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RESUMÉ 
Streaming af film og serier på udenlandske tjenester har vundet markant indpas i befolkningen, og 

de nye distributionsformer har skabt en betydelig fragmentering i befolkningens medieforbrug. 

Det anses som en alvorlig udfordring for danske public service-udbydere, der har fokus på at samle 

befolkningen om deres indhold. Da public service er en betydelig instans i det danske demokrati, 

kan truslen mod public service-udbyderne derfor tillige anses som en indirekte trussel på 

demokratiet. Studiet beskæftiger sig derfor med hvordan danske public service-udbydere påvirkes 

af de internationale streamingtjenester, og hvordan de tilpasser sig til den nye medievirkelighed. 

 Ud fra et socialkonstruktivistisk perspektiv baseres studiet på en empirisk undersøgelse 

bestående af en række kvalitative interviews med fagfolk fra public service-udbydere, 

streamingtjenester samt medieeksperter. Dette inkluderer interviews med ledende positioner i 

DR, TV 2, BBC og Viaplay. 

 Studiets bærende teori er Denis McQuails Audience Analysis, der beskæftiger sig med 

fragmentering i befolkningens medieforbrug. For at opnå en dybere forståelse af forhold som 

nationalisme og lysten til at se lokalt indhold, den digitale udvikling og public service-udbyderes 

rolle i demokratiet har det været relevant af inddrage supplerende teorier. Dette inkluderer 

Imagined Communities af Benedict Anderson, Public Sphere Theory af Jürgen Habermas, teori om 

filterbobler af Eli Pariser samt McQail’s Uses & Gratification Approach. 

 Studiet konkluderer at de danske public service-udbydere udfordres af tre fundamentale 

faktorer: Den digitale transformation, intensiveret konkurrence fra internationale 

streamingtjenester og nye forbrugervaner. Det konkluderes, at truslen fra streamingtjenesterne er 

begrænset til den yngre del af befolkningen, og at den ikke er en eksistentiel trussel. Tværtimod 

rummer den nye teknologi muligheder der kan gavne public service-udbyderne. 

Det konkluderes, at de internationale streamingtjenester og public service-udbydere 

udfylder forskellige behov i markedet. Det er dog afgørende, at de lokale udbydere tilpasser sig 

den nye medievirkelighed for at kunne bevare et stærkt public service-udbud. De tre mest 

afgørende områder, hvorpå DR og TV 2 bør fokusere deres indsats er 1) deres digitale 

tilstedeværelse og brug af ny teknologi, 2) etablering af samarbejder med lokale og internationale 

distributører samt 3) at styrke deres lokale udbud. 



En anden interessant observation, er at flow TV fortsat er det mest anvendte medie i 

befolkningen; og der er ikke noget som umiddelbart tyder på, at dette vil ændres. 

 Som videre forskning kunne det være interessant at undersøge definitionen af public 

service. DR og TV 2’s definitioner af deres rolle er meget lig hvordan Viaplay beskriver sin rolle i 

samfundet, og samme type ligheder kan udledes ved flere af de internationale udbyderes 

indholdsstrategier. Det kunne derfor være interessant at genoverveje de nuværende public 

service-definitioner og undersøge hvilke aktører, der kan anses som at bidrage til dansk public 

service. 
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1.0 INTRODUCTION 

Since the invention of broadcasting, public service has been a central part of the Danish media 

reality. It started out as a monopoly led by DR with the purpose of providing Danes with versatile, 

cultural and informative content. Until recently, public service has enjoyed broad political support 

demonstrating a strong consensus on the importance of public service broadcasting in the Danish 

democracy (Interview: Christensen). However, due to the rapidly changing media reality in recent 

years, Danish public service broadcasters have come under increasing pressure. 

 Led by technological evolution, the media environment has undergone significant changes, 

resulting in the emergence of international streaming platforms. Globalization has allowed 

streaming services to gain significant foothold across geographical borders and Netflix has with 

over 150 million paid memberships across 190 countries paved the way for streaming on a global 

scale (Netflix, 2019). Since Netflix’s entrance on the Nordic markets in 2012, the Danish media 

industry has faced growing challenges to sustain viewership resulting in increased audience 

fragmentation which has created uncertainty about the role of public service broadcasters 

(Layton, 2015). This has among other things led to a change in the way of conceptualizing the 

audience, making it relevant to examine the consequences of audience fragmentation in relation 

to the role of public service broadcasting. 

The rise of international streaming services is often considered decisive in the changing 

media reality and accused of being the primary cause of the declining viewership for flow-TV 

(Reseke, 2018). However, the rise of new media – and technologies – should maybe not only be 

considered a threat; it may also hold opportunities for the betterment of public service. 

Through an empirical study based on interviews with representatives of public service 

broadcasters and relevant experts in the Danish media industry, this thesis serves to investigate 

how international streaming services challenge and influence Danish public service broadcasters 

and how these broadcasters adapt to the new media reality. As part of the discussion, the study 

examines why public service broadcasters is important for an effective democracy. Below is the 

study’s problem statement. 

 

1.1 Problem Statement 

How do international streaming services challenge and influence public service broadcasters and 

how do these broadcasters adapt to the new media reality. 
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2.0 DELIMITATION 

The study centres on public service and the relationship between streaming services and public 

service broadcasters in Denmark. As definitions are varying and plentiful, it is essential to 

understand how each term is used. It is relevant to define the scope of the media market and the 

players operating within it in order to understand the focus and restrictions of the investigation. 

The following paragraphs provide a definition of public service, and a brief overview of the main 

media operators included. 

 

Public Service 

Since the origin of public service, the meaning and application of the term have been widely 

disputed. There can be identified numerous definitions on what public service is and should be. 

Public service can refer to a service educating the public on democracy, creating cultural 

awareness or a national integration of the cultural heritage (Mouritsen, 2006). It can be used in 

broad terms as a combination of high-quality content and being something for everyone. The 

different definitions of public service make up a research field on its own, thus outside the scope 

of this thesis. Therefore, this study takes its starting point in the definition set by the Danish Public 

Service Committee. The Committee defines public service as media institutions which, through 

public regulation of content distribution and funding, provide citizens with free and equal access 

to diverse and versatile content. Independent of commercial and political interests, the content 

should impartially support citizens’ ability to act in the Danish democracy in a globalized world, 

strengthening Danish culture, language and cohesion (Kulturministeriet, 2016). 

 

Public Service Broadcasters 

Since the media agreement in 2018, the Danish media market has been characterised by a lot of 

controversy evolving around public service and particularly DR. This thesis only briefly touches 

upon the consequences of the media agreement. This is done to avoid the political aspects and 

focus on the concrete implications of the changing media reality and how these are dealt with by 

public service broadcasters. 

Public service has since the invention of broadcasting had a central role in the Danish 

media market. Today, the market has two significant players: DR and TV 2 DANMARK – both of 

which provide traditional TV channels and a streaming platform to the public. In addition, 
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platforms such as their webpage, radio and social media are central channels but are not included 

in the focus of this study. These channels focus on news coverage and representation of the public 

through journalistic stories and the use of those can be considered a research field of its own. In 

order to compare and investigate international streaming services’ implications on public service, 

it has been necessary to narrow the scope of the study to centre on public service broadcasters’ 

TV and streaming offerings. 

Both broadcasters are obliged to follow public service contracts composed in agreement 

with the government, outlining the principles for distribution and production of content. However, 

they are based on different business models affecting their role and approach to the market. 

 DR is an independent, public institution, leading public service in Denmark 

(Kulturministeriet, 2018). Its purpose is to inform and educate the public through content formats 

such as news, documentaries, lifestyle programs and entertainment distributed on traditional and 

digital platforms. DR is entirely financed by the media license charged from the public. 

 TV 2 follows the same overall content guidelines as DR; thus, it does not receive any 

funding from the license (Kulturministeriet, 2018). It is a limited company owned by the Danish 

government. TV 2 is only restricted to meet public service requirements on its main channel TV 2 

but aims to fulfil its public service responsibility across all channels and platforms (Interview: 

Roland). In contrast to DR, it is entirely dependent on advertising revenue and subscription fees. 

 TV 2 has 8 independent regional broadcasters which are restricted to meet public service 

requirements. They have a close cooperation with TV 2 but are financially independent. The study 

does not distinguish between TV 2 and the regional TV 2 channels, but for simplicity reasons 

consider TV 2 as the main broadcaster in focus (Fenger-Grøndahl, 2018). 

 

International Streaming Services 

International streaming services are referred to as pure streaming platforms operating on an 

international scale. The majority of these services originate from the US such as Netflix, HBO, Hulu 

and soon also Disney+, NBCUniversal’s streaming platform and HBO Max.  

Tech companies such as Apple, Facebook and Amazon have also entered the streaming 

market with their own services. However, as they do not account for any significant shares of 

Danes’ media usage these are not included in the study. 
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Further, even though YouTube (YT) is the most used streaming service in Denmark, it is based on 

an entirely different business model characterised by user-generated content which is not 

comparable to television-broadcasting. In the context of this study, YT is not regarded as an 

international streaming service such as Netflix and is therefore not included. This should not be 

seen as an indication of not acknowledging its impact, but the inclusion of YT would complicate 

the investigation in a way that would not be beneficial nor meaningful.  

 Viaplay is a streaming service across the Nordic region which is part of Swedish-founded 

NENT Group. Therefore, it is included in the study as an international streaming service, thus, 

acknowledging its local focus and Nordic affiliation. 

 Netflix can be considered to have paved the way for streaming by being the first platform 

to obtain global presence (Morgan, 2019). Currently it makes up nearly 30% of all streaming 

subscriptions globally (Molla, 2019). Most reports point to YT and Netflix as the most dominant 

streaming services in Denmark (Figure 1 - below). When examining the frequency of use, it is 

noteworthy that 65% of the people using Netflix use it at least 3-4 times a week compared to 43% 

of the viewers on DRTV. This is a good example of its impact on the Danish media industry (DR 

Medieforskning, 2018). Accordingly, a special focus is given to Netflix throughout the study as it 

can be regarded as representing international streaming services. 

 

 
Figure 1 - Share of the population in % which use the different streaming services weekly or more frequent in Denmark. The figure 

includes the Danish population above 12 years old (Kulturministeriet, 2018). 
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3.0 THEORY OF SCIENTIFIC METHOD 

Research Paradigm 

This study adopts a social constructivist approach to the problem statement. Within social 

constructivism, reality is considered subjective as it is perceived differently by individuals. This 

relativistic ontology implies that human’s descriptions of reality originates from social relations, 

which constitute a collective understanding of the world (Holm, 2013). Hence, this paradigm 

accepts a subjective epistemology in which the world is considered socially constructed; there 

exists no objective reality, but the reality is collectively shaped through social interactions and 

ways of speaking about the world and its phenomena. This means that there is not necessarily any 

correlation between the world and human’s concepts of the world (Gergen, 1999). Therefore, this 

study does not pursue an objective truth, rather it seeks to reach a deeper understanding of the 

problem statement by combining theory with relevant experts’ interpretations of the changing 

media reality. 

In accordance with Finn Collins’ classification of the social constructivist paradigm this 

study adopts an epistemological constructivist perspective (Nygaard, 2012). This classification 

recognizes that a physical reality exists independently of the acknowledgement of it and that 

social reality is constructed through social interactions. Hence, technologies should be understood 

from a consumer perspective, and how these are invented all relates to consumers’ technology 

understanding. Technologies such as streaming services are not invented in vacuum but are 

socially constructed by market forces and consumers’ interaction and understanding of them. 

The invention of the Internet has become part of people’s reality and an inevitably element 

of the everyday life. Through continuous interactions with the Internet in various forms, streaming 

services have been socially constructed and shaped to obtain purpose and meaning in the reality 

of people. Thus, digital technologies should be seen as texts which need to be read and 

interpreted to achieve meaning and purpose (Grint, et al., 1997). From the perspective of Karl 

Weick, digital technologies require sensemaking, as the meaning of technology is not given. 

However, the process of sense making differ and as new technologies can be considered 

equivocal, they require ongoing sensemaking if they are to be managed (Weick, 1991). 

The social constructivism paradigm serves as a useful fundament for this study’s analysis, 

as it sets to investigate a socially constructed public sphere partly formed by the changing media 
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usage and content production. This approach is chosen as opposed to e.g. positivism or 

technological determinism, which do not acknowledge a subjective reality. Social constructivism is 

therefore useful in the ambition to reach an understanding of how interactions between 

individuals and streaming services are constructing a new media reality (Holm, 2013). Hence, 

social constructivism is considered a strong analytical instrument to question and challenge 

structures within the media industry that impact the social reality in order to better understand 

the implications for the involved actors. 

The study is not able to produce a universal or objective conclusion in describing how the 

interactions between individuals and international streaming services impact the media reality. 

Rather it serves to provide an understanding of the interpreted meaning of streaming services and 

how public service broadcasters face the socially constructed challenges. 

  



METHODOLOGY
4.0
- Hermeneutic Approach 

- Data Collection

- Coding of Interviews
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4.0 METHODOLOGICAL APPROACH 

Following the research paradigm, this study uses a qualitative approach to the data collection 

process. The ambition is to gain a deeper understanding of the new media reality through in-depth 

interviews with key individuals in the industry. The data serves as the empirical foundation of the 

study and combined with relevant theory, the purpose is to provide the study with different 

perspectives on the problem statement. 

The use of explorative interviews has provided the study with findings, that would 

otherwise not have been possible to reach. As the objective is to understand the different aspects 

of the changing media environments, quantitative methods such as survey research or relying 

solely on secondary data would not provide the study with the same level of insights as qualitative 

methods. Through explorative interviews, it is possible to include different nuances and achieve a 

deeper understanding of the different perspectives on the complex environment. Thus, as all 

interviews are representations of personal beliefs, these are entirely subjective and can therefore 

not be used to adopt an objective and factual image of the current situation. 

It has been crucial that the interviewees have a somewhat significant position in the 

industry, in order to allow this study to perceive the interviews as representative in the debate. 

Therefore, the interviewees are selected based on their occupation and career as well as their 

stance in the debate. The selection of interviewees is further elaborated in the following section. 

 

4.1 Hermeneutic Approach 

In order to achieve an understanding of the problem statement, the study serves to provide 

profound insights into the viewpoints of key individuals in the industry and relate these to relevant 

theory and existing studies in the field. Therefore, the study adopts a hermeneutic approach 

where understanding is viewed as a circular and continuous process. The study follows the theory 

of Hans-Georg Gadamer, who understands the hermeneutic circle as a process that the researcher 

is already part of (Holm, 2013). The process is circular in the way that a researcher is constantly 

understanding the interactions with the world by being part of a particular tradition. This implies 

that personal prejudices are a prerequisite for all understanding, and that interpretation concerns 

managing the meeting between prejudices and new knowledge. Hence, it is crucial to emphasize 

that interpretations are never neutral nor unbiased (Ibid.). 
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The data collection includes conducting qualitative interviews with the aspiration to reach a fusion 

of horizons. The groundwork of these have first of all been focused on being conscious about the 

existing pre-understanding and prejudices of the issues. Second, it has been emphasized that 

interviews are conducted with an open mindset to be able to fully perceive the interviewee’s 

viewpoints. Through this approach, the study is not able to reach an absolute truth concerning the 

problem statement. However, as the aim is to achieve an understanding of the problem sphere, 

the data collection contributes to expanding the horizons of understanding. 

 

4.2 Data Collection 

The data collection consists of personal in-depth interviews with spokespersons representing both 

public service broadcasters and industry viewpoints. The collection of interviews is based on the 

aim to most accurately represent the different viewpoints of the debate. As it is not possible to 

truthfully account for all viewpoints, the seven interviews should not be considered as source of 

truth of the whole debate. Rather, the selection of profiles provides this study with nuanced 

argumentation on how the interviewees perceive the current debate. Interviews include 

Denmark’s and United Kingdom’s largest public service broadcasters: DR, TV 2 and BBC. Further, 

interviews with relevant media experts have been included to represent the different views of the 

industry. A detailed description of each interviewee is included below. 

As the study focuses on the Danish media landscape, it has been crucial to involve 

statements from DR and TV2 to achieve insights into Danish public service broadcasters’ 

perspective. The inclusion of BBC stems from the fact that BBC was the first public service 

broadcaster and as a global leader, BBC’s approach affects the role of public service in Denmark 

(Croteau & Hoynes, 2019). As this study focuses on international streaming services, the issues 

raised in Denmark is comparable to similar markets where both public service broadcasters and 

international streaming services are present. Therefore, including viewpoints from a relevant BBC 

spokesperson provides the study with a broader perspective on local and international issues. 

To provide a more nuanced approach to the discussion it would have been favorable to 

include statements from selected international streaming services. Despite several attempts, 

Viaplay was the only international streaming service to agree in a qualitative interview. Therefore, 

this interview serves as a representation of a commercial perspective on the changing media 

industry; thus, it should not be considered as expressing the general viewpoints of international 
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streaming services. As it has not been possible to achieve such arrangements with other streaming 

services, it should be considered a critical limitation of the study. Though, the lack of opportunity 

to get an interview with any of the international streaming services can be considered as a 

relevant difference from public service broadcasters. In addition to the interview with Viaplay, the 

study includes official statements from international streaming services as reference of their 

viewpoints. 

