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FOREWORD 
 
This working paper explores the financial performance of commercial radio in Sweden, 
continuing previous research on developments in that industry. It is part of several related 
projects being undertaken by research fellows and associates who are investigating broadcasting 
policy, market developments, and effects at the Media Management and Transformation Centre, 
Jönköping International Business School, Jönköping University, Sweden. 
 
This paper was written for MMTC by Mikko Grönlund and Veijo Pönni, researchers at the 
Media Group of the Business Research and Development Centre at Turku School of Economics 
and Business Administration in Finland. The study was made possible through the financial 
support of the Carl-Olof and Jenz Hamrin Foundation to the Media Management and 
Transformation Centre.  
 
This report provides an overview of the development and evolution of commercial radio and its 
resources as well as trends and changes in crucial financial indicators and will provide readers 
with a deeper understanding of the challenges facing this industry sector in Sweden. 
 
 

Robert G. Picard  
Hamrin Professor of Media Economics  

Director, Media Management and Transformation Centre 
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1. Introduction 
 
This study called Financial Performance of Commercial Radio in Sweden 1999-2005 is a 
continuation of similar kind of study called Financial Performance of Commercial Radio in Sweden 
(published in 2005). The latter created a picture of overall development of commercial radio 
business in Sweden after the Millennium. This new publication continues that picture by adding 
the information from the latest accounting period closed, i.e. 2005. So as a typical study of 
economic performance this paper is an annual update of a previous study. 
 
Swedish commercial radio was introduced in 1993 and is thus quite young as a business branch. 
The aim of the commercial local radio was to extend the freedom of speech as well as the freedom 
to establish radio broadcasting businesses. Ever since then the radio markets in Sweden have 
grown, diversified and tempted more audiences. Though growth has varied from year to year, and 
diversification has faced the realities of economic activity. The difficult position on the 
advertising markets and its’ effect on the economic performance of companies has led to 
concentration of the radio business. That is the only way how economies of scale and better 
economic performance can be achieved.  
 
Most remarkable economic limitation in Swedish radio business is the concession fee set by the 
Swedish Radio and TV Authorities. They also let the licenses be auctioned, which led to a 
competition over certain licenses. As a result the companies holding broadcasting licenses are now 
paying quite high annual concession payments that are usually higher than the minimum fee of 
40 000 SEK. In the large cities and the popular winter and summer holiday resorts the to-be 
radio broadcasters saw opportunities for reaching a desirable audience and overbid each other 
ending up paying over 3 million SEK for some concessions. Concession fees are clearly fixed costs 
(even sunk costs) for the companies and are thus a burden for their economy.  
 
Throughout the years that Swedish commercial radio has existed, it has been a challenger on the 
advertising markets. Newspapers, magazines and Television have been the main opponents for 
commercial radio. Newspapers have traditionally had very strong position on advertising markets 
in Scandinavia, but the more important competitor for the Swedish commercial radio has been 
the Swedish commercial Television. Introducing the commercial TV-channels just around 5 years 
before the commercial radio has certainly had its’ effect on the possibilities of radio companies to 
survive in the competition over advertising revenues. Television advertising revenues have grown 
much faster than the commercial radio has experienced during the 1990’s. The overall 
competition on media markets and extra load from licensing authorities have also affected the 
economic performance of the Swedish commercial radio, which is under study in the following 
chapters.  
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2. General Economic Trends in Sweden 
 
2.1 Development of Swedish Economy 
 
The Swedish economy has developed very well during last four years. After a small recession in 
2001 the growth has accelerated in Sweden. In 2004 and 2005 Gross Domestic Product in 
Sweden grew around 3 percent annually. Economic growth had same kind of pace earlier in 
Millennium. Not only the growth of GDP, but also the growth of private consumption has 
accelerated. In 2004 private consumption grew 2,5 percent and in 2005 it was estimated to grow 
with 3 percent. When both of these key figures of economic growth show good development, 
advertising markets also tend to be improved and revenues of advertising-funded media increase. 
The unemployment rate in Sweden is also very low, one of the lowest in Scandinavia and in 
Europe. At the Millennium unemployment rate was around 4 percent and in 2005 was slightly 
above 5 percent. The inflation rate in Swedish economy has also been moderate. Inflation was at 
highest in 2001 when it was 2,7 percent. And at lowest it was only 0,3 percent in 2004. Low 
inflation increases the risk for deflation i.e. decreasing demand and prices, and is often the result 
of very low interest rates. The Central Bank of Sweden (Riksbanken) has kept its’ Repo rate at a 
quite low level, only around 2 percent on average. Earlier in Millennium the Repo rate was 
substantially higher. Low interest rates and low inflation create stability in economy, but they can 
also overheat it because money is cheap and investment decisions are easy to make. High level of 
investments substantially increases total demand in economy.  
 

Key Figures of Swedish National Economy 
 

 2000 2001 2002 2003 2004 2005 

GDP, annual change, % 4,4 1,2 2,0 1,8 3,2 2,7 
private consumption, annual growth % - - 1,5 1,8 2,5 3,0 
unemployment rate in the end of year, 
% 

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

inflation in the end of year, % 1,0 2,7 2,1 1,3 0,3 0,9 
Repo rate, Riksbanken, annual average 3,71 3,98 4,08 3,15 2,16 1,73 
Source: SCB Statistiska centralbyrån, ETLA Suhdanne 1/2005 
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2.2 The Advertising Market in Sweden  
 
The size of the advertising market in Sweden measured in media investments was SEK 27,2 
billion in 2005. Year before media investments were SEK 25,3 billion, so there was a substantial 
growth of 7,2 percent in 2005 when compared to the previous year. Media investments in 
commercial radio business in Sweden have been around SEK 500 million during most of the 
years under scrutiny. Only in 2003 did the size of the radio business fall below SEK 450 million. 
In the Millennium it was even close to SEK 600 million. In 2005 it was SEK 513 million. 
 
