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Inthe U.S commercial radio enjoys a long heritage, a large market and significant growth in
recent years. In Finland the market is small and the commercial radio industry has not realized
anticipated market growth in the first 15 years of business. Despite contrasts, characteristic trends
indicate remarkable similarities in competitive strategies, influenced by radio practice in the United
Sates. Finnish commercial radio companies have adopted methods that have been successful in the
U.S markets. American influence has also gained strength from the expanding multinational
companies operating in Finland. These companies are replicating their succesessin a new cultural
environment by adapting the reliable pattern developed el sewhere. Moreover, the trendsin Finland
and in the U.S are similarly keyed to deregulation, which has produced ownership concentration
and consolidation. Although the national contexts are quite different, the market logic is the same.
Thisisthe reason for similar strategies for cluster competition in both markets. This paper offersa
comparison of Finland and the U.S. with a focus on theoretical discussion about effects of
deregulation on the radio industry.

Introduction : Three Thematic Threads

The author analyzes and compares the development of programming and formatting strategiesin
Finnish commercial radio since its introduction in 1985 with simultaneous developmentsin
American radio. The analysisis governed by three thematic threads or long-term processes that
characterize the devel opment of Finnish commercial radio.

The first and most fundamental thread is a correlated experience in which Finnish local radio policy
has clearly been driven by the intrests of commercial radio companies (McChesney 1993, 228-248;
Brown 2000, 22-23). Moreover, as has been the case in recent years in the U.S,, every significant
change in the regulatory policy for Finnish radio has happened after a period of urgent financial
crisis in commercial industry such that changes are keyed to economic media policy.

Second, the development of programming strategies is intertwined with deregulatory decisions.
Because the market logic framing the competitive environment after deregulation is arguably the
same, certain industrial dynamics have produced strong similarities in the Finnish and in the U.S.
commercial radio despite their sharp contextual contrasts. Current trends indicate that consolidated
radio companies are competing with each other using new cluster programming strategies in both
markets, and have similarly produced a deepening crisis of independent local radio in both
countries.

The third thread is a gradual McDonaldization® of Finnish radio culture and globalisation of the
market. Small and locally owned stations with home- made programming ideas and production
models based on earlier public service legacies have disappeared and been replaced mostly by
streamlined network stations. Most of them have been bought up or driven out by international
media companies using the methods characteristic in the U.S. and other larger markets. The author
will trace these threads via a chronological treatment. We begin with the early period of localism as
an ideal and traditional value in the Finnish radio experience, following with investigation of recent
trends that aso indicate strong parallels with the American practice since the mid-1990s.

Local radio ideals and traditional localism : 1985 - 1993

Unlike other Scardinavian countries, most local radios in Finland have been private commercial
enterprises financed by advertising sales since their introduction in 1985. Those few choosing not to
finance their operations by advertising revenues did so because of ideological preferences. Finnish
licencing policy in the late-1980s was keyed to assuring the new industry with economic

! According to George Ritzer McDonaldization is the process by which the priciples of the fast-food restaurant are
coming to dominate more and more sectors of the American society as well as of the rest of the world. (Ritzer 2000,1)
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profitability by setting large licensing areas. It was thought that the profit of radio advertising sales
would thereby be sufficient to ensure the viability of commercial local radio (Jauert 1994,166;
Jyrkidinen & Sauri 1997, 47; Skogerbg 1996, 253; Hujanen & Jauert 1998, 110). As late as the
early 90s it was believed that creating radio for a segmented audience in Finland would not be
realistic because of the scanty population basis (Gronow 1992, 197).

In the early years many Finnish local radio pioneers really believed that this new mediawould aso
better serve their local communities and increase freedom of speech (compare, for example Wallis
1992 and Gronow 1987 ). Thisideal did not live for very long (Hujanen 1993, 189-203; Hujanen
1996,181-195). Focusing on the promotion of local culture and renting broadcasting time to
different local organizations was idedlistically attractive, but it was not a good business for a
commercially financed radio. Even those companies that were not profit-seeking could not continue
apolicy that resulted in permanent losses (Wedell & Crookes 1991, 47-49 ). Similar kind of
development also characterized early radio in the U.S. (McChesney 1993, 228).

In the early period, local radios in Finland were so dispersed, that they had no real commercial
competition. In this way the breakers of the former Y LE monopoly enjoyed a remarkably
monopolistic position in the local markets. This condition made it comparatively easy for local
radio operators to construe their audiences as alocal mass. the most important aspect was keyed to
the collective size of the audience. Regulators supported this perspective by defining their
functions, in licence conditions, in terms of program origin rather than program content —i.e. by
their locality (Rothenbuhler 1996,133; Skogerbg 1996, 253; McQuail 1992, 90).

Thus, in the first years Finnish local commercia radio offered something for everyone (Tuominen
1993, 158-160; Kyhéaréinen 1992, 83-84, 33 and 35), trying to please al kinds of local people and
competing with national public service channels by offering alocal aternative. The YLE heritagein
Finnish radio culture was so strong that commercial programming sometimes resembled public
service radio (Ala-Fossi 1995,111-113). In the beginning, Finnish local radio defined their
audiences and established their operational practice on the basis of location. Actually they had no
other useful methods to identify their potential audience. This early conception of localism was
similar to the traditional conception of localism in the U.S. radio: it was purely spatial localism
(Rothenbuhler 1996, 133-134; McQuail 1997, 2, 27; Stavitsky 1994, 20-25).

Moreover, as was the case in YLE radio, the early local radios did not have any regognizable
formats. The selection of music was not based on selected playlists or profiles, but rather on listener
requests and DJ preferences (Kujala, Lahti & Tamminen 1998, 13-14). The emergence of
competing local radio stations targetting the same audience created clearer program profiles. It was
naively thought that the operational situation was unlikely to change, because only the capital city
(Helsinki) offered a population considered big enough for several local radio stations. (Kyhéréinen
1992, 83-84, 33, 35)

National public service radio, Ylesradio [YLE], was nonetheless losing ground in competition with
local radio from 1985 through 1989. Y oung Finns were especially enthusiastic about the local
independents, and abandoned YLE’'sradio channelsin droves. This changed after June 1990 when
Y LE launched a”radio reform” that resulted in profiling its three national channels to target
different audience groups. Thus, as odd as it might sound, the old public service company actually
began the profiling and targeting schema that would become characteristic throughout Finland by
the mid-1990s.

2 The activists for new low —power FM radio (LPFM) in the U.S. have actually very similar kind of ideal (see Stavitsky,
Avery & Vanhaa 2000 ).



Traditional public service programming and classical music remained the specialty of Ylen

Y kkonen (the former YLE 1), while regional programs, news and current affairs programming, as
well as sports, were crammed together in Radio Suomi (YLE 3). In many ways this was a channel
created from " leftovers.” This channel also aired a genre of Finnish light music called iskelmé®. A
new youth and pop culture channel was the brightest star in the new public radio firmament, titled
with the self-ironical name — Radiomafia (the former YLE 2). Although Radiomafia enjoyed
remarkable early success through 1995, it has suffered steep declines in popularity and competitive
success in recent years. Surprisingly, perhaps, the most consistently successful radio channel in
Finland has been Radio Suomi. Even today it enjoys a 38 percent daily reach for all Finns over 9
years old, and a 44 percent share of al radio listening (KRT 20/2000).

In 1990 Y LE was the only multichannel radio company in Finland. By profiling its three national
channels it actually created the first competive channel cluster in the Finnish radio market, while
theloca commercial stations tried to do everything on a single channel. In an odd twist, then, the
local radios maintained the old public broadcasting approach while the public broadcasting
company launched a characteristically commerical approach in radio channel development. Soin
this light, the whole Y LE radio reform — not only the new channels — can be seen as anew
competitive approach to the market ( Lowe 1992, 194-197).

