish-language magazines,

but by 1900 the total had gone up to
144, reaching 350 in 1950, one-third
being published in Swedish.

At the beginning of 1998, Finland had
about 230 newspapers in total. There
were 56 dailies (four to seven times a
week), with an average circulation of
42,000; and 170 papers appearing less
frequently (one to three times a week),
with an average circulation of 6,200.
There are 26 Finnish newspapers pub-
lished every day of the week, more than
in any other Nordic country. At the
beginning of 1998, there were also about
100 free newspapers.Their total circula-
tion is around 3.6 million copies, or
slightly more than the total newspaper
circulation.There are about 2,700 week-
ly magazines in Finland, and if
publications appearing less frequently
are counted, the figure reaches 4,700.

The total circulation of periodicals was
about 14 million in 1995.

ELECTRONIC MEDIA
National television programmes are
broadcast on four television networks.
Two of these are public-service chan-
nels, while the other two are commercial
channels funded through advertising.
The state-owned Finnish Broadcasting
Company (YLE) broadcasts national
programmes on TV1 and TV2. Both sta-
tions also broadcast the programmes of
YLE’s Swedish-language section, FST
(Finlands Svenska Television).

MTV is the third-oldest commercial
television company in Europe, founded
in 1957. In the early days, commercial

television programmes were broadcast
in time slots on YLE’s two channels.
Over the years, MTV’s programme
operations grew and, for instance, it
received the right to broadcast news in
1981. In 1993, MTV was granted its
own operating licence and, from then
on, its programmes have been shown on
the MTV3 channel.The fourth national
television network, and the second com-
mercial one in Finland, Nelonen
(‘Channel Four’), started broadcasting
in June 1997.

In 1998, with all statistical overlap
eliminated, around 1.1 million house-
holds (49%) in Finland had access to
cable and/or satellite television. About
40 foreign satellite channels are available
in Finland. Satellite programmes in
Finnish or with Finnish subtitles have
increased slightly in the 1990s. Plans are
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well under way to set up three terrestri-
al digital multiplexes, with 12 TV
channels in the first stage. The initial
launch of digital programming was
scheduled for the Sydney Olympic
Games, and the full-scale operation a
year later.

Finland has five nationwide radio net-
works, four of them public-service
stations and one commercial one.YLE
started radio broadcasts in 1926 and
now – alongside 20 regional channels –
has three nationwide Finnish-language
channels: Ylen Ykkönen, dedicated to
classical music and cultural pro-
grammes; Radiomafia for young people;
and Radio Suomi for current affairs,
sports and regional programmes, this
last being the most popular of the three.
In addition, there are broadcasts  in the
Swedish and Sami languages. Since
1985, there have also been local com-
mercial radio stations, of which about 50
are now in operation.

Research facts
As elsewhere, the volume and type of
media and marketing research is a reflec-
tion of the market.The recession of the
advertising market in the early 1990s did
not, however, affect the market research
industry a great deal.

The association of Finnish market
research companies has 15 members.
Their turnover was 3.4 million FIM
(580,000 EUR) in 1999, an increase of
10.7% over the previous year. Media
research is concentrated in the MDC
group of companies – Gallup-Media
takes care of most press research, local
media and TGI. It is also involved in
radio audience measurement by recruit-
ing the diary keepers. Currently,
Finnpanel Ltd has the contract for both
TV and radio audience measurement.

So far for new media, the research 
services have tended to be limited.
There are two competing services of 
server-centric measurement, and 
miscellaneous survey results. In addi-
tion, Gallup-Media conducts an annual
‘Intermedia’ study. This covers both
press and electronic media (reach and
time spent). Originally it used a PC
panel, but today part of the sample has
internet connection through cable TV.
This article later refers to some of the
preliminary results.

TV viewing versus internet usage 
Increasingly, technological hype is 
being published on the new synergy
between TV viewing and internet 
usage. In most countries, it is obvious
that there are already many people 
using both, even simultaneously. What
research evidence, if any, is there of 
the effects net usage may have on TV
viewing? 

Logically,TV viewing has some effect
on net usage as well, but in most news
media it would not have passed the
newsworthiness criteria. From a histori-
cal point of view, the basic question is:
how do the ‘new media’ find their audi-
ences? Perhaps the invention of
newsprint (enabling mass circulation of
newspapers) did have an effect on read-
ing books, radio may have had its impact
on newspaper reading and, similarly,TV
is blamed – not without reason – for the
shrinking of the ‘old’ radio prime-time
(ie, evening) listening.

Where does the time for using new
media come from? From personal time
budgets, of course: the more media there
are, the less free time people have.

Another question also arises: what did
people ‘in the old days’ do with all their

spare time? Sleep more, perhaps? Lately
the oft-cited outcome of a survey seems
to be that respondents admit viewing TV
less once they get a home internet con-
nection. Supposing this is true, and that
those people who do not yet have a net
connection will later inherit the behav-
iour of the current net users, it is easy to
forecast a downturn in TV viewing.

According to the best research
sources, however,TV viewing went up in
the latter half of the 1990s. In 1999, the
average number of minutes spent watch-
ing TV rose in 40 countries out of the 60
covered by an annual summary, based
on people-meter methodology (2).This
increase in viewing time has happened at
the same time as the rapid growth in
internet penetration. Thus, could we
conclude that the growth in TV viewing
time is accelerating the growth of inter-
net connections? Many of us have heard

about sporadic correlation – internet
penetration is increasing in most coun-
tries, but TV viewing minutes ‘only’ in
two-thirds of countries.