 

Advertising Investments in Swedish Media, 2000-2005, SEK million 
 
  2000 2001 2002 2003 2004 2005 
newspapers 9 338 8 325 7 728 7 774 7 852 8 300 
Magazines 2 574 2 411 2 127 2 094 2 157 2 266 
free sheets 1 800 1 846 1 875 1 811 2 194 2 383 
flyers & attachments (in newspapers 
and in magazines) 238 252 288 344 342 360 
TV (incl. Text-TV) 4 038 3 580 3 509 3 571 3 804 4 206 
Radio 592 508 480 447 491 513 
Movies 78 79 79 70 59 68 
Internet (altogether) 1 037 890 1 119 1 064 1 325 1 650 
direct mail (addressed and non-
addressed) 3 334 3 394 3 406 3 586 3 998 4 298 
Catalogs 2 622 2 774 2 414 2 272 2 135 2 068 
Outdoor 848 742 797 825 924 996 
advertising boards in shops 50 50 48 48 52 50 
Total 26 549 24 851 23 870 23 906 25 333 27 158

Source: Institutet för Reklam- och Mediestatistik 
 
 
The development of media investments into Swedish media can be seen in the table on the next 
page. Most rapid growth has happened in Internet advertising, which has grown more than 20 
percent in 2002, in 2004 and in 2005. Also television and free sheets have seen quite strong 
growth during the last couple of years. Advertising in movies has seen substantial variation of 
growth, but that is quite natural when we consider the cyclical nature of movies as an advertising 
medium. Most surprising growth figures can be seen in direct mail and in outdoor advertising, 
which have been growing fairly rapid during past 2-3 years.  
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Yearly Change of Media Investments in Swedish Advertising Markets by 
Medium, 2001-2005, % 

 
 2001 2002 2003 2004 2005 
newspapers (excl. free sheets) -10,8 -7,2 0,6 1,0 5,7 
magazines -6,3 -11,8 -1,6 3,0 5,1 
free sheets 2,6 1,6 -3,4 21,1 8,6 
flyers & inserts (in 
newspapers and in 
magazines) 5,9 14,3 19,4 -0,6 5,3 
TV (incl. Text-TV) -11,3 -2,0 1,8 6,5 10,6 
radio -14,2 -5,5 -6,9 9,8 4,5 
movies 1,3 0,0 -11,4 -15,7 15,3 
Internet (altogether) -14,2 25,7 -4,9 24,5 24,5 
direct mail (addressed and 
non-addressed) 1,8 0,4 5,3 11,5 7,5 
catalogs 5,8 -13,0 -5,9 -6,0 -3,1 
outdoor -12,5 7,4 3,5 12,0 7,8 
advertising boards in shops 0,0 -4,0 0,0 8,3 -3,8 
altogether -6,4 -3,9 0,2 6,0 7,2 

Source: Institutet för Reklam- och Mediestatistik and Media Group 
 
 
The traditional way to describe advertising markets is the “Small Adcake” which compiles 
together the advertising investments in core media (table 4). Largest share of the Swedish “Small 
Adcake” of 2005 goes to newspapers and especially to dailies, which collect around half of the 
media investments. Television is the second largest advertising media in Sweden having one 
quarter of the media investments in 2005. Magazines represent around 14 percent and 
commercial radio around 3 percent of media investments in Sweden.  
 

Advertising markets in Sweden, "small adcake", 2005

Magazines
13,9 %

Radio
3,1 %

Movies
0,4 %

Outdoor
6,1 %

Newspapers
50,8 %

TV (incl. Text-TV)
25,7 %
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During the last six years the winner of the Swedish advertising markets has been television, which 
has been able to increase its’ market share from 23 percent up to 26 percent. Magazines and 
commercial radio have had fairly stable market shares, but the newspapers’ share of expenditures 
has declined.  
 

”Small Adcake” of Swedish Advertising Markets, 2000-2005, % 
 

  2000 2001 2002 2003 2004 2005 
newspapers1 53,5 53,2 52,5 52,6 51,4 50,8 
magazines 14,7 15,4 14,4 14,2 14,1 13,9 
TV (incl. Text-TV) 23,1 22,9 23,8 24,2 24,9 25,7 
radio 3,4 3,2 3,3 3,0 3,2 3,1 
movies 0,4 0,5 0,5 0,5 0,4 0,4 
outdoor 4,9 4,7 5,4 5,6 6,0 6,1 
altogether 100 100 100 100 100 100 

Source: Institutet för Reklam- och Mediestatistik 
 
 

2.3 Radio Listening in Sweden 
 
In 2005, 78 percent of the audience (9-79 years) listened to radio every day (Ruab, 2006). 
Commercial radio reached 33 percent and public service radio reached 51 percent of the 
audience. The total radio audience share has been quite stable for the past five years, and many 
years before the period under scrutiny.  
 