Alan Stavitsky argues that the change of conceptions about localism in American public radio and
the rise of the audience research were linked ( Stavitsky 1994 ; Stavitsky 1995; Avery & Stavitsky
2000 ).The same development pattern characterized what happened in Finnish local radio during the
early 1990's. Although some local radios conducted small audience research for marketing

purposes in the late 1980°s, it was not until 1991 that the Association of Finnish Local Radios and

Y LE concluded an agreement resulting in the first syndicated, combined national and regiond
audience research (Ruohomaa 1993, 57-58; Ala-Foss 1995, 39). This marked a crucia turning
point because with the increase of information about audience the conception of alocal audience as
amass began to fade. In short, the conception of localism began to shift from spatial to socia
emphasis.

Channel competition and formatting in terms of social locality : 1993- 1997

Finnish local radio lost a considerable share of their respective audience to the reformed YLE
channels after 1990. Also commercial competition gradually increased as aresult of new
commercia licences. During 1991-1992 , 28 loca stationsin Finland had overlapping coverage-
and marketing areas (Sakkinen 1995, 68). Simultaneous economic depression in Finland and
financia crisisintensified the effects of competition. After one year of the YLE radio reform there
were early signs of new ways to do business: afew competing local stations in the biggest cities
profiled their music and adopted playlists (Tuominen 1993, 158-160). In autumn 1993 the wind of
change blew strong in the countryside, as well. The competitive situation between three radio
stations in the district of Seingjoki* in Ostrobothnia, Western Finland is a good example asiit led to
akind of "division of labor" between the stations through formatting and counterformatting. (Ala-
Foss 1995, 108-111; Ala-Fossi 1997, 18)

By 1994, the national economic crisis was the defining rationale® for aliberalisation of licensing
policy and loosening the previously tight conditions that demanded locality in programming.
International media companies also entered the Finnish radio market in the form of a new type of
"gpecial radios’. ClassicFM was granted a licence despite its foreign ownership by GWR (UK),

% This genre of Finnish music will be described more in detail on pages 8 and 9 of this paper.
4 The author hasworked as a Y LE regional radio news journalist and producer in Seingjoki during years 1989-1999.
® Just like the Great Depression was the rationale for the policy in the U.S. during the 1930's. (McChesney 1993, 240)



while SBS (Luxemburg/USA) had to bring KissFM to the Finnish market through company
acquisitions.(Ala-Fossi 1995, 7-8; Ala-Foss 1997, 6-7; Kohvakka & Sauri 1998, 157; Sauri 1998,
147). This was the second wave of local radio deregulation in Finland. After 1994 as more stations
in Finland adopted the operational model® of American format radio the McDonaldization of
Finnish local radio began. Radio was more and more just another business with no special values
(Brown 2000, 24).

In the mid 1990°s severa Finnish local radios adopted a new conception of the audience and
localism. It is unclear whether the change was conscious or unconscious. The idea of audience was
still loosely defined by the spatial parameters, but the social conception of a”community” became
more important. The most important factor defining social community identity was thought to be
musical taste, perhaps not surprising because most of the programming was music-based. The
audience was now defined by place and content, while the content was increasingly keyed to
musical genre and defined as taste culture and lifestyle. A similar change happened also in the U.S.
public radio in the 1990's. (McQuail 1997, 31; Stavitsky 1994, 20)

The new definitions of target audiences evident in Finnish commercia local radio resulted in format
approaches that were remarkably homogenous. Most stations tried to reach targeted audiences with
aso caled FinnAC — format (Sakkinen 1995,129 ; Kujala, Lahti & Tamminen 1998, 10, 26).
Finnish commercial radio companies explained this concentration of music formats by arguing that
Adult Contemporary offered the strongest guarantee of reaching the biggest demographic group
(age 25 to 54) sharing the same music preference. Another and far more important reason is the fact
that this group is composed of wage-earning and active consumers in the high consumption period
of their lifecycle (Lahtinen, Isoviita & Hytonen 1991,80 ). Because most advertisers want to reach
that group, it is the most profitable target group for commercial radio.The same pattern
characterised formatting practice in the American radio industry. AC with its variations on a theme,
was the most popular radio format in the U.S. after Country. It succeeds in all markets because it
attracts a high percentage of listeners between 25 and 54. The highest consumer group receives the
most commercial radio services, in Finland as in the U.S. (S&kkinen 1995, 129; Carroll & Davis
1993, 8-9, 218-219; McQuail 1992, 153-154,162,177; MacFarland 1997, 77)

The mid-1990"s was a period when the three main devel opment processes in Finnish commercial
radio became visible for the first time. The deregulatory decisions during, and especialy after, the
deep recession created commercial competition and, together with the development of the audience
research and the change of aLdience conceptions, this resulted in significant change of
programming strategies. This way deregulation gave a start for adopting American practices in
Finnish radio culture : new methods were needed in new competitive situation. Also the
globalization of the Finnish radio market began as a consequence of deregulatory decisions.

Network radios and cluster competition : 1997 -

In September 1996, the Finnish government granted the first and only national commercial licence
to Oy Suomen Uutisradio Ab [Finnish Newsradio Ltd]. That was the decisive turning point in
licencing policy. The new national channel destroyed the last local commercial monopolies and
duopoliesin Finnish radio broadcasting even as it received a monopoly position as the sole
nationwide commercial radio channel. Unlike the only national commercial radio in Norway, P4,
the new channel had no clear and definite public service requirements. However, the new channel
was expected to be a tough competitor for YLE Radio Suomi on the basis of applicant promises by

® Which reprensents the basic dimensions of McDonaldization: efficiency, calculability, predictability and control .
(Ritzer 2000, 11-15) See also MacFarland 1997, 13.
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offering lots of news and current affairs programming aong with Finnish music. (Ala-Foss 1999,
24-46)

The main reason for the special treatment of Suomen Uutisradio was, again, economic. In licencing
the new national radio channel, the Finnish government pursued raising more money for the
digitalisation of terrestrial broadcasting so this initiative could be completed without investing
public monies. Thisis quite clear in reading the licence stipulations because the new channel is
required to launch digital services. Despite this, the only national licence was not awarded to the
highest bidder asin the UK , but rather using the “beauty parade” system (Wall 2000, 188). Suomen
Uutisradio was also licenced as a completely Finnish commerical company in an effort to create a
domestic counterweight to international commercial radio networks. Political decisionmakers were
also taking care of their own economical interests, because the owners of new monopolistic channel
had connections to the three biggest political parties. The biggest shareholders were AlmaMedia
(48%) and Suomen Viestintarahoitus, which owned shares directly and via another company
(totalling 26 %). These two companies also owned and controlled about ten local radio stations
around the country. (Ala-Fossi 1999, 24-44)

The Finnish radio regulation has from the beginning been more about ownership regulation than
content regulation: still there is no set limitations for how many stations you are allowed to control.
There is also no such system, asin UK, called Promises of Performance, where a station offering
services that differ from those outlined in the original promise are fined (Wall 2000, 188-189). In
Finland the licenses are awarded partly on the basis of the original promise, but in practice - asyou
later find out - one doesn’t have to worry much about that promise after getting the license. Actualy
the Ministry of Traffic and Communications has no other way to punish you than withdraw the
licence : and this has never happened during licensed term (Ala-Fossi 1999, 43, 183-185).

