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THE NORDIC 'CULTURAL INDUSTRIES': A CROSS- 
NATIONAL ASSESSMENT OF THE PLACE OF THE 

CULTURAL INDUSTRIES IN DENMARK, FINLAND, 
NORWAY AND SWEDEN 

by 
Dominic Power 

Pow\ er, D. 2003: The Nordic 'cultural industries': a cross-national 
assessment of the place of the cultural industries in Denmark. Fin- 
land. Norway and Sweden. Geogr. Ann., 85 B (3): 167-180. 

ABSTRACT. In this paper an attempt is made to measure the cul- 
tural industries in a cross-national context. The paper starts with 
a discussion of the definition and delineation of the term the 'cul- 
tural industries'. It is argued that a large range of goods and serv- 
ices may be considered to be cultural industry products and that 
it is important to place the production and exchange of such prod- 
ucts in the context of an industrial systems approach. Following 
this the concept is operationalised using data on employment and 
firm activity fiom Denmark. Finland. Not-way and Sweden. Re- 
sults are presented which suggest that overall growth in both em- 
ployment and firm numbers has been especially strong in the cul- 
tural industries. However, interesting differences between the 
countries emerged from the data. Thus regional dimensions are 
then examined resulting in the finding that in all four countries 
cultural industries have a strong attraction to urban areas but an 
even stronger propensity to agglomerate. It is suggested that the 
spatial dynamics observed may be key to the development of the 
industries' competencies and success. In summary the paper 
presents results of extensive data analysis that show the cultural 
industries' important contribution to Scandinavian economies 
and labour markets. 

Key wordcs: cultural industries, economic geography. Denmark. 
Finland. Norway and Sweden. 

Introduction 
The role of culture in the functioning and develop- 
ment of Nordic economies has become an increas- 
ingly popular topic for both researchers and policy- 
makers alike. In particular, there has been a grow- 
ing awareness in recent years that 'cultural' indus- 
tries such as film, music and the media are increas- 
ingly important and vibrant parts of many coun- 
tries' economies. In recent years governments and 
regional authorities in the Nordic countries have 
begun to take seriously the idea of cultural activi- 
ties being crucial components of their economies in 
need of industrial support and development. This 
concern to think of cultural activities as more than 
pleasant distractions or ephemeral aspects of a na- 

tion's social life strongly resonates with the under- 
lying concern of this study: to treat these activities 
as part of important and dynamic industrial sys- 
tems. In recognition of the fact that these industries 
are important not only to employment (Casey, 
1996; Greffe, 1997; Pratt, 1997b; European Com- 
mission, 1998; European Union, 2000; Power, 
2002), regional development (Power and Hallen- 
creutz, 2002; Hallencreutz and Power, 2003), trade, 
consumption, and indeed wider social goals, this 
article attempts to measure their impact on a set of 
neighbouring countries. Moreover, the article uses 
industrial data to examine the economic impor- 
tance. changes in and trajectories of these indus- 
tries, and investigates these industries empirically 
in order to gauge something of their contemporary 
economic importance. 

Encompassing sectors and commodified activi- 
ties as diverse as architecture and advertising, de- 
sign and music, the cultural industries' industrial 
structures and dynamics, however, remain relatively 
under-researched (DiMaggio and Hirsch, 1976; 
Pratt, 1997a; Sadler, 1997; Scott, 2000b; Power, 
2002). Notwithstanding the fact that a large variety 
of definitions and approaches to the 'cultural indus- 
tries' exist,l relatively little has been done which 
treats them as part of integrated industrial sectors or 
systems (Hirsch, 1972; Becker, 1974; Girard, 1982; 
Kibbe, 1982; Bjorkegren, 1992; Pratt, 1997a; 
1997b; Scott, 1999, 2000a; Scott, 2000b). This ar- 
ticle is based on a view that the cultural industries 
should be subject to analysis that is concerned with 
their industrial functioning and transformation that 
occurs within industrial systems of interrelated ac- 
tors existing within specific socio-institutional and 
competitive business environments. 

The paper opens with a discussion of the study 
methodology used and then moves on to the pres- 
entation of the results of an analysis of industrial 
data on Denmark, Finland, Norway and Sweden 
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between 1997 and 2000. While in the eyes of many 
Europeans, and others, the countries compared 
here - Denmark, Finland, Norway and Sweden - 
tend to blur into a diffuse image of snow, reindeer 
and mobile phone manufacturers, they are, of 
course, very different from one another though they 
have much in common. However, for comparative 
purposes, their similarities in terms of levels of so- 
cial and economic development, size, shared histo- 
ries, geographic proximity and place in Europe 
make them ideal. Although far from a united region 
the four countries' economies and polities are 
closely interlinked through trade and governmental 
cooperation. It is for these reasons that the inclu- 
sion of these four countries in a comparative study 
is justified. 

Getting a fix on the cultural industries: study 
methodology 
The research presented below takes its starting 
point largely from a slightly earlier quantitative 
study of the cultural industries in Sweden (Power. 
2002). As such, much of the thinking and concep- 
tualisation behind the data collection and analysis 
springs directly from that work. However, this ar- 
ticle is unique in being one of the first attempts to 
use detailed industrial data on the cultural indus- 
tries in a comparative context. 

Like Power's earlier study (2002) it was decided 
to use Allen Scott's idea of 'Culture Industry-Prod- 
ucts' (Scott, 1996, 1999) as the basic definition of 
the cultural industries used here: 

Whatever the physico-economic constitution 
of such products, the sectors that make them 
are all engaged in the creation of marketable 
outputs whose competitive qualities depend 
on the fact that they function at least in part as 
personal ornaments, modes of social display. 
aestheticized objects, forms of entertainment 
and distraction, or sources of information and 
self-awareness, i.e. as artifacts whose psychic 
gratification to the consumer is high relative to 
utilitarian purpose 

(Scott 1997. p.323) 

With this definition a wide range of goods and serv- 
ices from furniture design to photography are in- 
cluded and therein the industries and activities as- 
sociated with their production. In common with 
other authors on the topic (Hirsch. 1972: Becker. 
1974: Girard, 1982; Kibbe, 1982; Bjorkegren. 