Radio Listening in Sweden 2000-20052 
 

  2000 2001 2002 2003 2004 2005 
rdio in general (altogether) 78,8 76,3 75,7 76,4 76,5 78,0 
Sveriges Radio (altogether) 54,6 52,5 50,2 50,5 50,7 50,7 
commercial radio 
(altogether) 31,2 29,7 30,3 31,1 32,2 33,4 
local radio (altogether) 2,5 2,9 3,3 2,4 2,5 2,3 

Source: RUAB, report of measuring period IV of respective year 
 
 
The introduction of commercial radio in 1993 has not increased total listening except for one 
group: 9-14 year olds, where listening has seen a significant lift. For this group listening grew 22 
percent during the introduction of commercial radio in 1993-94 and has since leveled off 
(Hedman, 2005). Also, younger people (9-34 years), tend to have migrated from public service to 
commercial radio. Commercial radio has here a wider reach despite the lack of growth in total 
listening minutes (Ruab, 2006). 
 

                                                 
1 Includes evening newspapers, metropolitan newspapers and provincial newspapers 
2 Listening among people of 9-79 years old 
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3. Financial Performance Analysis Methods 
 
This part of the study aims to create a picture of the financial and economic performance of 
commercial radio business in Sweden in 2005, the latest accounting period for which data are 
available. It employs financial statement analysis, which is commonly used for market studies. It 
then compares performance to performance in the years 1999-2004. The data in this study is 
collected from Amadeus, which is a business information database maintained by Bureau Van 
Dijk, an electronic publisher from the Netherlands. Amadeus-database offers the common key 
figures of financial analysis calculated from the financial statements of more than 7 million 
European companies. The measures of central tendency presented here are median figures. 
Median figures provide better picture of the market than average figures, since median is less 
sensitive for outliers in the data. 
 
Company information of Swedish radio stations from years 1999-2005 was available from 
number of companies listed in next table: 
 

1999 32 companies 
2000 32 companies 
2001 34 companies 
2002 36 companies 
2003 39 companies 
2004 34 companies 
2005 34 companies 

 
The companies in this data were selected by using a listing of Swedish radio companies holding 
an operating license for commercial radio provided by the department for Radio and TV (Radio 
och TV verket). All such public companies, which had their financial information included in 
Amadeus-database, were selected. After studying the market structure of the Swedish radio 
industry we decided to include few additional companies in our data. According to Swedish radio 
and television authorities3 there are companies in Swedish radio business which are important for 
the industry, but do not actually have a license for broadcasting commercial radio. Such a 
company for example is MTG Radio AB which has a large influence over the Swedish radio 
industry through ownership and arrangements. But it does not have its’ own license for 
broadcasting commercial local radio. 
 
This study was conducted during December 2006 and January 2007. The data from year 2005 
was collected and merged with the data from previous years. Late collecting time is explained by 
the reason that financial information databases are usually updated during the fall period. 
Companies have to provide their own financial statements information during the first six 
months of the year. After that it takes a few months to update the databases. So the data is 
available earliest in the fall. The writing of this report was done in January 2007.  
 

3.1 Structure of the Data 
 
The next tables present the structure of the company data from years under scrutiny. In 2005 
some 40 percent of the companies had turnover less than SEK 5,0 million. Every third company 
had turnover between SEK 5,0 and 9,9 million. There are remarkably fewer companies with 

                                                 
3 Översyn av den privata lokalradio, Radio- och TV-verket, 2006 
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larger turnover in the upper groups than in the lower groups. Also the lowest turnover group 
includes only few companies. 
 
 

  1999 2000 2001 2002 2003 2004 2005 
below 1.0 million 
SEK 4 1 4 5 8 8 3 
1.0-4.9 million 
SEK 8 12 12 14 12 10 10 
5.0-9.9 million 
SEK 8 7 7 6 7 7 11 
10.0-20.0 million 
SEK 6 5 6 6 6 5 5 
over 20 million 
SEK 6 7 5 5 6 4 5 

  
n = 
32 

n = 
32 

n = 
34 

n = 
36 

n = 
39 

n = 
34 n = 34 

 
 
The data structure first suggests that the Swedish commercial radio business is highly 
concentrated. Though it contains many small companies, there are only few larger companies 
with higher turnover. In 2005 the 10 largest companies, each having turnover more than SEK 10 
million, covered 82 percent of the total turnover. When measuring the market concentration of 
certain business, a typical measuring tool is the Herfindahl-Hirschman Index (HHI)4. The HHI 
is calculated by summing up the squared market shares of all firms in a given market. For year 
2005 the HHI value of Swedish commercial radio business was 1 516 which is clearly lower than 
the respective HHI-value for year 2004 (1 738). The limit of “high concentration” is 1 800, so on 
the basis of HHI we can actually claim that the market concentration in Swedish commercial 
radio business has slightly decreased in 2005. Even though this calculation gives a result that 
market concentration by structure has decreased, this is not the current case. The market power 
in Swedish commercial radio business is still highly concentrated, but it is that through 
cooperation and agreements between different companies. 
 
Next table presents the total turnover of Swedish commercial radio companies included in this 
study from years 1999-2005. Altogether the turnover of analyzed radio companies was around 
SEK 546 million in 20055. Six years earlier it was around SEK 434 million in nominal value. 
Nominal values are always problematic because they don’t give a clear picture of the 
development. We can try to get a better picture of it by using fixed exchange rate, as is done in 
the third row of the next table. 
 