So it is no wonder that even if the Finnish Newsradio Ltd may have given atotally different
promise, the new channel called Radio Nova was formatted as a Soft AC. After all, for evident
economic reasons described before, it targetted the 25 to 45 demographics like most local stationsin
Finland. In a survey of program directorsin al commercial radio stations in Finland conducted in
June 1998, 72 percent described their stations music profiles or formats so, that they could be
defined to be a Finnish version of Adult Contemporary’ (FinnAC). Only three of 32 respondents
were able to define their music profile with one single genre of music. So by 1998, ailmost every
commercia radio was competing for the same audience segment. (Ala-Fossi 1999, 121-122)

Radio Nova was launched in May 1997, and it was an immediate success with Finnish young and
young adult audiences. After the first year it reached daily about 20 percent of al radio listenersin
Finland. Quite soon the success of Radio Nova affected the local radio advertising markets. Two
local radios operating in Lahti announced in December 1997 that they had signed the first local
marketing agreement (LMA) in Finland. Rytmiradio and Radio 99 were trying to share the local
radio advertising market in peace to co-operate so that both companies could survive. (Ala-Foss
1999, 39-40, 72)

Radio Nova created the first national standard for commercial radio programming in Finland. It has
consistently offered listeners a well produced, entertaining program made by talented professionals
trained in local radios, and alsoin YLE.” Sound is a part of our substance” , said Radio Nova's
program director, and hired the first full-time radio sound designer in Finland (Ala-Fossi 1999, 34-
35). Radio Novas programming has a recognizable sound (Puro 1999, 182-184), charateristic
consistency and uniform quality —i.e. al the ingredients previously missing from locally produced

" AC stationsin the U.S. also have had difficulties to find unique ways to describe their sound and this way differ from
their competitors. (MacFarland 1997, 77-78)
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commercial programming in the typical case. In this way the quality of Radio Nova s national
programming made local productions seem less impressive by comparisor®, even though the music
format and the playlists were nearly identical. Even the program directors of competing local
stations had to admit that Radio Nova had a "really professional sound” ( Ala-Fossi 1999, 28-173).

In light of Radio Nova's success, it is no wonder that the daily reach of most local commercial
stations were in steep decline in all regional markets. The biggest losers were situated around
Finland in regional cities that had formerly been almost or totally free of commercial competition
such as Radio Janne, Rytmiradio, Radio Jyvéaskyla and Oikea Asema. These channels had formatted
their programming to primarily target the youngest segment of commercially viable audiences.
Despite the luxury of not being susceptible to local commercial competition in radio, none of these
channels featured much local emphasis. (Ala-Fossi 1999, 168-169) As you later find out, this
strategy was afatal error.

In 1998 Radio Nova's turnover already reached 53 million FIM (about $10 million USD at that
time) and its share of al radio advertising was about 25 percent. Mainly because of Radio Nova's
success, the total turnover for al competing local commercia radios declined about 10 percent to
20 million FIM (Tilastokeskus 18.12. 2000). This financial situation had the biggest impact
accounting for a third wave of deregulatory decisions in gring 1999. The Ministry of Transport and
Communications changed its previously hardline attitude opposing semi- national networks and
suddenly embraced also the networking of local stations and licencing parallel frequencies for local
radio companies. This remarkable change in Finnish regulatory policy strongly parallels the
Telecommunications Act of 1996 in the U.S., and it is possible that it was also influenced by that.

The Finnish government renewed the licences of practically al functioning local radio stations, ard
at same time expanded some of their licences.® Eight different local operators also received parallel
frequencies for programming either to youth or elderly people. ” Special analog radio licences” were
also granted to seven semi- national format networks : four of them were totally new and also
wanted to pursue new formats. Instead of same AC, one new network was bound to Russian
speaking programming and another to Christian programming, while the third was targetted for
tourist service in Lapland. (Ala-Fossi 1999, 185-186)

This round of deregulatory practice also embraced significant increases in the presence and
involvement of international media companies. Oy P4 Finland Ab, owned mainly by P4 (Norway)
and MTG (Sweden), obtained licences for launching a jazz- music network (Groove FM) and a
second network for Finnish music. Again the original promise of programming was broken : it is
likely that the Norwegians and Swedes did not want to format with a music genre totally unknown
to them, and in the end the second network (StarFM) offered a HotAC format (Markkinointi &
Mainonta 41/1999) just like MTG’s Rix -network in Sweden. Also Energy (NRJ, France), KissFM
(Luxemburg /USA) and Classic FM (UK) were given licenses for additional cities, and thisin way
also expanded their networks. (Ala-Foss 1999, 185-186; Liikenneministerid 11.3. 1999a)

The government also deleted licence conditions that had prevented local stations from networking.
The biggest owners of Radio Nova, AlmaMedia and Suomen Viestintérahoitus were now able to
link their 10 local stations to launch a new semi- national network. They were also able to persuade
some independent local stations to the joint enterprise via the new Plus- network during 1999. At its
height, the joint operation consisted of 18 different local stations around the country. (Ala-Foss
1999, 185-186; Radio Plus 3.11.2000; Iltalehti 20.12.1999. Liikenneministerio 11.3. 1999b)

8 Just like the case with network programming versus local programming in the U.S public radio. (Stavitsky 1994, 23)
° Despite of the LMA- argreement , Rytmiradio from Lahti was not able to renew its licence anymore: according to the
Ministry of Transport and Communicationsits application was insufficient. (Liikenneministeri¢ 11.3. 1999a)



Insufficient understanding of multichannel competition was probably the reason why AlmaMedia
and Suomen Viestintarahoitus did ot carry out any kind of cluster strategy with the Radio Plus—
network and Radio Nova. Finaly, their loca stations lost their locdlity in this AC-formatted and
semi- national network - and at the same time they had to compete for nationa advertising withtheir
other channel, Radio Nova. Local stations complained, but without effect. The result was
financially disastrous : despite lower costs, the ”Minus- network” was unprofitable. (Markkinointi &
Mainonta 37/2000a; Markkinointi & Mainonta 3.11.2000) Because of the heavy losses, Suomen
Viestintérahoitus decided to withdraw from Finnish commercial radio. In May 2000 they sold their
shares (26%) in Radio Nova to P4 International, and in December they shut down four local
stations™® in the Plus-network after failing to sell the stations or their share of the whole network to
American'! and Finnish companies. (Journalisti 10.11.2000; Markkinointi& Mainonta 37/2000)

After buying shares in Radio Nova, P4 was no longer interested in developing StarFM and
GrooveFM. In November 2000 it sold al the shares in those networks to an American company
caled MetroMedia International Inc. (Markkinointi & Mainonta 41/2000). AlmaMedia did not like
the new situation and fortified their positions by buying more shares in Radio Nova. Because of
these major changes in the ownership of Finnish commercial radio, The Ministry of Transport and
Communications demanded that the all new owners apply for licence renewa in December 2000.
Also several new companies made applications for analog licences. There were aimost seventy
applicantsin total. (Liikenneministerid 18.12.2000; Aamulehti 5.1.2001, STT 227 4.1.2001;
Liikenneministerio 4.1.2001)

The Finnish Government continued its reformation policy in granting 29 new licences in February
2001. Sports magnate Harry Harkimo and Sanoma WSOY,, the biggest media company in Finland,
received a license for a new, semi-national sports network. The new network has 12 frequencies
keyed to the towns where the most important Finnish soccer and ice hockey teams are located. The
other channel of the Sanoma Group cluster, a regional network called Savelradio, was also favoured
with new frequencies that will create nearly national coverage. Radio Nova was allowed to continue
as before, despite changes in its ownership, as were MetroMediajazz and Finnish music*?
networks which were awarded a few new frequencies. The KissFM network will expand its
coverage to include smaller towns and some parts of the countryside, while SBS aso got a new

local license for Jyvaskyla. ( Liikenneministeri6 8.2.2001) The living space for Finnish independent
local radio continues to dwindle, and the prognosis for local programming and service is bleak. One
of the original pioneers of independent local radio in Finland, Saksa Brothers Company (SBC) drew
their conclusions. Three weeks after this latest of round of licensing they sold 45 percent of their
shares to French NRJ. Ironically, this business agreement was in the news on the day of Finnish
Culture (Helsingin Sanomat 28.2.2001).