 

4.2.1 Presentation of Interviewees 

Interviews with Public Service Broadcasters 

TV 2 - Sune Roland, Chief Content Officer 

As a reaction on the changing media industry, TV 2 implemented a new corporate strategy for 

2018 – 2021. The organizational change included a new unit, PLAY Content & Publishing, focused 

on TV 2’s streaming service TV 2 PLAY. The new unit is led by Chief Content Officer Sune Roland, 

who is then responsible for both TV 2 PLAY and the TV channel TV 2 Zulu (TV 2, 2018). The new 

strategy, PLAY52 – focused on delivering appealing programs in each of the year’s 52 weeks – aims 

to strengthen TV 2’s digital position and ensure that future content serves the purpose of 

engaging the public and bringing Danes together (Hansen M. , 2019). 

With a professional background in production, where he has held several leading positions, 

among others as Editorial Director at Koncern TV (Børsen, 2012), and more than 11 years of 

experience within TV 2, Roland has substantial insight into the media industry. Roland can be 

considered a key spokesperson of TV 2 with his leading role in the new corporate strategy to 

transform TV 2 into a digital media company. 

 
DR - Henriette Marienlund, Director of Media 

Henriette Marienlund was appointed DR’s Director of Media in April 2017. She has the overall 

responsibility for DR’s channels, services and platforms. Prior to this position, Marienlund has 

been General Manager of DR Media and News Director and also holds a past as Editorial Director 

at TV 2 Nyhederne (DR, 2018). Marienlund has more than 11 years of experience in DR and with 

her current position as DR’s Director of Media, she is a central spokesperson in the debate. 

Marienlund was appointed this role to ensure a stronger public service focus while leading the 

way in a complex industry challenged by new consumption patterns and increased digitalization. 
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As Marienlund holds a leading position in DR and is used as a spokesperson for DR’s new digital 

strategy, this interview serves as a fundamental representation of the viewpoints of DR. Her 

experience provides her with in-depth insights into the industry. Thus, as her professional career is 

dominated by experience from public service broadcasters, her viewpoints can be considered 

biased. 

 
BBC - Cassian Harrison, Channel Editor, BBC Four 

Since October 2013, Cassian Harrison has been Channel Editor at BBC Four. He is responsible for 

the strategy of BBC Four which aims to be British television’s most intellectually and culturally 

enriching channel. Prior to this role, he spent five years as Commissioning Editor for Science, 

Natural History and History across BBC One, Two and Four. Before his career in BBC, Harrison 

spent 15 years in the independent sector, working in leading roles across different genres 

including history, documentary and current affairs (Harrison, 2019). 

Cassian is considered a valuable source of opinion on how the media reality is changing 

and how public service broadcasters adapt to the new media reality. With experience in both 

production and public service, he has fundamental insight into how the media industry operates in 

the UK. It is crucial to highlight, that this interview is solely expressions of Harrison’s personal 

beliefs and not representative of BBC’s viewpoints. In the interview, Harrison’s 11 years of career 

within BBC is apparent as his argumentation is considered in favor of BBC rather than appearing 

neutral. This has been taking into account in the further analysis and discussion of the problem 

statement. 

 

Interview with Streaming Services 

Viaplay – Flemming Fjeldgaard, Head of Viaplay Denmark at Nordic Entertainment Group (NENT) 

In 2017, Flemming Fjeldgaard was appointed Head of Viaplay Denmark as a step in NENT’s vision 

of strengthening Viaplay through a new commercial position. He has previously held a position as 

VP Digital at MTG Sport with focus on digital exploitation of MTG’s sports rights (Kjærgaard, 2017). 

Before his career within MTG, Flemming worked first as Chief Editor of the newspaper BT and later 

as Channel and Digital Director for the TV channel TV3 Sport. 

 Viaplay is owned by Swedish NENT with a portfolio of TV channels, film production and a 

streaming service. Viaplay’s streaming service accounts for 18% of the weekly streaming 
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consumption in Denmark, positioning Viaplay as the fourth largest streaming service in Denmark 

behind DR, Netflix and YouTube (DR Medieforskning, 2018). 

As a commercial distributor, Viaplay has a different approach to content production than 

public service providers. Thus, it is noteworthy how similar the focus of Viaplay’s content 

production is to the priorities outlined by DR and TV 2. The interview serves as a relevant and 

important perspective in the discussion of the changing media reality. As Fjeldgaard holds a 

leading position in Viaplay, the viewpoints expressed in the interview can be considered 

representative for the viewpoints of Viaplay. 

 

Interviews with Industry Experts 

Keld Reinicke, Independent TV & Media Expert 

Keld Reinicke is an independent media adviser and works with strategic development of digital 

content. Prior to this, he was part of the establishment of DR2 from where he continued to a 

career in TV 2 as Program Manager, cofounder of TV 2 Zulu and TV 2 Charlie as well as developing 

award-winning TV formats. Reinicke was further part of the Public Service Committee set up by 

former Minister of Culture Marianne Jelved in 2014 to prepare reports investigating the future 

role of public service (Kulturministeriet, 2016). 

 Based on his background, Reinicke can be considered a key expert in the Danish media 

landscape. He is commonly used as a spokesperson on how the media industry is evolving and the 

implications connected to public service. Therefore, Reinicke is included to provide the study with 

a more thorough understanding of the market and key insights into how experts predict the future 

of public service. As he is a freelance media advisor, he can more freely express his personal 

beliefs without having to adjust answers to any specific corporate strategies and can thereby be 

considered to provide a more independent perspective of the industry. 

 

Claus Bülow Christensen, Independent TV & Digital Media Expert 

As a frequently used media specialist and analyst within the progression of digital media, Claus 

Bülow Christensen is a central expert in the Danish media industry. Christensen has many years of 

experience in the TV and Internet industry, including 7 years at TV 2 as well as Director of 

Research and Development at the Metronome Group (Christensen C. B., 2019). In 2001, he 

founded TomorrowsNextMediaConsultancy where he is currently a Senior Consultant and works 
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as organizer and host of the yearly Copenhagen Future TV Conference – a major Nordic event for 

trends within TV, distribution technologies and user behavior. He is further part of The 

Confederation of Danish Industry, DI, Digitals Committee focused on a successful digital 

transformation of the industry (Dansk Industri, 2019). 

 He is the originator of Danflix – a much debated idea of a shared streaming platform for all 

Danish-produced content. 

With a professional career characterised by experience in the commercialized field of the 

TV and Internet industry, he is very engaged in the technological development and the possibilities 

possessed by international streaming services. 

 

Henrik Søndergaard, Media Researcher Focused on Public Service 

Henrik Søndergaard is a Senior Lecturer at the institute of media at University of Copenhagen. 

Søndergaard is an acknowledged scientist in the field of public service media’s development, and 

he is well-known for a number of publications within the same field. As Reinicke, Søndergaard was 

appointed part of the Public Service Committee in 2014. 

With a professional scientific background, the interview with Søndergaard provides the 

study with a more academic approach to the problem statement. The interview brings a different 

perspective to the discussion and serves well as a supplement to interviews with industry 

practitioners. As he does not have any personal interest in the development of either public 

service or privately-owned media, his viewpoints are more a manifestation of outside observation 

of the industry. 

 

4.2.2 Explorative Interviews 

The ambition with the interviews is to provide the study with well-argued perspectives on the 

problem statement. Interviews have been focused on how each interviewee perceives the 

identified impacts and their thoughts on the future of public service. In order to obtain data which 

best clarify the interviewees’ viewpoints, it has been central to use a semi-structured interview 

approach with open questions (Kvale & Brinkmann, 2015). This has allowed for interviewees to 

include topics or issues they personally find relevant, thereby inviting the interviewee to control 

the structure of the interview. Therefore, the interview guide has not served as a source of truth, 

but rather as a guideline of pre-defined themes which were found relevant to cover. Hence, the 
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interview guide is based on the interviewer’s pre-understanding and desk research and is mainly 

centered around four overall research themes: (1) Danish culture, (2) public service broadcasters’ 

role, (3) market challenges and (4) the future of public service. 

 Interviews have been conducted as a dialogue either at a physical meeting or over the 

phone. Therefore, the researcher’s role has been of significant character and the interactions 

cannot be considered neutral as if they were conducted through a questionnaire. Hence, it has 

been crucial to establish authentic relations where the interviewee feels comfortable to open up 

and justify personal beliefs. In order to establish such trust, every interview has been initiated with 

a neutral brief on the problem sphere and the thesis’ purpose as well as an introduction to the 

interviewer. In addition, interviews have been conducted in a space chosen by the interviewee. 

All interviews except the one with BBC are conducted in Danish to create the most relaxed 

and natural atmosphere for interviewees. Hence, as the thesis is written in English, quoting these 

interviews involve a subjective translation. Consequently, quotes used through the analysis are 

not always a direct translation but make certain reservations for some linguistic differences to 

more accurately translate the meaning of the interviewee’s stance. 

 

4.3 Coding of Interviews 

In order to structure the collected data, coding has been applied to interview transcripts (Saldaña, 

2009). Coding is a useful method to organize and categorize data to arrive at well-argued 

conclusions in the data analysis. This method should be understood as the transitional process 

between data collection and the more extensive data analysis. There exist numerous approaches 

to coding of data and it is a method highly characterized by individual customization to best match 

the processes to the purpose of the study. Coding should not be considered as a science, rather as 

an interpretive act to better understand collected data. This study uses three main processes in 

the structural examination of data: The First Cycle, the Second Cycle and the Third Cycle (Ibid.). 

 In the First Cycle coding process, emphasis was put on identifying the main themes covered 

in the interviews. This includes categorizing each interview into relevant meta-sections based on 

viewpoints, focus areas and reflections. This phase mostly focuses on summarizing data to achieve 

a more extensive overview of the interviewees’ key points. Hence, the first process is 
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characterized by Initial Coding, which refers to the open-ended process of deriving first impression 

phrases to the data (Ibid.). 

 The Second Cycle process is in this study characterized by coding for patterns. In this phase, 

the primary objective was to identify repetitive patterns documented in the data and code it 

accordingly. As the purpose of the interviews is to investigate the problem statement, three 

underlying research questions were outlined as overall patterns to look for in the data: (1) The 

role of public service, (2) how international streaming services impact public service, and (3) how 

public service broadcasters adapt to the new media reality. This approach covers coding every 

viewpoint with relevance to one of the research questions in a specific highlight color. This served 

as a useful tool to more quickly identify specific perspectives in the data analysis as well as better 

understand agreements and disagreements between the different interviewees. 

 In the Third Cycle process, a more analytic approach to the data was applied. This includes 

examining data through various coding filters such as Descriptive Coding and Values Coding, where 

emphasis was put on the interpretation behind statements (Ibid.). This process is by no means 

objective; thus, it is crucial to attempt to examine data with a critical and at the same time open 

mindset, in order not to draw false conclusions. Coding is highly subjective, as it is an indication of 

the investigator’s interpretation. It is a method that can be considered as an exploratory problem-

solving technique and thereby an ongoing process, where the three phases should be understood 

as part of the analytic tactic. The focus of coding has been to link data to ideas – and ideas to data 

– and it has been the central foundation of this study’s analysis. 
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5.0 THEORETICAL FRAMEWORK 

This section is dedicated to outline the theoretical foundation of the study and provide relevant 

theories to substantiate the investigation of the problem statement. An essential element of the 

changing media reality is the evolvement of the term audiences, which can be understood through 

the theory of audience fragmentation by Denis McQuail. In the following section, the theory of 

audience fragmentation is outlined in relation to how the media industry has evolved since the 

introduction of public service until today, where the market is increasingly dominated by 

streaming services. McQuail’s framework on audience fragmentation is included as a theoretical 

foundation in the study to understand the consequences and reasoning for the increasing 

audience fragmentation and how international streaming services have a role in this. To enhance 

the understanding of the implications caused by international streaming services, following 

supporting theories are included. 

 Imagined Communities by Benedict Anderson is implemented in the study to define the 

importance and meaning of nationalism related to the media reality today (Anderson, 1983). As 

nationalism is a central aspect of public service providers’ content production; in contrast to 

international streaming services, it is a central area to investigate. The theory of imagined 

communities provides the study with a theoretical approach to the unifying power of national 

values and is used in supporting the argumentation of McQuail’s four stages of audience 

fragmentation. 

 The theory of public sphere, originally by Jürgen Habermas, is included to seek an 

understanding of the importance of the public sphere in a modern society and which role the 

public and media have within it (Habermas, 1974). Public sphere theory – as well as criticism of it – 

is applied to reach an understanding of public service’s role in a functioning democracy and the 

potential democratic implications of the media evolution. In addition, the fragmentation debate is 

included to understand the democratic consequences of digital technologies – particularly the use 

of personalisation tools. The aim of including the fragmentation debate is to gain a deeper 

understanding of the complex media reality and seek to determine the impact of international 

streaming services and national public service providers. 

 Lastly, McQuail’s uses and gratification approach is included to reach an understanding of 

user preferences and what these are based on in order to rationalise the strategies implemented 

by public service broadcasters as well as international streaming services. 
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5.1 McQuail’s Audience Analysis 

The following section takes its starting point in the theory of audience fragmentation by Denis 

McQuail, presented in the book Audience Analysis from 1997. McQuail summarises the theory in 

four succeeding stages, which represent the development of broadcasting. The four stages are 

shown in Figure 2 below. With this framework, McQuail distances the definition of audiences from 

referring to a single or mass audience for the specific media and stresses that the meanings of 

audience have multiplied with the rise “of new kinds of media that do not have audiences at all in 

the old sense of spectators” (McQuail, 1997: 43). This is largely caused by two main changes; first, 

an increasing capacity and volume and second, a greater potential for interactivity made possible 

by new technologies. 

 

Figure 2 - Four Stages of Audience Fragmentation (McQuail, 1997) 

 

McQuail’s book “Audience Analysis” was published in 1997; the year the world was first 

introduced to the concept of video-on-demand, and the media industry has naturally changed 

significantly since then (Smith, 2017). Still, the aspect of a changing media audience due to an 

increasing number of distributors, channels etc. combined with new technology is particularly 

relevant to adopt in connection with the increasing use of streaming services. Thus, the 

framework of the four succeeding stages can be considered a relevant tool in the discussion of 

how audiences are moving away from mass audiences towards increased fragmentation. In the 

following section, McQuail’s framework serves as the framework for a discussion of the 

evolvement of broadcasting and the related societal consequences. 

audience is distributed over many different channels in no fixed pattern, and there is only
sporadically shared audience experiences.

Figure 8.1 Four Stages of Audience Fragmentation

Despite the potential for progression through these stages, however, most audience attention
in most countries remains fixed on a small number of general interest channels, and there is a
good deal of overlap of audiences, with much sharing of popular content items. This is very
much the current television situation in multi-cable channel countries. The core-periphery
distribution stage has arrived (although not yet everywhere), but it does not lead to a
significant growth of new and exclusive minority audiences. For most people, most of the time,
the “core” still dominates their television use behavior. The reasons lie primarily in the near-
universal appeal of mainstream content and the advantages to media organizations of
continuing with mass provision, plus the continuing habits and patterns of social life. Media
change is not enough on its own to disrupt established patterns of shared culture. While the
final, breakup stage is certainly becoming more possible, it is still a hypothetical pattern and
has not been realized.

Internationalization

The partial “escape” of the audience from the “surveillance” of the media organizations and
institutions is also exemplified in the internationalization of media distribution, as noted
already. Media transnationalization is not new and much has been written about it, especially
in a critical spirit (see Sepstrup, 1989). The successive technologies of communication (the
means of production) were diffused around the inhabited globe, following the lines of
migration, religion, and colonization. One school of thought views the capture of audiences in
Third World countries as a new form of cultural imperialism (see Tomlinson, 1991). A similar
alarm has been expressed about the dominance of European audiovisual markets by

SAGE SAGE Books
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5.2 Broadcasting 

This section covers the introduction of broadcasting and its role in the society. To uncover 

broadcasting media’s influence on the society, Jürgen Habermas’ public sphere theory is included 

to discuss its impact on public debate and democratic society. 

The first stage of McQuail’s audience fragmentation is referred to as the Unitary Model. In 

the early years of television in the 1950s and 1960s options were very limited leaving viewers with 

little flexibility in terms of channels and programs. This meant that most viewers watched the 

same content and shared the same stories, which made media experiences rather homogeneous 

(McQuail, 1997). Hence, the Unitary Model was characterized by a single audience which was 

more or less coextensive with the general public. This gave television massive control over what 

the public viewed and talked about, thus the content had significant influence on the public 

debate. The public debate is a fundamental element of the democratic society, and the 

introduction of broadcasting can therefore be seen as a crucial turning point in public sphere 

theory. It is widely discussed how television as a mass medium has influenced the democratic 

society, thus, public sphere, and the following section seeks to present the main viewpoints in this 

debate. 

The concept of public sphere originates from the German philosopher Jürgen Habermas 

and refers to a neutral, social space between the state and the public in which critical debate can 

take place in a free, rational manner accessible for all (Habermas, 1974). Theory of public sphere 

has been reviewed and widely criticized, especially due to the emergence of new media and 

platforms, which have changed the notion of the public radically. According to Habermas, mass 

media provides a pseudo-public sphere, where citizens have turned from active to passive 

spectators. The increased use of media leads to a commodification of culture and a 

commercialization through mass consumption with the consequence of a declining public sphere 

(Habermas, 1991). However, Habermas’ liberal model of a public sphere is by some considered an 

idealistic model of democracy neglecting the potential of mass media, which is evaluated in the 

following section (Grbeša, 2003). 

