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Abstract 

The advent and massification of the ICTs and the widespread use of internet have 

transformed the way in which traditional media such as ratio and television communicate 

with the audience, not only because of the technological shift itself, but because of the 

convergence culture undergoing as a result of the new relationships taking place online.  

 

Particularly, we wonder how the news’ organizations based in traditional media are adapting 

to these changes. Our assumption is that, although the news’ organizations have understood 

and are currently using the online technologies to present their information in varied ways 

with the intention to reach a broader audience and to generate higher levels of engagement, 

still much needs to be analyzed on how the contents are handled through each particular 

online platform.  

 

Along this study, we propose to introduce the rationale of Nation Branding from a 

Cultural/Critical perspective as a tool to analyze how transnational news organizations 

present their contents, since, even when their purpose might not be to carry out directly a 

Nation Branding strategy, they might be falling into the use of certain features of the Nation 

Branding logics.  

 

In order to perform this analysis, we explore, from a reductionist approach, the ways in which 

the English section of Radio Sweden International (a branch of Sveriges Radio, the public 

radio service in Sweden) has developed its online strategy, trying to identify: 1) whether 

Radio Sweden International is appropriating the logics of Nation Branding in the way they 

present their information; 2) if the online strategy of Radio Sweden International is oriented 

(either directly or indirectly) to build and/or enhance the “Brand Sweden”; and 3) the ways 

in which Radio Sweden International uses each specific digital platform in its online strategy.  

 

We collected 1893 elements across the Twitter account (760), the news’ website (620), the 

podcasts (422), and the Facebook page (91) of Radio Sweden International, which were 

submitted to the classifications of the Nation Branding model known as “Anholt’s hexagon”. 

What we found was that, although 70.4% of the elements do fit within Anholt’s hexagon, 

29.6% of the elements did not fit, these last elements corresponding to Domestic News and 

Self-Promotion of the organization, reason why a new classification of these elements was 

due, giving as a result 9 new categories of information different from Anholt’s model.  

 

As a result of our empirical study, we concluded that there are indeed similarities between 

the way in which Radio Sweden International presents its information, and the form in which 

the Cultural/Critical developing perspective of Nation Branding proposes how the nation 

communicates within the convergent, global and networked society. Although Radio Sweden 

International does not have the direct task of promoting the image of Sweden outside the 

country, the ways in which this organization presents its information and uses the different 

online platforms can be related to the way in which Nation Branding intends to construct the 

image of the country both, inside and outside Sweden.  

 

Key words: Nation Branding, Convergence Culture, Radio Sweden International, 

Convergent Globalizing Networked Society, Radio Online, Radio Convergence.  
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1. Introduction 

In the year 2014, we live in an era in which information is more widespread than ever. One 

small device fitting in the palm of our hand has the capacity of rendering us the access to the 

texts written by millions of people in a global scale in a matter of seconds. We are not only 

facing the possibility of acquiring contents, but also to produce them, to submit our thoughts 

and opinions through platforms which guarantee that our ideas will be made public for those 

interested in them. Moreover, these small devices, such as smartphones or tablets, not only 

give us the opportunity of acquiring data and expressing ourselves through texts, but 

growingly, we are allowed to consume and produce in a simple way several types of 

audiovisual materials, from pictures to music and video, including pre-recorded and live 

streamcasting of radio and television.  

 

Technology has certainly given us a broad range of possibilities to (inter)act through media. 

But beyond the emerging technological developments, it is our patterns of individual 

production and consumption of these media which evolve every day. More than mere passive 

consumers, the media now is something not only to listen or to see, but to do (Meikle & 

Young, 2012), and this possibility for the user to have a voice within the media grants them 

with certain kind of formerly limited power. The audience, since now it is an (inter)active 

one, is more complex than ever, and understanding and reaching it has become a serious 

challenge for both, the traditional media organizations and for the individuals themselves.  

 

The targeted audience of the messages becomes diversified, meanwhile the local scale 

information, i.e. the news focused in local affairs, turns into a globally framed network of 

interactions. Moreover, all these interactions occur inside the market logics of a capitalist-

determined society, characterized by certain power negotiations taking place in it which turn 

from the local to the global realm. Within this set of ideas, we consider appropriate to 

introduce the use of a concept such as Nation Branding as a framework which can help to 

explain how the power interactions take place inside society.  