Common trends and three main reasons

Although commercial radio markets in the U.S. and Finland are quite different in many respects,
remarkable similarities, common trends and analogies can be found. These are especialy evident in

10 Radio Plus Janne, Radio Plus Vaasa and Radio Melody and Radio Plus Jyvaskyla . The last of the biggest losersto
Radio Nova, Oikea Asema from Kuopio was sold twice after autumn 1998.(Ala-Fossi 1999, 186; STT 118 30.11.1999)
1 SFX Entertainment bought the leading Finnish concert promoter Welldone in August 2000. According to the CEO of
Welldone Risto Juvonen, SFX and Clear Channel Communications had negotiated in October also about buying
radiostations in Finland. (Rumba 20/2000)

12 Former StarFM isthistime really going to concentrate on Finnish music (Markkinointi & Mainonta 42/2000) under
new name SuomiPOP. New Y ork-based MetroMedia I nternational Group is already running successful radio stationsin
Czech Republic, Estonia and Bulgariawith format based on local pop and rock (Radio World 1/2001).
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recent competitive strategies, formatting solutions and in programming practices. There are at least
three reasons explaining the similarities.

1) Most Finnish companies are trying to model, adopt or imitate methods, practices, strategies and
concepts from the U.S. markets and American commercia radio companies. Those doing this most
unskillfully are in the greatest danger of perishing.

2) American companies are operating in the Finnish market, using the same strategies and methods
that are tried and proven in the U.S. markets. Non-American but other international media
companies are also using those strategies and methods.

3) The most important common denominator is, however, deregulation. The market logic and the
market mechanics forming the new competitive environment since deregulation are basicaly the
same in the U.S. and Finland.

Preceding discussion has aready given evidence of the first reason. For example, the design of
Radio Nova was made according to the very same principles that are widely used by the U.S. radio
industry. On the other hand, cases like Rytmiradio, Oikea Asema and the notorious Plus- network
prove that if youwant to play the game with the new rules, you must know them first. It is possible
to imitate the form without really understanding the function, and it seems likely that too much of
what is being currently modeled and adopted in Finnish commercial radio has been handled without
much critical thought, and without a necessary thorough knowledge of the context in which it
originates and the concepts on which it depends.

SBS Radios, a Finnish affiliate of an American media conglomerate, UnitedGlobal Com, is a perfect
example of the second reason. It is making very successful business in Finland with a cluster
network strategy of three profiled networks, using a variety of methods familiar from the U.S.
markets. Itsturnover last year was 80 million FIM (about 12,3 million USD), which is about one
third of total radio advertising sales in Finland. (Mediauutiset 7/00; UGC 3.1.2001; Markkinointi &
Mainonta 4/2001) The oldest SBS cluster network is the chain of local stations (Finn AC) in four of
the biggest citiesin Finland. These stations are among the most successful local radiosin Finland :
only Radio City in Helsinki has suffered losses during recent years (Markkinointi & Mainonta
4/2001). These SBS stations have clear formats and playlists, and they have also a strong local
orientation (Ponni, Grénlund & Picard 2000, 387-388). Ironically, amost the only things not local
in these stations are their ownership and production culture.

The second is a semi- national lifestyle radio network (CHR) for youth and young adults called
KissFM operating in 12 cities. The morning show producer of this network, Henkka Hyppdnen
received internationa publicity with a very Howard Stern-like trick : he broadcast a live group sex
act (Ilta-Sanomat 8.6.2000). The Association of Finnish Broadcasters awarded him the ”Radio
Voice of the Year” on the same day, that KissFM gave an officia explanation about the group sex
broadcast to the authorities (STT 234 12.6.2000, STT 285 09.06.2000). These investigations did not
result in any charges, but Hypponen got his own tv-show later (YLE TV2 5.2.2001; Ilta- Sanomat
16.1.2001).

The third SBS network, Iskelméradio is formatted with Finnish iskelmé& music for people over 30.
The rise of thisfirst Finnish genre of music format in commercia radio may have been the most
evident trend in Finnish commercial radio programming during two past years. This kind of music
has been the backbone of YLE Radio Suomi playlists since 1990, while the most commercial
stations trusted more in international hits. The iskelma — format owes alot to the old Y LE light
music programming, but now the concept of single music program has been commercialized and
expanded to awhole channel concept. This format can also be seen as a Finnish application of
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Country, because the nearest cultural substitute for this genre of music in the U.S. is Country. This
corresponding relationship is based mainly on their position in socio-cultural contextes and
backgrounds (Salminen 1991,52; MacFarland 1997, 71-73). Country is said to be " popular
entertainment for suburban white people”, which has to be clean, conventional and rather performed
(in English) by female (white) artists. It is aso described as ”the musical version of the white
peopl€e' s escape from urban centres to suburbs’ (Tamminen 2000, 124; MacFarland 1997,74-76).
These definitions are valid for the Finnish iskelmé. It is also clean and conventional music for
middle-class people, and its roots are in the countryside dance halls. Iskelmais the musical version
of longing that middle-aged, country-born but now urbanized Finns feel for the countyside and the
countryside culture of their youth (Vakonen & co 1983, 104; Saiminen 1991, 42-43; 52).

The third reason, the similar effects of deregulation, can be illustrated by comparing developments
in commercial radio formatting in South and Coastal Ostrobothnia, Finland with Y oungstown,
Ohio, U.S.A. during 1994-1999. There were six local commercia radios (all FM) in South and
Coastal Ostrobothniain 1994. They were operated separately, and only two had partly common
ownership. Only one radio had profiled its music. In 1999, after two deregulatory licencing rounds,
the number of stations in those regions was doubled from six to twelve, but the number of station
main owners increased only from five to eight. There were now two local multichannel operators
with differently profiled stations. Two local stations had dismissed all their editors and started to
buy programming services form an outside company. Four of the stations were streamlined national
or semi- national network stations. (Ala-Fossi 1995; Ala-Fossi 1997; Ala-Fossi 1999)

In Y oungstown, Ohio there were 17 radiostations (8 AM and 9 FM) owned by 10 different
companies in 1994 before consolidation. In 1999 there were still 17 radiostations, but after
consolidation they were owned by 4 companies. Only one of these companies was operating in

Y oungstown in 1994. Consolidation has also meant great organizational change in radio stations.
The overall number of employees in the Administrative and Engineering departments has been
reduced. On the other hand, this has allowed stations to add staff in the Programming and Sales
departments. The radio programming changes in Y oungstown during this consolidation process
were more strategic than made under the market pressure. The main reason for changes was to
prevent clustered stations from competing against each other. (Weiss 1999; Hagin & Fox 1999, 2-9)

Discussion : Deregulation may produce variety — but how about diversity ?

In the U.S. deregulation has been seen as the best way to help the market to produce and deliver the
most wanted radio services in a cost-effective way. The U.S. radio industry has also strongly
backed deregulation and promised increased competition. A similar market emphasis can be found
in Finland. Moreover, like in many European countries, in Finland there has been an intention to
increase the total number and variety of commercial analog (and digital) radio services by
deregulation. (Hendy 2000, 216- 217; Brown 2000, 9-17; Ala-Fossi 1999, 24-25, 186)

Despite al of the hidden or publicly expressed intentions, deregulation always produces ownership
concentration in the end, just as Krister Malm and Roger Wallis have described in their theoretical
model about the effects of deregulation (Mam & Wallis 1992, 219-220).