1992; Pratt, 1997a; Pratt, 1997b; Scott, 1999; 
Caves, 2000; Hirsch, 2000; Scott, 2000a, 2000b; 
Hesmondhalgh, 2002) an industrial system per- 
spective is applied to these evolving chains of value 
and exchange in order to stress that cultural arte- 
facts are most often products with multiple inputs, 
actors and geographies involved; i.e. seldom the 
sole responsibility of the starving and garretted art- 
ist. This approach is further informed here by the 
attention which economic geographers and others 
have, in recent years, drawn to the important role of 
interactive environments, milieux, clusters and ag- 
glomerations in, for instance, competitiveness, in- 
novation and learning. In this paper however, an at- 
tempt is made to extend this understanding beyond 
the production process alone to include also the ac- 
tivities through which products are processed, dis- 
tributed and ultimately consumed. As with many 
products today, many cultural products' value and 
cost structures are formed most cohesively at the 
distribution and consumption stages, and their suc- 
cess is often due entirely to individual tastes and 
consumption patterns (Crewe, 1996; Purvis, 1996; 
Wrigley and Lowe, 1996; Crewe and Beaverstock, 
1998; Miller et al. 1998). In line with this an at- 
tempt was made to include not only production ac- 
tivity but also other parts of the story such as dis- 
tributors, consumption points and retailers. 

Using the above definition and taking into ac- 
count activities included by previous studies (New 
York and New Jersey Port Authority, 1993; London 
Arts Board and Greater London Group of the LSE, 
1995; O'Brien and Feist, 1995; Casey, et al. 1996; 
Pratt, 1997b, 2000; Statens Kulturrad, 1998, 2000; 
Almquist et al. 1999; 2000), a number of cultural 
industries were identified and an attempt was made 
to measure the scale of firm and employment in- 
volvement in the cultural industries in Denmark, 
Finland, Norway and Sweden. This was done 
through the use of statistics gathered by the various 
national statistical offices of the countries in ques- 
tion. Thus similar data sources to those used by oth- 
er studies of the scale of cultural industry activities 
are employed and the study here can be seen to both 
be inspired by and complement these earlier works 
(Brosio. 1994; Casey, et al. 1996; Scott, 1997; 
Pratt, 1997b; Department Culture, 1998; Depart- 
ment for Culture and Regions, 2000; Hallencreutz 
et al. 2000; Pratt, 2000; Power, 2002). However, 
this study is more extensive than most others before 
it in that it uses firm data as well as employment da- 
ta. many more detailed codes, and data from four 
countries. In all, fifteen broad categories were 

Geografiska Annaler ? 85 B (2003) ? 3 168 

This content downloaded  on Wed, 20 Feb 2013 10:03:16 AM
All use subject to JSTOR Terms and Conditions

http://www.jstor.org/page/info/about/policies/terms.jsp


THE NORDIC 'CULTURAL INDUSTRIES': A CROSS-NATIONAL ASSESSMENT OF THE PLACE OF THE CULTURAL 

drawn up and studied: Advertising; Architecture; 
Broadcast media (television and radio): Design; 
Fashion - clothing; Film; The 'finer' arts (e.g. 
painting, sculpture); Furniture; Glass, ceramics, 
cutlery, crafts; Jewellery; Libraries, museums and 
heritage; Music; Photography; Print media (news- 
papers, publishing and magazines); Software and 
new media. An additional category of 'related serv- 
ices' was added to include industries such as tour- 
ism, restaurants and bars, which have high levels of 
interdependency with cultural products activities. 

Using these broad categories the standard indus- 
trial classification (SIC) systems of the four coun- 
tries was studied and a range of codes thought to 
best describe them identified. While these do not 
exactly reflect all the aspects of these industries one 
might like to capture they represent a: 'reasonable 
compromise between descriptive parsimony on the 
one hand and detailed characterization of the cul- 
tural economy on the other' (Scott 2000b, p. 8). 

In order, however, that they be the best approx- 
imations possible the codes used were all at the 
five-digit level: the most disaggregated level SIC- 
coded national statistics go to (Eurostat, 1996). 

Due to the availability, at the time of writing, of 
up-to-date and comparable data using the new 
NACE-SIC coded data across the four countries a 
relatively short time period is treated: the three- 
year period from 1997 to 1999. The fullest possible 
annual data on employment and firm activity for the 
period 1 January 1997 to 1 January 2000 (and until 
1 January 2002 for Denmark, Norway and Sweden) 
were collected from the national statistical offices 
of each country.2 Despite this brevity it is hoped 
that understanding this period adds something to 
our empirical knowledge of the cultural industries. 
In all four cases the data were obtained from the 
central business registers which collect data from 
all enterprises known to the respective national tax 
authorities3. An extensive database was built up 
from these sources on all acti,e enterprises and em- 
ployees involved in the SIC codes identified as 
comparable. It must be noted that this database con- 
sisted of active commercially trading enterprises. 
and thus many organizations and activities that are 
fully funded by the public sector are omitted. This 
does not mean that the public sector is completely 
absent from the study, since as many of the enter- 
prises and firms included receive direct and indirect 
funding and support from the respective public sec- 
tors. It may be argued that the exclusion of the pub- 
lic sector from a study of a set of activities often 
heavily funded and influenced by it greatly limits 

the aims of this paper. While this is true it was de- 
cided that a focus on activities that were primarily 
commercial activities best matched the aims of the 
research project. As stated in the earlier study this 
one builds upon: 

The concern here is not to dismiss the obviously 
important role of the public sector in many of 
these activities but to concentrate attention on 
commercial, for-profit firm activity. This is due 
to an interest in how these activities can and do 
function and perform in the competitive realities 
of the private sector in an attempt to think about 
them as integral parts of the contemporary econ- 
omy rather than as mere recipients of state hand- 
outs administered through spending on the 
'arts'. 

(Power 2002, p. 110) 

A further limitation to the sources used is that they 
do not take account of out-of-work, temporary, un- 
paid or voluntary employees which in some sectors 
represent both a sizeable proportion of the work- 
force and something of a reserve army of labour 
(Zukin, 1995; Casey, et al. 1996). 