 

It is within this rationale that we propose the current research, developing it in the discussion 

about how particularly radio, as a traditional mainstream medium, is adapting to the 
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convergent globalizing and networked media realm in order to remain current and avoid 

losing its authority as a powerful actor, using as a case of study the analysis of the online 

strategy of Radio Sweden International, considering the information presented in its website, 

the podcasts sent through it, and the social media feed produced for social media platforms 

such as Facebook and Twitter.  

 

1.1 Goal of the study  

The main goal of this study is to determine whether Radio Sweden International is currently 

appropriating the logics of Nation Branding as a way to present its contents in the convergent 

and globalizing media internet realm, particularly assessing, from a neutral standpoint, the 

news and the overall information presented through the online platforms used by the 

organization to establish whether there are certain trends leading us to think that the strategy 

of RSI is oriented to brand the image of Sweden, either in a direct or an indirect way.  

 

1.2 Research questions 

Throughout this research, our aim is to answer the following questions:  

1) Is Radio Sweden International appropriating the logics of Nation Branding as a way to 

present its contents in the convergent and globalizing media internet realm?  

2) Is the online strategy of Radio Sweden International oriented (either directly or indirectly) 

to build and/or enhance the “Brand Sweden” according to the rationale of certain perspective 

of Nation Branding?  

3) How does Radio Sweden International make use of each specific digital platform (podcasts, 

website, Facebook and Twitter) in its online strategy, and how do they are different from 

each other?  

 

1.3 Contribution 

By answering these questions, the main contribution of this thesis for the field of media and 

communication studies will be presenting the rationale of Nation Branding as a valuable 

perspective to understand how radio presents its contents to a growingly diversified audience 

within the logics of capitalism in a convergent global networked society. In doing this, we 

expect to contribute in presenting a capitalist tool (Nation Branding) to understand the 
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reasons behind transnational news flowing across countries within the new and constantly 

changing logics of online media undergoing in the context of globalization  

 

1.4 Chapters division 

As of the development of this research, structurally it is divided into 7 chapters: the first 

chapter of the study will address the introduction to the topic, so as an explanation of the 

relevance of the study for both media and communication studies and for the society in 

general. The second chapter will contain a literature review on media convergence as 

discussed by Jenkins (2006) and Meikle & Young (2012), departing from the notions of the 

global networked society presented by Castells (2009) and Fuchs (2014), so as the power 

negotiations taking place inside the media in the Internet Age. Further, a review will be made 

on the state of the art of online radio convergence, stressing the way in which radio is adapting 

to the global networked society.  

 

Further, in the third chapter radio convergence will be framed within a theoretical framework 

based on the concepts of Nation Branding, meanwhile the fourth chapter will focus on 

specifying the research design and the methodology, so as the justifications for the choice of 

the empirical material; chapter five will present the analysis of the various results of the study; 

chapter six will contain the discussion and chapter 7 the conclusions of the research.  

 

1.5 Background 

1.5.1 Media Convergence 

Scholars within the field of sociology and media and communication studies still debate and 

try to demonstrate the emancipatory and democratizing potentials of the internet (in general) 

and the social media (in particular) (e.g. Dalhgren, 2012), and it seems undeniable that the 

possibilities offered by the internet tools to transform mere consumers to prosumers of 

information, have opened the door for new (formerly silent) voices to emerge and be heard 

in a public sphere-alike scenario. This is the core of media convergence.  

 

The media convergence which we experience nowadays is not only about the physical 

hardware or the technical possibility for users and producers to distribute contents through 
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an internet website or posting information in a friendly interfase of a social network, but 

convergence deals more in the ways and patterns in which users consume the contents, how 

the audience interacts inside the media, both with the producers and with their peers; the 

multiple forms of interaction in all directions inside the digital realm is what creates the media 

convergence. The new audiences are now not only in front of a TV monitor watching the 

news, but they look for the news at the moment and place they want, and, more importantly, 

they have the power to replicate and contest the information they consume in the same media, 

to a potentially large and global audience in any way they want. 

 

However, we might wonder to which extent these voices find a proper forum to be heard and 

reach the listeners/readers to which certain information is intended. If it is true that nowadays 

we don’t need much knowledge on computer programming to create a Twitter or Facebook 

account and so to start publishing whichever information/opinions we want, that does not 

mean that other users will read what we write, and if they read, they might not believe or care 

about our texts, and further, if they read, and believe, and care, that doesn’t necessarily means 

that our ideas will get to a broad public, and instead remain passively among a limited amount 

of people in the best case scenario. 