 

5.2.1 A Revision of Public Sphere Theory 

Livingstone and Lunt present a revised approach to theory of public sphere; the ‘oppositional 

public sphere’ (1994). This idea of the public sphere emphasizes diversity in society and suggests 
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that media facilitates public negotiation through compromise – rather than consensus – of 

opinions among oppositional and marginalized groups (Ibid.). Livingstone and Lunt emphasize that 

the oppositional public sphere attempts to balance “differences, facilitating the representation of 

the less powerful and regulating the discourse of the more powerful in order to arrive at a fair and 

workable compromise” (Ibid.: p. 24). Where Habermas disregards the potential of mass media, 

Livingstone and Lunt, among other critiques, acknowledge the increasing complexity in society and 

recognize that broadcasting provides a platform that contributes to the public debate (Ibid.). 

Where Habermas sees television as the cause of a declining public sphere, others emphasize 

broadcasting as a valuable medium to foster public debate. Some researchers such as Paddy 

Scannell and Nicholas Garnham even argue that it was “the public service broadcasting that 

brought the public sphere into existence” (Grbeša, 2003: 116). 

Public service was first adopted in the early days of radio (Croteau & Hoynes, 2019). In 

contrast to the United States’ free market commercialism, European nations adopted a state 

monopoly system. This involved government operation of the media and resulted in a system that 

“(1) emphasized public service, (2) was national in character, (3) was politicized, and (4) was 

noncommercial” (Ibid.: p. 114). It was first established by UK in 1922 by BBC and within three 

years, Denmark followed with DR. The argument of government involvement was to ensure that 

broadcasting delivered quality programming that served the public interest (Ibid.). 

The purpose of public service broadcasting became to provide citizens with a diverse range 

of high-quality entertainment, information, and education under a specific set of political, 

technological and social conditions. Audience-based programs soon became a regular part of 

public service programs, and according to Scannell and Garnham such programs enhances 

audience participation and more actively engages the public through television debates. Such 

audience-based programs can offer a forum for critical discussion of political and social issues and 

provide opportunities for expressions of diverse social identities; hence, fostering diverse public 

debate (Grbeša, 2003). A critical perspective to audience access and participation programs in 

particular, has long existed. The critique suggests that such initiatives are implemented to capture 

a passive, mass audience through the illusion of influence and involvement (Livingstone & Lunt, 

1994).  

In the decade after the Second World War, the television monopoly came under increasing 

pressure caused by the rise of commercialized broadcasters (Scannell, 1990). With the increased 
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supply of content and channels, more diversity and more distinctive options emerged within the 

Unitary Model leading to McQuail’s second stage of audience fragmentation referred to as the 

Pluralism Model. This phase is characterized by a pattern of limited internal diversification 

covering more specialized content and regional variations, which led to several audiences with 

various preferences (McQuail, 1997). 

Commercial mass media was accused of treating the public as a homogenous mass and as 

Philip Abrams argues: “the universality of broadcasting puts the media in a false relation to 

society. They are impelled to treat as homogenous what is in fact a tangle of more or less dissimilar 

groups” (Abrams, 1964: 53). This is similar to Habermas, as he argues that commercial media 

contribute to a decline of the public sphere by perceiving individuals as private consumers rather 

than individual citizens (Livingstone & Lunt, 1994). The commercial market transformed media 

into unrepresentative systems based on centralized monopolies, which resulted in media 

becoming a space for passive consumption of entertainment and information (Ibid.). 

 

5.3 Social Collectivity 

The founding of the World Wide Web in 1989 fundamentally changed the form and function of the 

media industry. It generated a boom of new channels, platforms, technological possibilities and 

content, which ignited a new form of content and distribution abundance caused by an array of 

new ways of consumption and opportunities to produce content (Van den Bulck & Moe, 2018). To 

manage the abundance, media applied forms of personalization to their services in order to adapt 

content and delivery to individual users’ preferences and be better able to target specific 

audiences (Ibid.). The global changes encouraged diversification and specialization of products and 

markets across time and space. As a result, most households today acquire multiple devices along 

with capacity for multiple services and options. Together with increasing wealth, globalization and 

market forces, new technologies have had substantial influence on the audience change into 

McQuail’ third phase, the Core-Periphery Model (McQuail, 1997). 

 The Core-Periphery Model is characterized by a multiplication of channels enabling people 

to consume content significantly different from the majority or mainstream. Previously, audiences 

mostly consisted based on geography, i.e. nations, regions and cities, whereas now they can just 

as likely be based on tastes and lifestyles (Ibid.). An essential element in this model is that there 

still exists a good deal of overlap of audiences who share a core of popular content. From 
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McQuail’s perspective the reasons for this is among other things the continuing habits of social life 

and established patterns of shared culture, which cannot be disrupted by media change on its 

own. This pattern of shared culture can be related to nationalism and the theory of Imagined 

Communities as well as how broadcasters can contribute to creating collective experiences. 

 

5.3.1 Nationalism & The Purpose of Public Service Broadcasters 

Historically, nationalism has been a central aspect of public service providers’ content production 

and with globalization, nationalism has paradoxically proven increasingly essential. The growing 

cultural and economic exchanges across borders leads to a notion of pressure on local 

communities which makes citizens seek reassurance in local identities (Anderson, 1983). Thus, 

language is considered to have a unifying power that forms the basis for national consciousness by 

creating a certain kind of belonging. When learning a new language, it is not only to learn a 

linguistic means of communication; it also includes learning the ways of thinking and feeling of a 

people with another history and culture, and learning to empathize with them (Anderson, 2016). 

The importance of nationalism is significant in relation to McQuail’s Core-Periphery Model, as it 

forms a fundament for social collectivity. 

The basis of public service broadcasting, envisaged by John Reith, the first Director-General 

of the BBC, was to create a means whereby “a common culture, common knowledge, and a shared 

public life are maintained as a social good equally available to the whole population” (Scannell, 

1990: 27). In Reith’s manifesto for a public service broadcasting system, maintenance of high 

standards is central, and he advocates for public service broadcasters as “a cultural, moral, and 

educative force for the improvement of knowledge, taste, and manners” (Ibid.: 14). Reith further 

acknowledges the social and political function of broadcasters; as a national service, the purpose 

of broadcasters is to bring together the public across different classes and enforcing a social unity. 

At events of national character, such as royal weddings or certain sport events, 

broadcasters have as a central role in binding the public together through shared national interest 

by creating a collective memory. This embraces Anderson’ view on nations as imagined 

communities, where individuals, who may never interact with one another, share a common 

experience and thereby a collective memory by virtue of their participation in a mediated culture 

(Tsaliki, 1995). Imagined refers to the shared mutual connection and a feeling of belonging which 

take place in their minds. The power of unifying the public at such events can serve as proof of the 
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basic need for human connection and how television since the 1960s has been crucial in creating 

and sustaining a national identity (Parks & Kumar, 2003). 

Television provides the feeling of ‘being there’ and gives access to the best views of the 

event, thereby enhancing the feeling of participation (Ibid.). The ritualization of events by media 

can be linked to the role of public service providers as agents who connect individuals to the 

centre of national life and culture. The purpose of public service is to provide content that appeals 

to the diverse interests of citizens across the community (Van den Bulck & Moe, 2018). This ties in 

with McQuail’s third stage, as common identity keeps the audiences from complete 

fragmentation. In an attempt to determine public interest, it is relevant to discuss uses and 

gratification of joining different audiences. 

 

5.3.2 The Uses and Gratification Approach 

In the 1980s, the European television industry experienced increased competition for audiences 

due to a boom of commercial television channels, new types of content and longer broadcasting 

hours. In Denmark, DRs monopoly ended in 1988, which resulted in a severe decline of viewership 

threatening DR’s function as a public service institution (Søndergaard, 2006). To regain market 

share, DR shifted its focus towards a more consumer-oriented strategy. This involved an increase 

in programs of entertaining character, which led to huge criticism of how DR lived up to its public 

service responsibility (Ibid.). In the media-political-agreement in 2002, it was outlined that public 

service providers’ content should distinguish itself clearly from the content of commercialized 

providers and public service media should be leading in news coverage, information, education as 

well as in Danish art and culture (Ibid.). However, DR’s consumer-focused strategy proved 

successful in regaining its market share, thus, putting public service in a schism between meeting 

consumer wants and accommodating political demands for more distinguished content. This 

balance of content production in relation to the responsibility of public service providers can be 

linked to the uses and gratification approach and its central question of why people use media and 

for what (McQuail, 1997). 

 Theorists have for long been interested in what motivates individuals to join audiences. 

One school of thought is the uses and gratifications approach, which bases its research on the 

assumption that audiences are based on similarities of individual need, interest and taste (Ibid.). 

These emerge from a social or psychological origin and can include needs for “information, 
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relaxation, companionship, diversion, or “escape”” (Ibid.: Chpt. 5, p. 5). Based on this presumption, 

this functionalist line of thought sees media as serving the needs of the society in various ways: 

“for cohesion, cultural continuity, social control, and for a large circulation of public information of 

all kinds” (Ibid.). There can be identified four basic notions of the uses and gratification approach 

which are that (1) audiences are active and their media choices are rational and based on certain 

goals and perceived satisfactions, (2) members of audiences are aware of media-related needs 

that arise in individual and shared situations, (3) personal needs are more substantial 

determinants of audience formation than e.g. cultural factors, and (4) the factors for audience 

formation such as motives, perceived satisfactions and media choices can be measured (Ibid). 

 The theory implies that audiences have some collective properties such as shared sets of 

needs or expected satisfactions originating from members’ social background. This assumption 

derives from research supporting the proposition that “the more salient self-perceived needs, the 

more likely a person is to attend the media” (Ibid.: p. 6). This further suggests a linkage between 

members’ background experience and features of media and content choices. However, even 

though this approach attempts to rationalize why people consume media and certain content 

“there is little empirical evidence that media use does in general begin with an experience of a 

problem or lead to the solution of one” (Ibid.: p. 7). 

 Audience formation is a complex process and can be considered circumstantial, 

inconsistent, and weakly motivated, making it hard to determine anything factual of individuals’ 

media selection and use. It is crucial to understand that audience formation precludes any simple 

description, therefore, the uses and gratification approach should be seen as a means to clarify 

and categorize how some media choices are made based on certain motives and background 

experiences. In reality, motives are always mixed – if there even is a motive – and even so, it is not 

possible to factually state the reasons behind media usage. 

Generally, public audience formation involves some degree of identification with a wider 

social grouping, defined as e.g. citizens, fans, people of specific interests or a local population. 

Even though, media preferences are specific and unpredictable, there can be identified collective 

preferences in media content which cut across differences of social and cultural backgrounds. For 

instance, it is recognized that there is a higher demand for certain genres of media content such as 

new films, music, entertainment and drama than for education, religion or pornography (Ibid.). 
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This can be considered a challenge for public service broadcasters, which need to live up to their 

responsibility by meeting consumer wants while accommodating for political requirements. 

 

5.4 The Rise of Streaming Services 

5.4.1 Internationalization 

The digitization of broadcasting systems and the emergence of new digital media can be 

understood as an outcome of the internationalization of media distribution. The first signs of 

media internationalization can be linked to the industrial revolution in the second half of the 19th 

century (Chalaby, 2005). Development of new technologies such as the telegraph led to the first 

rise of international communication, facilitating transfer of information over long distances. 

The information revolution has deepened the integration of technologies and led to media 

transnationalization, which following globalization can be seen as the third phase of the evolution 

of international communication (Ibid.). Transnational audiences are spread around the world, and 

according to Professor in Sociology Jean Chalaby: “The practice of transnational viewing places 

migrants in an ‘ironic stance to cultures’, and far from reinforcing long-distance national identities 

it fosters a relationship to knowledge and experience that is ‘moving beyond the frame of national 

society” (Ibid.: 36). This line of thought can be understood in connection with the increasing 

audience fragmentation, where audiences are being created far from the place of the original 

setting of the content (McQuail, 1997). However, according to McQuail, “the obstacles to 

extensive transnational audience formation remain very large” (McQuail, 1997: 10). 

The most common barriers for transnational audience formation are language and culture, 

which McQuail believes are little affected by technological development. Domestic media still 

preserve a significant advantage in familiarity and availability due to proximity, hence they can 

better deal with the known world of their audiences. McQuail draws on the example of the much-

discussed American invasion of European television, which he believes has been much 

exaggerated. Even though European television imports American content, audiences can easily 

distinguish between local and foreign productions and ‘read’ the content differently (Ibid.). 

McQuail acknowledges that the homogeneity of audience experience around the world is 

increasing slowly, however, he emphasizes that the cultural differentiation by national market “is 

still strong and unlikely to disappear” (Ibid.: 10). This is one of McQuail’s primary arguments for 

why the audience fragmentation has not entered the final stage into the Breakup Model. 
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The Breakup Model represents extensive fragmentation where the audience is distributed 

across many different channels with only few shared experiences; hence a disintegration of the 

central core. McQuail sees this last stage as a potential development but still categorizes it as “a 

hypothetical pattern” that “has not been realized” (Ibid.: 138). However, with the rising use of 

personalization as a result of increasing audience fragmentation, it can be discussed whether this 

stage is about to be reached. 

 

5.4.2 The Increased Use of Personalization & Its Implications 

The increased use of personalization is generally perceived in two opposing ways. Optimists such 

as Manuel Castells sees customization as providing opportunities for diversity, better facilitating 

news and entertainment that consumers want and help people to be better informed (Van den 

Bulck & Moe, 2018). In contrast, the more critical view on personalization emphasizes concerns on 

universality together with media’s democratic role (Ibid.). This perspective sees personalization as 

a shift away from the universality principle, referred to in relation to the early stages of television 

and public service, due to an increasing fragmentation of public debate. Cass Sunstein is of this 

opinion and points to a well-functioning system as one which has two key functions:” First, people 

should be exposed to materials that they would not have chosen in advance. Unplanned, 

unanticipated encounters are central to democracy itself… Second, many or most citizens should 

have a range of common experiences. Without shared experiences, a heterogenous society will 

have a much more difficult time in addressing social problems” (Sunstein, 2001: 8-9). 

Together with Eli Pariser, Sunstein represents the critical views of the fragmentation 

debate, highlighting filter bubbles as a critical element of the technological development. Filter 

bubbles, also known as echo chambers, were defined by Pariser and refer to an intellectual 

isolation caused by the use of algorithms (Pariser, 2011). Particularly, on-demand services such as 

streaming can be seen as fundamentally challenging the universality principle by adjusting content 

to the preferences of specific users or user groups. With the access to Big Data1, content 

producers have an efficient tool to quickly analyse huge amounts of complex information and 

 
1Big Data is a term describing large volume of structured, semi-structured and unstructured data that has the 

potential to be analysed and used in machine learning to reveal patterns and trends, especially relating to human 

behaviour and interactions (Search Data Management, 2019). 
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implementing new ways of personalization by using algorithmic mechanisms (Van den Buck & 

Moe, 2018). 

Pariser sees algorithms as creating invisible bubbles wherein the consumer creates a 

personalized environment without being exposed to opposing views and with no opportunity to 

turn off the filtering. Sunstein further delves upon how groups of likeminded people can end up 

with extreme versions of their views by discussing with each other, rather than with people of 

opposing views (Ibid.). He explains how the Internet contributes to a fragmentation of the public 

sphere into deliberate enclaves, leading to polarization that poses a threat to democratic society. 

Therefore, Sunstein emphasizes that a system with a universal scope that delivers serendipitous 

content which the consumer does not actively seek out is needed to maintain a democratic public 

sphere. 

The extensive use of personalization is critical to evaluate in the context of public service 

broadcasters. It is well-known that personalization tools and algorithms used to suggest what to 

watch next – among other things – are commonly used by international streaming services such as 

Netflix. As the English philosopher Francis Bacon puts it: “Knowledge itself is power” implying that 

the more knowledge acquired, the more control (Bacon, 1597). Through the use of algorithms, 

services such as Netflix have the power to influence users’ watching behaviour and can thereby 

control what content will become popular. 

This mechanism can be related to the criticism by Pariser and Sunstein, who characterize 

this technology as enhancing filter bubbles and a threat to democracy (Van den Bulck & Moe, 

2018). By only being exposed to content the user is already interested in or is similar to previously 

watched content, the user is continuously reaffirmed of own beliefs and not challenged by other 

viewpoints. 

 

5.4.3 Public Service Broadcasters’ Responsibility 

In 2001, the Danish government initiated contract management of DR and TV 2. The binding 

contracts detail the requirements of the institutions’ content, which until then had only been 

regulated in broad terms in act and regulations (Søndergaard, 2006). These contracts were aimed 

at defining the responsibility and role of public service more concretely. Since then, different 

committees have been established to reach a common definition of public service. Most recently, 

the Danish Public Service Committee emphasized that public service shall encourage the use of 
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quality content on all public media platforms, thereby underpinning the democratic debate 

centred on Danish values (The Danish Ministry of Culture, 2016). 

The Committee’s definition of public service is fundamental as it lays the foundation for 

how the potential use of algorithms is implemented. As the use of automated technologies such as 

algorithms is increasingly implemented, it is necessary to obtain an understanding of the cultural 

background of the sender as it impacts the consumption of content. Hence, it opens a new debate 

on how to code algorithms to best serve the responsibility of public service. 

Based on interviews, the following analysis investigates whether audience fragmentation 

has progressed into McQuail’s Breakup Model or if a fundamental core of shared cultural patterns 

and nationalism keep audiences in the Core-Periphery Model.  



ANALYSIS
6.0
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Broadcasters



 - 28     - 

6.0 Analysis 

There can be identified various perspectives on the role of public service in a Danish context. 

Therefore, the following section seeks to first identify the seven interviewees’ stance on the role 

of public service in the Danish society. Then, it is outlined how each interviewee understands the 

impact on public service caused by international streaming services. Lastly, it is clarified how they 

each see public service broadcasters adapting to the new media reality. The analysis takes its 

starting point in a review of each of the seven interviews to clarify key viewpoints in conjunction 

with their professional backgrounds. 