Despite the fact that a great deal of work and care 
is taken by national statistics boards in the design 
and gathering of SIC type data, using the data in- 
volves the acceptance of a set of inaccuracies and 
limitations. First and foremost of these is that the 
level of aggregation - even at the most detailed five- 
digit level - is often too high and results in the mis- 
description or simplification of an enterprise's ac- 
tivities. Added to this is the fact that in order to 
avoid double-counting, the enterprises in this study 
were assigned only one code. This means that, for 
instance, large firms with major cultural products 
operations that are not their core concern will not 
show up. Furthermore, statistical codes tend to 
change more slowly than the activities they attempt 
to describe and thus tend to be lacking in detail and 
be over-aggregated in the description of newer in- 
dustrial activities (this is especially true of areas 
such as new media and IT). It should also be noted 
that mistakes are often made in data collection - in 
one study of the Swedish engineering/machine in- 
dustry it was estimated that 27% of firms may have 
been wrongly classified (Larsson, 1998, p.81). 

Finally, for the sections that deal explicitly with 
regional and urban comparison it was decided that 
the more aggregated four-digit level NACE codes 
(the five- and six-digit level national codes are all 
based on the four-digit level NACE classification: 
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Table 1. The Scandinavian cultural industries production system in 1999: number of employees and number of firms by size (number of employ- 
ees or people taking an income from the concern). Measures of change for the extended period 1997-2000 are presented where figures were avail- 
able. Figures in italics refer to number of firms active in the area. 

C7c C c %C Ck % % 

change change change change change change 
Sector Total 1997-1999 1997-2000 Sector Total 1997-1999 1997-2000 Sector Total 1997-1999 1997-2000 

Advertisitng Architecture Broadcast medic 
Sweden 27308 +17.36 +26.47 Sweden 5758 +3.01 +9.03 Sweden 33655 -8.25 -8.11 

10952 +6.49 +13.80 2378 +9.43 +16.98 810 +10.35 +30.65 
Norway 8827 +2.80 -1.25 Norway 4674 +10.40 +9.14 Norway 5480 -11.25 -27.50 

3566 +4.57 -1.52 1929 +9.63 +8.15 389 -8.33 -25 
Finland 7060 +28.53 Finland 4418 +10.45 *** Finland 6176 +5.09 *** 

2576 +11.03 *** 1801 +3.80 *** 228 -3.39 ** 
Denmark* 11993 +11.57 +17.68 Denmark* 6552 +3.49 +3.03 Denmark* 3000 +11.36 +16 

4528 -7.84 -4.80 2867 -6.98 -6.13 591 -0.67 +7.73 

Designt Fashion clothing FilTm 
Sweden 7944 +32.89 +62.48 Sweden 51283 +2.08 +3.89 Sweden 7026 +9.27 +19.16 

5757 +32.59 +58.87 14368 -2.83 -2.61 2547 +6.70 +16.46 
Norwav* Norway 39688 +8.18 +9.56 Norway 3203 +9.38 +22.66 

8893 +9.90 +10.22 1255 +8.20 +21.31 
Finland** Finland 26000 -4.09 Finland 1952 +29.96 *** 

7482 -4 *** 635 +3.76 
Denmark* 3074 +26.50 +38.56 Denmark* 34366 +6.79 +0.79 Denmark* 4091 +12.39 +16.98 

2339 +21.25 +37.58 8364 -14.69 -14.95 1543 -0.71 +7.08 

Furniture Glass, ceramics, cutletr, crafts Heritage 
Sweden 37847 +5.16 +7.00 Sweden 6694 +3.32 +6.25 Sweden 5968 +6.48 +10.81 

5549 +0.85 +3.38 2881 +4.65 +9.34 584 +12.31 +22.69 
Norway 19964 +13.88 +16.21 Norway 5231 -5.33 -3.60 Norway 3368 +18.21 +25.24 

3529 +15.57 +15.92 925 -10.26 -4.72 390 +10 +18 
Finland 16156 +9.20 Finland 1173 -7.64 Finland 160 +29.03 *** 

3911 -0.03 *** 191 +7.91 49 +4.26 ** 
Denmark* 27913 +4.78 +2.09 Denmark* 3512 +71.07 +63.76 Denmark* 2664 +20.93 +110.08 

2493 -12.62 -13.92 612 -11.05 -13.66 369 -2.12 -1.86 

Jewellerv Music Photography 
Sweden 3680 -4.39 -3.07 Sweden 6335 +6.78 +12.24 Sweden 7509 -4.85 +0.04 

1391 -2.25 -1.05 3183 +7.28 +13.82 4027 +9.58 +17.36 
Norway 3857 -6.50 +8.42 Norway 4224 -12.62 -17.03 Norway 7632 +9.72 +11.40 

943 -8.61 +6.62 1794 -12 -16 2585 +9.72 +11.74 
Finland 2658 -3.42 *** Finland 1543 +1.92 Finland 3038 -1.65 ** 

1005 -0.89 *: 1006 +6.34 *** 1196 -1.08 *** 
Denmark* 1791 -0.44 -0.56 Denmark* 2795 +10.78 +14.86 Denmark* 3819 +2.25 -2.70 

904 -11.98 -9.06 1179 +4.15 +12.28 2225 -6.47 -5.76 

Print miiedia Softiware, stnew miedia The finer' arts 
Sweden 58018 -2.76 -5.47 Sweden 73028 +6.03 +12.36 Sweden 20453 +42.89 +69.28 

8147 -0.46 -0.38 17320 +1.38 +4.87 11593 +26.69 +48.04 
Norway 46620 -2.62 -4.11 Norway 27741 +65.08 +119.23 Norway 8419 -30.79 -6.81 

5755 -2.96 -4.25 6290 +54.09 +105.66 5038 -26.32 -8.77 
Finland 30408 -0.24 Finland 22359 +32.69 Finland 1754 -19.62 

3353 -2.67 ** 3133 +7.92 *** 1399 +13.19 
Denmark* 35830 +14.12 +11.27 Denmark* 33206 +33.60 +48.93 Denmark* 5256 +6.33 +20.96 

5787 -8.32 -8.63 9939 +14.70 +35.06 2962 +0.14 +8.05 

The cultural industries Related industries Totals (incl. related industries) 
Sweden 352506 +9.62 +16.35 Sweden 87190 +21.20 +33.64 Sweden 439696 +8.88 +15.53 

