










































































































































































































































































































































































































































































































































































categories of advertisements have different importance from the two points of 
view. In our investigation we are depending on knowing the reading values 
of different categories and the net revenues. The ideal thing would be if we 
could get a relative order of precedence of all categories of advertisements. Only 
with this knowledge combined with the actual development of the advertisement 
categories during the periods, which will be described in the next chapter, we 
can make certain conclusions about the rôle of advertising in the process of 
concentration.

Four types of material have been used:
1) investigations made by newspapers, advertising agencies or by outside in­

stitutions, 2) estimates by the newspapers as they are shown by the minutes 
of the company, memoranda etc., 3) general comments in literature, 4) an inquiry 
worked out by the author.

Because of the standard of the material we cannot make any farreaching conc­
lusions. We have to abandon the thought of a detailed order of precedence 
of the categories. The results from the different groups of material all give the 
same tendency. Therefore certain important conclusions can be shown. Most 
of the small advertisements and the local business advertising had the highest 
value of reading among the total advertisement offer of the newspaper. These 
categories, though gave only a small net revenue to the company. The bigger 
net revenues, came from the nationwide advertising, but this category had a 
lower value of reading among the readers. A newspaper could therefore in an 
initial period have worse economy by a high proportion of small advertisements, 
but these advertisements raised the attraction power of the newspaper and with 
'.hat the paid circulation and the newspaper gradually got a higher influx of 
nationwide advertising and could then improve its economy.

IV. The development of the volume of advertising divided into 
different categories

This chapter is the central part of the investigation, where the greatest resources 
of research have been laid down. The purpose of the investigation in this chapter 
is twofold. First, we want to investigate the development on different markets 
of advertising and find the explanations to it, explanations which are found 
from the results in chapter II. Secondly we want to point at the causes of the 
concentration of the press on the whole, something that will take place in the 
final analysis in chapter V, where the questions of the investigation are answered.

In contrast to earlier research, this work is a systematical attempt to, from 
a historical point of view, show and explain more deeply the development of 
the contents of the advertisements divided into categories. This attempt will
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make it possible to give a clearer picture and a more solid ground to conclusions 
about the rôle of advertising in the process of concentration on the newspaper 
market.

The material used is statistics of advertising in each newspaper and each 
year divided into different categories of advertisements. We find certain statistics 
in the newspapers’ records, in the magazine ”Affârsekonomi” and in literature. 
But the statistics are not useful for our purposes, among other things depending 
on: 1) statistical data are missing for several years and/or not complete 
for all newspapers, 2) they are not (or incompletely) divided into categories,
3) we do not know, where they are divided, the principles for the division,
4) the advertisements are sometimes shown in number and sometimes in cen­
timetres. All this taken together shows that the available statistical data about 
advertisements are not, on the whole useful to our purposes. We have therefore 
found no other solution than to measure the volume of advertisements directly 
from the newspapers, after a special system of classification. A total measurement 
demands 15-20 years of work and some sort of selection must therefore be 
made.

The author has together with a statistical expert published a paper, in which 
the actual sampling procedure is described. A review of earlier used sampling 
methods in the field of content-analysis is made. Remarkably often, one have 
used something called ”representative periods”. The investigators have then 
used e.g. one or more weeks in one or more months, which they have subjectively 
looked at as “typical” and therefore “representing” the whole year. This is 
based on the seasonal variations of the advertising or the editorial context. Our 
purpose is to use, in the field of advertisement measurement, those methods 
and principles from modern sampling theory, which have been successful within 
other fields of application. A characteristic quality in these methods is that 
they give objective measures of the reliability in the resulting estimates.

The situation of investigation is characterized by the wish to describe a very 
comprehensive population, where the way of measuring because of lack of re­
sources exclude a total survey. The target of population is all copies of the 
newspapers during the periods of investigation. Those variables of investigation, 
which we wish to study, are the number of column centimetres of advertisements 
per issue divided into a number of categories. The central conceptions of the 
investigation are development during time and comparison within years, between
the same categories of advertisements and newspapers.