 
 
 
 
 
 
 

                                                 
4 Albarran 1996. 50. 
5 Note that the total turnover of companies included in this study differs from the total advertising revenue of 
commercial radios in Sweden. Some radio company’s financial statements include also other revenue sources than 
advertising, for example sales of broadcasting time and adspace on webpages of the radio station.  
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  1999 2000 2001 2002 2003 2004 2005 
turnover of Swedish 
commercial radio 
stations, altogether, 
th •  

49 
272 

56 
335 

48 
063 

46 
891 

52 
705 

52 
129 

58 
161 

turnover of Swedish 
commercial radio 
stations, altogether, 
th SEK, nominal 
values 

433 
966 

475 
837 

444 
656 

429 
646 

480 
928 

475 
769 

546 
049 

turnover of Swedish 
commercial radio 
stations, altogether, 
th SEK, fixed with 
2004 exchange rate 

449 
693 

514 
160

438 
659

427 
965

481 
025

475 
769 

530 
829 

  
n = 
32 

n = 
32 

n = 
34 

n = 
36 

n = 
39 

n = 
34 

n = 
34 

 
 
When the data is divided according to the number of personnel, the distribution is quite even. In 
2005 every fourth analyzed company employed less than 5 persons. Every sixth company 
employed 5-10 persons and every seventh employed 10-14 persons. Finally every tenth company 
employed more than 10 persons. This distribution does not vary much through the years. Note 
that there are quite many companies that did not report their number of personnel.   
 
 

  1999 2000 2001 2002 2003 2004 2005 
less than 5 persons 6 6 7 8 9 7 8 
5-9 persons 5 7 5 6 7 5 6 
10-14 persons 6 2 3 5 5 5 5 
15 persons or more  7 8 9 6 6 4 3 
information not 
available 8 9 10 11 12 13 12 

  
n = 
32 

n = 
32 

n = 
34 

n = 
36 

n = 
39 

n = 
34 

n = 
34 
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4. Economic Performance of the Commercial Radio 
Business in Sweden 

 

4.1 Size of the Business 
 
Change in Turnover 
 
The percent of change in turnover in the Swedish commercial radio business varied quite a lot 
during 1999-2005. In year 2000 the Swedish radio business saw the most rapid growth during 
the years under scrutiny and it grew 8 percent on median. In the next year 2001 the growth sunk 
down to almost –8 percent on the median being the lowest during the years 1999-2005. Since 
then the business recovered steadily and it reached positive growth in 2003 and 2004, the latter a 
strongly positive year like 2000. In 2005 the median growth declined again and was barely 
positive.  

CHANGE IN TURNOVER, 1999-2005
Omsättnings förändring (%)

8,2

-7,7

-3,1

5,1

1,6

-0,7

0,1

-15

-10

-5

0

5

10

15

1999 2000 2001 2002 2003 2004 2005

%
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Turnover 
 
Median turnover reflects the size of the companies included in the data. The chart below presents 
the median turnover of Swedish radio companies calculated with EUR/SEK-exchange rate from 
year 2004. Fixing the exchange rate eliminates the changes occurred in the exchange rate between 
EUR and SEK. The median turnover of the Swedish commercial radio business has declined 
steadily during years 1999-2002, starting from SEK 7,5 million in 1999 and ending in SEK 3,8 
million in 2002. In 2003 and 2004 the median turnover recovered slightly being around SEK 
4,0-4,1 million. In 2005 median turnover increased clearly being SEK 5,6 million. Since the 
exchange rate is fixed to year 2004, these changes in median turnover are quite close to a real 
series. However this is not a real series in the sense that Consumer Price Index has not been used 
to eliminate the effect of inflation in the value of currency over time.  
 

TURNOVER, 1999-2005
Omsättning, (SEK)
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Number of Personnel 
 
The median number of personnel declined during years 1999-2003. In year 1999 it was 10 
persons, but it has been lower ever since. During years 2000-2001 it was 9 persons, then it was 8 
persons in 2002 and finally it was 6 persons in 2003. In 2005 it remained on the same level as in 
2003 and 2004. Declining median number of personnel means simply that the commercial radios 
in Sweden have rationalized their operations during the years by employing fewer people. 
 

MEDIAN NUMBER OF STAFF, 1999-2005
Antal anställda

10
9 9

8

6 6 6

0

5

10

15

1999 2000 2001 2002 2003 2004 2005
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4.2 Profitability 
 
Operating Margin 
 
Operating margin tells us how successful the operational activities of a company have been before 
depreciation and financial items. Operating margin used on the branch level can be partly 
misguiding because the ways companies organize their operations has an effect on the operating 
margin. If the company owns its production facilities, the costs of using those facilities are booked 
as depreciations after the operating margin. If the facilities are leased, leasing costs are included in 
rents and by that way also in operating margin. The level of operating margin depends on the 
relation of current liabilities and turnover and prevailing level of interest rates.  
 
Operating margins for commercial radios in Sweden were fairly weak during years 2001-2004. 
They also varied remarkably. During years 1999 and 2000 it was slightly above zero, but already 
in 2001 it showed weakness and in 2002 sank to –10,4 percent. In 2003 it recovered remarkably, 
but was still negative at -2,3 percent, and it stayed negative in 2004. In 2005 the operating 
margin of commercial radios in Sweden became positive again, reaching 2,3 percent.  
 

OPERATING MARGIN, 1999-2005
Driftsbidrag (%)
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-2,3

-5,8

2,31,7

-15

-10

-5

0

5

10

15

1999 2000 2001 2002 2003 2004 2005

%



 

 13

 
Financial Result 
 
Financial result of a company depends not only on the operational profitability of the company, 
but also on the situation of the financial markets, such as the levels of interest rates and financial 
risks. Financial result, also known as net income before depreciation, should be positive even on 
the short term. Financial result describes the ability of the company to manage their installment 
payments, additions in working capital and investments with revenues from business operations. 
 