91487 +12.23 +22.56 19897 +42.86 +70.04 111384 +10.12 +19.13 
Norway 188928 +6.64 +10.68 Norway 8419 +6.12 +9.26 Norway 261223 +6.49 +10.29 

43281 +6.58 +10.15 8244 +4.78 +9.13 51525 +6.10 +9.87 
Finland 124855 +6.68 *: Finland 41791 +10.58 Finland 166646 +7.63 *** 

27965 +1.37 9563 +2.03 37528 +1.54 *** 
Denmark* 179862 +13.71 +16.20 Denmark* 44062 +13.35 +10.37 Denmark* 223924 +13.64 +15.05 

46702 -3.24 +2.35 12234 -15.07 -12.48 58936 -5.96 -1.06 

* Due to Danish data protection laws the figures for employment incorporate estimates based on firm data and therefore may underestimate employment. 
** Accurate comparable data were not available for design activities in Finland and in Norway. 
*** Year 2000 data not available for Finland at the timing of writing. 
Sources. Figures based on data delisvered by Statistiska centralbvran (Statistics Sweden, Danmarks tatistik (Statistics Denmark), Statistisk sen- 
tralbvra (Statistics Norway). and Tilastokeskus (Statistics Finland). 
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see Eurostat, 1996) would be used: both in order to 
standardise the data for comparability and because 
the most up-to-date and accurate local level - mu- 
nicipality (koiimmlu in Danish. Norwegian and 
Swedish. and kullta in Finnish) - was available at 
only four-digit level for all four countries. Usine 
four-digit level data also makes the regional figures 
presented easily amenable to comparison w ith oth- 
er countries around the world if researchers so 
wish. Thus. in addition to all the difficulties in- 
volved in using SIC type data. differences exist be- 
tween the figures used in the following two sec- 
tions. it must be remembered though that total ac- 
curacy is impossible with currently available data 
and that the intent of this paper is to highlight gen- 
eral patterns and trends rather than hope for entirely 
precise quantification. 

Assessment of the national characteristics of 
Scandinavian cultural industries production 
systems 
The general conclusion of this section is quite sim- 
ple: that the cultural industries are significant em- 
ployers and in addition are growing rapidly both in 
terms of the number of employees and firms in- 
volved. It may be seen from Table 1 that employ- 
ment growth in particular has been particularly 
strong during the study period. However, a series of 
interesting sectoral differences and variations be- 
tween levels of firm and employment growth and 
decline demonstrate that these industries are going 
through a period both of industrial restructuring 
and in some cases significantly above-average 
growth. Furthermore, despite the proximity of the 
four countries and their many similarities, impor- 
tant differences emerge from the data. 

Overall, the cultural industries account for sub- 
stantial portions of each country's total employ- 
ment: around 9 to 10% for each country in 1999. 
Taken as a whole, cultural industry employment 
grew much faster than average employment. In the 
1997 to 1999 period average overall employment 
growth in Denmark. Finland. Norway and Sweden 
was. respectively. 2.88c%. 5.86%. 2.87% and 
3.72C%. Thus the positive growth rates of 13.71 %, 
6.68%,. 6.64%, and 9.62% recorded for the coun- 
tries' cultural industries are, with the exception of 
Finland, between two and four times as high. As 
may be seen from Table 1 this trend continues into 
2000 for the three countries where data were avail- 
able at the time of writing. Well above-average 
growth was also recorded for related industries in- 

dicating that the cultural industries and those relat- 
ed industries should be priorities for the respective 
governments' employment policies. 

Despite the overall positive growth patterns, sig- 
nificant differences exist between the individual 
categories that comprise the cultural industries. 
Four categories stood out as enjoying exceptionally 
high rates of employment growth in all four coun- 
tries: film. heritage activities, software/new media, 
and related industries. Norway's software and new 
media industry, for example, grew by 65% between 
1997 and 1999. On the other hand, some categories 
have suffered heavy job losses (e.g. jewellery, print 
media, applied arts, broadcast and print media). 

What is clear, however, is that no sectoral pat- 
terns emerge, as distinct national differences exist 
within each category. In some categories these dif- 
ferences are particularly stark. One example is the 
music industry which between 1997 and 1999 grew 
well above the average in Denmark (10.78%) and 
Sweden (6.78%), while in Norway it shrank signif- 
icantly (by 12.62%), and in Finland (1.92%) it 
failed to keep up with the labour market in general. 
Denmark seems to have been particularly success- 
ful in bucking the trends seen elsewhere since in a 
number of the categories that experienced job loss- 
es elsewhere, Denmark saw strong growth: broad- 
cast media, print media and the applied arts/crafts. 

The process of industry transformation or organ- 
isational change can be, to an extent, seen in the dif- 
ferences between the growth rates for employment 
and firm numbers.4 In general, one may say that in 
Norway firm and employment growth are pretty 
well matched. When looking at the growth rates by 
unit size one can see that the mix of firm sizes in 
each sector is relatively stable (i.e. all firm sizes are 
either growing or declining). However, when one 
looks at Denmark, Finland and Sweden one can see 
a rather different pattern. In these countries em- 
ployment growth/decline is not spread evenly over 
the different firm sizes. In Denmark employment 
growth has been concurrent with a decline in the 
number of active firms. Thus for instance, in the 
1997 to 1999 period while employment grew by 
13.71%. the number of firms dropped by 3.24%. 
This may be seen in nine of the categories, and in 
the remaining six categories employment growth 
has consistently outstripped growth in firm num- 
bers. For example, despite employment growth of 
71.07% in the applied arts category (glass, ceram- 
ics, cutlery and crafts) there was a 11.05% fall in 
firm numbers between 1997 and 1999. Supplemen- 
tary information from industry sources suggests 
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that this difference is the result of a growing con- 
centration of employment in the hands of larger 
firms due to both existing firms expanding and a 
sharp rise in the number of mergers and acquisi- 
tions. 