Based on the reviews of the interviews, the subsequent section seeks to gain a deeper 

understanding of the problem statement on why and how international streaming services 

challenge and influence public service by applying selected theory. This serves as the foundation 

of the following discussion on how public service broadcasters adapt to the new media reality. 

 

6.1 Review of Interviews 

6.1.1 Interview with Sune Roland, TV 2 

The Role of Public Service Broadcasters 

According to Roland, the role of public service broadcasters is to help people become better 

citizens in the Danish society. TV 2 aims to contribute hereto by creating content that mirror the 

public through portrays of different lifestyles which people can identify with and recognize from 

their own life. It is a crucial element to produce programs that make people reflect about their 

lives and the society that they live in, while creating content that entertains and brings people 

together. Roland identifies two main user needs which TV 2 serves to meet: to be entertained and 

to be updated. These focus points are recurrent in TV 2’s content strategy. 

 As TV 2 is a commercial public service broadcaster it is highly dependent on individual 

subscription fees from its streaming service TV 2 PLAY and commercial revenue – primarily 

advertising on its flow channels. Therefore, a large part of its program offerings is centred around 

entertaining content as this is found more appealing by the public. This is a noteworthy distinction 

from DR, which Roland describes as better to deliver public service on more serious topics such as 

financial crime or religion, whereas TV 2’s strength is to provide public service in more light and 

positive formats. Roland exemplifies this through a comparison of the different fiction series 

produced by DR and TV 2, respectively and highlights TV 2’s drama series Badehotellet as 
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successful because of its positivity and closeness to the public. It is a series appealing to a wide 

audience which aligns with TV 2’s focus of binding the public together through common topics of 

conversation. 

 Roland acknowledges that an important purpose of TV 2 is to meet the public service 

responsibility through content, which is interesting, innovative and attractive. It is an essential 

aspect of TV 2’s strategy to educate the public in a way that feels like pleasure rather than a 

lecture, as “with media consumption, you will never achieve anything with coercion”. Roland 

explains TV 2’s public service strategy as producing content which tempt with fascination and then 

surprise with substance. He highlights the series De sjældne danskere about Danes with rare and 

undefined diseases as an example of how people are first attracted to the program due to its 

“freakiness” and when watching it: “you’ll also learn about how our society is organised and 

structured and you end up thinking “hey, it’s probably okay that I pay my taxes because we get all 

this””. This approach is persistent with how TV 2 attempts to meet its public service responsibility. 

 An elemental part of TV 2’s public service agreement is to have a supply of entertaining 

content. Roland explains that the demand for entertainment is as high as it is for news. 

Entertaining content has a unifying power and therefore serves as a central element in binding the 

public together across generations. It is important for the public to have something in common, 

and as entertaining content appeals to a wide audience it naturally becomes a common topic of 

conversation. 

 

How International Streaming Services Challenge and Influence Public Service Broadcasters 

Roland explains that the rise of streaming services is fundamentally led by the technological 

development. New technological opportunities have resulted in significant changes of the 

distribution of content and it can be seen as a fundamental challenge of TV 2’s business model. 

Traditionally, TV 2’s main area of business has been to operate a number of flow TV channels. 

Flow TV remains the main source of income for TV 2, but viewership is declining on flow TV while 

TV 2’s streaming platform experiences an increase. This puts new requirements on content 

production, as what is considered successful on flow TV does not equal successful streaming 

content. 

 Roland highlights consumers’ changing time usage as the biggest challenge caused by the 

increasing competition from international streaming services. It is TV 2’s experience that the time 
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viewers spend on public service content is decreasing. Particularly the contact to the youth 

generation – characterized by Roland as people under 35 – is reducing significantly each year. This 

is due to the increasing amount of high-quality content provided by international streaming 

services. Roland explains that “because the distribution has changed so significantly, the type of 

content consumed also changes”. International streaming services mostly produce fiction as this 

genre has proven to be most successful with a wide audience; and as their existence is dependent 

on providing financial value to their shareholders, they focus on reaching the widest audience 

possible. Therefore, users are mostly met by options of entertaining character and as it can be 

considered more light and easier to consume entertaining fiction series, these are often prioritised 

above e.g. documentaries about societal issues. Due to these services’ large content catalogues, it 

is getting increasingly challenging for players such as TV 2 to reach the young audience. 

 Even though flow TV is a dying distribution channel, Roland emphasizes its continued 

importance for TV 2. Apart from the financial profit it provides, he explains the continued will from 

consumers to watch flow TV as “it is something related to convenience that sometimes you just 

want to lean back and be entertained”. Roland compares this to Netflix’ enormous content 

catalogue which many users find confusing rather than appealing. Hence, the quality of content 

and the presentation of programs are key, which Roland stresses TV 2 will solve through the use of 

personalisation tools such as algorithms as well as editorial solutions inspired by the traditional 

functions of flow TV. 

 

How public service broadcasters adapt to the new media reality 

The competition from international streaming services is impacting viewers’ TV usage, and this 

forces TV 2 to rethink both its existing formats and content. This has resulted in a new digital 

strategy named PLAY52, which paves the way for an all-round digital transformation of TV 2’s 

business. One of the elements of this strategy is to develop a dynamic forum of news and topics of 

relevance on streaming in which TV 2 aims to become the best player to distribute local stories 

and news programs targeted the youth. This involves making sport and live programs more visible 

on streaming as well as creating local entertaining content with a purpose. A main part of the 

strategy is to rethink traditional flow TV programs into new formats. One of the main genres 

affected by these changes is news casts, which have always been aired rather strictly in terms of 

time slots and formats. The same applies to concepts such as debate programs or reportages as 
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these setups do not appeal to users on streaming. These genres are fundamental to TV 2’s public 

service offering, and it is therefore crucial to re-establish this content in formats that appeal to the 

public. 

 Because of the increased competition, Roland stresses the growing importance of creating 

content which sticks out and the public finds worth seeing. He emphasizes public service 

broadcasters’ substantial advantage when it comes to producing local Danish content. “Netflix 

might be better at entertaining – but we just want to be better at entertaining and updating locally 

[…] Netflix and HBO might be the best at technology, best at producing fiction and series, but they 

cannot be the best at being close to me”. It is of highest importance for TV 2 to maintain a local 

Danish focus while fulfilling its two user needs, as its local production is one of its main strengths. 

 With the increasing number of streaming services, each platform’s content is becoming key 

for where users subscribe. This reduces loyalty as users switch between different services 

depending on which programs they offer. In order to maximise subscriptions, scheduling of 

content is therefore of growing importance as suppliers launch new content depending on what 

other services offer. Roland exemplifies this with the premiere of the final season of HBO’s world-

famous series Games of Thrones (GOT), which aired in the Nordics in April 2019. This had a 

considerate impact on TV 2’s content plans as it e.g. chose to postpone the premiere of the 

popular youth series Perfekte steder in order to avoid encounters with GOT. 

 

6.1.2 Interview with Henriette Marienlund, DR 

The Role of Public Service Broadcasters 

Marienlund points to two primary functions in DR’s role as public service broadcaster. First, DR 

should mirror the public; i.e. reflect their lifestyles to strengthen the feeling of cohesion through 

identification and enlighten citizens in different lifestyles in order to break down prejudices. 

Second, DR should inform the public about the society they live in; highlighting Danish values, 

history and culture to grow people into informed citizens who can participate in debates on 

relevant societal issues. “[Danish] History affects us whether we admit it or not. […] You need to 

have a basic understanding of what we originate from and what kind of society we live in”. 

 Marienlund stresses how having common experiences and references are central in order 

to have something that bind the public together as a nation. She points to entertaining content as 

a mode of format which appeals to a broad audience and therefore often is successful in creating 
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common topics of conversations across generations. The same can be observed if it is content 

covering Danish values or history as this is something Danes naturally identify with. Marienlund 

highlights the memorial concert that DR hosted to honour the life of the Danish musician Kim 

Larsen as an example of how the public appreciates uniting around something. She explains that it 

is a natural desire and need in a small country like Denmark to want content focused on Danish 

living and how Danes see the world. 

 

How International Streaming Services Challenge and Influence Public Service Broadcasters 

The massive increase of global players’ high-quality content is one of the main aspects in the 

changing media reality, explains Marienlund. “It has put the Danish media under pressure because 

we collectively – not only DR – but all of us lose volume. And the commercial media loses revenue 

base […] they are put under pressure because money and media usage leave the country. […] And I 

actually believe this is a democratic problem”. In particular, DR finds it increasingly challenging to 

reach the young segment which is attracted to the huge supply provided by international 

streaming services. It is therefore required that DR rethinks how to deliver public service in order 

to reach new generations. As a public service broadcaster, it is crucial that DR’s content appeals to 

all layers of society as “all citizens have the right to content which they find appealing and 

interesting”. 

 The immense challenge of the changing media consumption is mainly characterized by an 

increasing fragmented media consumption. Because of global players’ all-encompassing content 

catalogues people watch more niche programs and view less of the same content. This can be 

seen as a threat to the public’s common references and shared experiences. However, according 

to Marienlund, the international services’ production of local content should not be considered a 

huge threat. As international streaming services need to provide content that has a wide appeal 

and works globally, their production approach is very different from DR’s, which has a local focus 

that cannot be imitated by global players. 

 The increasing use of international streaming services has influenced public service in a 

number of ways; among others it led to some important changes in the media agreement in 2018. 

This affects some focal points of DR’s production strategy including less content of entertaining 

character. DR continues to produce all type of genres, but the balance in the quantity of the 

different modes of content has changed. Further, it has led to an increased focus on digital 
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transformation with the use of personalisation tools, such as algorithms, and development of new 

program formats. One of the key challenges for DR is to deliver news and other factual based 

programs in a format that streamers want to watch. “We are currently trying to develop and figure 

out how to make new publication patterns […] but we haven’t solved how we can discuss our 

society on streaming yet”. 

 

How Public Service Broadcasters Adapt to the New Media Reality 

An essential part of DR’s focus is to develop its streaming platform to better reflect the 

preferences of streamers while providing high quality public service content. One of DR’s central 

projects is DR2+ which aims to produce public service content such as newscast, reportages and 

documentaries in a streaming way as these are currently only successful on flow TV. DR 

characterises these modes of content as part of its strength as a public service broadcaster and it 

is therefore crucial to invent new formats that work on streaming. 

 Even though DR will produce less entertaining content in the years to come, Marienlund 

highlights such programs’ important public service function due to their unifying power. The 

popular TV show Den store bagedyst is an excellent example of such – and this format is also 

successful on streaming. Marienlund argues that it still appeals to many people to watch programs 

at the same time as it creates common excitement and topics of conversation. Therefore, it is a 

central focal point for DR to strengthen content which can unite viewers across generations. A 

vital focus is to reinforce local content centred on Danish values in order to provide content that in 

some way educates the public. 

It is DR’s strength to produce local content which could only have been produced in 

Denmark and therefore only means something for the Danish audience. She uses Bedrag as an 

example of how it presents Danish gang crime. “It is not the same gang crime that happens in 

other places […] this is Danish”, which is a key difference from international services, as they will 

never focus on producing content which only reflects Danish identity and lives of the Danes, 

explains Marienlund. 

The use of algorithms is part of DR’s digital transformation. These will be used in a 

combination of personal recommendations based on previously watched content (like Netflix 

does), and a push of content which DR finds particularly important from a public service and 

societal perspective. 
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6.1.3 Interview with Cassian Harrison, BBC 

The Role of Public Service Broadcasters 

Harrison highlights two significant paths that BBC follows: one is distinctive broadcasting which 

means producing content not done by anyone else in the market, which is BBC Four’s particular 

focus. The other is to be universal; i.e. to provide content for every type of household in the 

country which people across generations can cherish and value. 

Harrison explains that public service broadcasters operate under a mandate to provide the 

public with information and stories that are presented fairly and balanced. Both sides of any 

argument need to be presented, which is a central element of fostering a critical debate as a 

public service provider. “I think that it remains tremendously critical to the effective functioning of 

any democracy that there should at least be some voices which you can rely on for a sort of neutral 

perspective. I think, that it’s a core issue around public service”. Truth of authenticity is a central 

part of public service broadcasters’ role to foster the public debate. Harrison explains: “Truth of 

authenticity, is to be able to flag (in one way or the other) the degree of truth about what it is that 

you are saying, because these are questions which transcends the broadcasting ecology – these are 

questions about the viable functioning of democracy.” 

  

How International Streaming Services Challenge and Influence Public Service Broadcasters 

Streaming platforms are a result of the invention of the Internet. According to Harrison, what the 

Internet and new distribution channels have unleashed is not a vast democracy of multiple 

content providers, rather it has built “an oligopoly of very few global players”. The industry is 

moving towards a reality of two or three global media players, which could be services such as 

Netflix or Disney. These few players make content for a global audience on huge budgets and as it 

is a fundamental truth that the Internet favours oligopoly, there will be consolidation and new 

services will be absorbed by existing global players. “If you remove that [public service], you are 

only left with Disney, Fox and YouTube – what kind of media landscape are we going to end up 

living in?” Hence, according to Harrison, it is fundamental for the democracy to maintain a strong 

public service function for the public to have at least one source of authenticity which is not 

founded on the motivation to earn money. 

  A considerable impact of the rising number of streaming services is the increased time 

usage. According to Harrison, international streaming services have grown the market by making 
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people watch more overall. He estimates that 30% of impact is new viewing time whereas 70% 

impact traditional broadcasting like public service. Therefore, the increasing use of these services 

puts BBC under pressure. It is an existential problem if people increasingly consume content 

outside of the public service ecology as it reduces the support for the license fee. It is particularly 

challenging to reach the young viewers as these are more attracted to services such as Netflix and 

YouTube which provide more entertaining content. Public service broadcasters therefore need to 

adapt to new consumer expectations of being able to watch what they want, when and where 

they want it. 

 The technological development has brought artificial intelligence and machine learning 

which can be used to personalise content. These technologies are designed with the objective to 

keep peoples’ eyes on the screen, as this generates higher income from advertising. A way to keep 

people watching is to produce outrageous content which appeals to their curiosity and feelings. 

Consequently, and because algorithms surface particular kinds of content, YouTube for example is 

developing an ecology of outrageous content. Because this type of content generates many views 

and as there are no impositions to present stories fair and balanced, it opens up for the risk of “a 

broadcasting ecology where distortion, conspiracy and outright lies can easily become the norm”. 

This is considered a serious democratic issue. 

 It is a particular challenge to compete with global players, as they have enormous amounts 

of resources to produce new content. Harrison stresses that Netflix far out-bids BBC on how much 

it is willing to spend on content. He questions the sustainability of Netflix’ business model, 

comparing it to a ponzi or pyramid scheme, as he believes there is a limit to how much Netflix can 

grow. However, he acknowledges that Netflix constitutes a real threat to public service as BBC 

“has one of the most robust on-demand platforms in the world […] but is still losing the 

competition against Netflix’ content”. Netflix has the advantage that it does not have any public 

service commitments to meet and is not bound by the same terms of trade as BBC which does not 

own programs but purchase licenses to run programs for limited periods. 

 

How Public Service Broadcasters Adapt to the New Media Reality 

A determining factor for streaming services’ success is to offer people a breath of content. BBC has 

two main focuses to meet new consumer demands: to make content on its streaming platform 

iPlayer available for longer to deepen archive stock, and to expand the nature of its content. Based 
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on Netflix’ success, BBC has realised that it needs to provide more entertaining content to 

generate traction with young audiences; such as make-over shows and true crime series. 

 A central element of BBC’s strategy to counter the threat of international services is to 

collaborate with other public service broadcasters. Together with Channel 4 and ITV, BBC made an 

attempt in 2008 to create a joint streaming service, but it was banned by the government for 

being anti-competitive. Since then, Netflix and YouTube have experienced explosive growth, and 

the British Competition and Markets Authority, CMA, now admits that it would have been a good 

idea. Harrison emphasizes that he still finds a joint platform between UK public service 

broadcasters as the solution to overcome the threat, as it would provide a platform of sufficient 

high-quality content to reach a broader audience than each broadcaster can on its own. 

 For public service broadcasters to withstand the threat from international streaming 

services, some form of asset protectionism is needed. Harrison argues that this might be through 

taxation or developing new rights allowing public service broadcasters “to compete robustly”. 

 
6.1.4 Interview with Flemming Fjeldgaard, Viaplay 

The Role of Public Service Broadcasters 

Fjeldgaard characterises DR and TV 2 as being local distributors where Viaplay is a regional player 

as it operates across the Nordic region. Thus, he highlights they all share a local perspective and 

operate under the same mission; to produce “the best possible local stories”. Viaplay differentiates 

from DR and TV 2 by having a global perspective. Local content is of high importance for Viaplay, 

but it is of equal importance to produce programs with a global appeal to reach as many people as 

possible. It has become an increasing focus for Viaplay to reflect the society that people live in as it 

has become clear that the public wants to watch content they can identify with. Viaplay must 

produce content that people want to watch as they fully depend on revenue from subscribers and 

advertising. Fjeldgaard explains, that the reason why Danish content is successful is because “it is 

part of the Danes’ DNA”. People are more interested in content that seems close to their own 

lives, which uses Danish actors and stories that are easy to identify with. 

 

How International Streaming Services Challenge and Influence Public Service Broadcasters 

The increasing competition requires that players develop content “with an edge” in order to stand 

out from the huge amount of high-quality content. For local broadcasters such as DR, TV 2 and 
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Viaplay, their local expertise and knowledge is a unique strength which global players cannot 

imitate. According to Fjeldgaard, the high demand for local content has not been impacted by 

international services. 