One important condition from the working point of view, is that all the variables 
are studied in the selected newspaper. This means that the samples are taken 
in a similar way which of course means that the precision will be different 
in different categories of advertisements. This difficulty must be met by applying 
estimates of the quantities in different periods of time. Consequently the es­
timates of less varying categories can be done each year, while for other categories
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the estimates can be done in summaries of two-year-periods.
In order to get a picture of the development during a twenty-year-period 

you can either divide the sample similarly over the years or concentrate on 
certain decided years. As the process of concentration must be said to be a 
result of all the years rather than certain individual years, it seems to be a 
matter of dispute to choose special years of investigation provided that the de­
velopment does not follow a linear trend. The choice of special years of in­
vestigation, which must be subjective, will be still more a question of dispute 
if there will be made comparisons. You can not fully avoid the suspicion that 
this choise has caused the actual result. The sampling within different years 
should, in order to achieve simplicity be made with the same method of sampling 
and with independent (= new) samples each year. As comparisons between 
newspapers are central in the investigation, the same samples (= date of pu­
blication) should be used for all the newspapers. This also means that the size 
of samples should be the same for different newspapers (which anyhow would 
be almost optimal at comparisons).

We have now established the following:
1) From reasons of resource the selection must be done identically for different 

variables of investigation.
2) The amount of sampling should be the same during the years of inves­

tigation. This gives a flexibility in the account and sets aside suspicions 
about special qualities in subjectivly chosen years. In order to achieve sim­
plicity, new independent samples are taken by the same method of sampling 
every year.

3) Identical samples during the different years are used for newspapers with 
the same place of publication. By this an almost exact optimal precision 
is achieved at the comparison.

It now remains to give a final shape to the samples of newspapers a certain 
year. Those authors, who have used a simple random sample in the case of 
text-analysis have nearly all of them based their methods on a paper by Stempel 
(1952). The conclusions which were drawn here about necessary size of random 
samples are quite false!

In order to construct a suitable sample a considerable population study of a 
group of Stockholm-newspapers was carried out. The material was daily statistical 
data of the volume of advertisements divided into three categories. In that 
study we started from the hypothesis that a subjective sample including, e.g. 
a week, was quite satisfactory. We also said that the variations of weekdays 
and months were important causes of the often high variability between copies 
within one year. First the size of a random sample was investigated with a 
certain demand of precision decided in advance. The result gave the invalid 
conclusion, which many authors have drawn from the paper by Stempel. It 
was interesting to find that the different categories of advertisements made
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quite different demands on the size of the random sample. The next step in 
the investigation was to make a comparison between a subjective sample and 
a simple random sample for the sample volumes n = 6, n = 12 and n = 24. 
It was striking how well the results agreed with each other. At the same time 
it was demonstrated that the bigger sample the better result from random sam­
pling. Not even for such a small size as n = 6 was in this case the subjective 
sample superior to the most primitive form of probability sampling. According 
to experience, the variations of weekdays and months are quite obvious, so 
it is urgent to take this into consideration at the sample drawing. This can 
be done through e.g. a stratified sample. We made a calculation of the gained 
precision which could be reached at stratifying by month and weekday. It ap­
peared that the gain was quite obvious at both stratifications, and that it varied 
with the different categories.

In the final sample plan both the variation of weekdays and months are taken 
into account by stratification according to both variables. The sample was made 
so that the population of newspapers a special year first was divided into weekday 
and holiday copies. The weekly issues were then divided into two parts, one 
each half-year. From every half-year-period 6 copies were drawn at random, 
so that every day of the week and month was represented once. The holiday 
issues were divided quarterly and after that one holiday issue was drawn at 
random. In this described way we got a sample of 16 issues per year, which 
was considered to answer against the maximum limit which was possible to 
work with.

Throughout there has been made an estimation of precision of every calculated 
result in the form of standard deviation, which has later been the base for 
the construction of interval estimates with given level of confidence. In those 
cases where the precision has- been insufficient for conclusions to be drawn, 
the results of several years have been taken together.

The account of the development of the different categories of advertisements 
are made from a number of formulated hypotheses:

1) Nationwide advertisements, manufacturers’ goods.
Hypothesis: Those newspapers have the highest proportion of nationwide 
advertisements of manufacturers’ goods whose readers have the highest 
incomes and who come from the upper social groups.
Result: The hypothesis is confirmed.