In contrast to the Danish trend towards larger 
firm sizes. Sweden shows the opposite tendency 
with the overall number of firms rising by 12.23% 
between 1997 and 1999 as opposed to 9.62% for 
employment. However. while it appears in general 
that in Sweden the growth in firm numbers has con- 
sistently outpaced employment this is not true of 
every category (for an analysis of this trend over a 
longer period, namely 1994 to 1999. see Power. 
2002). Categories such as advertising and software/ 
new media appear to show definite signs of a move 
towards large firm sizes. However, other industries 
are going through extremely rapid restructuring re- 
sulting in increased fragmentation. The starkest ex- 
ample of this is in the broadcast media category 
where, despite a fall in employment of 8.25% the 
number of firms rose by 10.32%. This trend accel- 
erated rapidly through 2000 so that by the end of 
2000 the number of firms had risen by 30.65% from 
1997 while employment had dropped by 8. 1 %. It 
is certain that this may be accounted for by the clo- 
sure of some larger firms and, in particular, the 
down-sizing of larger firms combined with a much 
higher use of outsourcing. More detailed monthly 
data and the examination of selected company and 
subsector histories (using information from the 
press and the Swedish trade and industry register: 
Patent- och registrerings'lerket) showed that as 
down-sizing and subcontracting gripped the larger 
broadcast media firms small firms and start-ups 
stepped in to fill the gaps. Moreover, company and 
sector data and accounts show that many of the job 
losses in the media categories were directly fol- 
lowed by start-ups and employment rises in design, 
film, freelance writing, music, new media and pho- 
tography. These latter sectors benefited directly 
from the downsizing and outsourcing of activities 
previously done in-house, adding further credence 
to the notion of a cultural industries industrial sys- 
tem. 

In order to understand further what is going on 
in the countries' cultural industries one should also 
look at the changing balance of activities within 
each category. To this end figures are presented in 
Table 2 that use Pratt's disaggregation of each sec- 
tor into four systemic aspects: production ('origi- 
nal production, commissioning and directing'); in- 
frastructure ('production of the means of produc- 

tion'): distribution ('reproduction, and mass distri- 
bution'); and consumption ('sites of exchange of 
rights to consume' - Pratt, 1997b, p.1960). How- 
ever. it must be said that today the boundaries be- 
tween retailers. distributors and producers in many 
cultural industries, such as fashion (Braham, 
1997). are blurred or even non-existent. In addition, 
data limitations make these divisions somewhat 
problematic, as many firms try to do a little of eve- 
rything: at once producer, distributor, retailer and 
infrastructure provider to other firms. 

None-the-less, it may be seen from Table 2 that 
it is only in production activities that growth exists 
in every country. The growth rates in productive ac- 
tivities are significantly higher than those in the ar- 
eas of infrastructure, distribution and consumption. 
Production activities, such as 'original production, 
commissioning and directing' (Pratt, 1997b, p. 
1960), have grown very rapidly both in terms of 
employees and firms involved to the extent that by 
1999 a total of 423 954 employees in 124 379 firms 
worked in Nordic cultural industry production ac- 
tivities. In both Sweden and Norway employment 
growth was in the order of 23% between 1997 and 
1999, and over 30% by 2000. In all four countries 
small firms dominate and there has been especially 
strong growth in the smallest firms indicating that 
much of the growth was characterized by start-ups 
or spin-offs. In general, one may say that the ten- 
dency for production activities to be dominated by 
small and medium-sized production enterprises 
continues. 

Again the Danish industry shows signs of em- 
ployment growth contrasting with the existence of 
fewer and fewer active firms: indicating significant 
industrial restructuring through mergers and acqui- 
sitions. In the other three it is only in consumption 
activities that industrial concentration has been a 
feature of recent change. This is due most likely to 
the increasingly competitive nature of the retail en- 
vironment in Finland, Norway and Sweden; in re- 
cent years a combination of deregulation and the 
growing presence of foreign retailers has radically 
altered the retail environment. 

In conclusion, two main reasons (and one sec- 
ondary) may be suggested to explain a large share 
of the strong employment demonstrated above. 
First, it is certain that in recent years cultural indus- 
try products have been growing domestic and ex- 
port markets for all four countries. 'Scandinavian' 
design and style, whatever these may be, have be- 
come fashionable in many international markets 
and have fuelled something of a boom for many 
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Table 2. The Scandinavian cultural industries production ss stem in 1999: numbei of employees and number of firms by size (number of em- 

ployees or people taking an income from the concern). Excludes 'Related Services'. 
Figures in italics refer to number of firms active in the area. 