The financial result of Swedish commercial radios has followed the operating margin. The 
financial result was positive in 1999-2000 and deeply negative in 2001-2002. In 2003 the 
financial result improved remarkably and reached close to zero, but in 2004 it weakened again. In 
2005 financial result recovered and was 2,3 percent, the first positive results since year 2000. 

NET INCOME BEFORE DEPRECIATION, 1999-2005
Finansieringsresultat (%)
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-10,2
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10

15
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%
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Net Result 
 
Net result, also known as net income before extraordinary items, is the profit where all regular 
revenues and costs are taken into account. In practice net result is calculated from financial result 
by deducting depreciations. With net result we can estimate the ability of the company to create 
wealth for investments, to return capital to the owners as dividends and to cover costs of 
borrowed capital. The cumulative net result of the company should be positive if it is to be 
considered profitable.  
 
The median net result of Swedish commercial radios has been negative almost in every year 
between 1999-2004. During that period the median net result rose above zero only in 2000. In 
2001-2002 the median net result deepened seriously, to -10,8 percent. The weakening 
profitability was probably the result of the small recession experienced in Swedish economy in 
2001. The median net result continued being poor in 2003-2004, but in 2005 there has been a 
clear recovery and it again rose slightly above zero. Among the analyzed companies half of the 
commercial radios made losses in 2005.  
 

NET INCOME BEFORE EXTRAORDINARY ITEMS, 1999-2005
Nettoresultat (%)
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Return on Investment 
 
Return on investment measures the relative profitability that is achieved for the capital invested in 
company. Return on investment can be considered moderate when it is at least on the same level 
as the interest paid on borrowed capital.  
 
Information about this key figure was not available for year 2005, so only the information from 
previous years is presented. Return on investment of the Swedish commercial radio business was 
negative through all the years between 1999 and 2004, except in 2000 when it was positive but 
close to zero. 2002 was again an especially weak year with return on investment at -20,5 percent. 
The median return on investment has improved in 2003-2004, but it still remained strongly 
negative. 
 

RETURN ON INVESTMENT 1999-2004
Avkastning på investerat kapital (%)
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4.3 Solidity 
 
Equity Ratio 
 
Equity ratio indicates the solidity of the company, how much it can tolerate losses, and how it 
can cover its liabilities in the long term. The equity ratio is interpreted with the following range 
scale6: 
 

Over 35 % good 
20 – 35 % moderate 
Below 20 % weak 

 
Commercial radio stations in Sweden had moderate equity ratios between 25 and 34 percent 
during the years 2000-2003. In 1999 the equity ratio was in the weak range, below the limit of 
20 percent. 2004 and 2005 show the most promising development with median equity ratio 
above 35 percent, i.e. being on good level in both years. Every third commercial radio in Sweden 
still had a weak equity ratio in 2005, whereas almost every second had it on good level being 
above 35 percent. 

EQUITY RATIO, 1999-2005
Soliditet (%)
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29,6 29,3
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> 35 % = good < 20 % = weak Commercial radios in Sweden

 

                                                 
6 This interpretation is suggested by the Finnish Committee of Corporate Analysis, but these limits are widely 
accepted in other countries as well. 
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Relative Indebtedness 
 
Relative indebtedness measures the relation between current liabilities and turnover and it reflects 
the level of operating margin that is needed for the company to clear the current liabilities. The 
higher the relative indebtedness, the higher the financial risk for the investors and the higher the 
cost of capital for the company itself. The interpretations for relative indebtedness are as 
following: 
 

Below 40 % good 
40 – 80 % moderate 
Over 80 % weak 

 
Relative indebtedness of the Swedish commercial radio stations has been good throughout 2000 
to-2005. Median indebtedness increased somewhat in early part of the decade and was close to 
the moderate level in 2003. However, during 2004 and 2005 median relative indebtedness clearly 
decreased and reached 31,5 percent in 2005. Most of the analyzed companies have either good or 
moderate relative indebtedness in 2005.  
 

RELATIVE INDEBTNESS, 1999-2005
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4.4 Liquidity 
 
Current Ratio 
 
Liquidity refers to the ability of the company to cope with bills in a timely and reasonable way. 
The most common measure of liquidity is current ratio, which indicates the ability to cope with 
short term liabilities with current assets and receivables. The interpretations for quick ratio are as 
follows: 
 

Above 2  good 
1 - 2   moderate 
Below 1  weak 

 
Current ratio of Swedish commercial radios has been on moderate level throughout the years 
1999-2005 and it has improved since 2000. Current ratio reached its best level (1,4) in 2004 and 
in 2005.  

 

CURRENT RATIO, 1999-2005
Current ratio
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4.5 Productivity 
 
Turnover per Person 
 
Turnover per person of Swedish commercial radios was around SEK 1,0 million during the years 
1999-2003. In 2004 and 2005 the turnover per person rose above SEK 1,1 million. This suggests 
that the earlier fairly stable productivity clearly improved during years 2004 and 2005. At the 
same time the median number of personnel decreased, which supports the development of this 
key figure. The same sales were achieved with fewer personnel, i.e. with higher efficiency. 