Let us take a look at some of the
recently published findings.

THE US
Statistical Research Inc. in the US used
a telephone sample of 6,000 people last
November and December (3). Half of
these people were reached. Out of these,
1,722 (29% of the original sample) had
used the net within the past month.
They were asked about their parallel
usage of internet and TV watching dur-
ing the past week during prime-time
hours.According to the results, simulta-
neous usage (‘double clicking’) had
increased: in the early 1990s it could not
be detected at all, by 1996 about 1% of
(North) Americans did it, and in 1999
6% said they were doing it.

It also seemed that, in double clicking,
TV viewing was always the secondary
activity. However, when asked about 
yesterday’s time consumption, these
‘telewebbers’ had spent 71 minutes 
with the TV but only 11 minutes with
the PC on an average day. According 

to the results, TV was also promoting
web usage because information on 
net addresses often came through 
TV (TV advertising 21%, TV 
programmes 4%).

EUROPE
Net users have also been interviewed in
Europe.The Gartner Group conducted
a similar study in Germany, France and
the UK. In each country, 1,000 net
users were interviewed (4).The respon-
dents were given a list of different types
of time consumption, TV viewing
included. After this they were asked, if
they spent more, less, or just about the
same amount of time with each activity,
once they got the net connection. In all
three countries about one-third of
respondents said they now spend less
time with the TV.

The most drastic downturn was found

‘According to the best research sources,TV
viewing went up in the latter half of the 1990s’
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among men aged 25 to 44. One-third 
of the net users said that the TV set 
and a PC with internet connection were
in the same room, and 20% 
reported using the internet simultane-
ously with TV viewing. It was interesting
that this mostly male group consisted of
heavy users of both internet and TV.
They spent four hours more per week
with the TV than the rest of the 
net users. Thus, TV viewing and net
usage can be cumulative, not mutually
exclusive.

The Swedish Broadcasting Compa-
ny’s media newsletter (5) also
contributed to the discussion. In 
Sweden, the most authoritative source of
media consumption is the so-called
media-barometer (Svenska Media-
barometern), which has used practically
the same methodology since 1979.
In this nationally representative survey,
respondents are asked about their media
consumption of the day before. The
results for 1999 indicate that 47% of 
the Swedes had a home internet con-
nection, 31% used the net on an 
average day, and 12% are home users.
Surfers spent, on average, 62 minutes 
on the net which, extrapolated to 
the total national population, amounts
to 19 minutes a day. At home,
however, 111 minutes were spent 
watching TV and only 5 minutes 
surfing the net.

Finland still holds the record for the
highest number of internet connections
per capita. Thus, in Finland too, the
topic is raising more interest.At the time
of writing, there is no conclusive evi-
dence available. However, there are two
promising recent developments on the
research front:
� the availability of net connection as a
background variable in the people-meter
panel (30% of panellists have a net con-
nection)
� a special study among two types of
internet user.

Unfortunately, data analyses are far
from complete. Initial findings indicate
that the problem in question is not a
simple one. A special survey (‘Interme-
dia Study’), conducted by the Finnish
Gallup organisation (MDC Group),was
carried out in April, based on homes
with a PC internet connection or a cable
TV connection. When the number of

average daily TV viewing minutes was
compared to that of the ‘official curren-
cy’ – ie, the people-meter panel – it was
discovered that the level of viewing hard-
ly differed for those people-meter
panellists with a net connection at home.
For week 13 (27 March to 2 April),
there was a one-minute difference
(Intermedia: 144 minutes; people-meter
panellists with net connection: 145 min-
utes). For the following week, there was
no difference at all (144 minutes for
both samples).

The age bracket that formed the 
sample of the Intermedia study (aged 
12 to 69), spent 167 and 169 
minutes watching TV in the respective
weeks (see Exhibit 1). (The figure for
non-internet homes would be even high-
er because – in this case – the net
household members are included in the
age bracket.)

Another way of looking at the same
data is to analyse viewing by channel on
each individual day, by the two groups:
homes with internet connections and
homes without any net connection. On
average, people with a net connection
were viewing less TV than other viewers.
However, on many individual days,
the number of viewing minutes was
higher among the net homes for certain
channels.

Not surprisingly, channels with a
young audience profile did very well in
this comparison. However, during the
spring of 2000 the YLE’s ‘conservative’
TV1 had several days with more viewing
minutes among net users than among
those without a net connection. Most
likely, it is the programming that matters
more than the channels. Also, as are
most European public-service broad-

casters, the YLE is refreshing its pro-
gramming.

Thus, based on the Finnish evidence,
it seems that those with a net connection
do spend less time watching TV than the
average population.When we look at the
demographics of panellists with an inter-
net connection and those without, the
groups differ from each other in other
respects too: people with net connec-
tions tend to live in the capital
(Helsinki), in multi-channel homes, and
have larger families using two or more
TV sets.

It would be scientifically ideal to 
form two demographically identical
groups, the only difference being the 
net connection. In our case, considering
the total sample size (730 households,
1,600 people), with the internet 
penetration being ‘only’ 30%, it 
remains, for the time being, an impossi-
ble dream. Perhaps in countries 
with larger sample sizes such analysis is
possible? �
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