5-9 10-19 20-49 50-99 
% change % change 

100+ Total 1997-1999 1997-2000 

Consu1mption 
Sweden 21464 

15793 
Norway 12574 

7631 
Finland 

5698 
Denmark* 10476 

7426 

Distribution 
Sweden 11640 

9372 
Norway 5605 

4352 
Finland 

3940 
Denmark* 4150 

3468 

Inf/hstrticture 
Sweden 6350 

4481 
Norway 6110 

4230 
Finland 

1768 
Denmark* 4452 

3474 

Prodluction 
Sweden 61262 

53651 
Norway 24423 

21068 
Finland 

12098 
Denmark* 31016 

27456 

Totals 
Sweden 100716 

83297 
Norway 48712 

37281 
Finland * 

23504 
Denmark* 50094 

41824 

7932 5543 
1249 429 
9778 7464 
1530 572 

690 228 
4910 4497 

721 315 

3776 4491 
584 332 

1908 1921 
298 141 

343 18( 
1437 1895 
207 129 

3846 4620 
590 343 

3884 3736 
596 283 

284 167 
2547 3295 

369 223 

11312 13239 
1737 992 
5837 6757 

895 508 

968 555 
6710 9459 
986 661 

26866 27893 
4160 2096 

21407 19878 
3319 1504 

2285 1130 
15604 19146 
2283 1328 

4689 4238 
160 63 

7780 3591 
270 51 

77 13 
4922 1913 

151 26 

5923 4784 
199 69 

2160 1373 
75 20 

108 34 
2499 1464 

75 20 

5308 4151 
180 57 

4022 2762 
139 39 

99 48 
4933 2774 

146 38 

19963 12201 
662 177 

9450 5968 
311 88 

385 120 
14594 11615 

457 165 

35883 25374 
1201 366 

23412 13694 
795 198 

669 215 
26948 17766 

829 249 

25051 68917 +2.01 +4.89 
58 17752 -2.70 -2.07 

15416 56603 +9.73 +8.17 
45 10099 +1.10 -6.19 

* 18310 +0.31 ** 

4 6710 -3.30 ** 
4550 31268 +9.71 +12.42 

23 8662 -10.16 -8.46 

43216 73830 -4.37 -4.29 
107 10663 +3.24 +7.44 

1497 14464 +8.16 +11.91 
8 4894 +7.58 -0.55 

* 19327 +3.55 *** 
29 4634 -0.96 * 

5921 17366 +14.70 +17.98 
23 3922 -10.40 -10.21 

9384 33659 -0.48 -3.48 
43 5694 -0.21 +0.30 

22911 43425 +1.46 -1.43 
61 5348 +8.04 +15.56 

* 16894 -3.55 *** 
24 2390 -3.12 ** 

10133 28134 +13.70 +7.52 
38 4288 -9.48 -10.39 

58123 176100 +23.15 +37.59 
159 57378 +21.46 +38.07 

22001 74436 +23.53 +33.57 
70 22940 +33.22 +50.65 

* 70324 +12.33 * 
105 14231 +5.41 *** 

29700 103094 +14.82 +19.49 
105 29830 +1.08 +9.78 

135774 352506 +9.62 +16.35 
367 91487 +12.23 +22.56 

61825 188928 +12.45 +15.13 
184 43281 +17.91 +24.10 
** 124855 +6.68 

162 27965 +1.38 * 
50304 179862 +13.71 +16.20 

189 46702 -3.24 +2.35 

* Due to Danish data protection laws the figures for employment incorporate estimates are based on firm data and therefore may underestimate 
employment. 
** Size group data for employment in Finland not available at five-digit level. 
*** Year 2000 data not available for Finland at the timing of writing. 
Source: Figures based on data delivered by Statistiska centralbyran (Statistics Sweden), Danmarks statistik (Statistics Denmark), Statistisk sen- 
tralbyra (Statistics Norway). and Tilastokeskus (Statistics Finland). 

sectors of the cultural industries in these countries. symbolic of changing attitudes to the cultural in- 
Thus growing demand and market size have laid dustries. It is suggested by many in the industries 
the foundation both for firm expansion and new en- that a cultural change has occurred, with the result 
trants. Second, the high levels of new entrants into that cultural industries are no longer seen as un- 
these industries is seen by many industry sources as profitable lifestyle choices but rather as viable busi- 
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ness areas (Berranger and Meldrum. 2000). This, it 
is suggested, has led to an increased willingness to 
invest in the industries: both by people investing 
their futures in setting up firms and by venture cap- 
italists/lending institutions investing in what were 
traditionally seen as bohemian fringes rather than 
business areas. The combination of market growth. 
new entrants and entrepreneurial activity will likely 
support greater competition and professionalism as 
well as attracting positive agglomeration and scale 
economies in areas such as labour and venture cap- 
ital that may further fuel entrepreneurial activity. In 
addition to these two reasons, one may also suggest 
that a reason behind the often dramatic changes in 
employment levels, and firm numbers, observed 
may be the specific nature of the organizational 
change and restructuring gripping certain sectors. 
As mentioned above even job losses can have pos- 
itive effects on the overall industry: for instance, 
the streamlining of large media organisations such 
as broadcasters and newspapers has in some sectors 
had very positive effects by increasing the supply of 
skilled workers and opening up new markets. Fur- 
ther research, however, is needed to test the validity 
of these conclusions. 

Regional and urban dimensions 
Economic analysts and economic geographers 
alike have long argued that the spatiality of the 
economy has important effects both on economies 
(Sklair. 1994; Fuijta et al. 1999: Clark et al. 2000; 
Knox and Agnew, 2002) and firm competitiveness 
(Porter. 1990: Maskell and Malmberg. 1999). It 
seems that worldwide the cultural industries are 
similarly characterised by spatial patterning and 
agglomeration leading many authors to suggest 
that for many firms involved in cultural industries 
essential competitive benefits arise from agglom- 
eration in an urban area (Caves, 2000; Scott, 2000b; 
Hesmondhalgh, 2002). In this section the regional 
and spatial dimensions of the cultural industries are 
explored. Again standardised industrial data are 
used. Standardised regional data at 'municipality' 
level were available only at the four-digit level, 
meaning that, due to the higher level of aggrega- 
tion. the data presented are not as descriptively ac- 
curate as those used for the tables and section 
above. On the plus side, by using the NACE four- 
digit level direct data comparability is ensured. As 
far as possible data from November 1999 were used 
as at the time of writing they were the most up-to- 
date available for most countries. However, in the 

case of Finland the latest data available were for 
week 52 in 1998. Thus unless otherwise stated the 
figures below are for these dates. Data for 1995 
were also used for all four countries so that changes 
could be analysed. 

As may be seen from Fig. 1, the most obvious, 
and perhaps unsurprising, finding of this 'mapping' 
exercise was that the cultural industries are heavily 
oriented towards urban areas. Moreover the distri- 
bution of the industries' employment closely fol- 
lows the urban system. Thus the national capitals 
and the larger cities account for the lion's share of 
cultural industries employment. Stockholm's cen- 
tral city area has the largest single concentration 
with 83 225 employed. The other capitals' central 
municipalities also have significant cultural indus- 
try workforces: Oslo, 52 173; Helsinki, 43 695; Co- 
penhagen, 42 620. These concentrations equate to 
between 16% (Copenhagen) and 27% (Oslo) of the 
countries' total cultural industry employment. If 
one aggregates up to the county level it may be seen 
that the capital city regions represent even larger 
concentrations: Stockholm, 118 879; Copenhagen, 
83 915; Oslo, 74 130; Helsinki, 71 337. At a nation- 
al level this translates into the fact that the capital 
regions dominate each nation's total cultural indus- 
tries employment: Helsinki 38%; Copenhagen, 
32%; Oslo, 39%; Stockholm, 33%. 