2) Nationwide advertisements, consumers’ goods.
Hypothesis: The newspaper with the highest paid circulation has the highest 
proportion of nationwide advertisements of consumers’ goods.
Result: The hypothesis is confirmed only to a certain part. The social struc­
ture of the circle of readers has in this case been more important than
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the total paid circulation of the newspaper. The newspapers with a circle 
of readers with a great purchasing power have had an advantage. The rising 
prosperity during the periods of investigation, though, meant that a high 
paid circulation and above all a high cover of the number of households 
in the place of publication increased the advantage on this market of ad­
vertising.

3) Local advertisements.
Hypothesis: The local advertising will be about the same size in all news­
papers in the publishing place.
Result: The hypothesis is on the whole confirmed. The differences between 
the newspapers in the places of publication were relatively small. Important 
for a success on this market of advertising though was a high cover of 
the households in the place of publication.

4) Classified advertisements.
Hypothesis: The classified advertising as a whole will be found in the news­
paper with the highest paid circulation.
Result: The hypothesis is rejected. The explanations will be given in the 
following.

5) Official advertisements.
Hypothesis: The official advertising is divided between the newspapers in 
the place of publication.
Result: The hypothesis is rejected. A great deal of the official advertising 
was decided by agreements between the authorities of the cities and one 
newspaper.

6) Family advertisements.
Hypothesis: The family advertising has a tendency to be concentrated to 
the biggest newspaper.. Newspapers, which are read by persons from the 
upper social groups, have, though, an ”over-representation” of family ad­
vertising.
Result: The hypothesis is confirmed.

7) Amusement advertisements.
Hypothesis. The competing newspapers in a place get about the same share 
of the amusement advertising.
Result: The hypothesis is confirmed. The cover of households has partly 
vital importance.
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8) Real estate advertisements.
Hypothesis: The advertising is concentrated to that newspaper whose circle 
of readers to a great deal consists of persons from the upper social groups 
and farmers.
Result: The hypothesis is confirmed to a great deal. The exception was 
DN:s stronger position over SvD. The concentrated paid circulation of the 
former has probably been decisive.

9) For-sale advertisements.
Hypothesis: The newspaper with the highest cover of households in the 
place of publication, gets a dominating position on this kind of market. 
Result: The hypothesis is confirmed to a great deal. The exception is SkD, 
which in spite of a lower cover in Malmö, had an advantage over SDS 
during the first five-year-period. The cause of this was probably SkD:s 
stronger position in smaller places within the circulation area.

10) Flats-to-let-advertisements.
Hypothesis: The flats-to-let-advertising is concentrated to the biggest news­
paper in the place of publishing.
Result: The hypothesis is confirmed to a great deal. The social distribution 
of the newspaper was important. Those newspaper with a circle or readers 
belonging to the upper social groups had an advantage.

11) Labour market advertisements.
Hypothesis: Labour market advertisements are concentrated to the biggest 
newspaper in the place of publishing.
Result: The hypothesis is confirmed.

12) Miscellaneous.
Hypothesis: The advertising under miscellaneous is concertrated to the big­
gest newspaper in the place of publishing.
Result: The hypothesis is confirmed.