The rising number of platforms force existing broadcasters to increase production of own 

content, popularly referred to as Originals. Previously, Viaplay relied on renting a large part of its 

catalogue from other suppliers. Particularly Hollywood movies or drama series, as such genres are 

extremely expensive to produce. But as more production companies launch own streaming 

platforms, the amount of content available for rent is reducing. “We will produce 50 Originals by 

the end of 2020. And that rate will only increase in the following years. Simply because we have 

less content to rent, we will spend our money more persistently on creating our own content. The 

same will happen for other local players – DR and TV 2 will definitely also boost their creation of 

local content”. 

 
How Public Service Broadcasters Adapt to the New Media Reality 

The media agreement in 2018 led to some critical limitations on DR’s content production for the 

coming years. According to Fjeldgaard this impact how DR perceives other local players. Until now, 

local players have been perceived by each other as competitors, but in order to stand strong 

against global actors, Fjeldgaard believes that local players will see each other more as allies. The 

media market is undergoing significant changes as a result of new consumer tendencies and 

market constructions. In order to cope with these changes, Fjeldgaard expects collaboration 

between local players to become an increasing phenomenon. 

 Drama is a genre that is extremely expensive to produce. DR has always been known for its 

high-quality Danish drama, and in order to maintain this level, Fjeldgaard believes that it is a 

natural move to initiate collaborations between DR and Viaplay; “unthinkable years ago, but not 

anymore”. He mentions different models for how this could take place depending on which 

service has the right to show the content first; commonly referred to as windowing strategies. 

 
6.1.5 Interview with Keld Reinicke, Independent TV & Media Expert 

The Role of Public Service Broadcasters 

In line with DR and TV 2, Reinicke divides public service broadcasters’ purpose into two main 

focuses: (1) their responsibility to inform the public, which they primarily do through newscasts, 
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documentaries and factual programs. (2) Their role to distribute content on what it is like to be 

Danish. According to Reinicke, the more international services there are, the more the public will 

want to have a platform where they can get pure local, Danish content. He clarifies this by 

highlighting the fact that international streaming services focus on producing fiction – not 

newscasts or cultural programs as public service broadcasters do. 

 

How International Streaming Services Challenge and Influence Public Service Broadcasters 

Reinicke believes that public service is more important than ever: “I don’t believe public service is 

important in Denmark, I believe it is important in the world.” Globalisation has generated new 

distribution channels and new ways of communication, causing a massive information overload in 

society. Everyone can express opinions and spread information across time and space bypassing 

previously known gatekeepers2. However, as every citizen is now able to distribute own 

information without meeting any responsibility, fake news is becoming an increasing issue in 

today’s society. Therefore, public service media can be considered more important than ever to 

provide the public with a trustworthy source of information about what is happening in society. 

 In addition to new types of distribution, new consumer demands are dominating the 

industry. People are getting used to more options and services, and this flexibility reduces 

customer loyalty. Users shop between subscriptions depending on the platforms’ content. “We 

don’t know how far this will go, but something indicates that the willingness to pay is still there. 

[…] You accept to pay for quality content”. This is a huge challenge for public service broadcasters, 

as they are required to produce rather mainstream content which appeals to a wide audience. In 

contrast, streaming services such as Netflix and HBO “are more edgy, because they can go more 

niche”. Hence, they can reach some audiences, which public service broadcasters fail to meet. 

 New consumer demands require a restructuring of old broadcasting formats, and public 

service broadcasters need to produce content directly focused on streamers. Reinicke explains 

that formats known from flow TV such as the traditional newscast can be considered extremely 

outdated, and he believes that traditional flow TV will die with its audience.  

 
2 Gatekeeping is a process where information is filtered before dissemination to secure that it lives up to ethical 

standards and policies set out by media to avoid publishing undocumented or misleading content 
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How Public Service Broadcasters Adapt to the New Media Reality 

DR must produce mainstream content to reach the whole population in contrast to international 

services which can focus on more niche content not delivered by public service broadcasters. This 

should not necessarily be considered a threat to public service: “you call it boutique – like buying a 

nice, little scarf or a quality cheese; that’s HBO and then you have Aldi, which is TV 2 or DR. Just 

like grocery shopping you shop both places – not only in boutique.” People want different options 

depending on their mood and desires; making it valuable that each service can provide something 

different. 

 For public service to survive in the long term, it is necessary that public service 

broadcasters find a way to reach the younger audiences (below 40). Reinicke specifically mentions 

DR, which needs to completely rethink its content strategy to a more digital focus. In his opinion, 

DR is well underway with this transition and is internationally regarded as a role model. Reinicke 

points to the pressure following the 2018 media agreement as decisive for DR’s transition, as it 

was forced to reorganize into reflecting a more digital mindset in order to meet budget cuts and 

the new expectations. Even though, the process might not have been preferable for DR, the 

transition was necessary and has put them at the forefront of how to rethink public service in a 

digital reality. 

 According to Reinicke, the future of public service formats will be similar to the 

functionality known from Spotify: “there will be playlists, which will be your personal playlists. And 

there might as well be a news item in this playlist. […] It should be seen as a new way to air public 

service content”. Algorithms will be used to push important public service content to specific 

audiences so “the playlists know more about what you like”. He highlights the potential of 

distributing public service in new ways, by making it a part of commercial products such as Apple 

TV or Samsung TV: “For public service, it is about becoming part of that algorithm and playlist 

setup”. 

 

6.1.6 Interview with Claus Bülow Christensen, Independent TV & Digital Media Expert 

The Role of Public Service Broadcasters 

Christensen states that public service until recently “has been an area characterized by political 

consensus” and that “it is important for our democracy that we have a public service section”. A 

key aspect of public service is its independence from economic and political forces, as it is critical 
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for the effective functioning of any democracy that there exists at least one source, which the 

public can rely on for a neutral perspective. 

 According to Christensen, DR’s approach to delivering public service “has been exemplary” 

as it has provided nuanced content to a wide audience. DR has successfully implemented popular 

content like entertainment programs such as X-Factor to its content catalogue, which is essential 

in order to reach the masses. Public service broadcasters need such shows to attract people to 

their platform and make people discover their wide range of content. As public service needs to 

appeal to the whole population it must provide a wide range of content to meet the public’s 

different needs; “DR should produce high-quality news coverage, a wide range of documentary 

programs and ensure a wide breadth which includes to regularly produce high quality TV dramas”. 

 

How International Streaming Services Challenge and Influence Public Service Broadcasters 

International streaming services have had a critical impact on the hitherto consensus around 

public service in Denmark. These services put the Danish media industry under immense pressure 

which could be observed in the debates leading up to the media agreement in 2018. Opposite 

Denmark, the other Nordic countries are increasing financial support for their public service units 

in order to brace their media for the increasing competition from international streaming 

providers. Governments around the world are not well-informed about the implications of digital 

development, which results in a skewing of how to support public service. 

 The EU is characterized by the digital inner-market in which “streaming services should be 

freely and widely available across European borders”. To control the new services’ operation, 

guidelines and requirements have been developed by EU. These include fees and control of where 

production takes place. However, these guidelines are already outdated before they are put into 

use. As it is a natural part of international streaming services’ strategy to focus on local content 

through production units across the world it makes the guidelines rather ambiguous. International 

services are pressured by other giants and are therefore forced to place production around the 

world in order to constantly provide users with new content that appeals to many different 

audiences. Christensen characterises Netflix’ operation as “a brilliant setup” as “they can produce 

content locally, and if they see some potential, they can with a press of a button distribute it 

globally. We have never experienced anything like it before in the TV media’s history. That one 

company is able to achieve such successful international distribution with e.g. a Danish TV series 



 - 41     - 

such as The Rain or Kriger. It is a short circuit of many of the old value chains of how the TV 

industry previously operated”. 

 

How Public Service Broadcasters Adapt to the New Media Reality 

Christensen believes that public service will retain political support, but the nature of public 

service will change. As a result of the media agreement, DR was forced to reinvent itself from 

being a TV supplier to becoming a streaming service. This is necessary, and it is the same transition 

that can be observed in TV 2. Christensen is positive towards this transition and emphasizes that 

public service will remain in a strong, popular position as long as its content strategy is adapted to 

the international impact. 

 “It is simply a technological evolution which has resulted in some consumer behaviour 

changes, that actually works really well”. Christensen explains that the new reality both generates 

some challenges and opportunities for public service providers, but he is generally positive:” DR 

has limited resources, but I’m optimistic on behalf of the Danes that DR will preserve its popularity 

and position”. As part of the 2018 media agreement, DR announced that it would reduce its 

amount of entertaining content. Christensen believes in this strategy and thinks that DR should 

focus more on lifestyle programs and newscasts. As this is a strength of public service, it makes it 

more challenging for international services to compete on such content. In contrast, international 

streaming services are highly skilled at producing fiction film and series, implying that DR will lose 

viewers on this type of content no matter what. From a political perspective a decline in DR’s 

viewership can be accepted as long as it sustains “the right viewers”. 

Christensen expects, that European public service stations will initiate symbiotic projects 

with international streaming services. Such partnerships have already started to take place with 

Netflix; recent examples include collaborating with TV 2 on the series Kriger and with BBC on the 

extremely popular series Bodyguard. This is made possible by geo-blocking as it allows for public 

service broadcasters to maintain the privileges to be the sole provider of the show within selected 

geographical borders in a limited period. Netflix can then distribute the series to other locations, 

but not until after the whole show has been aired. Such partnerships are beneficial for both 

parties and therefore see a lot of potential in the coming years. 

 Christensen has previously proposed to create a shared streaming platform for the Danish 

broadcasters under the name Danflix. The idea came up 7 years ago in the wake of the American 
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streaming platform Hulu: a collaboration between the biggest American TV networks such as Fox, 

Disney and NBCUniversal. This platform contained the networks’ most popular shows and 

Christensen saw a potential to do something similar in Denmark. The idea was to establish one 

shared platform focused solely on Danish content working as the cornerstone of public service. 

However, he turns down the possibility that this could work today: “I don’t believe in it anymore. I 

think it’s too late. The American service Hulu has survived in the US market, but it is also a wide-

reaching streaming service which produces content only available on Hulu”. He emphasises that 

each broadcaster should focus on its own digital transformation and no longer sees the potential 

of this idea in the market. 

 
6.1.7 Interview with Henrik Søndergaard, Media Researcher Focused on Public Service 

The Role of Public Service Broadcasters 

Søndergaard highlights two main parts of public service’s responsibility: (1) to produce diverse and 

versatile content which reach a large share of the population and serve minorities in the society, 

and (2) to unify the public and create a collective feeling around something that Danes can share. 

He explains that: “public service is important because it is a means to secure that the public has a 

media supply that deals with issues of importance for the society, for democracy and for the 

culture of the country. A commercial supply would never be able to meet that – especially not in a 

small country as Denmark, where the expected financial outcome cannot justify the effort”. 

 

How International Streaming Services Challenge and Influence Public Service Broadcasters 

Public service media are under more pressure than ever before due to the increasing number of 

international streaming platforms. The Danes are increasingly using international streaming 

services, and especially young people are moving away from traditional flow TV. Søndergaard 

clarifies that although flow TV viewership is reducing each year, he does not believe it will 

disappear. 

 The increased competition generates bigger markets for niche production and genres. This 

makes it challenging for public service media to retain their reach of audiences, and especially the 

young generation is drawn to the more edgy content provided by YouTube and Netflix. The 

diverse content supply and the increasing number of providers result in a severe fragmentation of 

audience, “which can be devastating for the part of public service centred on unifying the 
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population and creating collective experiences – and I believe that the time of unifying people this 

way is over”. He supports this by exemplifying how it is increasingly challenging to air programs 

that reach audiences above one million viewers in Denmark. 

 

How Public Service Broadcasters Adapt to the New Media Reality 

DR has for long been at the centre of harsh criticism of its content, initially from commercial 

operators and political opposition parties. Thus, the explicit support to public service broadcasting 

to remain a cornerstone has always been in agreement – also before and after the media policy 

discussions in 2018. Søndergaard argues that the reduction of DR’s scope and budget should be 

regarded as a great opportunity for DR, as it allows them to focus more intensely on their digital 

services. Despite the criticism, DR has been international acclaimed for how it is handling the 

digital transition. 

 In the time leading up to the media agreement, there was a lot of debate about the 

amount of entertaining content on DR. According to Søndergaard, public service broadcasters 

such as DR are required to be in touch with the whole population, and therefore it is necessary 

that they also provide entertaining content. If public service only consists of content not 

distributed by commercial providers, it would evolve into an uninteresting and monotonous 

service only few people would find appealing. Hence, it would become impossible for DR to 

remain in contact with a large part of the population which would negatively impact its role in the 

Danish democracy. 

 International streaming services use algorithms to design each user’s individual homepage 

of recommendations. These are usually focused on what users have previously watched and on 

this basis, they suggest similar types of content. This can be related to how broadcasters 

traditionally planned its flow, as this was determined by what type of content could work well 

with the expected audience watching at a specific time. A central focus for public service 

broadcasters was to use the flow to tempt people to watch more societal relevant content by 

placing it when users were most likely in the mood to keep watching. This flow is hard to imitate 

on a streaming platform as users are freer to actively choose what they want to watch. 

Søndergaard believes there can be identified three focal points to tackle this issue: first, the visual 

presentation of content; second, the development a public service-algorithm; third, building up 

excitement around launch of new content. 
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It could be ideal “to develop a public service-algorithm which rather than suggesting titles that 

resembles what users have previously watched, recommend content, which is completely 

different”. Surprising users with content they did not plan to watch is a crucial aspect of public 

service’s responsibility to educate the public in areas they were not aware of. This can ensure 

facilitation of programs of democratic value and display content centred on Danish culture and 

values. 

 Flow TV will remain a media of interest for a large part of the population, but content and 

formats must adapt to the industry changes. In the future, it is likely that flow TV will function 

more as live channels centred on showing programs such as competitions, live-concerts, the 

Queen’s New Year’s speech and sport events. All other content will be produced and distributed 

directly on streaming platforms. 

 

6.1.8 Summary 

The interviewees are more or less in agreement about the role of public service, how it is 

influenced by international streaming services, and how it needs to deal with the challenges. 

Naturally, there are different nuances and perspectives to the changing media reality, some of 

which are analysed in the following section. Based on the emphasis posed by interviewees the 

following analysis centres on the most critical and significant implications caused by international 

competition. From the interviews it can be deduced that the following topics are central in the 

changing industry: 

• Multiplication of distribution channels 

• Time usage as public service’s biggest challenge 

• Intensified competition 

• Increasing use of personalisation tools 

• New content to replace traditional formats 

• A continuous strength of local forces 

 Accordingly, the following analysis is structured around these themes. 
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6.2 How Do International Streaming Services Challenge and Influence Public Service 

Broadcasters 

There is an overall agreement between interviewees that public service is vital for the Danish 

society. However, due to the fundamental impact posed by international streaming services, 

public service broadcasters are forced to adapt to a new media reality characterised by increasing 

audience fragmentation, a growing focus on digital distribution and new content formats. The 

following section analyses the most crucial changes the industry is currently facing, particularly 

focused on how these influence Danish public service. 

To obtain a more profound understanding of the media evolution, McQuail’s framework of 

audience fragmentation is used as a foundation to understand the reasons for audience 

fragmentation and which role international streaming services’ have in this. McQuail’s framework 

serves as a guiding principle in the analysis and is supported by relevant theory to explain the 

consequences and reasoning for audience fragmentation. Specifically, it is investigated if the 

increasing audience fragmentation has progressed into McQuail’s Breakup model or if a 

fundamental core of nationalism and shared content can be identified within the Danish 

population. The analysis is primarily based on the empirical research, thus, secondary sources such 

as industry reports and relevant statistics are applied to provide more substance and tractability. 

 

6.2.1 Multiplication of Distribution Channels 

Why It Is a Democratic Issue 

The internalization of media distribution has resulted in an increase of media channels and 

people’s usage of those: in 2018 is was estimated that the average Dane’s media consumption 

amounted to more than seven hours a day (Christensen D., 2018). This indicates that the 

technological evolution provides improved means to reach the public. However, the growing 

number of distribution channels can also be considered a severe challenge for public service and 

can thus be seen as a democratic issue. 

 Globalization has generated new distribution channels and new ways of communicating, 

causing a massive increase in the amount of information available in society. Anyone can freely 

create and share information online without having to bypass any gatekeepers. Consequently, it is 

no longer a given that distributed content has truth of authenticity, which poses a threat to the 



 - 46     - 

democratic debate. Several media experts therefore stress that public service is now more 

important than ever, as it provides the public with a trustworthy source of information, on which 

they can rely on a neutral perspective (Interviews: Reinicke; Harrison; Søndergaard). Truth of 

authenticity is a fundamental part of public service broadcasters’ role to fostering the public 

debate, which can be related to the initial definition of public sphere – a fundamental element of 

the democracy – set out by Habermas (1974). 

Habermas characterizes the concept of public sphere as a neutral, social space between 

the state and the public in which critical debate can take place in a free, rational manner 

accessible for all (Ibid.). This definition can be recognized in the way public service broadcasters 

describe their function in society. European public service broadcasters operate under a mandate 

to present the public with information and other content that is fair and balanced (Interview: 

Harrison). Both sides of any argument need to be presented, which is a central element of 

fostering a critical, nuanced debate. As both DR and TV 2 stress, they consider it as a crucial part of 

their public service commitment to break down prejudices and educate the public in the lives of 

other people. It is an important part of public service to educate and inform people, to ensure 

equal possibilities for all citizens to participate in debates and raise questions about specific issues. 