The logic of media specialization directs the first wave of format concentration of different
commercial radio stations after deregulation : the streamlining and focusing to certain target groups.
According to Beth Barnes and Lynne Thomson the logic of media specialization requires a certain
amount of social differentation. Where there is an increasing amount of products (also music and
recordings) and services for special target groups, advertiser need to reach those specia groups
grows. At this stage adequate audience measurement technology, concepts and basic understanding
are needed. An audience that can not be measured, does not exist. Moreover, there must be enough
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competition between commercia channels or media. If there is also sufficient channel capacity
(through deregulation or technology ), we end up with more specialized and targeted content and
media. This process produces in the first stage many similar kind of competing commercial
channels for the same markets . ( Barnes & Thomson 1994, 77, 91-92 ; Rosengren, Carlson &
Tagerud 1996, 23; Hendy 2000, 217-218)

FIGURE 1. The effects of deregulation
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(Mam & Wallis 1992, 219-220)

The second wave of channel formatting begins after ownership concentration, when there is a need
for new competition strategies for a multi-channel environment. The logic of media specialization is
still valid, but when the same owner has more than one radio station or network in the same market,
old strategies for channel competition do not work any more'®. The main ideaof cluster
competition is to operate with severa different stations or networks so that your stations does not
compete with each other, and at the same time the whole cluster of channels can cover the most
interesting audience segments well. The effort to avoid “cannibalism” between stations produces
more narrow and specific formats for single stations within a cluster- on the condition that it is till
profitable to run all those stations.

When the target audiences of the single stations become more specific and narrow, all multi-
channel companies have to use many channels to reach the largest possible total audience. This
development also requires changes of programming and formatting of stations within a channel
cluster for strategic reasons rather than market pressures. It can also mean that companies operating
in a multi-channel environment may buy and sell stations just to modify their channel cluster to be
more competitive®. At least in the UK, commercial radios have argued that this is the basic system
for how ownership concentration actually helps to produce diversity. (Rudin 1999, 14; Hendy 2000,
228-229)

13 For example: Nordberg 1996, 25-38; Carroll & Davis 1993, 175-189.
14 Thiskind of portfolio strategy is typical for consolidated companies. (Vanhala, Laukkanen& K oskinen 1994, 93-99)
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These findings could be also supported by Peter Steiner’s early model of how commercially
financed channels affect the programming mix. This model was built on the observation that
commercia (advertiser-supported) broadcasting does not directly capture consumers intensity of
preferences, only their comparative preferences™®. According to Steiner, competitive commercial
broadcasters tend to concentrate only on certain programme types to maximize their revenue at the
lowest possible cost. His results suggested that - under certain assumptions — monopoly reduces the
tendency of competive commercial broadcasters to concentrate “wastefully on duplicative mass
programming while ignoring the preferences of smaller audiences.” (OECD 1993, 81-85) Steiner’s
model has been heavily criticized, and it has many limitations. Despite this, | believe it reflects how
the ultimate ownership concentration decreases format concentration.

After analyzing the changes in the market structure in the U.S. top 50 radio markets, Drushel (1998)
concluded that the significant increase of format diversity after consolidation seemed to be related
to an increase in advertising revenue, but not to the growth in ownership concentration

(cited in Brown 2000, 11). On the basis of Finnish experience, this can not be the basic reason,
because deregulation and consolidation have produced variety in format selection while the
advertising revenues have not substantially increased. Thisis not to say that the growth of or
decrease of advertising income would have no effect on programming strategies, but it is not the
only determining factor. Still it is very likely that consolidated multi-channel radio companies will
concentrate their services on the most profitable target groups (Hendy 2000, 229), if advertising
revenues begin to decrease. We might see this happen if the U.S. economy descends into a deep
recession ?

The main problem is still that deregulation may produce increasing variety in programming through
ownership concentration, but it does not produce real diversity in programming. Program variety in
achannel cluster with the same solid corporate values in every channel is quite far from true
diversity. A heavily concentrated and consolidated commercial radio business is no better than state
monopoly from a consumer or citizen viewpoint (Martin 1994, 261). Does it really matter for the
listener how the company’ s dominating market position was created : with political or economical
actions ? Even the FCC in the U.S. has identified that there might be different kinds of diversity :
outlet diversity, source diversity, voice diversity and program diversity - although all of these
examples were about television (Brown 2000, 19) .

Even if the station ownership and the content, as well as the variety and values of its programming
are deeply intertwined, it seems that one can not achieve set goals concerning the program content
only via ownership deregulation. On the other hand, content regulation aimed at nourishing
diversity is very difficult to carry out and can not be effective without parallel ownership regulation
(Brown 2000, 26). In this light, it is interesting that while the EU is formulating its policy for
regulation of digital broadcasting, it wants to separate the infrastructure regulation and the content
regulation (Levy 2000, 7). This may be a good idea, because the efforts to take care of both of them
with a single policy decision have been ineffective.

Nothing can beat market forces ?

From an industrial point of view, the more important aspect of ownership concentration and
consolidation is better productivity and profitablity. Deregulation gives an opportunity for the big
companies to grow even bigger (Brown 2000, 10). Consolidated companies operating with many
channels can increase profits by recycling and replicating program material and via rationalization

15 Paul Klein's Least Objectionable Program (LOP) theory has actually the same idea: people will not tunein for the
best show, but they will tunein for the least objectionable program that is on. (MacFarland 1997, 13)
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of station operations. Stations in one cluster or network can cut expenses by combining their
functions and reducing total employees.

In the U.S. deregulation and the ability to consolidate is seen as one of the main reasons for
continued growth of the whole U.S. radio industry (Hagin & Fox 1999, 2), but in Finland
consolidation has so far meant economic growth only for the biggest operators. In 1999 Radio Nova
and SBS Radios grabbed over 65 percent of the total 226 million FIM (about 35,5 million USD)
turnover of commercial radio in Finland, while the total growth of industry was only about 0,5
percent. At least half of the amost 60 commercia radios in Finland were still unprofitable.

SBS Radios have recently demanded even more consolidation in Finland with business reasons.
They argue that ownership concentrationis the only way to keep the industry vital condition (A-
Studio 15.1.2001). This discussion is connected to the digitalisation of radio broadcasting in
Finland because the latest degulatory decisions were made to let the industry raise enough money
for a smooth transition to digital broadcasting. The Finnish government allowed increasing
consolidation to create more profitable commercia radio companies because small, poor and
strictly local radios would not be able to take part of the investments needed - and it is likely that
this kind radio could not afford to pay for aregiona frequency in the DAB (Eureka 147) multiplex.
In this fashion the commercial radio licencing policy objectives are twisted to be exactly the
opposite of the original idea of local radio in Finland back in 1985. (Mykké&nen 1995, 15, 24).

But the effort to achieve some policy objectives by deregulation seems again to fail. Now even the
biggest and most successful commercial radios in Finland are not interested in DAB. The first part
of the national DAB network was launched in 1999 by YLE, but only about 200 DAB receivers
have been sold in Finland so far. A total audience of this size has no commercial value. No wonder
that DAB is already said to be an acronym for ”Dead And Buried”. Instead of making investments
in digital radio, commercia radios in Finland would like to make bigger profits with more
consolidated analog networks and in the case of SBS, to invest next in digital television. (Gronlund
& Ponni & Rannikko 1999, 66 — 67; Markkinointi & Mainonta 3/2001; Kauppalehti 22.2.2001,
Markkinointi & Mainonta 7/2001).