V. Conclusions
This chapter contains the answers to the questions put in chapter I.

The general conclusions, which have appeared at the analyses of the different 
markets of advertising in the three big cities can be summed up in the following 
way: A newspaper, which passed another in the total paid circulation, gradually 
got the advantage on most markets of advertising. The volume of the total 
paid circulation was most important according to most classified advertisements,
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above all for-sale-advertisements and miscellaneous. This depended surely on 
the fact, that the public advertised under these headlines and it tended to advertise 
in the newspaper they read themselves. More important than the volume of 
the total paid circulation, though, was the volume of the paid circulation in 
the place of publication (= cover of households). This explains the greater part 
of the phenomenon that newspapers with a lower total paid circulation yet were 
the biggest media of advertising. A high cover of households affected most 
markets of advertising, yet strongest the local advertising and most classified 
advertisement. A newspaper with a circle of readers with a great purchasing 
power had a greater amount of advertisements than the volume of paid circulation 
would make it ”entitled” to. This was shown most clearly in the area of na­
tionwide advertisements, especially in manufacturers’ goods advertisements. In 
the latter category the volume of paid circulation and the geographical circulation 
meant the least. The newspapers with stagnating or falling circulation could 
longest maintain their position on this kind of market. The main result of the 
analyses is, that those factors, which today decide the success of a newspaper, 
i.e. chiefly the cover of households in the place of publication, were the same 
during the studied period. Before the second world war the social structure 
of the circle of readers had a greater significance than today, though. The most 
important difference between now and then was, that the press during the in­
terwar period was in an expansion phase and in a process of change, which 
meant possibilities for most of the newspapers to use different measures of 
competition according to distribution, time of publication and editorial content, 
all factors that affected the market of paid circulation and with that the market 
of advertising.

The development on the three markets of newspapers tells us that the contents 
of readable categories of advertisements affected the development in the area 
of paid circulation. Those newspapers, which during the periods passed the biggest 
newspapers according to paid circulation, had a greater deal of ”readable” ad­
vertisements of the total amount of advertisements than the competitors. It 
is much more difficult to quantify the importance of this phenomenon in relation 
to other ways of competition. A condition for a newspaper to maintain a high 
paid circulation or to get the advantage on the market of advertising is with 
all probability that it owns the biggest volume of local and classified adver­
tisements among the competing newspapers on a market. The interest and the 
work that newspaper companies spent to increase their newspaper's volume 
of attractive categories of advertisements to big groups or readers, show that 
the management of the companies were well aware of the impotance of these 
advertisements in the long run for the economy of the newspapers. As these 
advertisements did not give the newspaper a direct economic return in proportion 
to the costs that were associated with canvassing, administration and production, 
the cause of this interest was that it contributed to raise the attraction power
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of the newspapers and with that the paid circulation. This in its turn meant 
an increased influx of nationwide advertisements, which gave greater net re­
venues to the newspaper.
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Bilaga I: Kategorischema
Allmänt

Tidningsnumren mates med hjälp av måttband från textkant till textkant. Vi 
mäter först upp varje tidningsnummer hur höga och breda spalterna är. Sedan 
räknar vi antalet spalter. Dessa uppgifter tillsammans med övriga upplysningar 
för vi in på kodblankettens ”huvud’-. Därefter mäter vi sida för sida, spalt för 
spalt samtidigt som vi kategoriserar annonserna. Uppgifterna förs in på kod­
blanketten. Summan behöver du inte räkna ut i första omgången. Vi skall nu 
definiera de olika annonskategorierna. Det är mycket viktigt att detta blir riktigt 
gjort, annars faller mycket av undersökningens resultat.

A. Textannonser

Dessa annonser återfinnes på första sidan (i förekommande fall) och på sista 
sidan och mellan annonserna i före-text och annonserna i efter-text.

j. Rikscinnonser (prod, varor). Hit räknas sådana annonser, som gör reklam för 
varor och tjänster och som användes till att framställa andra varor. (Ex. råvaror, 
maskiner, lastbilar).

2. Riksannonser (kons. varor). Denna kategori kan definieras, som de riksan- 
nonser, vilka inte är annonser för produktionsvaror (-tjänster). Detta är en mycket 
stor kategori och här ingår reklam för ett antal varor. (Ex. olika former av livs­
medel, böcker, tidningar, kylskåp, pianon, personbilar m.m.).

3. Återförsäljarannonser. Kan definieras som de riksannonser, där uppgift om 
återförsäljare tydligt framgår.

4 Lokalannonsering. Under denna kategori hamnar all annonsering för varor 
och tjänster i text, som inte är riksannonser, åf-annonser eller övrig annonsering. 
Här kodas t.ex. alla lokala affärsannonser, både sådana som gjorts av större 
- (varuhus, kedjor) och mindre detaljister. Det kan också förekomma lokal- 
annonsering i eftertexten och i sällsynta fall även i före-textannonseringen. An­
nonser överstigande 10 spaltcm. kodas som lokalannons, andra förs till före- 
resp. efter-texten.