Location quotients, presented in Fig. 2, confirm 
that these cities have far higher concentrations of 
cultural industry activity than expected (a location 
quotient higher than 1 indicates higher than aver- 
age concentration). Thus it appears that as in other 
countries (see e.g. Pratt, 1997b, 2002) the capital 
cities have a magnetic effect upon the cultural in- 
dustries. The tendency for the distribution of cul- 
tural industry employment to favour the urban hi- 
erarchy may be further seen in the fact that the 
countries' other major cities also have substantial 
numbers employed, higher than average location 
quotients, and extremely high growth rates (see Ta- 
ble 3). Changes between 1995 and 1999/98 confirm 
that the urban tendency is likely to be accentuated 
further in the future. Virtually all the municipalities 
located near a major population centre grew strong- 
ly. As may be seen in Table 3, the capital cities again 
performed very well: Helsinki, 38%; Copenhagen, 
7%; Oslo, 41%; Stockholm, 33%. The story is not 
only an urban one, however, as in all four countries 
some remote and sparsely populated areas enjoyed 
high growth rates. 

Concentration, localisation and agglomeration 
of cultural industries in large cities has been taken 
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Fig. 1. Cultural industry employ- 
ment for Nordic municipalities 
1999. Data for Finland is for week 
52. 1998. 

by many as a sign that dense urban areas, and all 
that these bring with them, are a major precondition 
for successful cultural industries (see e.g. Scott, 
2000a, 2000b). Analysis of the data confirmed this 
pattern: all but three categories (applied arts, fash- 
ion clothing, furniture) were highly concentrated in 
the capital city areas. Advertising, for instance, was 
highly concentrated in the central city area of all 
four capitals. In Finland 54% of the entire Finnish 
advertising business' employees were located in 
central Helsinki: 53% of Norway's in Oslo, 38% of 
Sweden's in Stockholm, and 29% of Denmark's in 
Copenhagen. This is perhaps hardly surprising as 

advertisers the world over tend to favour highly 
centralised city centre agglomerations (Grabher, 
2002a) in order to both work together on projects 
and to be near large output channels such as nation- 
al newspapers and television stations. Indeed in all 
four countries advertising, broadcast media, pho- 
tography and print media showed identical loca- 
tional preferences (cf. Aspers, 2001). Further in- 
vestigation at a more detailed street level, using 
business registers, revealed that in Copenhagen and 
Stockholm these four categories tended to micro- 
cluster together. Without further qualitative re- 
search it is hard to say, but one may surmise from 
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Fig. 2. Location quotients for Nor- 
dic municipalities 1999. Data for 
Finland is for week 52, 1998. 

these patterns that such clustering or agglomera- 
tion lends the firms some positive business advan- 

tages: why else would these industries be so highly 
concentrated in high-cost central cities? These 

types of finding suggest further that one must con- 
duct more research which aims at understanding 
how the different parts of the cultural industries are 
linked together within a loose industrial system 
centred in particular areas. 

While in general it appears that urban agglome- 
ration characterises many cultural industry busi- 
nesses, there are some examples of rural or under- 

populated areas where the cultural industries make 
a significant local contribution. When these con- 
centrations are examined it is found that most often 
it is industries such as furniture, fashion clothing 
manufacturers, crafts, glass, cutlery and ceramics 
that form the majority of out-of-town cultural in- 

dustry activity. The attraction of the smaller towns 

and rural areas to these sectors/activities may be 
seen in all four countries. In general, these rural 
concentrations are not agglomerations per se but 
rather the presence in a sparsely populated area of 
a medium to large cultural industry firm: in partic- 
ular those involved in art glassware and furniture. 
Where the firm grows sufficiently, however, it is 
common to see a diversification in the area's sec- 
toral composition as related services and industries 
co-locate with their important customer. In south- 
ern Sweden, the example of the home town of the 
global furniture manufacturer/retailer IKEA, Alm- 
hult, is perhaps paradigmatic (cf. Power, 2002). 
Almhult is dominated by IKEA's operations but in 
recent years a significant number of advertising, 
design and media businesses have been set up or 
drawn to the town in order to service the giant. 
Qualitative research conducted shows that this pat- 
tern of a large design-led manufacturer attracting a 
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Table 3. The top 15 Scandinavian cultural industry municipal concentrations in 1998/1999. 

Countrs Total CI employment Location quotient 

Sweden 

Norway 
Finland 
Denmark 
Sweden 
Denmark 
Sweden 
Finland 

Norway 
Finland 
Denmark 
Denmark 
Finland 

Norway 
Norway 

83225 
52173 
43695 
42620 
30218 
21245 
16970 
12655 
11893 
10998 
10047 
9609 
8916 
8215 
7853 

1.75 
1.57 
1.42 
1.38 
1.28 
1.31 
1.44 
1.51 
1.06 
1.29 
1.05 
1.05 
1.16 
1.73 
1.08 

% employment change 1995-98/99 

+33.00 
+40.60 
+38.02 

+7.08 
+28.03 
+19.47 
+23.82 
+24.84 
+19.41 
+13.74 
+10.50 
+19.28 
+17.04 
+35.96 
+34.06 

Sour ce: Data are for November 1999. except for Finland which are for week 52. (1998). Figures based on data delivered by Statistiska central- 
byran (Statistics Sweden). Danmarks statistik (Statistics Denmark). Statistisk sentralbyra (Statistics Norway), and Tilastokeskus (Statistics Fin- 
land). 

cluster of related cultural industry firms is common 
(at least in Sweden where research was done). 

The 'one-horse town' model of rural cultural in- 
dustries is not always true, as in many of those 
smaller or more remote municipalities with high lo- 
cation quotients one can see small cultural industry 
firms doing a variety of different things. When the 
related services category - which includes many of 
the core tourist industries - is added, the picture for 
most rural areas was one of substantially higher 
cultural industry involvement. Indeed, an interest- 
ing finding that holds true for all four countries is 
greater diversity of cultural industry categories in 
an area correlated with significantly higher average 
concentrations of related services: in particular ho- 
tels and restaurants. This supports the view of many 
regional authorities that cultural industry activity is 
an important plank in developing a local tourist in- 
dustry. Cultural industry activity should therefore 
also be seen to have implications for other indus- 
tries important to rural and remote areas. 