 

We assume that, in the online realm, when someone wants to know the real facts, it is not 

individual users what they look for, but e.g. the tweet-feed, the posts of official Facebook 

pages or directly the websites of prestigious news organizations with strong reputations. 

Therefore, as it will be argued along this work, news organizations and traditional media 

keep playing an important role within the media landscape as shaped by the digital structures, 

and their privileged position granted by the authority they hold in front of the audiences is 

vital for them to survive and remain current, but also, a big effort is expected from them in 

order to keep reaching the new media audiences by playing in the same arenas and by the 

same rules brought by the rationale of the digital acquisition of contents, i.e. by understanding 

and keeping the pace on how the media convergence works and evolves on an every-day 

basis.  
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If news organizations want to survive within the mass of information flowing indistinctly 

among the globalizing social media, they certainly have many things to solve, and 

particularly, they need to recognize where their audiences are, identifying the ways in which 

the new online public is fragmented and diversified, and understanding that certain level of 

power is now in hands of the audience.  

 

1.5.2 Power 

Power negotiations permanently interplay within media, especially in the capitalist structure 

in which society is embedded at the beginning of the twenty-first century (see Castells, 2009; 

Fuchs, 2014). Historically, these power struggles have been fought for centuries, but what 

the convergent media has changed under the scope of the globalizing networked society is 

that the arena is becoming global. The spread and mass use of portable devices and internet 

worldwide has turn internal into global affairs. Formerly, what used to be a personal letter 

addressed to certain legislator regarding to the approval of certain governmental local 

initiative, has now become a 140 sentence which can be potentially seen by millions of 

interconnected users around the world in a social platform. In this same way, a sit-in arranged 

to save a green area, can now immediately turn into a global campaign against a repressive 

government.  

 

What we do now as individuals inside the media has potentially a larger impact, and it is not 

only the media organizations who have a voice anymore, but the citizens are granted with a 

contestation (Meikle & Young, 2012) power never held before. However, this kind of power 

is double edged, since, while we can now be heard in a global scale, we don’t know exactly 

who is listening, and further, we are not sure about the impact which our online interactions 

can have beyond our aims. Do we, as potential media producers, know how to handle those 

people who can eventually become our audience? And this can apply for media organizations 

as well. Traditional media became successful within their former logics because they 

understood and learned to handle and even manipulate their audience. The question is, in the 

state of the art, do they understand the new audiences interacting within the convergent 

globalizing networked society of today?  
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1.5.3 Nation Branding 

Contents have trespassed local boundaries and whatever we say in media, either we are part 

of an organization or as individual citizens, has potentially an impact beyond borders. Within 

this idea of the local turning into global, we might consider the possibility of redefining a 

framework throughout which we can explain the interactions taking place in the convergent 

media. Along this work, we’ll argue that the logics of Nation Branding, understood not only 

as a set of marketing norms (Anholt, 2007, 2010), but as a more comprehensive phenomenon 

dealing with cultural and societal issues (Kaneva 2011), can provide a valuable lens to 

understand how organizations intend to reach and engage their audiences in a capitalist 

rationale framed by the emergence of a convergent globalizing networked society.  

 

We will acknowledge Nation Branding from its critical conception (Jansen 2008, Kaneva 

2011, Kania-Lundholm, 2012), as a set of norms established with the aim of creating a 

comprehensive strategy both, to the exterior and the interior of the country to (re) establish a 

national identity and further to promote a positive and strong image of the nation outside it, 

in order to enhance relationships with other nations and increase the flow of tourism, 

business, investments, political relations, partnerships, researchers and talented workforce.  