B. Klassificerad annonsering (före- och efter-textannonsering)

5. Orubricerad annonsering. Här kodas all annonsering, som inte återfinnes under 
någon rubrik, företrädesvis i före-text.
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6. Officiella annonser. Statliga och kommunala myndigheters annonsering. 
Kungörelser. Entreprenader. I regel i före-text.

7. Yrkesannonser. Läkare, tandläkare, advokater, apotek.

8. Familjeannonser. Födda, förlovade, lysning, vigda, döda, tack, namnbyte, 
adoption m.m.

9. Nöjesannonser. Bio, teater, cirkus, restauranter m.m.

10. Sammanträden, Möten. Föredrag, utställningar, kyrkor o samfund, före- 
ningsannonser, bolagsstämmor m.m.

11. Resor o Kommunikationer. Sjöfartsannonser, sällskapsresor, bilturer m.m.

12. Fastighetsmarknaden. Köpes, inteckningslån, säljes (hus, villor, lantegen­
domar, tomter, affärer), arrenden, auktioner.

13. Önskas köpa. Diverse, kläder, cyklar, båtar, båtmotorer, levande djur m.m.

14. Till salu. Diverse, sportart., frimärken, böcker, konst, musikinstr., radio, livs­
medel, kontors- och affärsinventarier, maskiner och inventarier, bränsle, bygg­
nadsmaterial, möbler, kläder, cyklar, båtar, levande djur.

15. Motor (köpes). Automobiler, motorcyklar, tillbehör, bilservice, biluthyrning, 
bilförsäkring.

16. Motor (säljes). Se ovan!

17. Önskas hyra. Bostäder, affärslokaler, möblerade rum, Bostadslägenheter kö­
pes.

18. Att hyra. Bostäder, affärslokaler, möblerade rum. Bostadslägenheter säljes, 
våningsbyten.

19. Hotell och Pensionat. Inackorderingar.

20. Platssökande.

21. Lediga platser.
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22. Diversemarknaden. Stiftelseurkunder, patent och licenser, lån, obligationer, 
kompanjoner och företagsmän, agenturer, återförsäljare, juridisk hjälp, kontors- 
hjälp, hälso- och kroppsvård, transporter, hantverkshjälp, personligt, förlorat, 
tillvarataget.

23. Skolannonser. Yrkesutbildning, språk och skolämnen, musik, dans, bilskolor, 
undervisning önskas.

C. Övrig annonsering

24. Tidningens egenannonsering. Placeras i hela tidningen. Kategorin innehåller 
annonserings- och prenumerationsuppmaningar, annonser för tidningens de­
peschkontor, civiltryckeri och resor.

25. Politisk annonsering. Valpropaganda. Placeras i hela tidningen.

26. Annan annonsering. Gör du noteringar under denna kategori måste du ovill­
korligen göra en anteckning på baksidan av kodblanketten.

298



Bilaga II: Kodblankett

NR._______ T/DN.________ DA T./ÅR_____ / . -
VEC K OD A G________ GPA L TBREDD /HOJD /
ANTAL SPALTER ANTAL S/DOR

KTtegori Spaitcentimeter fe Summa

1 
Te

xf
an

no
ns

er

/ Riksannonser 
(prod, varor) /

Riks annonser
(kons. varor)

2

Åte rförso/jar-
annonser

3

4 L okaiannons er 4

*
S K

I*

5 Orubricerode an. .5
6
7

Officieiia an. 6
Yrkes an. 7

E Famiiiean. 8
9 tidies an 5

/C Sammantr Möten /0
// Resor o. komm. //
/2 Fastighetsmarkn. /2
/3 Önskas köpa /3
R
/5

Tiii sa/u /4
Motor Lköpes) /5

16 Motor Lsdtfes) /6
/7 Önskas hg ra /7
tö Att hg ra /8
/9 Roteii a. pens. /9
20 P/atssökande 20
21 Lediga platser ?/
Zc Diverse markn. 72 X-------------
23 Sko/annonser 73

£
ti 24 Tidn. egen an. 74

25 Poi an 25
20 Annan an. 26
Krussa har om du antecknat Summa
något på baksidan. ------ -------———



Bilaga III: Medeltals- och medelfelsformler
I Vardagar:

la Medeltal xv 
12

v i=l
dvs. det enkla medeltalet av samtliga 12 undersökta vardagsnummer 

Ib Medelfel s(xv)

Alternativ 1

2 (Xjl -Xj2)

månad som stratum där månaderna paras ihop två och två, ex. 
X11 januarisiffra, x12 februarisiffra, X21 marssiffra etc.