 

TURNOVER PER EMPLOYEE, 1999-2005
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Value Added per Person 
 
Value added per person is a more precise measure of productivity then turnover per person. This 
measure showed a dramatic decline in productivity during years 2000-2002. Although it 
recovered substantially in 2003, to SEK 278 300 per person, it has still not been able to reach the 
level sustained before the recession in 2001-2002. At highest it was SEK 324 300 in 2000 and at 
lowest it was SEK 186 900 in 2002. Since then recovery value added per person has been 
improving and in 2005 it was slightly above SEK 290 000. The improvement in productivity also 
reflects the changes in personnel of Swedish commercial radio stations.  

VALUE ADDED PER EMPLOYEE, 1999-2005
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4.6 Key Figures of Swedish Commercial Radio Business, 2000-2005 
 
Key figures of Swedish commercial radios from years 2000-2005 are presented in the next table.  
 
 

  2000 2001 2002 2003 2004 2005
turnover th SEK 7 028,4 5 274,3 4 151,6 4 462,1 4 597,2 5779,5
turnover growth (%) 8,2 -7,7 -3,1 1,6 5,1 0,1 
number of employees 9 9 8 6 6 6 
turnover / employee, th SEK      1 053,3 1 009,8 1 000,6 1 027,56 1 129,0 1163,8
value added / employee, th SEK  324,3 227,6 186,9 278,3 285,7 290,4
value added / employee costs     1,2 1,0 0,8 1,0 1,0 1,1 
operating margin (%)    4,1 -5,8 -10,4 -2,3 -2,0 2,3 
financial result (%)    0,5 -8,3 -10,2 -0,7 -2,6 2,3 
net result (%)    0,4 -8,7 -10,8 -6,9 -6,4 0,6 
current ratio      1,1 1,2 1,3 1,3 1,4 1,4 
equity ratio (%)    29,6 29,3 25,1 33,6 35,8 36,4 
rel. indebtedness   (%)    31,7 31,7 34,6 37,2 32,7 31,5 
return on investment   (%)    0,2 -7,5 -20,5 -11,8 -8,6  
  n = 32 n = 34 n = 36 n = 39 n = 34 n = 34
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4.7 Key Figures of Swedish Commercial Radio Business by Turnover Size, 2000-2005 
 
When the data is split by turnover, we can analyze differences between smaller and larger 
companies. In this data the limit for splitting is set to SEK 10 million. The European 
Commission’s standard classification of companies does not apply for this data because most of 
the firms drop into the group of micro sized companies. That group has turnover less than EUR 
2 million (around SEK 18,3 million) and employs less than 10 persons. The following table 
contains the key figures of the smaller Swedish radio companies with turnover less than SEK 10 
million. 
 

  2000 2001 2002 2003 2004 2005 
turnover th SEK 2 904 2 830 3 098 2 675 2 321 4 467 
turnover growth (%)    3,9 -3,0 -1,2 0,9 3,1 0,1 
number of employees 4 3 3 4 4 4 
turnover/employee th SEK 1051,7 943,4 976,2 1 027,1 1 001,4 1 106,0 
value/empl th SEK 269,0 228,0 187,3 179,6 270,1 276,0 
value/empcosts -ratio 1,0 1,0 0,8 0,7 1,0 1,1 
oper margin (%)    -5,8 -5,8 -11,2 -13,3 -1,6 2,8 
financial result (%)    -5,9 -5,2 -11,0 -13,2 0,1 2,7 
net result (%)    -3,0 -2,2 -11,5 -11,6 -3,9 1,6 
current ratio 1,2 1,4 1,4 1,3 1,4 1,3 
equity ratio (%)    50,3 58,6 49,2 41,1 49,4 39,3 
relative indebtedness (%)    30,4 25,7 22,1 30,4 32,7 32,5 
return on investment (%)   -1,6 -6,0 -33,8 -60,9 -8,6 - 
  n = 20 n = 23 n = 25 n = 27 n = 25 n = 24 

 
It is notable that the median growth of turnover for smaller companies has been quite stable. It 
has varied between -3,9 percent and 3,1 percent and it has had quite a small effect to the 
profitability. In 2005 the growth stopped and was only 0,1 percent. Profitability of smaller radio 
companies has been mainly negative, i.e. companies made losses. The latest year (2005) shows 
remarkable improvement in profitability. Operating margin and net result of smaller radio 
companies in Sweden were positive in 2005. The solidity of the smaller companies has remained 
pretty much on the same level in recent years. However, equity ratio of the smaller companies has 
declined to around 40 percent. The productivity of employees in smaller radio companies has 
been fairly stable, around SEK 275 000 during the last couple of years. 
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For larger companies, with turnover more than SEK 10 million, the turnover growth has varied 
substantially more. In 2000 and 2004 the median growth was around 13 percent, but in 2001 it 
was almost 10 percent. In 2005 growth was almost nonexistent for larger radio companies in 
Sweden. The economic profitability of the larger companies has followed the growth of turnover. 
When the turnover growth is higher, profitability of the companies is better. The solidity of the 
larger companies has been quite poor throughout the years 1999-2005. The equity ratio reached 
the moderate level in only a few years (2000, 2004 and 2005). Relative indebtedness for these 
large firms has also been much higher through the years under scrutiny than for the smaller 
companies. Productivity of the employees in larger radio companies in Sweden has been 
significantly higher than that in the smaller radio companies. For the last couple of years 
productivity has been slightly above SEK 300 000, but in earlier years it has been substantially 
higher, such as in year 2003 when it was around SEK 360 000.  
 