 

Nation Branding is firstly and foremost characterized as a centrally controlled strategy 

purposely created to reach certain goals from a political or an economic perspective (Kaneva 

2011). Nevertheless, beyond these targeted Nation Branding activities directly carried out by 

governmental offices, the embassies, and specific cultural and business projects, in the global 

convergent networked society, the flows of information across the internet coming from other 

actors than those stated above have become a very important factor to create some sort of 

(in)direct Nation Branding, since people with access to internet can find all kind of data “á 

la carte”, and using a simple searching engine such as Google or in social networks such as 

Facebook and Twitter, we can easily see what news are current and what is being told by 

others about certain nation.  
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In this mass of information, our assumption is that news organizations play a relevant role in 

order to deliver unbiased and accurate information about certain topic, and, for our case 

study, what is told about a nation online adds to the debate on how nations are portrayed by 

the global audience. Particularly for our case study, although many voices emerge across the 

internet and all can have a perspective on how certain nation is, the news organizations, 

through the supposedly unbiased, neutral and objective information they send, can grab more 

attention from the users regarding a message on certain nation from their power positions, 

since they have built and established a reputation in front of the public, and therefore, their 

messages can have a deeper impact.  

 

This is why we decided to study a news organization, Radio Sweden International, the public 

radio multilingual service on Sweden, under the premise that this organization is particularly 

targeted to deliver information about Sweden in foreign languages, particularly assessing the 

case of the English section, since the channel and the form of the information give us a clue 

about the probable purpose of the information, so we want to research the content of the news 

in order to see if the organization engages in a strategy similar to that proposed by the logics 

of the critical perspective of Nation Branding.  

 

1.5.4 Radio Sweden International  

Founded in 1925 as AB Radiotjänsten and operating under its current name from 1957, 

Sveriges Radio, the public radio service in Sweden, defines itself as a non-commercial, 

politically independent public radio service broadcaster whose mission is to provide high 

quality programmes in Swedish about news and current affairs for the Swedish people 

“wherever they live and regardless of their age, gender, and cultural background” (Sveriges 

Radio-Lyssnarsiffor - så mäts lyssnandet, 2013[2]), covering as well a comprehensive set of 

contents in a determined number of minority and immigrant languages. The organization 

broadcasts 24 hours over 4 nationwide domestic channels (P1, P2, P3 & P4), so as 25 local 

channels, the Finnish language channel, Swedish Radio Sisuradio and an external service 

denominated “Radio Sweden”.  
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Besides the regular FM broadcasting, Sveriges Radio transmits seven channels via Digital 

Audio Broadcasting (DAB) with certain content not available in the FM programming, so as 

presenting the external service programmes in English via Satellite Radio. But more 

importantly for this study, Sveriges Radio sends over 40 channels via the website 

“sverigesradio.se”, presenting 10 channels designed only for the Web, which can be listened 

on demand for 30 days after being broadcasted, either through the Portal, downloading the 

MP3 podcasts, or by means of the mobile application “Sveriges Radio Play” which can be 

downloaded free for both, iOS and Android supported devices. (Sveriges Radio-Radio on 

many platforms, 2014) 

 

According to its internal statistics from May, 2013, Sveriges Radio has an audience inside 

Sweden of around 4,7 million listeners between the ages of 12-79 years, from which 45% 

listen to the radio channel P4, i.e. 3,4 million people between 12-79 years old, with 1,2 

million listening the channel P3, 1 million listening P1 and 200,000 people listening P2. 

Particularly through the digital platforms, Sveriges Radio has an audience of 1.2 million 

people listening either through the web or the mobile apps during a normal week, counting 

150,000 people listening entire programs every day, and not only individual clips. (Sveriges 

Radio-Lyssnarsiffor - så mäts lyssnandet, 2013[2]) 

 

Within this context, Sveriges Radio created the channel P6 under the name Radio Sweden 

International, the branch of Sveriges Radio for non-Swedish-speaking listeners, which offers 

a wide programming in different languages, from information services directed to immigrant 

minorities, to news online, as well as podcasts and live programming in three languages 

(English, German and Russian) with contents targeted to offer information about Sweden 

“For interested listeners abroad.” (Radio Sweden International, 2014)  

 

The programmes generated in the channel P6 are broadcasted over the P2 network throughout 

Sweden, so as in the region of Stockholm through the 89.6 MHz FM (Radio Sweden 

International, 2014), but, more importantly for the purposes of this study, Radio Sweden 

International makes a comprehensive use of the online media platforms of the organization, 

not only through a website in which they present relevant information in text, images and 
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audio (streamcasting and podcasts), but also promoting their contents through social media 

platforms such as Twitter and Facebook. 