The U.S. case indicates that deregulation produces economic growth in commercia radio and
variety of programming, but at the price of simultaneous and heavy ownership concentration,
atrophy of independent local radio and a decrease of diversity. In a peculiar way, the FCC Chairman
William Kennards proposal for microradio after the massive consolidation of broadcast radio in the
U.S. and the following launch of new low-power FM radio remind one of the situation in
Scandinavia in the mid-1980's. Thereis asimilar need to break the dominating market position of
big companies, idealistically expand citizen access to the airwaves, embrace freedom of speech and
increase community participation via new kind of locally oriented media. (Brown 2000, 9;
Stavitsky, Avery & Vanhala 2000, 1-3)

If Finland should learn anything about the results and the aftermath of the consolidation of the U.S.
radio industry, it is that the continuing liberalisation of licensing policy and ownership regulation is
not effective against new monopolies (Mykkanen 1995, 29) nor can this achieve more diverse and
pluralistic Finnish radio mediain the transition to a digital age.



13
REFERENCES

Ala-Fossi, Marko (1995), Competition Of Channels and Formats Between Commercial and Local Radio Stationsin
the District of Seingjoki. [Kaupallisten paikallisradioiden kanavakilpailu ja asemaformaatit Seingjoen talousalueella]
Development and market research 11/1995. Audience Research, Helsinki : Yleisradio Oy.

Ala-Fossi Marko (1997), How format radio principles were applied in South Ostrobothnia: the effects of channel
competition on Finnish local radio. Audience Research, Research Report 2/1997, Helsinki : Yleisradio.

Ala-Fossi, Marko (1999), The Cold Shine of a Star. How the market access of Radio Nova affected the operationing
of Commercia Local Radios In Finland. [T&hden kylmé& loiste. Radio Novan markkinoilletulon vaikutus Suomen
kaupallisten paikallisradioiden toimintaan]. Licentiate thesis in journalism and mass communication, Department of
Journalism and Mass Communication, University of Tampere. Julkaisuja/Publications Sarja/Series A92/1999

Avery, Rober K. & Stavitsky Alan G. (2000) Mission v. Market. — In Witherspoon, John & Kovitz, Roselle (2000), A
History of Public Broadcasting. Updated and expanded second edition. pp. 73-122. Washington : Current Publishing.
Barnes, Beth E. & Thomson, Lynne M. (1994), Power to the People (Meter): Audience Measurement Technology and
Media Specialization. - In Ettema, James S. & Whitney, D. Charles (ed.), Audiencemaking: How the Media Create the
Audience. Sage Annual Rewiews of Communication Research, Volume 22. Thousand Oaks : Sage Publications, Inc,
75-94.

Brown, Duncan H. (2000), Not Getting on the Policy Agenda: Radio Station Ownership Changes Following the
Telecommunications Act of 1996. Journal of Radio Studies/Vol 7, No.1, 2000, p.8-28.

Carroll, Raymond L. & Davis, Donald M. (1993), Electronic Media Programming. Strategies and Decision Making.
New York : McGraw-Hill Inc.

Drushel, B.E. (1998), The Telecommunications Act of 1996 and radio market structure. Journal of Media Economics,
11(3), 3-20

Gronow, Pekka (1992), Message Storages and Program Policy. [Viestivarastot ja ohjelmapolitiikka] - In Alm, Ari &
Salminen Kimmo (ed.) Toosa Soi. Musiikki radion kilpailuvalineena ? (The Box is sounding. Music as a resource of
competition for radio ?) YLE , Department of Planning and Development, Research Report 1/92, Helsinki : Oy
Yleisradio Ab, 191-199.

Gronow, Pekka, (ed.)(1987), Electronic Communication and Local Culture.[ S&hkdinen viestintéd ja paikallinen
kulttuuri.] Publications of the State's Arts Administration, No. 31. Helsinki : Valtion painatuskeskus

Gronlund, Mikko, Ponni, Veijo & Rannikko , Janne (1999), Successful Local Radio. Financial and managerial
aspects of profitable commercial radio stationsin Finland ) [Menestyva paikallisradio. Talouteen jajohtajuuteen
liittyvia ndkokulmia liiketal oudel lisesti menestyvista paikallisradioista] Publications of the Ministry of Transport and
Communications 40/99. Helsinki: Ministry of Transport and Cormmunications:

Hagin, Linwood A. & Fox, Kathleen (1999), Organizational and Cultural Shiftsin Radio Stations after Consolidation.
Paper presented at the 1999 BEA Conference, April 17, 1999, LasVegas, Nevada, U.S.A.

Hendy, David (2000), A Political Economy of Radio in the Digital Age. Journal of Radio Studies/Vol 7, No.1, 2000,
p.213-234.

Hujanen, Taisto & Jauert, Per (1998), The New Competitive Environment of Radio Broadcastimg in the Nordic
Countries: A Short History of Deregulation and Analysis. Journal Of Radio Studies/Vol 5, N0.1.1998, p.105-131
Hujanen, Taisto (1993), Democratization of Communication, Deregulation of the Broadcasting and Local Radios.
[Viestinnan demokratisointi, yleisradiotoiminnan deregulaatio japaikallisradiot.]- In Hujanen, Taisto (ed.)
Radiotutkimusta kohti. (Towards Radio Studies) Tampere: Department of Journalism and Mass Communication,
University of Tampere, Publications, Series C18/1993, p. 189-203.

Hujanen, Taisto (1996), Democratization of communication as an utopia. The experience from the Finnish radio
reform in the 1980's. Gazette 57: 181-195,1996. Netherlands: Kluwer Academic Publishers.

Jauert, Per (1994), Loca Radio and Local Television of Norway in the West European perpective. [Neerradio og
lokalfjernsyni Norge- set i vesteuropeisk perspektiv.] - In St. meld nr. 24 (1994-95), Nagkringkasting. Oslo :
Kulturdepartementet. s.162-182.

Jyrkidinen, Jyrki & Sauri Tuomo (1997), The Mass Mediain Finland. Trendsin Development.- In Carlsson U., &
Harrie E. (Eds.),(1997) Media Trends 1997 in Denmark, Finland, Iceland, Norway and Sweden. Descripitive analysis
and statistics. Goteborg University: Nordicom. s.37-54.

Kohvakka, Rauli & Sauri, Tuomo (toim.) (1998), Joukkoviestimet 1998 - Finnish Mass Media 1998. Kulttuuri ja
viestintéd 1998:1. Helsinki : Central Statistical Office of Finland

Kujala, Tapio, Lahti, Jari & Tamminen, Heikki (1998), The Basics of Radio Work. An Introduction to On Air -
Journalism. [Radiotyon perusteet. Johdatus suoran |8hetyksen tekemiseen.] Tampere: Gaudeamus

Kyhéréainen, Jukka (1992), Format and Local Radios In Finland. Examination of Finnish Local Radios and Audience
Segments through the Concept of Format. [Formaatti ja paikallisradiot Suomessa: suomalaisten paikallisradioiden ja
radion osayleistjen tarkastel ua formaattikasitteen avulla]. MA thesisin journalism and mass communication,
Department of Journalism and Mass Communication, University of Helsinki.

Lahtinen, Jukka & Isoviita, Antti & Hytdnen, Kari (1991), Customer-oriented marketing. [Asiakassuuntainen
markkinointi.] Avaintulos Oy. Hong Kong : Fintrade-Philippin Print.