Alternativ 2

2 (Xj1-Xj2)

veckodag som stratum enligt X11 måndag 1, X12 måndag 2, x21 tisdag 1 etc.

II Söndagar

IIa Medtal xs 
4

xs = 2 Xj/4 
i=l

dvs. det enkla medeltalet av samtliga söndagsobservationer 

IIb Medelfel s(xs)

“ Ix;i xj 2'

kvartal som stratum där söndagarna paras ihop två och två enligt X11 söndag 
l:a kvartalet, x12 söndag 2:a kvartalet etc.
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III Vardagar och söndagar 

IIIa Medeltal

6xv + xs
X =_______________________

7

IIIb Medelfel 

Alternativ 1

sI « = i S?K> + J S2 (Xs)

Alternativ 2

S2 (x) =
16 s 2 (xv) + 1
49 49

s2 (xs)
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Bilaga IV: Exempel på slutprodukt från databearbetningen
RFGION !STOCKHOLM. 
TIONINGiST .
4R !1930.
***********«*X**«*«**»**«***» ***VARnAGA********* **»-***•6** ******* *»*** + «
TOTAL ANN0NSMÏ NGD * 3695,50

MEDELFEL MEDELFEL
ANNONS KAT EGORI : MEDFLV ÄRDE . M Jnad SDM STRATUM, VECKODAG SOM STRATUM.

1 66,70 21 ,43 23.10
? 711,60 97.70 74.50
3 29.50 21.90 9. 4C
t». 718.00 79.40 98.33
5 56, IC 12.10 12.70
6 30.20 2.90 2. SC
? 64.60 4.43 1 .80
8 44.80 6. 80 6.20
O 654.10 23.50 43.40

10 99, 10 29.90 15.30
11 40.90 13.70 14.80
12 154.60 28 .93 16.20

18. 60 2.50 2.50
14 412.90 59.00 39. 20
1*5 0.0 0.3 0.0
16 23.70 8.40 10.10
1? 13.00 0.30 O. 5C
18 1C5.90 7.7* 12.40
19 9. 20 2. 80 1.70
20 32 .80 4.20 3.40
21 12C. 90 11.70 18 .10
2? 215.00 14.20 13.90
?? 25.10 3.80 5.80
24 4R, 20 7.60 12 .70
2*5 0.0 0.0 0.0
26 0.0 r' .3 0.0
27 3655. 50 237.30 203.90

*******«*?*»** ARDAGAR OCH SflNOAGAl • *************************
TOTAL ANNONSMXNSD « 378?.30

MFOFLF F L MEDEtFEL
ANNONSKATFGORI î M FDELV ÄR DF . M Snad SDM STRATUM. VECKODAG SOM STRATUM.

1 58.10 18 .43 19.80
2 715.20 84.30 64.50

38.60 20.70 11.9C
4 877.10 75.43 90.30
Ç 53.60 10.40 10.90
6 27. RO 2.50 2.6 C
7 59. 30 3.90 1 .TO
R 94.70 5.80 5.30
Q 687.40 25.90 40.60

10 8 5. 90 25.70 12.90
11 35.70 11.70 12.70
12 136.80 24.83 13.90
13 16.20 2.20 2.20
14 372.40 50.60 33.60
IS 0.0 0 .3 0.0
16 2 C. 90 7.20 8.60
17 11.60 0.70 O. 5C
18 99. 70 6.60 10.60
19 9.00 2.50 1.70
20 30.10 3.70 3.00
21 11 C. 70 13.13 15.60
22 204.70 13.90 13.70
23 23.60 3.30 5.00
24 65. 30 17.00 19.10
25 0.0 0.0 0.0
26 0.0 3.3 0.0
27 378?. 30 o«M 183.70
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