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What is Nordic Media Business

Research?

An analysis of major research outlets

Media business research has been growing rapidly in the Nordic region. In a highly
internationalised field of research, is there a line of enquiry that is distinctively Nordic?
Based on an analysis of papers and articles presented at NordMedia or published in the
two major journals, we find that, compared with other nationalities, Nordic researchers
are on average more open to apply qualitative methods, more likely to study specific
media platforms (e.g. newspapers and TV) and less likely to study general media phe-
nomena. Nordic researchers are also more likely to have a policy perspective and less
likely to use innovation as the theoretical prism.

The authors chaired Division 6, Media Mana-
gement, Economics and Policy at the Nord-
Media conference in Copenhagen, August
2015. It came as a slight surprise to us when
we discovered that this division had grown to
be the 2" largest division of the 22" Nordic
media research conference, only surpassed by
journalism studies. In this article we reflect
on media business studies in general and we
investigate the approach of Nordic resear-
chers.

What are media business studies?

Over the past two decades, the interest in me-
dia business has been growing rapidly among
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practitioners and academics. The leadership
of news and media companies has been gra-
dually professionalised, introducing mana-
gement and marketing philosophies where
journalistic ideals were previously the guiding
choices. Some say this has led to a more mar-
ket-oriented and commercial view on content
creation and journalistic work. However, as a
result of the impact of the economic crisis on
traditional news media, business questions
are absolutely central to the survival of orga-
nisations. Questions of digital business mo-
dels, entrepreneurship, innovation, finance,
branding and marketing call for answers in a
situation where audiences are more and more
reluctant to pay for journalistic content.
Development in the industry is accompa-
nied by an equally growing interest in media
business by academic scholars. Conferences
such as the European Media Management As-
sociation, and the division for Media Mana-
gement, Economics and Policy at NordMedia
have experienced a rise in the number of sub-
mission records year by year. Three dedicated
academic journals, all of them European and
two of them Nordic, have been established
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in the last 15 years: the Journal of Media Bu-
siness Studies, the Journal of Media Innova-
tions and the International Journal on Media
Management.

Whereas the previously existing American
research tradition has been largely quantita-
tive and based on economics, the young and
growing European community has been deli-
berately more open and eclectic in its appli-
cation of theories, methods and perspectives
(Kiing 2007). The field is, in this sense, wi-
dening, asking more diverse questions, att-
racting more scholars, but also looking for
better internal coherence (Achtenhagen &
Mierzejewska 2015). Particularly, in the light
of digitisation and the blurring of traditional
media industry boundaries, these definitio-
nal questions become increasingly pertinent.
Some have argued that media business re-
search should refrain from considering itself
as a subsection of journalism, but rather take
advantage of the immense systemic shifts of-
fered by digitisation, when firms in different
sectors now rely on computer-mediated com-
munication to shape their businesses (Ots,
Nyilasy, Rohn & Wikstrom 2015). Media bu-
siness, in this sense, is becoming everyone’s
business.

The Nordic approach to media
business research
In a previous essay we discussed the rationale
for using a national, regional or even local
perspective on business in an increasingly glo-
balised world (Ots & Krumsvik 2014). Rather
than generalising and decontextualising any
research findings, we argued that the under-
standing of phenomena was potentially much
greater when researchers are allowed to reflect
on their findings based on their notions of cul-
tural, economic, and political similarities and
differences across countries. Due to the shared
characteristics of the Nordic media systems
(Carlsson 2007; Hallin & Mancini 2004; Du-
elund 2008), it has often been argued that it is
particularly interesting to study the differen-
ces that nevertheless emerge (e.g. Gustafsson
2012; Nordenstreng & Kivikuru 2010). How
is it that the policy outcomes diverge when
the markets appear to be so similar? How can
we understand the coexistence of similarities
and differences? Other researchers have even
questioned the existence of a single Nordic
model (Lund 2007).

In order to investigate the specific charac-
teristics of Nordic media business research,
we have analysed 44 articles and papers pu-

Figure 1. Word cloud of key words in 2015 articles and papers
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Note: 2015 articles published in Journal of Media Business Studies (JOMBS), International Journal of
Media Management (JMM), and papers presented at the NordMedia Conference in Copenhagen, Divi-
sion 6. Media Management, Economics and Policy. JMM key words derived from abstracts. Word cloud

created with wordle.net.
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blished and presented in 2015, i.e. articles
published in the Journal of Media Business
Studies (JOMBS), the International Journal
of Media Management (JMM), and papers
presented at the NordMedia Conference in
Copenhagen, Division 6. Media Management,
Economics and Policy (Table 1). Articles or
papers were coded as Nordic if one of the aut-
hors was affiliated with a Nordic university.
This approach makes it possible to describe
the current research front of this field. We are
not investigating the history of media business
research, nor are we speculating about its fu-
ture in the Nordic region.