 

Within this context, the main goal of this study, as mentioned earlier, is exploring the ways 

in which particularly the English-speaking section of Radio Sweden International presents 

its information in order to understand whether this news organization is currently 

appropriating the logics of Nation Branding as a way to operate in the convergent and 

globalizing media internet realm; this will be made by exploring how the online strategy of 

Radio Sweden International works, considering the information presented in the website, the 

podcasts, and the social media feed in Facebook and Twitter (in which the organization has 

respectively 2,200 “Likes” and 8,617 followers1), in order to understand how is the image of 

Sweden represented through the information sent by Radio Sweden International through 

each different platform.  

  

                                                           
1 Information retrieved from the Official Twitter and Facebook accounts of the organization as of May 19th, 
2014.  
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2. Previous research  

This chapter introduces the current academic debate among media scholars about the 

different approaches to media convergence. While some argue that technology plays a big 

role in establishing the basis for the new social interactions happening in the Internet Age 

(Castells, 2009) others claim that these interactions are more culturally (Jenkins, 2006), or 

economic and politically oriented (Fuchs, 2104).  

 

Society is broadly conceived as global, convergent and networked among media studies’ 

academics, (see Castells, 2009; Jenkins, 2006; and Fuchs, 2014) so we’ll use this position as 

a point of departure to analyze the actors and the power relationships being interplayed 

between them, since this determines the current social relationships between the media and 

the audiences.  

 

Finally, we’ll explore the current literature on what is the role of radio in this new media 

scenario, so as how this “traditional” medium is adapting to the Internet Age, particularly in 

Sweden. We’ll find that, although the literature on media convergence is broad, still some 

ontological disagreements exist, and, although the possibilities of radio within this scenario 

have been explored, there is much to learn about the potentials given to this traditional and 

formerly geographically limited medium by the global, convergent and networked rationale 

of society that we experience nowadays.  

 

2.1 A global, convergent and networked society 

Undoubtedly, technology has changed the possibilities through which we consume media 

products. The miniaturization of physical devices so as the expansion of the internet coverage 

worldwide have created the conditions for society to be more interconnected than ever with 

a potentially global scale. However, while this potential granted by technology results 

important, technology would mean nothing without the interactions taking place inside it. 

Media only find their purpose if communicative processes flow through them, reason why 

recognizing the actors and their interactions is a first task obliged for any media study, and 

therefore, digging in the scholarly debate on the roles of the participants and their 

relationships is proper to start addressing our topic.  
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Either by creating a propitious technology for communication or by interacting through that 

technology, it is the people who create convergence, and therefore, what we need to explain 

first is how people interrelate in our current society, i.e. the use of a social theory is needed 

to frame the discussion about convergence. For starters, the features of interconnectedness 

and the information flows occurring online can be properly contextualized through Manuel 

Castells’ concepts related to the emergence of what he calls as a global network society. For 

Castells, in order to understand “the social dynamics constructed around networks” it 

becomes necessary “to conceptualize a new form of society, the network society, made up of 

specific configurations of global, national and local networks in a multidimensional space of 

social interactions.” (Castells 2009, 19) In Castells’ model, this social rationale, while 

complex, is explained in simple terms: “a network is a set of interconnected nodes (in which) 

any component of the network (including “centers”) is a node, and its function and meaning 

depend on the programs of the network and on its interactions with other nodes in the network 

(...) In social life, networks are communicative structures.” (Ibid 19-20)  

 

Castells states that technology, and particularly the development of information and 

communications technologies, play a big role in the process of social transformation. While 

he argues that social networks have always existed for centuries, it is not until the advent of 

what he calls as the Information Age in the early twenty-first century “with the explosion of 

portable devices that provide ubiquitous wireless communication and computing capacity” 

that the “boundaries between human and machine life” have become blurred, creating the 

conditions for a new global social structure emerging in the form of a “network society (...) 

whose social structure is made around networks activated by microelectronics-based, 

digitally processed information and communication technologies.” (Ibid 24)  

 

Among all this rationale which has been considered by many academics as techno-

deterministic (see van Dijk 1999, Fuchs 2014) Castells points out that he “understand(s) 

social structures to be the organizational arrangements of humans in relationships of 

production, consumption, production, experience and power expressed in meaningful 

communication coded by culture.” (Castells 2009, 24) Moreover, he claims that “network 
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technology and networking organizations are only means to enact the trends inscribed in the 

social structure” saying by this that the network depends on individuals and their converging 

relationships taking place online. Quoting Henry Jenkins, Castells finds the most important 

dimension of communication convergence “(occurring) within the brains of individual 

consumers and through their social interaction with others.” (Jenkins in Castells 2009, 55) 

 

2.2 Convergent actors and interactions 

What we learn from Castells is that the society can be explained by the rationale of networks, 

and these networks are created (the same as technology) by individuals and their interactions. 