 

  2000 2001 2002 2003 2004 2005 
turnover th SEK 24 868 23 028 22 904 28 303 18 700 20 577 
turnover growth (%)    12,7 -9,6 -4,7 2,7 13,0 0,2 
number of employees 23 22 17 21 14 13 
turnover/employee th SEK 1 224,8 1 049,2 1 079,4 1 174,9 1 149,7 1 206,4 
value/empl th SEK 444,1 233,3 253,9 361,3 305,2 309,8 
value/empcosts –ratio 1,7 0,8 0,8 1,1 0,9 0,9 
Operating margin (%)  14,4 -5,5 -6,1 4,7 -2,2 0,0 
financial result (%)  8,3 -13,6 -5,3 3,6 -3,8 0,0 
net result (%)  4,4 -16,6 -6,5 0,5 -7,1 -3,3 
current ratio 1,0 0,9 1,1 1,5 1,2 1,5 
equity ratio (%) 24,4 6,0 10,2 21,3 19,5 22,5 
relative indebtedness (%)    40,1 75,2 59,8 121,5 45,9 29,9 
return on investment (%)   16,5 -24,0 -12,4 1,5 -17,0 - 
  n = 12 n = 11 n = 11 n = 12 n = 9 n = 10 
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4.8 Swedish Commercial Radios on Productivity-Profitability Axes 
 
Commercial radios can be divided in four different groups by their position on the productivity-
profitability axes as suggested by Paasio and Picard in 1994. The horizontal axis (defined by the 
median of value added per personnel) divides companies into two groups by their productivity 
and the vertical axis divides companies into two groups by profitability (positive or negative). 
Median value added per personnel was SEK 290 360 in 2005.  

 
 

 
Every third commercial radio company in Sweden belongs to the group in the “swamp” on the 
productivity-profitability axes. The “swamp” is the quadrant in which companies’ productivity is 
lower than average and profitability is negative; i.e. companies are producing losses with less 
productive personnel. Almost one in five companies is located in the quadrant called “day care”, 
meaning that their business was profitable despite of lower-than-average productive personnel.  
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One in ten companies is located in the quadrant called the “capital cemetery”, which means that 
the company made losses despite more personnel that are more productive than average. The best 
group called “business class” contains one third of the analyzed companies. These companies are 
making profits and their personnel is more productive than the average, which makes this quarter 
the most desirable and the goal of companies from other quadrants should be to reach this 
quadrant. 
 
The following chart presents Swedish commercial radio companies on productivity-profitability 
axes in 2005. The chart contains data only from 22 companies because there are some data 
missing from the value added per person variable.  

SWEDISH COMMERCIAL RADIO STATIONS ON 
PROFITABILITY-PRODUCTIVITY AXES 2005 (n = 22)
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Note! There are some radios that have weaker key figures than the limits set on the chart above. These 
companies are not visible in the chart.  
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4.9 Risk Position of Commercial Radios in Sweden in 2005 
 
The risk position of Swedish commercial radios can be analyzed with four central key figures that 
are: net result, equity ratio, relative indebtedness and current ratio. These reflect the profitability 
and solidity of the companies and give a picture of how well the companies can tolerate economic 
uncertainties of the future. Companies can be positioned in risk groups. The weaker they are, the 
less they can tolerate weak market developments in the future. Companies can be divided into 
three different groups among these key figures. The critical limits for these key figures are listed in 
next table: 
 
 

 Good Moderate Risk 
net result > 5 % 0 – 5 % < 0 % 
equity ratio > 40 % 20 – 40 % < 20 % 
relative indebtedness < 50 % 50 – 100 % > 100 % 
current ratio > 2,0 1,0 – 2,0 < 1,0 

 
The information in the table below describes the situation for Swedish commercial radio firms in 
the year 2005. The analyzed commercial radio companies can be divided into different groups 
among the key figures as follows: 
 

 Good Moderate Risk 
net result 23,5 % 35,3 % 41,2 % 
equity ratio 44,1 % 20,6 % 35,3 % 
relative indebtedness 78,5 % 17,9 % 3,6 % 
current ratio 17,6 % 70,6 % 11,8 % 

 
Around 40 percent of the companies belong to risk-group by their net result. One in four 
companies had net result on a good level. In equity ratio around one third of the companies 
belong to the risk group. On the other hand almost every another company had their equity ratio 
on a good level.  
 
Relative indebtedness was on a good level for almost 80 percent of analyzed companies. The 
current ratio most of the companies was at a moderate level and only around 18 percent reached 
the good level.  
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4.10 Comparison between Swedish and Finnish Commercial Radio Businesses 
 
Next table presents the median key figures of Swedish and Finnish commercial radio companies 
from years 2003-2005 to gain a comparison with the performance of the industry in the 
neighboring country.  
 