Table 1. Articles and papers examined,
2015 (number)
2015 Venue Nordic Other Total

Journal of Media
Business Studies
(JOMBS) 3 1 14

International
Journal of Media

Management

(JMM) 2 12 14
NordMedia

Conference,

Division 6 16 o] 16
Total 21 23 44

Note: 2015 articles published in the Journal of Media
Business Studies (JOMBS), the International Journal
of Media Management (JMM), and papers presented
at the NordMedia Conference in Copenhagen, Divi-
sion 6. Media Management, Economics and Policy.
Article or paper coded as Nordic if one of the aut-
hors was affiliated with a Nordic university.

Nordic media business researchers are more
likely to study specific media platforms (e.g.
industry or case studies of newspapers or TV)
and less likely to study general media pheno-
mena than researchers affiliated with univer-
sities in other regions (Table 2). About six out
of ten articles and papers (57%) studied the
impact of new media. The same was true of
Nordic and other authors.

Nordic researchers are more likely to have
a policy perspective and less likely to use
innovation as the theoretical prism (Table 3).
The characteristics of the Northern European
media system might in part explain the re-
search focus.

Arne H. Krumsvik & Mart Ots

Table 2. Medium studied 2015 (per

cent)

Medium Nordic Other Total
TV 29 22 25
Newspaper 29 13 21
Film o] 17

Other 10 4 7
General 33 44 39
Total 100 100 100
Number of articles 21 23 44

Note: 2015 articles published in the Journal of Media
Business Studies (JOMBS), the International Journal
of Media Management (JMM), and papers presented
at the NordMedia Conference in Copenhagen, Divi-
sion 6. Media Management, Economics and Policy.

In this region, media policy is negotiated bet-
ween the authorities and the players in the
media industry, in what Hallin and Mancini
(2004) characterise as a Democratic Corpo-
ratist media system, and it is typical that (1)
newspapers have high circulation and readers
from a broad section of the population, (2)
a strong party political press has evolved to
become more commercial, and to a greater
extent politically neutral, and public broad-
casting with a great degree of autonomy, (3) a
great degree of professionalisation and insti-
tutionalised self-regulation, and (4) a strong
degree of state intervention through regula-
tion and subsidies, while freedom of speech
is also protected (Krumsvik 2013). Hence, the
research focus on policy and regulation (Table
3), as well as the strength of newspaper studies
(Table 2), might not come as a surprise given
the locality of Nordic researchers.

Table 3. Theoretical perspective 2015

(per cent)
Theory Nordic Other Total
Policy 33 22 27
Strategy 24 26 25
Innovation 10 22 16
Other 33 30 32
Total 100 100 100
Number of articles 21 23 44

Note: 2015 articles published in the Journal of Media
Business Studies (JOMBS), the International Journal
of Media Management (JMM), and papers presented
at the NordMedia Conference in Copenhagen, Divi-
sion 6. Media Management, Economics and Policy.
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The methodical approach is also different in
the Nordic region, as researchers used qualita-
tive methods more often than media business
researchers from other regions (Table 4). This
finding is in line with previous calls for more
diverse methods and theoretical lenses (e.g.
Kiing, 2007).

Table 4. Methodological approach,
2015 (per cent)

Method Nordic Other Total
Quantitative 24 50 37
Qualitative 71 50 61
Combination 5 (0] 2
Total 100 100 100
Number of articles 21 23 43

Note: 2015 articles published in the Journal of Media
Business Studies (JOMBS), the International Journal
of Media Management (JMM), and papers presented
at the NordMedia Conference in Copenhagen, Divi-
sion 6. Media Management, Economics and Policy.

We also coded the department affiliation of
first authors, and found the Nordic contribu-
tions to be authored by a higher variety of sc-
holars than contributions from other regions.
About half the first authors (52%) from the
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Nordic region were affiliated with schools of
media study, while every fifth was affiliated
with a business school (19%) or a school of
technology (19%). In contrast, eight out of
ten researchers from other regions (83%) were
affiliated with a media department.

Conclusion

Nordic media business research is slightly dif-
ferent from media business studies in gene-
ral. Based on an analysis of 2015 papers and
articles, we find that Nordic media business
researchers stretch across Media and Commu-
nication studies to Business schools, Sociology
and other departments. They are more likely to
study specific media platforms (e.g. newspapers
and TV) and less likely to study general media
phenomena, than researchers affiliated with
universities in other regions. Nordic resear-
chers are also more likely to have a policy per-
spective and less likely to use innovation as the
theoretical prism. And, finally, Nordic resear-
chers used qualitative methods more often than
media business researchers from other regions.
These differences might in part be explained by
the characteristics of different media systems.
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