Christian Fuchs adds to this point by stating that “Internet consists of both, a technological 

infrastructure and (inter)acting humans. It is not a network of computer networks, but a 

network that interconnects social networks and technological networks of computer 

networks.” (Fuchs 2014, 37) In this sense, “Media are techno-social systems, in which 

information and communication technologies enable and constrain human activities that 

create knowledge that is produced, distributed and consumed with the help of technologies 

in a dynamic and reflexive process that connects technological structures and human 

agency.” (Ibid.)  

 

Technology interconnects individuals, and the interactions of these individuals create a new 

type of convergence, particularly online. But how is this new in the media realm? According 

to Castells, what characterizes communication within the global convergent networked 

society is that it is not only about an interpersonal process (point-to-point and self-generated) 

or mass communication in the traditional way (a predominantly one-directional message sent 

from one active point to many passive ones), but it turns into a new type which he calls as 

mass self-communication, which combines both types and is characterized “by the capacity 

of sending messages from many to many, in real time or chosen time, and with the possibility 

of using point-to-point communication, narrowcasting or broadcasting, depending on the 

purpose and characteristics of the intended communication practice.” (Castells 2009, 55) In 

this sense, consumers stop being only consumers, and at some level, the former mass media 

turn to the level of the audience, their privilege as unique senders of information gets reduced, 
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and now, everyone with a device and internet access can potentially have a global and highly 

spread voice. Participation becomes the key for the new society.  

 

Following this, for Henry Jenkins, “the circulation of media content - across different media 

systems, competing media economies, and national borders- depends heavily on consumers’ 

active participation”. He states that beyond being a “technological process bringing together 

multiple media functions within the same devices (...) convergence represents a cultural shift 

as consumers are encouraged to seek out information and make connections among dispersed 

media content” (Jenkins, 2006, 3). What Jenkins stands for is stressing the relevance of the 

users (consumers) in generating the phenomenon of convergence, a new participatory culture 

emerging in which users become active not only at the level of consumers, but as interacting 

producers of information.  

 

Linking Castells and Jenkins’ works, the mass self-communication model proposed by the 

former is backed up by the convergence culture predicated by the latter, since in both analyses 

the importance lays in the user/consumer/node/individual, ergo, in the human mind, but 

stressing the fact of understanding society as technologically interconnected, networked and 

global, where the circulation or flow of information is what creates convergence beyond the 

technology itself. Meikle and Young support these arguments in principle by stating that 

“convergent media refer to content, industries, technologies and practices that are both digital 

and networked” (2012, 2), although they go further in the individualization of the convergent 

media by differing with Castells in the use of the term “mass”, since, for them, “the problem 

with the word mass is that it always seems to refer to other people, never ourselves (...) Seeing 

people as masses was very convenient for twentieth-century media industries - but in the 

twenty-first century, it is proving much harder, as audiences discover their increased capacity 

to exercise symbolic power”. (Ibid 11)  

 

2.3 Convergent power negotiations  

We start this section elaborating in Meikle and Young’s (2012, 10) rationale, since, for them, 

power becomes a key element of media convergence:  
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“(We explore) the ways in which ‘the people formerly known as the audience’ (Rosen 2006) are 

developing new ways of interacting with media - creating, editing, organizing, collaborating, 

sharing (...) The convergent media environment is making possible an enormous redistribution of 

certain kind of power - the power to speak, to write, to argue, to define, to persuade - symbolic 

power. For many people, the media are no longer just what they watch, listen to or read - the media 

are now what people do”. (Meikle and Young 2012, 10) 

 

What Meikle and Young argue is the fact that the convergent environment of the twenty-first 

century media is more complex than what it looks like (Ibid, 7) since the symbolic power 

granted to the audience generates an element of contestation against the power structures, 

which has to be understood within a rationale of continuity. While Jenkins keeps his analysis 

in the cultural level of fan fictions and cultural products, Meikle and Young start identifying 

deeper power struggles taking place inside the convergent media, in which “new actors and 

old industries” (Ibid, 9) collide and frame a renegotiation of the power structures.  