14
Levy, David (2000), EU Regulation Of Digital Broadcasting. Paper presented in Digitalisation and the Political
Economy of Broadcasting- a FIN-UK seminar by David Levy, Head of European Affairs, BBC Public Policy.
September 11, 2000, Finnish Institute in London, UK.
Lowe, Gregory Ferrel (1992), Value and Meaning Transformation in Public Service Broadcasting : Competition and
Legitimacy in the Finnish Radio Renaissance. Doctoral Dissertation, University of Texasat Austin, U.S.A.
MacFarland, David T. (1997), Future Programming Strategies. Cultivating Listenership in the Digital Age. Mahwah,
New Jersey : Lawrence Erlbaum Associates.
Malm, Krister & Wallis, Roger (1992), Media Policy and Music Activity. London/ New Y ork: Routledge.
Martin, Bredan (1994) In the public interest ? Privatisation and Public Sector Reform. [ Kenen etu? Y ksityistéminen ja
julkisen sektorin uudistaminen] Tampere : Vastapaino.
McChesney, Robert W. (1993), Conflict, Not Consensus: The Debate over Broadcast Communication Policy, 1930-
1935. — In Solomon, William S. & McChesney, Robert W. (eds.) (1993), Ruthless Criticism. New Perspectivesin U.S.
Communication History. Minneapolis :University of Minnesota Press.
M cQuail, Denis (1992), Media Performance. Mass Communication and the Public Intrest, London: Sage Publications
M cQuail, Denis (1997), Audience Analysis. Thousand Oaks : Sage Publications.
Mykké&nen, Jouni (1995), Strategical Analysis About Broadcasting. Radio And Television 2010. [Y leisradiotoi minnan
strategiaselvitys. Radio jatelevisio 2010.] Publications of the Ministry of Transport and Communications 45/95.
Helsinki: Ministry of Transport and Communications
OECD (1993) , Competition Policy And A Changing Broadcast Industry. Paris: OECD.
Nordberg, Eric G. (1996), Radio Programming : Tactics and Strategy. Boston : Focal Press.
Puro, Jukka-Pekka (1999) Speech in Digital (Radio)world. [Puhe digitaalisessa (radio)maailmassa.] - In Saarikoski,
Petri, Suominen, Jaakko & Nieminen, Hannu (eds.) (1999), New Media and Everyday Life. ( Uusi mediaja
arkielamd). University of Turku , Department of Research of Arts, Communications, Series A , Number 41.
Ponni, Veijo, Gronlund, Mikko & Picard, Robert G. ( 2000), Financial and Strategic Management in Successful
Local Radio Stations in Finland. Journal Of Radio Studies/ Vol 7, No.2, 2000, p.379-391.
Ritzer, Geor ge ( 2000), The McDonaldization of Society. New Century Edition. Thousand Oaks: Pine Forge Press.
Rosengren, Karl Erik, Carlson, Mats & Tagerud,Y ael (1996), Quality in programming: Views from the North.-In
Ishikawa,Sakae (ed.),Quality Assesment of Television.Luton:John Libbey Media,University of Luton. p. 3- 49.
Rothenbuhler, Eric W. (1996), Commercial Radio as Communication. Journal of Communication 46 (1) , Winter
1996. s.125-143.
Rudin, Richard (1999), Eureka 147- Digital Diversity or Radio Restriction ? Paper delivered at Radiocracy: Radio,
Democracy and Development, Cardiff University, UK. November 26-28. 1999.
Ruohomaa, Erja (1993), To Audience-concentrated Radio Reseach.[Y leisokeskeiseen radiotutkimukseen.] - In
Hujanen, Taisto (ed.) Radiotutkimusta kohti. (Towards Radio Studies) Tampere: Department of Journalism and Mass
Communication, University of Tampere, Publications, Series C18/1993, 53-66.
Salminen, Kimmo (1991) The Different Generations of Music Experience. Musical taste of Finns age 20 to 75.
[Musiikin kokemisen eri sukupolvet. 20-75 vuotiaiden musiikkimaku.] Research Report 6/1991, Department of
Research and Development . Helsinki: Oy Yleisradio Ab.
Sauri, Tuomo (1998), Radio. - In Kohvakka, Rauli & Sauri, Tuomo (1998), Joukkoviestimet 1998 (Finnish Mass
Media 1998) , Culture and the Media 1998 :1. Helsinki: Central Statistical Office of Finland [Tilastokeskus], 147-174.
Skogerbg, Eli (1996), Privatising the Public Interest. Conflicts and Compromises in Norwegian Media Politics 1980-
1993. University of Oslo, Department of Media and Communication. IMK Report No. 20.
Stavitsky, Alan G. ( 1994), The changing conception of localism in U.S. Public radio. Journal of Broadcasting &
Electronic Media, Winter 1994, p.19-34.
Stavitsky, Alan G. ( 1995), "Guysin Suits with Charts”: Audience Research in U.S. Public Radio. Journal of
Broadcasting & Electronic Media, Spring 1995, p. 177-189.
Stavitsky, Alan G. & Avery , Robert K. & Vanhala, Helena ( 2000) , From Class D to LPFM: The High-Powered
Politics of Low-Power Radio. A Revised Manuscript Submitted for Publication in Journalism & Mass Communication
Quarterly.
Sakkinen, Markku (1995), Success and Failure in Commercial Local Radio Business. [Menestyminen ja
epédonnistuminen kaupallisessa paikallisradiotoiminnassa.] M.A. thesisin Marketing, University of Vaasa.
Tamminen, Seppo (2000), Cultural Dive— Target U.S.A. [Kulttuurisukellus- kohteena Y hdysvallat] FINTRA —
publication number 135. Helsinki : FINTRA.
Tuominen, Harri (1993), Music as a Competion Strategy for Local Radios.[Musiikki paikallisradioiden kil pailus-
trategiana] - In Hujanen, Taisto (ed.) Radiotutkimusta kohti. (Towards Radio Studies) Tampere: Department of
Journalism and Mass Communication, University of Tampere, Publications, Series C18/1993., 151-164.
Vanhala, Sinikka & Laukkanen, Mauri & Koskinen, Antero (1994), Business Operations and Management.
[Liiketoiminta jajohtaminen] Keuruu : Ky-Palvelu.
Valkonen, Tapani & Alapuro, Risto & Alestalo, Matti & Jallinoja, Riitta & Sandlund, Tom (1983), The Finns.
The Structure of the Finnish Society During the Industrialization. [ Suomalaiset. Y hteiskunnan rakenne teollistumisen
aikana.] Juva: WSOY
Wallis, Roger (1992), Music, music everywhere and so much of it the same.[Musiikkia, musiikkiajoka puolella mutta
niin paljon sitd samaa...] - In Alm, Ari & Salminen Kimmo (ed.) Toosa Soi. Musiikki radion kilpailuvélineena? (The



15
Box is sounding. Music as aresource of competition for radio ?) YLE , Department of Planning and Development,
Research Report 1/92, Helsinki : Oy Yleisradio Ab, 52-83.
Wall, Tim (2000), Policy, Pop, and the Public: The Discourse of Regulation in British Commercial Radio. Journal of
Radio Studies /Vol 7, No.1, 2000, p. 180-195.
Wedell, George & Crookes, Philip (1991), Radio 2000. The Opportunities for Public and Private Radio Servicesin
Europe. A report prepared by the European Institute for the Media at the request of the European Broadcasting Union.
Geneva : EBU.
Weiss, Larry (1999), Consolidation in Y oungstown. Paper presented at the 1999 BEA Conference by Larry Weiss, the
General Manager of the Radio Center, Y oungstown, Ohio (Connoisseur Communications). LasVegas, Nevada, U.S.A.
April 17, 1999.