Thus, the role of public service is to provide a neutral medium independent of political impact, 

which strengthens the democracy through debates between the state and the public. 

International streaming services’ entry into the Danish market can be seen as a threat to 

public service broadcasters and the implications should be taken seriously as strong public service 

is a necessity for the effective functioning of Danish democracy. 

 

How New Distribution Channels Impact Audience Formation 

When television media was first introduced it drastically changed the notion of audiences. Based 

on McQuail’s framework of audience fragmentation, the early days of television were 

characterized by limited offerings referring to the Unitary Model, where most saw the same 

content at the same time (McQuail, 1997). It is highlighted by several of the interviewees that in 

line with the growing number of distribution channels, audience formation has become gradually 

complex (Interviews: Marienlund, Søndergaard, Harrison). As a result of the increased 

diversification through new content and channels the media industry has experienced growing 
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audience fragmentation leading the notion of audiences into McQuail’s third stage: The Core-

Periphery Model (McQuail, 1997). 

 Globalisation has empowered audiences across geographical borders, thus creating 

transnational audiences, which are audiences created far from the original setting of the content 

(Ibid.). This implies that audience formation today is more centred on people’s preferences and 

lifestyles than where they live. In the Core-Periphery Model there still exists a significant overlap 

of audiences who share a core of popular content. According to McQuail, this is due to strong 

cultural patterns and social habits which people in same geographical areas share; a connection 

that cannot be disrupted by media change alone (Ibid.). McQuail identifies the most common 

barrier for transitional audience formation as being language and culture which he finds little 

affected by technological development. He argues that local media still possess a significant 

strength in its familiarity and availability for the user due to its proximity and knowledge of the 

local audience. 

This line of thought is supported by several of the interviewees, among others Roland, TV 

2, who argues that international services such as Netflix will never be able to deliver local content 

known from Danish providers. TV 2 knows its users better than Netflix ever will, as its content is 

produced by locals who know what Danes are interested in on a psychological level moving 

beyond the insights that can be gained through algorithms and other technologies. Fjeldgaard, 

Viaplay, supports this argumentation and adds that Viaplay’s statistics show that local content far 

outperforms international content in popularity. Media expert Reinicke explains that the more 

international content that appears, the stronger the need for local content becomes. This can be 

related to theory of Imagined Communities by Benedict Anderson (1983). 

Nationalism is a mentality originating from the feeling of belonging to a specific country 

and it can be considered an essential part of public service broadcasters’ content production. 

Marienlund, DR, highlights nationalism in the form of the Danish language, as a central focal point 

for DR, and explains that it is particularly important because of Denmark’s small population. The 

language creates a mutual connection between people who speak Danish as they experience the 

feeling of having something in common and thereby belonging together (Ibid.). She emphasises 

that it is a vital need for people to share experiences and references with someone they can relate 

to and identify with. Hence, according to public service broadcasters, their local element is 

considered a significant strength compared to international services. 
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6.2.2 Time Usage as Public Service’s Biggest Challenge 

Danish public service broadcasters point to time usage as the biggest challenge that the industry is 

currently facing. Roland explains that TV 2 has identified a drop in Danes’ time usage on public 

service content, which is supported by figures from the Ministry of Culture showing that streaming 

services experience a steady increase in users and time spent on streaming. In 2018, 62% of the 

Danes above 12 years old used streaming at least weekly, which is a 6% increase from 2016 

(Kulturministeriet, 2018). At the same time there can be identified a drop in traditional TV viewing 

as 72% watched this weekly in 2018; a 6% decrease from 2017. Thus, traditional TV remains the 

most used media in Denmark, but the shift towards new services is clear. The tendency is 

particularly strong within the young generation, which is also highlighted by several of the 

interviewees. 

 Both Roland and Marienlund emphasise the increasing challenge of reaching the young 

segment. They mention that it is becoming increasingly common not to own a TV – particularly for 

the young generation. This is supported by statistics which show that 96% of the Danish 

households had at least one TV in 2012, compared to 89% in 2017 (Kulturministeriet, 2018). For 

many years before 2012, the number of households owning a TV was more or less constant, hence 

the drop of televisions can be linked to the increasing use of streaming – particularly by young 

people. Similarly, more than half of the young population spent 1 hour or more on streaming daily 

compared to 15% of Danes older than 35 years (Kulturministeriet, 2018). The increased use of 

streaming has resulted in a much higher frequency of usage of international services compared to 

local services. With Netflix as the most used service in Denmark, it is noteworthy that a total of 

77% of its monthly users stated in 2018 that they used the service one hour or more, the last time 

they used it; for DRTV the number was 36% (Ibid.). These numbers contradict the high willingness 

to watch local content outlined by interviewees, and instead indicates the demand for an 

international and various content catalogue. This supports Roland’s point of a drop in time usage 

on public service content, and can be seen as an existential challenge for public service and for TV 

2 specifically, as it depends on subscriptions and advertising revenue fuelled by users’ time spent 

on its services. 

 The higher amount of time spent on Netflix than DRTV can be linked to the type of content 

on the different services. Media expert Christensen explains that scripted content like drama and 

series have experienced a renaissance caused by the rise of international streaming services’ focus 
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of serving consumer demands; which can be related to uses and gratifications theory (McQuail, 

1997). Roland connects this to what he explains as the sole purpose of international streaming 

services: “to earn money to shareholders”. As international services do not have any public service 

commitments to meet, they can focus production budgets solely on producing entertaining and 

popular content. Therefore, these services offer more content which appeal to many different 

audiences, thus enabling them to keep users for longer. It can be observed that series is the mode 

of content that is being streamed the most, and due to the length of series compared to feature 

films, it is not surprising that e.g. Netflix is able to keep users on its service for longer 

(Kulturministeriet, 2018). Hence, international streaming services have a huge advantage in 

attracting and keeping viewers as they provide more popular and entertaining content than public 

service providers. 

 

Increased Fragmentation of Media Consumption 

The increased time usage spent across a number of streaming services is a critical development for 

public service’s role of uniting the public. As more content becomes available across different 

services, users’ media consumption becomes increasingly fragmented. Media expert Søndergaard 

stresses how this evolution “can be devastating for the part of public service centred on unifying 

the population and creating collective experiences” and argues that the time of uniting people 

around content is over. This statement is partly supported by numbers on how much content 

Danes watch together from DR’s yearly report on the media development in 2018. Watching 

content together on traditional TV is at its lowest level ever with 49% during primetime – a 16%-

point decrease since 1992 (DR Medieforskning, 2018). Combined with the general drop in 

traditional TV viewing, this can be related to the third stage of McQuail’s framework on audience 

fragmentation: The Core-Periphery Model. Due to the multiplication of distribution channels 

people increasingly consume content which differs from the mainstream leading to audience 

fragmentation. 

Due to an essential need for cultural and local content, audiences will always share a core 

of popular content, according to McQuail. This aligns with Marienlund’s point about the need for 

shared experiences. She argues that Danes want to engage in common experiences because of 

their deep-rooted cultural values which unite them as a nation. As an example, she mentions that 

when the musician Kim Larsen passed away, DR hosted a live aired memorial concert on 
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Rådhuspladsen. Around 35,000 people gathered on Rådhuspladsen and it became one of the most 

watched programs in 2018 with around 1.4 million viewers. This shows that people are still willing 

to watch content at a fixed time (Grønborg, 2018). 

A significant and obvious difference between international and local services is their reach. 

The increasing use of streaming leads to audience fragmentation on a local level, but at the same 

time international services enable audience formation across geographical borders by producing 

content which unites an international audience. An example of this is HBO’s massive global 

success Games of Thrones which aired its final season in April 2019 and reached record 17.8 

million viewers (Pallotta, 2019). This included 12 million television viewers who watched on HBO 

at the exact time when the episode aired. In addition, Netflix has revealed that based on its user 

data its users are “likely to share 6 shows in common with any other member, anywhere in the 

world” (Netflix, 2019). These are strong indications that the time of uniting people around content 

is not over. There continues to be a will to share experiences and watch content at fixed times, 

which goes against the development into the last stage of McQuail’s audience fragmentation; the 

Breakup Model. 

 

6.2.3 Intensified Competition 

Harrison, BBC, highlights the increased flexibility of streaming as one of the most significant shifts 

in the industry. Consumers are becoming used to being able to watch what they want when they 

want it, leading to increased pressure on traditional TV and new priorities for public service: ”One 

of the things we are really engaged with at the moment is actually how it is that we can improve, 

not only our linear offer, but actually our on-demand offering on iPlayer”, Harrison explains. The 

same applies to Danish public service media as new consumer demands set new requirements for 

popular content. The competition continues to intensify as international streaming services 

increasingly produce content, referred to as Originals. Producing localised international content 

has been the core of Netflix’s content strategy. In 2018 alone, Netflix rolled out more than 700 

original projects, including 80 original movies and 80 foreign-language productions (Feldman, 

2018). This tendency is also reflected in Viaplay’s content strategy, albeit at another scale; 

Fjeldgaard explains that Viaplay plans to deliver 50 originals by 2020. Public service broadcasters 

are far from being able to keep up with these quantities, and Roland estimates that TV 2 creates 8-
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10 fiction series a year, which serves as a useful indication of the significant differences in content 

budgets. 

Due to the amount of high-quality content in the market, it is becoming increasingly 

central to produce more “edgy” content, as Reinicke labels it, to differentiate offerings. Content is 

the key driver for diversification between the different services, so concurrent with the entrance 

of new streaming services, Originals are gaining more and more importance. Players such as 

Netflix and Amazon are investing massively in the production of own content in order to increase 

their resilience for when Disney and NBCUniversal launch their streaming services. With the 

launch of their own services – expected in 2020 – Disney and NBCU withdraw their licensed 

content from platforms such as Netflix’. These years are therefore characterized by intensified 

production and launch of new content at a level, far above what local distributors can deliver. 

Harrison refers to the major global players as having “very deep pockets”. This enables them to 

“continue to be able to out-bid the BBC in terms of how much they are willing to spend on 

content”. The same imbalance is seen in Denmark at an even larger scale: In 2017, Netflix’ 

allocated production costs were 93% higher than DR and 96% higher than TV 2 (Kulturministeriet, 

2018). Netflix was by far spending the most on content in 2017, thus, closely followed by HBO. 

This indicates how intense the competition for content is, and how challenging it is for public 

service providers to keep up with new content to users. 

Where public service media focus on producing content for local audiences, it is central for 

international streaming services to produce content with a global appeal. Fjeldgaard explains that 

it “is a crucial KPI for Viaplay to produce content with international potential” as this is how they 

can generate profit on their otherwise expensive productions. At the same time, a global audience 

enables players such as Viaplay and Netflix to produce much more niche content compared to 

public service media. As they have audiences worldwide, they can produce content which is 

targeted very specific audiences in each country while still reaching a wide enough audience to 

make it pay off (Interview: Harrison). As of July 2019, Netflix had more than 150 million 

subscribers across 190 countries worldwide (Netflix, 2019). These numbers provide Netflix with 

the ability to cater for narrow audiences and build niches within genres such as food, makeover 

and true crime. This generates new expectations from users, as they become used to content 

catalogues which provide them with high flexibility even within niche genres. 
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Reinicke explains that public service media are unable to provide such catalogues as “their content 

has to be mainstream as they must reach as many people as possible, and therefore they miss out 

on some of the more niche, artsy productions”. Therefore, international streaming services fill a 

content gap with what “many users in Denmark perceive as cooler than what the traditional 

providers produce” (Interview: Reinicke). The focus of international streaming services remains on 

the production of Originals. Netflix’s Chief Content Officer Ted Sarandos has previously claimed 

that “Unlike broadcast and cable networks that target specific demos, we [Netflix] are 

programming to every taste. We are making programming for all people” (Lynch, 2018). 

The quantity of content is up for debate: Several of the interviewees mention that users 

get overwhelmed by the abundance of content provided by various streaming services. Roland 

refers to this issue as a consumer “pain”; that users struggle to find anything they want to watch 

despite the almost unlimited catalogue. This argument can, however, be considered slightly 

ambiguous. The number of Netflix subscribers have nothing but increased since the launch of its 

streaming service, even though it each year increases the amount of content on its platform, 

indicating that users are not discouraged by its huge content catalogue  (Statista, 2019). Further, 

TV 2 has stated that it will increase the production of content to its streaming platform in order to 

expand its content portfolio and compete with international services; indicating that there are 

benefits from offering a large content catalogue. 

 

6.2.4 Increasing Use of Personalisation Tools 

An increasing number of services and Originals lead to an even greater abundance of content. In 

order to manage this and navigate through the different platforms, personalisation tools such as 

algorithms play an increasingly important role. Netflix’s global reach and position have only been 

possible because of the technological development. New technologies such as machine learning 

and algorithms have enabled Netflix to expand its business at a pace that other players struggle to 

keep up with (Fiegerman, 2018). The high number of subscribers equip Netflix with a 

correspondingly large amount of user data which is a significant first mover advantage, as it can be 

used to develop advanced personalisation tools. 

A central aspect of Netflix’s business is based on Big Data. Through the use of Big Data, 

Netflix can track comprehensive details on users’ behaviour, such as their preferences and habits, 

what similar users watch as well as how quickly they watch each episode (Yu, 2019). This 
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information is used to divide Netflix’s content library into thousands of categories to better 

determine what people want to watch next. Netflix uses these insights to develop algorithmic-

based recommendations on what to watch next. In addition, the data is used to determine what 

productions should be commenced next, giving external producers a creative freedom, they are 

not previously used to. Shonda Lynn Rhimes, a television producer and screenwriter working for 

Netflix highlights her satisfaction with the fact that ratings no longer have a central role in 

determining what becomes a success. Instead, when a show is greenlighted “the creativity of the 

producer is untouched by big data. Algorithms focus on matchmaking and stay out of the business 

of content creation, where humans excel” (Ibid.). 

The opportunities of using algorithms are emphasised by most of the interviewees as an 

effective method to manage large content catalogues and improve navigation tools. Roland and 

Marienlund explain that it is a central part of their future digitalisation strategy to increase the use 

of new technologies and implement advanced algorithms resembling Netflix’. They both see a 

potential in the use of algorithms to push public service-heavy content on streaming. This is in line 

with Castell’s view on how customisation tools can increase diversity, facilitate news, entertain 

viewers, and help people to be better informed (Van den Bulck & Moe, 2018). Personalization 

tools can successfully expand users’ cultural horizon and can therefore be seen to have a positive 

effect on users’ information exposure in a unique way for society to benefit (Helberger et. al., 

2018). This is in line with Netflix’s aim to use algorithms to break viewers’ preconceived notions 

and suggest shows that they might not initially have thought of to watch (NetflixTechBlog, 2018). 

Thus, apart from the opportunities connected to algorithms, the public debate has 

included criticism of the new technologies (Drivsholm, 2018). This is mainly centred on algorithms’ 

ability to manipulate and retain people in restricted cultural bubbles. This is related to the theory 

on filter bubbles by Pariser who argues that filtering through such personalisation tools lead to an 

increased polarisation of the democratic society (Van den Bulck & Moe, 2018). As algorithms are 

based on previous watched content, it is presumed that suggested content is of similar character. 

Hence, such methods reinforce the user in what the person already likes and believes in, 

contributing to a fragmentation of the public into deliberate enclaves and this poses a threat to 

the democracy. This fragmentation is reinforced by the fact that companies have to deliver value 

to shareholders. By keeping users’ attention and tempt with new content in order to attract 

subscribers to the service and create better advertising opportunities, they add more value to 
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shareholders (Drivsholm, 2018). Therefore, it can seem beneficial to suggest content similar to 

what users previously watched, as there is a high likelihood that users will continue to watch this. 

None of the interviewees mention any critical aspects of using algorithms in public service 

broadcasters’ strategy. Marienlund acknowledges that algorithms should be used with great 

consideration in order to provide the best service to the public and believes that it is a matter of 

how to code the algorithms for society to benefit. This is supported by Søndergaard who 

emphasises that algorithms can just as well be used to enhance the democratic debate. 

Personalization tools such as algorithms can be considered as means to ensure universality; to 

bring local communities together, challenge them and keep them informed (Van den Bulck & Moe, 

2018). Rather than using the technology to deliver more of the same content, algorithms can be 

coded to expose users to new, unexplored content that broadens each user’s cultural horizon. 

From the perspective of public service providers, this technology can be used to push relevant 

news, debates, documentaries and other content that can expose users to different opinions and 

communities within the society. In this way, personalization tools can enhance democratic values, 

encourage debate on important national issues and otherwise serve the public interest. Though, 

as algorithms are subjective by nature, an important editorial responsibility follows the use of 

algorithms, which will be elaborated in the discussion centred on how public service media adapt 

to the new media reality. 

 

6.2.5 New Content to Replace Traditional Formats 

The Decline of Traditional TV 

All interviewees point to the direction that flow TV’s scale will continue to decrease. This 

statement is supported by statistics which clearly indicate a continuous decline in viewing figures 

(Kulturministeriet, 2018). There are different views on the pace of the decline and when 

traditional TV will be faced out, but all interviewees agree that its role and relevance will continue 

to reduce steadily. This is primarily a result of the digital evolution, which has led to new consumer 

demands and requirements for new content and consumption. The new technology has opened 

up for opportunities on streaming as well as challenged how to deliver public service. 