 

We can affirm that, inherently, there are processes of negotiation of power interplaying 

within the convergent media. In Trippi’s rationale, “if information is power, then this new 

technology - which is the first to evenly distribute information - is really distributing power” 

(Trippi in Jenkins 2006, 211) Following this, Jenkins states that the public, living already in 

a convergent culture, is fighting for its right to participate, for its emerging access to 

information, and for the corresponding power to shape democratic processes while facing a 

corporate consolidation which poses a threaten to that power (Jenkins 2006, 212), 

recognizing in this way the existence of (at least) two adversaries in the battlefield.  

 

According to Christian Fuchs (2014), the problem with Jenkins’ vision of this corporate-

public relationship is that, while he recognizes that “corporate convergence coexists with 

grassroots convergence” (Jenkins in Fuchs 2014, 61) he “overlooks that not all voices have 

the same power and that produced contents and voices are frequently marginalized because 

visibility is a central resource in a contemporary culture that powerful actors, such as media 

corporations, can buy.” (Fuchs, 2014, 60) 
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According to Fuchs, in the same line as Jenkins and Meikle and Young, other media scholars 

such as Thompson (1995) and Couldry (2002) identify media power within a mere symbolic 

dimension. However, Fuchs contravenes this in the following terms:  

 

“Ideology is not the only aspect of media. Rather, the media are a terrain where different forms of 

power and power struggles manifest themselves: the media have specific structures of private or 

public ownership that tend to be concentrated. There are attempts to politically control and 

influence the media and the media often have political roles in elections, social movements, 

struggles, etc. Violence is a frequent topic in media content. The media are not just the realm of 

symbolic power, but also material and symbolic spaces where structures and contradictions of 

economic, political, coercive and symbolic power manifest themselves”. (Fuchs 2104, 77-78) 

 

What Fuchs claims is that media, while holding a big amount of symbolic power, are still 

determined by the logics of society. And the logics of society nowadays are still capitalist, 

and therefore, capitalism needs to be considered as the context of the Internet and so of all 

the relationships taking place on it. Thus, the global networked convergent society proposed 

so far, since it is interconnected through the information and communication processes taking 

place inside the web, needs to be understood also as a capitalist one, considering the power 

struggles taking place in all the relationships occurring every day in the cyberspace.  

 

In the same line as Fuchs, Castells claims that society, in his understanding, has to be studied 

under the context of capitalism: “Indeed, the network society, for the time being, is a 

capitalist society (and) because the network society is global, we live in global capitalism 

(so) the dynamics of the global network society interact with the dynamics of capitalism in 

constructing social relationships, including power relationships” (Castells 2009, 424). 

 

Either power is understood in Castells’ terms as “the relational capacity that enables a social 

actor to influence asymmetrically the decisions of other social actor(s) in ways that favor the 

empowered actor’s will, interest and values” (Castells 2009, 10) through means of coercion, 

domination, violence or potential violence and asymmetry (Fuchs 2014, 73), or by Anthony 

Giddens definition in terms of a “’transformative capacity’, the capability to intervene in a 

given set of events so as in some way to alter them (...) the capability to effectively decide 
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about courses of events, even where others might contest such decisions” (Giddens in Fuchs 

2014, 73), what matters, according to Fuchs is that “it is clear that power has to do with the 

question of who can influence what society looks like and who controls the means that allow 

such influence.” (Fuchs 2014, 70) Within this framework, the convergent struggles occurring 

between “top-down corporate-driven processes and bottom-up consumer-driven processes” 

(Jenkins 2006, 18) proposed by Jenkins are more complex than what they look like.  

 

2.4 Radio converging online  

So far, the actors have been identified (both corporations and users, but finally, 

interconnected individuals) the physical scenario is set (the global convergent networked 

internet) the social relationships are explained (flows of information and interactions 

occurring in terms of power negotiations) and the social structure where all of these processes 

take place is clearly pointed-out (a capitalist one). Now, we’ll explore how particularly a 

traditional mass communication medium such as the radio has adapted itself to fit in the 

social rationale afore described.  