NEWSPAPERS AND MAGAZINES

Aamulehti 5.1.2001. Sports and Melody Radios Lured Applicats [Urheilu- ja sévelradio houkuttivat hakijoita].
Helsingin Sanomat 28.2.2001. French Company Bought Shares in Kouvola Local Radio[Ranskalaisyhtid osakkaaksi
Kouvolan paikallisradioon]

IItalehti 20.12.1999.” One station— all your favourites’[Y ksi asema-kaikki suosikkisi]Advertisement of Plus Network.
Ilta-Sanomat 8.6.2000. Group Sex Act Live on the Radio. [Ryhmaéseksi& suorana radiosta]

Ilta-Sanomat 16.1.2001. Henkka Hypponen Leaves Radio to be a Tv-host.[Henkka Hypponen siirtyy tv-juontajaksi.]
Jour nalisti 10.11.2000. Suomen Viestintarahoitus I's Cutting Off Its Connections to the Media. The Organizer Of
Socia-Democratic Media Will Concentrate Only On Investing. [Suomen Viestintérahoitus purkaa
mediakytkentoj&.Demarimedian jarjestelijasta on tul ossa puhdas sijoitusyhtid]

Kauppalehti 22.2.2001. YLE Still Alone In DAB. Commercial Radios Not Interested In Digitalization Any More. [Yle
yhayksin digiradioaalloilla. Kaupallisten radioiden into digitalisointiin lopahti]

Markkinointi & Mainonta 41/1999. No Finnhits But Star For Adults [Finnhits onkin aikuisten Star]

Markkinointi & Mainonta 41/2000. MTG and P4 Sold Their Radiostations : They Lost Star But Got Nova[MTG ja
P4 myivét radioasemansa. Star meni, mutta Nova tuli]

Markkinointi & Mainonta 42/2000. MetroMedia Invests On Marketing: Star FM Will Become a Channel for Finnish
Hits [M etromedia satsaa markkinointiin. Starista suomihittikanaval

Markkinointi& Mainonta 37/2000. Viestintarahoitus Will Close Down Three Plus-stations. Plus-Network Might Be
Falling Apart. [Viestintarahoitus |opettaa kolme Plus-asemaa. Plus-ketju natisee liitoksistaan.]

Markkinointi & Mainonta 3/2001. The Lonely Pioneer of Digital Radio. [Digiradion yksindinen uudisraivagja].
Markkinointi & Mainonta 4/2001. Radio City Made Losses Again. [Radio Citylle taas tappiota]

Markkinointi & Mainonta 7/2001. SBS Changed Its Organisation [ SBS-organisaatio uusiksi].

Radio World 1/ 2001. BG banks on Bulgarian sounds.

Rumba 20/2000. Records sell —what will happen to live music ? [Levyt myy- miten kdy liven?]

OTHERS

A-studio 15.1.2001. Sharing the Radiowaves. [Radioaaltojajaossa] A tv-reportage by Pasi Peiponen presented in
current affairs programme A -studio on channel YLE 1 at 15.1.2001. Recorded in Y LE studios, Pasila, Helsinki.

STT 118 30.11.1999. Oikea Asema in Kuopio Gets a New Owner [Kuopion Oikea Asema saa uuden omistajan] News
flash from the Finnish News Agency.

STT 227 4.1.2001. Even Harry Harkimo Applied for a Licence: Ministry of Traffic and Communicatios Received
Almost 70 Applications. [Harry Harkimokin mukana: Liikenneministeriéon |ahes 70 radiolupahakemusta] News flash
from the Finnish News Agency.

STT 234 12.6.2000. Kiss FM’s Henkka Hypponen is the Radio Personality of the year. [Kiss FM:n Henkka Hypp&nen
vuoden radiodani] News flash from the Finnish News Agency.

STT 285 9.6.2000. The Police Will Investigate Kiss FM Groupsex —Program. [Kiss FM:n ryhmé&seksiohjelma
poliisiasiaksi] News flash from the Finnish News Agency.

INTERNET & YLE INTRANET

KRT 20/2000. Radio listening in Finland 2000 [V altakunnallinen radiokuuntelu vuonna 2000.]
http://info.yle.fi/radiotutkimus/content/radi o/ti edotteet/krt.vuosi 00.htm. Printed 2.1.2001

Liikenneministerio 11.3.1999a. New Analog Licences for Television And Radio Were Granted: No New
Entrepreuners For Television. [ Televisio- ja radiotoiminnan anal ogiset toimiluvat paétettiin : Ei uusia
televisiotoiminnan harjoittajia.] Pressrelease, Ministry of Transport and Communications, Helsinki, Finland.
http://www.mintc.fi/www/sivut/ suomi/tiedotteet/v990311a.html. Printed 8.1.2001.

Liikenneministerio 11.3.1999b. Text of aLicence For Analog Radio Broadcasting . Press release, Ministry of
Transport and Communications, Helsinki, Finland.

www.mintc.fi/www/sivut/suomi/tel e/joukkoviestinta/radio_lupa_anal oginen.htm Printed 30.11.2000.



16
Liikenneministerio 18.12.2001. Licences For Analog Radio Can Be Applied. [Toimilupa analogista
aaniradiotoimintaa varten haettavana] Press release, Ministry of Transport and Communications, Helsinki, Finland.
http://www.mintc.fi/www/sivut/dokumentit/ajankohtai sta/tekeil|a/aj 1812001135fin.htm Printed 19.12.2000
Liikenneministerit 4.1.2001. The A pplications For Analog Radio Licences. [Anal ogisten radiotaajuuksien hakijat]
Pressrelease, Ministry of Transport and Communications, Helsinki, Finland.
http://www.mintc.fi/www/si vut/dokumentit/aj ankohtai sta/tekeilla/aj 040101139fm.htm Printed 5.1.2001
Liikenneministerio 8.2.2001 Sports Radio got license, Radio Nova and Savelradio is going to expand. [Urheiluradiolle
toimilupa, Radio Nova ja Savelradio lagjentaa] Press release, Ministry of Transport and Communications, Helsinki.
http://www.mintc.fi/www/sivut/dokumentit/tiedote/viestinta/ti080201315.htm Printed 8.2.2001
Markkinointi & Mainonta 3.11.2000. The Province is Begging for More Iskelmain Plus Network [Maakunta kinuu
iskelmallisempéa Plussaa] http://www.marmai.fi/9172.html
M ediauutiset 7/00. Intemal YLE media newsletter, edited by Martti Soraméaki 18.8.2000. , Yleisradio Oy, Media— ja
EU-kehitys. http://info.yle.fi/vike/media700.htm Printed 3.1. 2001
Radio Plus 3.11.2000. Radio Plus Coverage Areas. [Radio Plus kuuluvuusal ueet]
http://www.radioplus.fi/radioplus_ketju_1.html Printed 3.11. 2000
Tilastokeskus 18.12.2000. The Graphic Media Increased the Total Turnover of Mass Communications Last Y ear.
[Graafinen viestinta kasvatti joukkoviestinnan liikevaihtoa viime vuonna) Pressrelease, Central Statistical Office of
Finland. http://www.stat.fi/tk/tp_tied/tiedotteet/v2000/257klIts.html . Printed 18.1.2001
UGC 3.1.2001. General Information About UGC, Inc. http://www.unitedglobal.com/AboutUs.html Printed 3.1.2001
YLE TV25.2.2001. Website of Mission Impossible.[Mahdoton Tehtévéa-sarjan verkkosivut |
http://www.yle.fi/mahdotontehtava/ Printed 5.2. 2001.