 2003 2004 2005 
 Sweden Finland Sweden Finland Sweden Finland 

Turnover 489 000 565 900 503 700 438 600 615 600 473 000 
turnover change, % 1,6 4,2 5,1 -0,7 0,1 -1,2 
Personnel 6 9 6 10 6 7 
operating margin, % -2,3 5,5 -2,0 5,3 2,3 4,0 
net result, % -6,9 0,3 -6,4 -1,7 0,6 0,7 
return on Investment, % -11,8 3,1 -8,6 -3,5 - 5,6 
equity ratio, % 33,6 32,7 35,8 22,3 36,4 34,1 
relative Indebtedness, % 37,2 36,3 32,7 36,0 31,5 25,2 
current Ratio 1,3 1,0 1,4 1,1 1,4 1,2 
value added / personnel 30 500 29 200 31 300 35 400 30 900  34 200  

 n = 39 n = 24 n = 34 n = 25 n = 34 n = 25 
 
 
The comparison shows that commercial radio companies in Sweden are larger and wealthier than 
in Finland. Median turnover of Swedish commercial radio companies was substantially higher 
than Finnish radio companies in 2005, more than •  600 000 compared to •  473 000 in Finland. 
The median growth of turnover of commercial radio companies has been quite similar both in 
Sweden and in Finland and it has been modest during past couple of years. In terms of 
profitability, the Finnish companies are in a bit better condition, although there is some variation 
in profitability during the past 3 years. Return on investment has also been slightly better in 
Finland. Equity ratio and current ratio of commercial radios are both on a higher level in Sweden 
than in Finland. Most surprising is that Swedish commercial radios have lower productivity than 
Finnish firms. Value added per personnel was clearly smaller in Sweden; being around •  31 000 
compared to •  34 000 in Finland.  
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5 Conclusions 
 
This report shows the financial development of the Swedish commercial radio industry during 
year 2005 and compares it to previous years 1999-2004 and made a comparison to the 
commercial radio business in Finland for years 2003-2005. The analyzed group of companies was 
collected from the Amadeus database, and 34 Swedish companies are included in these financial 
statistics. The central tendencies were measured with median key figures of financial statements 
analyses and with those a picture of economic performance of the Swedish radio industry in 2005 
was created.  
 
The most interesting result is that despite slowing median growth of turnover, the profitability of 
Swedish commercial radio companies improved slightly in 2005. Both operating margin and net 
result have improved and are now positive. After the recession in 2001 the profitability of 
Swedish radio companies sank fairly badly, with the net result being almost -11 percent in 2002. 
Since then profitability has improved steadily. Median growth of turnover was only 0,1 percent 
in 2005, down from 5,1 percent in 2004. The total advertising investments in different Swedish 
media increased around 7 percent in 2005 and advertising investments in Swedish commercial 
radio grew by 4,5 percent, being now SEK 513 million. Despite the overall growth, slowing 
median growth of turnover suggests that growth in advertising investments has not been 
distributed evenly. Clearly it has been concentrated in the bigger companies in radio business.  
 
The solidity of the Swedish commercial radio companies has improved slightly. Equity ratio was 
36,4 percent in 2005 (35,8 % in 2004) and relative indebtedness was 31,5 percent (32,7 % in 
2004). Both of these key figures are on fairly good levels for the radio business. Current ratio 
(1,4) remained on the same level in 2005 as it was in the previous year, at the moderate level. It is 
quite obvious that an industry that has created losses for many years, must be financed from 
outside. In Sweden most of the commercial radio companies are owned by large media houses 
that are paying the losses as a price for participating in the marketplace.  
 
The productivity of the Swedish commercial radio companies has improved steadily during the 
past three years. Value added per personnel was 290 400 SEK compared to 286 000 SEK in 
2004. This is, of course, a good development, but when compared to commercial radio 
companies in Finland, Swedes are still clearly behind. In other key figures Swedish commercial 
radio companies are slightly ahead of Finnish counterparts.  
 
Although the economic performance of Swedish commercial radio companies has improved in 
2005, it is still not at a good level. The radio business is still fighting with profitability and the 
industry losses are seen as a cost for establishment and thus an investment into a future (hopefully 
more profitable) presence on the radio market. The consolidation and forming of radio networks, 
cost-cutting and synergy seeking are all a part of the attempts to improve the profitability of 
companies.  
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Appendix 1. List of Companies Included in Data for 2005 
 

Company
BRA RADIO I VÄSTERÅS AB
DAVINCI PROMOTION AB
FRIA MEDIA I BLEKINGE AB
FRIA MEDIA I ÖSTERGÖTLAND AB
FRIA RADIOBOLAGET I BORÅS AB
GÖTA RADIOKANAL I LINKÖPING AB
MIX MEGAPOL.SE AB
MTG FM 101,9 I STOCKHOLM AB
MTG LUGNA FAVORITER AB
MTG RADIO AB
NORRKÖPINGS RADIO & CO AB
RADIO CITY AB
RADIO DALTID SBS AB
RADIO HIT FM MELODICUM AB
RADIO I X-LÄN AB
RADIO MATCH AB
RADIO NATIONAL LULEÅ AB
RADIO NATIONAL SKELLEFTEÅ AB
RADIO RIX I HALLAND AB
RADIO STELLA AB
RADIO ÖVIK AB
RADIOINDUSTRI XERKSES I BORÅS AB
RBBD BROADCASTING AB
RBDS BROADCASTING AB
RBG BROADCASTING AB
RBKR BROADCASTING AB
RBM BROADCASTING AB
RBO BROADCASTING AB
RBS BROADCASTING AB
REKLAMRADIO-FMK AB
ROCKKLASSIKER SVERIGE AB
SBS RADIO AB
SVENSK RADIOPARTNER RADIO CITY AB
UPPSALA MUSIKRADIO CITY 106,5 AB  
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Appendix 2. Exchange Rates Used in Monetary Calculations 
 

  

EUR/SEK 
exchange 

rate 
1999 8,8076 
2000 8,4465 
2001 9,2516 
2002 9,1627 
2003 9,1250 
2004 9,1268 
2005 9,3885 
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