Traditional TV is characterised by a flow of content which is planned and managed by broadcast 

editors. Roland describes the qualities of planning a flow, as broadcasters are able to plan content 

after time of day where viewers are most likely to watch e.g. newscasts, a documentary or a 
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lifestyle program. This enables broadcasters to positively surprise viewers and lure them into 

watching the next program without them having to do anything. This can to some extent be 

related to Habermas’ notion of mass media turning citizens into passive spectators with the 

consequence of a declining public sphere. However, Roland argues that the flow enables 

broadcasters such as DR and TV 2 to deliver more public service-heavy content and ensure that 

the public actually watches society-relevant programs they might not had chosen otherwise. In 

this context, the flow should be seen as a method to encourage public debate and develop more 

informed citizens by pushing content with a central public service purpose. This is highly 

recognized by the theory on the oppositional public sphere as a mean to balance differences and 

facilitate representations of all citizen groups in order to strengthen the public debate (Livingstone 

& Lunt, 1994). 

 

A Growing Number of User Subscriptions 

The past years have seen increasing numbers of subscribers to streaming services. Several of the 

interviewees mention that there is very low consumer loyalty, as users switch between different 

services depending on current content offerings. Reinicke points to this as a general behaviour 

which can be observed throughout the industry. As switching costs are low, many users switch 

between services in accordance with premieres of high profile shows or when new content is 

launched. Christensen points to the fact that it is expensive to subscribe to all services, therefore, 

most people are compelled to prioritise and structure their time and money accordingly. This 

behaviour is also recognized by Roland, who clarifies that there can be identified a clear tendency 

that users unsubscribe to TV 2 PLAY leading up to anticipated premiere launches on other services. 

This can be related to the uses and gratifications approach, emphasising that audiences share 

collective preferences which cut across differences of social and cultural backgrounds (McQuail, 

1997). Hence, specific genres such as entertainment and drama are in high demand, which 

supports Roland’s statements. Consequently, scheduling of content has become key in order to 

reduce subscriber defections. Scheduling content focuses on planning new releases around 

competitors’ launches by e.g. releasing content right after another popular show has ended to 

keep users on own platform (Interview: Roland). 

 Even though most of the interviewees acknowledge that users increasingly “shop” 

between different services, there can be identified a high willingness to pay for several 
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subscriptions. Roland, Reinicke and Harrison all point to the fact that even with the launch of the 

two new streaming services, Disney+ and NBCUniversal – among others – there is still flexibility in 

users’ budgets for more services. This can be supported by figures showing that in 2018, more 

than 35% of Danish households subscribed to two or more streaming services (Kulturministeriet, 

2018). Reinicke explains that users have replaced previous cable and satellite packages with 

streaming subscriptions. Hence, as people previously spent an avg. of DKK 5-700 a month on such 

packages, users have allocated media budgets with capacity to subscribe to several services with 

current subscription prices around DKK 80-100 per month (Hansen M. P., 2018). In addition, such 

subscriptions give them a feeling of increased value for money as they get access to much more 

content than previously (Interview: Reinicke). However, it can be foreseen that a spending limit 

will be reached at some point. 

A recent survey on the industry developments in the US, demonstrates that consumers are 

increasingly “becoming frustrated by the complexity and effort piecing together their 

entertainment experience requires” (Deloitte, 2019). It finds that 47% of streaming subscribers feel 

that there are “too many services, too many choices, too many ads and too many monthly fees” 

(Lazarus, 2019). This suggest a notion of “subscription fatigue”; a potential increasing issue that 

may transfer to Nordic users and therefore should be taken into account (Ibid.). The American 

streaming market is far more developed than the Danish as most of the global streaming services 

originate there and it is characterized by several dominating players not currently present in 

Denmark. Streaming services such as the ones from Hulu, Facebook, Apple and Amazon have not 

yet entered the Danish market or if so, are only on very early stages. Therefore, it is relevant to 

observe tendencies from more developed markets such as the US in order to attempt to anticipate 

how the Danish market evolves. 

 

6.2.6 A Continuous Strength of Local Forces 

The analysis has identified some of the primary challenges and influences that Danish public 

service broadcasters are currently facing. It is clear that an increasing audience fragmentation is 

taking place as a result of the multiplication of distribution channels, growing content catalogues 

and the use of personalisation tools. These factors all contribute to consumers watching less of 

the same content limiting common references in the public. However, due to the unifying power 

of gathering the public around Danish values and traditions there remains a strong demand for 
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local content. The continued need for a local core of content indicates that the market is still 

characterised by McQuail’s third stage of audience fragmentation. Marienlund, among others, 

highlights that the public has an aspiration to share experiences and be part of a national 

community. She and Roland emphasise that as local broadcasters, DR and TV 2 have a significant 

advantage in producing local content, which international streaming services cannot imitate. 

Globalization have provided national borders with a new meaning, as people are now able 

to share more independent of their nationality. With the growing exchange across borders, 

international content and services are gaining wider traction and influencing local communities. 

However, the pressure on smaller, local communities also generates a resistance towards 

international services, where people seek reassurance in local identities (Anderson, 1983). This is 

recognized by Fjeldgaard, who explains that Viaplay experiences more success with local content 

than with international content. Local productions are in high demand and are always at the top of 

Viaplay’s lists of most watched content. This is supported by a recent survey from the Danish Film 

Institute illustrating that Danish productions are watched by significantly more Danes compared to 

international content (Hansen & Pedersen, 2019). The well-known Netflix series House of Cards 

has been seen by 21% of the Danes compared to Danish series such as Rita and Klovn which have 

reached an avg. of 38% of the Danes (Ibid.). The report includes an overview of the most watched 

series and films in Denmark and the top 10 are only Danish titles. The most popular international 

series – not shown on flow TV – is Games of Thrones which is positioned as the 11th most watched. 

These figures prove a willingness in the population to watch local content and serves as an 

example of how the Danish media market is characterized by audiences sharing a core of content, 

and therefore remains in McQuail’s Core-Periphery Model. 

However, as it is an increasing part of international streaming services’ content strategy to 

produce local content, the current media consumption is challenged. Christensen argues that 

services such as Netflix are forced to produce local content due to the increasing pressure from 

other global distributors. It is a means of survival to produce enough content which is 

“demographically far-reaching, diverse, exciting and gains traction in all countries”. Hence, Netflix 

needs to have production units spread around the world and invest in local productions to 

strengthen its position as a global media giant. An example of this is Netflix’ first Danish original 

The Rain, released in May 2018. The Danish agency Miso Production produced The Rain and 

describes the collaboration with Netflix as involving much more ”creative freedom” than working 
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with Danish distributors (Roliggaard, 2018). Because of Netflix’ scale, they are able to take more 

risks and provide external producers with more liberty to produce what they believe in. However, 

even though The Rain was locally produced, it has been criticized for not representing Danish 

values and strengthening Denmark’s cultural heritage. 

The Rain received predominantly poor reviews in Denmark, however, globally, the first 

season has been watched by more than 30 million households making it the most successful non-

English-speaking series Netflix has ever produced (Thorsen, 2019). This indicates the importance 

of its content’s global appeal: “We [Netflix] produce things, that people want to watch. Whether it 

is art or a product I believe depends on your perspective, but we produce things that people want 

to watch. That is our only focus. Otherwise people don’t want to keep paying every month” states 

Netflix’s former Chief Communications Officer Jonathan Friedland (Roliggaard, 2018). Marienlund 

supports the statement that The Rain did not feel particularly Danish, apart from being Danish 

speaking. She explains this as one of the main differences between international services’ and 

local broadcasters’ production. The way The Rain is produced could just as easily have taken place 

in another country, where DR focuses on producing content that reinforces the common set of 

values that Danish citizens share and which “provides additional value to people in Denmark and 

not to people living around the world”. 

 Roland stresses that broadcasters like DR and TV 2 have a significant advantage in 

producing local content and they therefore continue to be the most coveted distributors of local 

drama. He argues that streaming services such as Netflix will never prioritize local content to the 

same extend as local distributors: “especially not in a small market like Denmark”. He argues that 

it is more important for Danish broadcasters to portray Danish culture than it is for international 

players who depend on the production’s global appeal in order for it to be worthwhile financially. 

He includes the example of TV 3 which once produced newscasts but had to cancel such content 

as it did not make sense from an economic perspective. Roland stresses the importance of the 

public to have access to government-supported content which ensure society-related content of 

high quality within genres that is not otherwise produced. 



DISCUSSION
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7.0 DISCUSSION 

7.1 How Do Public Service Broadcasters Adapt to the New Media Reality 

Based on the above findings, three main areas can be considered central in determining how 

public service broadcasters adapt to the new media reality: (1) digital transformation, (2) 

cooperation and partnerships, and (3) local forces. The following is an analytical discussion of the 

strategic reflections relevant for Danish public service broadcasters’ future in a reality increasingly 

dominated by streaming. The section includes actions from DR and TV 2’s current strategies, which 

are discussed in relation to findings from the analysis, applied theory and relevant industry 

reports. 

 

7.1.1 Digital Transformation 

The increasing use of streaming requires public service broadcasters like TV 2 and DR to expand 

their digital presence in order to meet the public where they currently are. Both broadcasters 

have recently launched comprehensive digital strategies, which are gradually implemented in the 

coming years. Common for the strategies are to strengthen digital offerings through increased use 

of personalisation tools and reinventing flow formats to appeal to streamers. 

It has become a focal point for DR to focus on the streaming platform DRTV as its main 

distribution channel, in order to enhance its relation with younger viewers (Ladingkær, 2018). An 

example of this, is DR2+ planned to air on DRTV in 2020. In extension to the changes of DR2 as a 

flow channel, the ambition with DR2+ is to deliver content of more cultural and society-related 

character to streamers (Knudsen, 2019). In addition, algorithms are used to individualise the 

platform to display content recommendations and improve user experience with better 

navigation. 

In line with this, TV 2 launched its PLAY52-strategy in the end of 2018 which outlines an 

intensified focus on the young generation, which TV 2 aims to target primarily through TV 2 PLAY. 

Like DR, TV 2 acknowledges the struggle of getting young people to watch public service, as this 

generation is not commonly watching traditional TV and is not actively choosing to stream such 

content. Therefore, new types of formats are required to ensure that the young generation is 

exposed to news and other society relevant programs. Roland mentions that one thought has 

been to develop a live news- or sportscast which plays automatically when users go to TV 2 PLAY’s 

homepage, in order to seem more appealing to click through. In addition, he highlights that based 
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on user data, TV 2 can identify that its users are increasingly streaming on television screens 

through the use of Chromecast or Apple TV instead of mobile devices. This knowledge can be 

utilised in recommendation tools which can replicate functions known from flow TV (Interview: 

Roland). 

DR’s and TV 2’s digital strategy is a central element of their future as public service 

broadcasters. Thus, it is relevant to discuss whether such digital strategies are enough to maintain 

public service’s existing role, and overcome the increased fragmentation caused by the intensified 

competition from international streaming services. As unifying the public is a crucial element of 

public service broadcaster’s purpose, it can be argued that the decline of flow TV is a threat to the 

initial purpose of public service’ existence. The increased use of streaming has led to the extensive 

fragmentation of audiences which negatively affect the sense of community formed by flow TV 

(Rosendahl, 2018). Where the public previously watched the same shows at the same time, people 

are now presented with much higher flexibility and more varied options on what to watch 

(McQuail, 1997). The argument is that “flow gathers the public, where streaming fragments and 

individualise” as it limits the public’s common references and insights into the Danish society 

(Lassen, 2018). From a political perspective, it is a central value that the public predominantly 

watch local content as it is an important element of reinforcing national identity and having 

certain knowledge of Danish values and history. Therefore, it can be considered critical that Danes 

watch less public service content and increasingly consume international content (Ibid.). 

It can be observed that users rarely choose to stream content such as news, debates and 

cultural programs, but instead prefer fiction and entertainment, which is an essential challenge for 

public service (Ibid.). The strength of flow TV is that it can lure people into watching content of 

more informative character by planning the flow in accordance to when people are most likely to 

stay on the channel, e.g. by placing newscast in the break of popular shows such as X-factor (Ibid.). 

It can be argued that this strategy cannot be replicated on streaming, as users are much more in 

control of what they want to watch. Insights from Netflix reveal that users “at most consider 40 to 

50 shows or movies before deciding what to watch” (Nocera, 2016). This indicates that users are 

very critical in their decision process and cannot be considered as passive spectators known from 

traditional TV. 

However, streaming platforms can be considered to give public service broadcasters more 

opportunities to tempt users with new content due to technological capabilities in terms of visual 
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design, personalisation tools and presenting more content at the same time. An example is 

Reinecke’s vision of playlists known from Spotify, which could be considered to replicate the 

function of flow TV, where users are lured into watching more public service-heavy content. It can 

be deduced from the analysis, that flow TV is a convenience for users who enjoy not having to 

make any active decisions. This can be linked to the new tendency of subscription fatigue, which 

indicates that traditional TV withhold some values that could be beneficial to replicate on 

streaming. 

There are no doubts that strong digital presence is required in order to compete with 

international services on users’ time. But the value of flow TV should not be underestimated, as 

there can be identified a continuous loyalty to traditional TV. The media agency IUM published its 

global “Wave X Study” in June 2019, focused on Danes’ relationships to media around the general 

election in 2019 (Mediabrands, 2019). The study shows that traditional TV together with 

newspapers and radio is prioritised when Danes of political interest want to acquire insights and 

inspiration on political opinions and issues. It states that 67% uses traditional TV – compared to 

13% pointing to online video – which is explained by a well-disposed and balanced coverage 

delivered by public service broadcasters (Ibid.). This could be observed from viewer figures which 

showed that an average of 1,142,000 followed the election night in 2019 on DR1 and TV 2, as well 

as the number of viewers following the party leaders’ debates exceeded same figures by 200,000 

compared to the election in 2015 (AVM, 2019) (Madsen, 2019). This relates to Danes’ trust in 

traditional media exemplified by the fact that newscasts aired on traditional TV are considered 

credible by 80% of the population compared to 60% finding DR.dk as the most credible online 

source (Dohrmann, 2018). Together with flow TV’s viewer figures, the high rate of credibility can 

be considered as a justification for traditional TV’s continuous existence, which should remain a 

significant channel for public service broadcasters. 

In addition, it can be identified that successful coverage aired on traditional TV can 

positively impact behaviour and consumption on streaming. DR’s media coverage of the 2019 

election led to increased consumption of newscast on DRTV (Reseke, 2019). During the three 

weeks election period, the consumption of DRTV’s broadcasting of “TV-Avisen, Deadline, 

Debatten, Aftenshowet” and “Ultra-nyt” increased by 63% (Ibid.). This indicates that there is a 

need and demand for society relevant programs on streaming which should be considered as a 

positive tendency that public service broadcasters should exploit. 
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Unifying the Public with Streaming 

A central purpose of public service broadcasting is to unify the public through content enhancing 

Danish values and nationality. Søndergaard states that with the growing use of streaming the time 

of uniting people this way is over and considers the international presence as a threat to public 

service. However, it can be argued that the increased use of streaming also leads to new 

opportunities for public service media. 

 The internationalization of media distribution has enabled broadcasters to reach larger 

audiences both locally and across geographical borders. Due to the varied types of devices and 

subscription services, all price ranges are represented which allows for every part of the 

population to consume media. This aligns with the initial foundation of public service based on 

public sphere theory, which stresses that every citizen should have equal access to public 

information in order to participate in the public debate (Scannell, 1990). Streaming has eased the 

process of acquiring high quality content and made it available for all to actively choose content of 

personal preferences. Currently, streaming platforms are dominated by fiction or content of 

entertaining character, thus, by developing new public service formats, streaming can be 

considered as a central opportunity to reach a wider audience. As content is becoming available to 

a part of the population, who was previously restricted by not being able to afford a TV or cable 

packages, more people have the opportunity to watch popular content such as X-Factor or 

Bagedysten, which is known for uniting the public; arguing against the statement by Søndergaard. 

 The success of GOT can also be included as a useful example of streaming platforms’ 

unifying power reaching viewers on a global scale. As streaming allows for reaching more people, 

public service broadcasters have the opportunity to reach more diverse citizens from different 

parts of the society. This aligns with theory on the oppositional public sphere which serves to 

emphasize diversity in the society, where media are facilitators of the public debate attempting to 

balance differences in the society. The focus of public debate is to involve different levels of 

society and to reach a compromise, rather than consensus (Livingstone & Lunt, 1994). This can be 

identified in DR’s campaign “Uenige Sammen” from May 2019 in the time leading up to the 

general election (DR, 2019). The campaign encouraged people of different opinions to initiate 

debates and start conversations with people they disagree with. The concept was focused on 

embracing diversity and controversy and is a useful example of how to rethink public service in 

new formats. 
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 It can be argued that the many distribution channels with large content catalogues, makes 

it is increasingly challenging to get the population to watch the same content. However, drawing 

on theory of Imagined Communities and McQuail it can be argued, that content of local character 

which enhance national values has a strong, unifying connection not recognised in consumption of 

international character. This is highlighted by interviewees, who emphasize that identification is 

key, and it is therefore considered central to represent stories and issues recognised by the public. 

Viewer figures support this observation, and both public service broadcasters and international 

streaming services, such as Viaplay and Netflix, acknowledge the power of localised content. This 

supports the fact that international streaming services have identified local content as a central 

element of their future strategy and prioritise to invest heavily in production of local Originals 

(Burgess, 2018). 

 

Personalisation Tools 

Digital transformation has opened up for wide-reaching opportunities based on user data. Big data 

provides suppliers with extensive insights into consumer preferences and behaviour which give 

them a possibility to predict future trends or popular content. It is well-known that Netflix rely 

heavily on insights provided by user data, which among other things dictate content production 

and visual presentation of titles on its platform (Netflix TechBlog, 2017). Hence, this technology 

can be considered as a useful tool to improve public service broadcasters’ digital platforms too. 