In conclusion, it seems that most sectors of the 
Nordic cultural industries match the paradigmatic 
cultural industry model of urban agglomeration. 
This is not the entire story, however, for not every 
part of the cultural industries matches the stereo- 
typical images we have of the urbane Madison Av- 
enue advertising executive shuttling between busy 
power-lunch establishments or long-established 
images of Left Bank creatives huddled around city 
centre coffee tables. Rather the cultural industries 
are a diverse set of activities with a diverse set of 
working practices and preferences. In all four coun- 
tries cultural industries may be said to have a strong 

attraction to urban areas but an even stronger pro- 
pensity to agglomerate; though less frequently, ag- 
glomerations and concentrations appear in rural as 
well as urban areas. It is suggested that the spatial 
patterns observed may be key to the development of 
the industries' competencies and success. This in 
combination with the fact that these activities are 
locally and nationally significant employers means 
they should not be ignored by analysts or regional 
economic development policy. 

Conclusions 

Analysis of industrial statistics for four Nordic 
countries shows that in general the cultural indus- 
tries make an important contribution to employ- 
ment in each country. Moreover this group of in- 
dustries has been among the fastest growing in each 
country. High growth rates are not the entire story, 
of course, as different categories demonstrated rad- 
ically different trajectories, and major differences 
may be observed between the industries both at re- 
gional and cross-national levels. 

One finding is that as clear national differences 
exist within every category no definite sectoral pat- 
terns may be said to emerge from the data. The 
broadcast media category (see Table 1) is a perfect 
example of these differences: in Sweden it is shed- 
ding jobs and its firm structure rapidly fragment- 
ing; in Norway both employment and active firms 
have dropped by around 25% over a short period; 
in Finland there are fewer active firms but these are 
hiring steadily; and in Denmark the category is 
growing strongly but tending towards larger firm 
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Stockholm 
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Helsinki 
Copenhagen 
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Turku 
Baerum 
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1 
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10 
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sizes. Such differences warn us against the utility of 
the type of meta-narratives so common in analysis 
of the broadcast media (such as stories about An- 
glo-American centralisation and consolidation) 
and also warn us that industrial policy (such as Eu- 

ropean Union and national audiovisual policies) 
must be sensitive to the different needs of such in- 
dustries in different regions and nations. 

Despite all the differences in firm and employ- 
ment growth rates it is relatively unproblematic to 

say that in all four countries these industries are 
dominated by SMEs: in particular very small firm 
sizes. In all four countries it may also be seen that 
overall growth is accounted for mainly by these 
smaller firms: either start-ups or very small firms 
taking on a few employees and so on. This of course 
may be explained in a number of ways: fragmenta- 
tion and industrial change; or growing entrepre- 
neurial activity that may be fuelled by a renewed en- 

trepreneurial spirit; the increasing willingness of 
venture capital to fund cultural industries projects; 
changes in attitudes to making 'culture' one's busi- 
ness; or increased market demand and size. It is no 

surprise perhaps that it is small enterprises which 
dominate nearly all cultural product industries, 
since artistic or 'creative' work and innovation often 

ultimately depend entirely on the individual. At the 
same time one must also understand that the pro- 
duction, distribution and consumption of cultural 

products works within a collective framework 
(Becker, 1974; DiMaggio and Hirsch, 1976; DiM- 

aggio, 1977; Casey, et al. 1996; Crewe, 1996; Scott, 
1996; Garibaldo and Ortoleva, 1999; Scott, 2000b; 
Grabher, 2002a, 2002b) and that the myth of the iso- 
lated creative genius is usually just that: a myth. 
Thus industrial and regional policy aimed at the cul- 
tural industries is likely to work best if it takes as its 

starting point the idea that small firms bound togeth- 
er within networks, or 'clusters' (see Hallencreutz 
and Power 2003), best support both basic operation- 
al functionality and competitiveness. 

Such a view is supported by the fact that in all 
four countries analysis of employment distribution, 
growth rates and location quotients suggests that 

agglomeration is a 'universal' characteristic of 
these industries' industrial systems. In all but three 
categories' urban areas, the larger urban centres at- 
tracted far more than their fair share of cultural in- 

dustry employment. Data show that these urban 
concentrations perform substantially better in 
terms of employment growth or levels of relative 
decline. Even for industries such as the broadcast 
media, fashion clothing, jewellery and print media 

which in most countries were laying off staff (see 
Table 1), it was the central city workforces for these 
industries that faired relatively better. It should be 
noted, however, that the cultural industries are not 
an exclusively urban phenomenon and high con- 
centration rates were sometimes observed in small 
towns, rural and remote areas. This suggests that 
the collective nature of cultural industry activity as 
indicated above is often reinforced or secured by 
agglomerative spatial dynamics. 

In conclusion, the Nordic cultural industries are 
growing at higher rates than the general economies 
in which they are embedded. Their propensity to 
agglomerate combined with their impressive 
growth record suggests that they should be consid- 
ered as important contemporary and future growth 
engines within Nordic countries and regions. In 
short, 'an economic orientation to cultural policy is 
now needed: cultural industries as industrial strat- 
egy' (Pratt, 1997a, p.1914). 
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Notes 
1. For more systematic work on different definitions of the 

cultural industries' see (Breton, 1982; Mattelart and 
Piemme, 1982; Adorno, 1991; Wynne, 1992; Frey, 1994; 
Casey et al. 1996; Cook, 1996; Scott, 1997; Pratt, 1997b; 
Department Culture, 1998; O'Connor, 1998; Department 
for Culture and Regions, 2000; Kong, 2000; O'Connor, 
2000; Scott, 2000b). 

2. Due to privacy and data protection laws in Denmark the 
Business Register could not supply employment data for 
certain SIC codes. With the help of employees of Danish 
Statistics these data 'holes' were filled using estimates 
based on firm activity figures. 

3. Det cenltrale iirksomheds register in Denmark; Tilas- 
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tokeskus in Finland: Bedrifts- og foretaksregister in Nor- 
way: Centralal firetags och airbetsstilleregistret iln Sweden. 

4. It must be noted that some of the differences betwseen the 
countries in the number of active firmls and the propensity to 
set up firnis reflects differences in the countries' taxation. 
company registration and corporate law regimes. Whilst 
such differences do of course have an effect. analysis of the 
data suggests that these differences do not effect each cate- 
gory equally indicating that underlying industry and market 
change are better explanatory variables than regulatory 
changes and regimes. 
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