 Both DR and TV 2 have recognised the opportunities connected to replicating how Netflix 

use algorithms to design and personalise their platforms. Thus, from the analysis it can be 

deduced that using algorithms the way Netflix does can lead to filter bubbles. This is in strong 

contrast to the public service justification based on enlightening the public and contributing to the 

democratic debate through representation of conflicting viewpoints. Therefore, the aim is to 

develop a public service-algorithm focused on suggesting content different from previously 

watched programs – promoting public service-heavy content – which can be considered as a 

personalised interpretation of the initial public service ideal to: “not only giving people what they 

want, but also what they didn’t know they wanted” (Sørensen, 2018). On one hand, this attempt 

to control what users should watch can be considered as algorithmic paternalism. On the other 

hand, it can be argued that it is not much different from how media historically have attempted to 

set the agenda – simply through the use of an algorithm instead of an editor. 
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 There can be identified a rather critical discourse in media on the use of algorithms as 

leading to filter bubbles which contribute to a polarisation of the society (Drivsholm, 2018). As 

these are predominantly coded to present content similar to previous watched content, the 

notion is that this reinforces existing viewpoints and retain users in polarised bubbles. However, it 

can be argued that the approach to predict and offer more of what users want to consume is 

nothing new in the media industry. Naturally, the focus of editors at traditional broadcasters have 

been to broadcast popular content in order to reach a wide audience and maintain their presence 

at their channels as this has been the determining factor for profit. Hence, algorithms can be seen 

as a composition of editorial priorities exemplified by an extension of how human editors 

historically attempted to predict the success of content. But what cannot be simplified into 

mathematical algorithms, is the human selection and composition of content based on 

truthfulness and impartiality as well as versatility in the content (Sørensen, 2018). The 

composition of these things needs to match the expectations of users in order for them not to lose 

interest. Thus, it can be argued that algorithmic recommendations are not able to meet these 

expectations as successful as human editors, which can be linked to a lack of understanding for 

human’s curiosity (Ibid.). 

 Roland touches upon the editorial importance related to using algorithms as a public 

service broadcaster and emphasise that where Netflix use algorithms to ease navigation, TV 2 

applies an editorial approach on planning content. What is essential when integrating such 

knowledge into a mathematical formula is the awareness of its biased output. An algorithm is 

never neutral but resembles the viewpoints and preferences by the person or team behind it. 

From a public service perspective, it is therefore crucial to operate with complete transparency on 

the functions of this kind of algorithm in order not to be considered to trick or manipulate the 

population with certain content. This can be considered a relevant precaution to take in an era 

characterised by fake news due to the frequent opaque use of digital technologies. 

 

7.1.2 Maintaining Market Position 

Local Productions 

The increasing international presence has intensified the competition within the media market. 

Particularly due to the rapid growth of Netflix, it has been a central area of discussion whether 

local broadcasters are able to take on the competition. The situation in Denmark can be 
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recognized across the Nordic countries and UK, and there can be identified joined measures 

between public service broadcasters to oblige the new challenges. 

 The media agreement in 2018 resulted in significant changes for DR; among other things a 

20% reduction in funding, tax financing to replace the license fee, a reduction of flow-TV channels 

and increased focus on news, information, culture, education and content for children and young 

people (Nordicom, 2018). These changes are not recognized in other Nordic countries, which on 

the contrary have increased financial support to public service (Carlsen, 2018) (Reseke, 2018). It 

can be argued that these changes have pushed DR to be at the forefront of how to rethink public 

service in a digital reality. Thus, there can be identified a need to establish joined efforts across 

the Nordics and initiate collaborations with other local broadcasters to strengthen public service. 

 In April 2018, the five managing directors of the Nordic public service-stations presented a 

new partnership named Nordic12 with the ambition to strengthen the quality of Nordic drama 

series through co-production (Bauer, 2018). This includes production of 12 drama series 

portraying Nordic culture, identity and realism focused on subjects such as religion, war, politics, 

youth and modern family relations. The partnership is founded in the sense that drama is the most 

central way to reach a wide Nordic audience with content focused on common values and 

identities which unify the countries across languages and generations. This can be related to the 

notion of what is produced closed to audiences is also considered more relatable. Thus, it can 

seem to approach the similar strategy of Netflix as Nordic12 content requires a Nordic appeal in 

order to serve the five national audiences. This can be seen to challenge statements from DR on 

how its content is produced differently than localised content by e.g. Netflix. 

 Marienlund argues that DR’s production differs from Netflix’ approach as DR produces 

content focused on the Danish audience, which does not bring value to audiences abroad. She 

uses DR’s drama series Bedrag, as an example of how Danish gang-crime is portrayed in a way not 

recognized in other parts of the world and therefore only found relevant by a Danish audience. 

However, this example contradicts with the fact that Bedrag has been sold to US, Australia, 

France, Iran and UK among others (Dupont, 2019). In contrast, this example shows that local 

productions can reach global scale even though the content is centred around local audiences. 

Another useful example of this is the Norwegian youth series Skam, produced by the 

Norwegian public service broadcaster NRK, which became widely popular in 2016 (Redvall, 2017). 

Its success in Denmark is understandable taking the similarities between growing up in Norway 
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and Denmark into consideration. But why the series became widely popular globally can be linked 

to the general themes covered in the series – not the production location. The series can be 

broadly categorised as the genre coming-of-age which portray universal themes of life as a 

teenager, including topics such as love, sexuality, friendship, religion and family relations. It can be 

argued that such themes are relatable for teenagers across geographic borders, which is why it 

became a massive success. More than 6 million Chinese watched Skam, which proves that local 

production units are able to produce global success based on relatable themes which are more 

far-reaching than local audiences (Sandvær & Haugan, 2017). This example can seem similar to 

Netflix’ objective to produce localised content with a global appeal, and it can be argued that it 

exemplifies how Netflix has the same opportunities to produce successful localised content as 

local providers. Hence, Netflix’ local focus and its much higher content budgets can be considered 

as a serious threat to public service broadcasters’ drama production. 

 

Partnerships 

It can be argued that international streaming services and public service broadcasters fulfil 

different consumer needs. International services provide consumers with high quality drama and 

fiction produced by various nationalities whereas public service broadcasters offer locally 

produced content specifically centred on national issues. It can be argued that this distinction will 

continue to exist as there are no financial benefits to gain in producing public service content such 

as newscasts, and therefore of low interests for international services. Thus, there can be 

identified valuable collaboration opportunities between the different providers in order to exploit 

the strengths of the different distributors. 

The interviewees point to partnerships as a useful approach to adapt to the new media 

reality. BBC and TV 2 already have examples of this through collaboration with Netflix on the 

drama series Bodyguard and Kriger respectively. Due to the technology of geo-blocking, both 

providers can obtain their expected worth. It can be argued that such partnerships will become 

more common in the years to come. As international services have more resources than local 

broadcasters to spend on content production, it can seem as a beneficial partnership. As an 

example, the recent budget cuts of DR will impact the amount of drama produced, as production 

of high-quality drama is particularly expensive. Therefore, it could be seen as an opportunity for 

DR to collaborate with players with more resources to not compromise on its drama offerings.  
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However, such partnerships can be seen to rival public service broadcasters’ own services. 

If users can end up watching public service content on international platforms, it challenges the 

existence of public service broadcasters’ streaming platforms. In this case, they will have to rely on 

local forces and users’ impatience to watch content as soon as it launches, which might be 

considered as a weak foundation. 

Apart from partnering with international streaming services, BBC has established a 

strategic partnership with ITV and bringing a new streaming service to UK audiences named 

BritBox (BBC, 2019). BritBox is believed to launch in the second half of 2019, where it “will provide 

access to archive British TV shows and will commission new programmes” (Dowell, 2019). British 

media are considered sceptical towards the joined public service platform, which The Guardian 

refers to as “the bizarre Netflix rival that will surely bomb” (Lawson, 2018). The scepticism is 

primarily founded in BBC’ and ITV’s limited content rights and resources compared to 

international players such as Netflix (Ibid.). The UK strategy is interesting to observe in the light of 

the previous Danish suggestion of Danflix – a similar concept proposed by media expert Claus 

Bülow Christensen in 2011 (Interview: Christensen). Since then, the Danish media market has 

evolved in another direction where each broadcaster has strengthened its own digital presence, 

moving away from the option of a shared platform. 

 

7.1.3 Local Forces 

TV 2 and DR highlight public service broadcasting’s primary strength as its local focus throughout 

the whole operation. The argument is, that even though international streaming services 

collaborate with Danish production agencies, such as Netflix did with Miso Productions on The 

Rain, the final product will never have the same sense of Danish nationality as content from local 

providers. Roland reasons this with the fact that TV 2 and DR are physically close to the Danish 

population which make the audience feel more connected to their brand. They acknowledge that 

Netflix produces high quality drama to the Danish audience with great success, however, they do 

not believe this replace the audience’s need of watching locally produced Danish content. The 

argument can be supported by previously presented figures of the popularity of Danish film and 

series compared to internationally produced content (Hansen & Pedersen, 2019). Thus, these 

figures represent the whole population and do not distinguish between the different generations. 



 - 68     - 

This is a critical factor as there can be identified significant differences in consumer behaviour 

between generations. 

DR’s annual report on the Danish media development shows that people in the age group 

of 15-29 years old spend 28% of their media consumption on streaming compared to the older 

generation which dedicates 15% (DR Medieforskning, 2018). From the Ministry of Culture’s report, 

it can be seen that this time is primarily spent streaming on YouTube and Netflix for the young 

generation, but when people turn 35 years old the majority of their time is spent on DRTV. This 

indicates the noteworthy differences between different generations’ media consumption, which 

can be assumed to affect the content consumed during this time. It is crucial to take these 

differences into account when discussing local content’s popularity and demand in the population. 

From the analysis, it can be deduced that the youth want to watch local content, but this 

generation requires flexibility and do not want to adapt to traditional TV’s strict broadcasting 

times. Hence, it is central to develop local streaming services which accommodate the needs of 

the youth and offer Danish content appealing to a generation brought up with services as Netflix 

and YouTube. This includes delivering formats that cannot be approached on other services such 

as sports- or live casts. 

 A central factor enabling traditional TV to gather many people at the same time is live 

broadcasting. This is often connected to big local sports events, which continue to be successful at 

attracting large audiences. The men’s World Cup handball final between Denmark and Norway in 

January 2019 reached an avg. of 2.7 million viewers with TV 2 and DR, which is at the same level of 

the highest viewership measured in Denmark during the last 27 years (Hansen, 2019). Hence, 

sports events account for a significant part of public service broadcasting’s role to uniting the 

public and is by interviewees highlighted as a strength against international services. Streaming 

services such as Netflix refuse to have any plans to enter the market of live sports as such is “not 

core to the proposition of Netflix” (Hayes, 2019). This leaves broadcasting rights with local 

providers and gives them an advantage of reaching the population throughout sport tournaments 

which include national teams. Thus, it can be discussed whether this remains a long-term strength. 

It can be observed that some streaming services are now entering deals to show specific 

live sport events, such as Amazon which has contracted a deal with Premier League to show 20 

matches a season from 2019-2022 (BBC Sport, 2018). As live sports events attract large audiences, 

they can be considered huge profit opportunities for streaming services due to advertising 
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potential and user subscriptions. As it can be argued that international streaming services have a 

profit centred focus, this can naturally be considered an area of interest. The same can be applied 

to other non-scripted genres such as lifestyle programs, which are increasingly being produced 

directly to streaming. Discovery’s streaming service Dplay and Viaplay are great examples of this, 

offering a wide range of lifestyle programs. There can be identified some speculation whether 

services such as Netflix and HBO find this market equally attractive. According to Adam Price and 

Meta Louise Foldager Sørensen, who together established a new production agency in mid-2019, 

focused on non-scripted content, these international services will soon increase their focus on this 

market (Lindhardt, 2019). They refer to Marie Kondo, a Japanese organising consultant, who has 

had wide-reaching success with her Netflix series Tidying Up, and state that: “It would be an 

obvious approach to find ‘Marie Kondos’ in other countries – i.e. local content, which can work well 

at a global scale" (Ibid.). 

 

Changing Consumer Habits 

Based on the analysis there can be identified a consensus that flow TV as a distribution channel 

will be replaced. The majority is of the belief that traditional TV will gradually reduce each year, 

hence maintaining a central role in the years to come. A similar observation is made by Reed 

Hastings, founder of Netflix, who describes the competitive landscape with the analogy of 

landlines, which has “been losing out to mobile phones for the past 15 years, but it had been a 

gradual process” (Nocera, 2016). Hastings do not believe in a “dramatic tipping point”, and the 

same can be observed from figures showing a gradually decrease in the following years (Ibid.). 

According to a recent media analysis conducted by PwC, the traditional TV market will reduce by 

9.3% annually (Fogde, 2019). This reduction will vary across generations, and it can be argued that 

the youth generation will account for the majority of it. 

On the other hand, the development of traditional TV draws parallel to the current evolution of 

radio in the form of podcasts. Radio has countless times in its more than 100 years of history been 

announced as a dying media (Jauert, 2018). However, figures from DR show that 92% of the Danes 

are still using the radio weekly (DR Medieforskning, 2018). The radio format has experienced a 

revival with the development of podcasts, which in many ways can be compared to streaming. 

Just like streaming, podcasts provide a flexible on-demand option to listen to a wide catalogue of 

local and international content, and it is a media in growth. Figures indicate that the use of 
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podcasts is not replacing the use of radio – rather it has provided users with an additional type of 

media (Ibid.). It can be argued that the same might be observed in the TV industry; that traditional 

TV will remain a central channel and streaming will increase as its own media – not a replacement. 

It is impossible to predict the future; thus, it should be emphasised that it takes time to 

change people’s habits as they do not automatically follow the technological development (Odde, 

2019). Therefore, flow TV continues to be a fixed element in most of the Danish homes where 

streaming is used as a supplement (Ibid.). This observation can be supported by McQuail’s view on 

technological revolution in communication which states that “the use of new media is still much 

shaped by experience with ‘old media’ and also channelled by expectations and habits that have 

been formed by the latter” (McQuail, 2005: 539). 

  



CONCLUSION
8.0

PROBLEM STATEMENT
How do international streaming services 
challenge and influence public service 
broadcasters and how do these broad-
casters adapt to the new media reality.
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8.0 CONCLUSION 

As a consequence of the technological evolution, the Danish media industry has faced decisive 

changes in the past years. Particularly the development of streaming platforms, fueled by the 

success of Netflix, has had an immense impact on the Danish media reality. Globalization and 

technology have allowed international streaming services to play an increasingly significant role in 

the lives of Danish consumers, changing the notion of audiences and challenging the role of public 

service broadcasters. As a result, audience fragmentation has been a growing reality for the media 

industry, posing as a threat for traditional TV and public service. 

Since the invention of broadcasting, public service broadcasters have been central in 

uniting Danes around content of importance for society. It can be concluded that the primary 

factors impacting public service broadcasters are: (1) the digital transformation, (2) intensified 

competition from international streaming services, and (3) changing consumer habits. These 

factors have contributed to the increasing audience fragmentation shaping the new media reality. 

It can be concluded that international streaming services do not pose an existential threat 

to Danish public service broadcasters. The threat is limited to younger generations who favor the 

new services’ entertainment over the content provided by public service broadcasters. The 

investigation further reveals that the implications caused by international streaming services can 

be seen to create opportunities for public service broadcasters. Among these are improved 

opportunities of uniting a greater part of the public through local content on streaming. The study 

concludes that due to a continuous strong need of local content, national broadcasters have a 

significant advantage over international services and continue to be able to unite the public 

around Danish content. Hence, it can be determined that the Danish public continues to be 

considered within McQuail’s Core-Periphery Model, reinforcing the need of public service 

broadcasters’ content. 

It can be identified that international streaming services and public service broadcasters 

fulfill different needs in the market. Thus, public service broadcasters need to adapt to the 

changing media reality to remain relevant and maintain its strong position in the Danish society. 

Currently, the most crucial adaptions in focus are to enhance digital presence, establish new 

partnerships with local and international actors and reinforce local content. Both DR and TV 2 can 

be considered far in the digital transition. However, they have both yet to overcome some 

challenges in the transition moving away from traditional TV, including developing new streaming 
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formats, improving use of personalization tools and expanding content catalogues. These are vital 

areas of focus in the transition to deliver a full public service experience to streamers. 

Finally, it is worth noticing that flow TV continues to fulfill an important need for the 

public. Even though there are significant differences between generations, traditional TV remains 

a crucial channel for public service broadcasters in their efforts to unite the public. 

 

9.0 REFLECTIONS 

It could be interesting to work more in depth with the definition of public service. As this study is 

based on the definition set by the Danish Public Service Committee, international streaming 

services cannot be considered to contribute to public service. Thus, it is interesting that from the 

interviews the definition of DR and TV 2’s public service-role is strikingly similar to Viaplay’s 

description of its role. In addition, there can be identified similar approaches to content strategy 

and ambitions between international streaming services and public service broadcasters. Hence, it 

could be an interesting investigation to discuss the definition of public service, its contributors and 

why this is important for the society. 

 Additionally, the study concludes that international streaming services and public service 

broadcasters fulfil different needs in the market. In the discussion, it is compared to the evolution 

of podcast as an independent media from radio. The digitization has led to several examples of 

this, and it could be interesting to discuss the consequences of these digital evolutions in relation 

to what the TV industry is currently undergoing. 
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