 

2.4.1 Radio in a corporate capitalist era 

Let’s establish the basis: Radio is an “old” traditional media based in the corporate logics of 

capitalism, which has faced the challenge of adjusting to the new media realm with the 

introduction of the convergent technologies of the Internet, so as with the increase of 

interconnectedness among the users and the possibilities to not only consume but to produce 

audiovisual materials. While some individual users could claim that they are “producing 

radio” while posting a recording of their own voice in a blog or any other social media 

platform, we might discuss which kind of materials are to be considered as radio 

programming or which are simple audio products presented online. However, the discussion 

of this work won’t be centered on this issue, and rather we’ll try to contribute to the literature 

on how media organizations, and particularly those dedicated to produce and distribute news, 

are getting adapted to the current online rationale.  

 

Willems (2012) and Moyo (2013) find a clear connection of the radio practices and their 

intentions to engage audiences through the online media to a corporate logic in service of a 
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communicative capitalism. In first instance, Willems remarks about media participation that 

“while the cyberoptimists argue that new media have radically expanded the opportunities of 

audience members to participate in the production of media content, (…) there is another 

corporate logic to the rising popularity of the use of new media in audience participation...” 

(Willems 2012, 230); supporting this, Moyo claims that “technological convergence of 

traditional radio and the new digital media certainly creates forms of audience interaction 

and/or ‘participation’ on radio, but in a way that dilutes politics with market imperatives.” 

(Moyo 2013, 213). From a more conservative perspective, Chiumbu and Ligaga quote 

Livingstone (2005) arguing that “online platforms confer both participatory benefits to 

listeners as well as business benefits to broadcaster (cited in Easton, 2005).” (Livingstone in 

Chiumbu and Ligaga 2012, 249). 

 

Participation, interactivity and the possibility of contestation exist in the convergent online 

media, but, since media and their audiences still follow the logics of the capitalist society in 

which they are embedded, we might wonder to which extent the new forms of participation 

are purely grassroots democratizing initiatives or rather only a manipulated reflection of a 

biased corporate interest from the media organizations behind them and where the 

negotiations of power start to interplay.  

 

2.4.2 A shift of power? 

According to Moyo, despite of being attached in a market environment, “digital media 

technologies can never be perceived as vehicles of domination by the powerful elite by 

default, but rather as sites of ideological contestation between different classes and interests 

where the balance of power is constantly shifting like a pendulum.” (Moyo 2013, 212) 

Moreover, he is convinced that publics “have the potential to negotiate convergence on radio 

to create spaces for feedback, participation, and new civic vernaculars in what can be 

regarded as a constantly changing terrain of competing interests of radio owners, 

shareholders, professionals, advertisers, audiences, consumers and citizens.” (ibid, 212) 

 

For Chiumbu and Ligaga (2012), the power of media in setting an agenda, even in the digital 

era is quite clear: “Listenership is still largely dependent on radio stations to guide its 
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participation in the various radio cultures. As such, while (we) acknowledged the positive 

role of ICTs in expanding and changing radio publics, we also recognize the slow process 

these kinds of changes involve and as such, recognize the limitations created by such claims 

to public agency.” (ibid, 250) 

 

However, beyond these notions of media still in control of the audience even in the online 

realm, there is another current of research celebrating the emancipatory power of the internet, 

which gives the users the advantage of contesting and retaking certain kind of power. 

Supporting this, Willems (2012) claims that “There is clear evidence that new media have 

shifted the balance of power between radio producers and audiences in favor of the listeners. 

The internet has made it easier for listeners to quickly inform themselves about certain issues 

which has put pressure on radio producers to research their stories more thoroughly and has 

improved the quality of listener participation.” (ibid. 230). 

 

According to this approach, the key of the shift in the balance of power between media 

producers and consumers lays in the diversification of participation, since the interactivity 

and the possibilities to participate and contest directly to the media online grants a new level 

of empowerment within the audience.  

 

2.4.3 The new wave of participation 

Scholars such as Geller (2011), Chiumbu and Ligaga (2012) and Stark and Weichselbaum 

(2013), stress that the feature of participation and engagement of the audience in radio is 

nothing new. For Stark and Weichselbaum (ibid) while the former radio interactivity 

manifested usually in forms such as telephone calls, request in shows, and phone-ins, Web 

radio interactivity constitutes a different phenomenon. (ibid, 188) However, what changes 

and evolves in the new media about the interactive practices in radio are the forms of 

participation, being the new modes to interact between the senders and the audience what 

reshapes the power relationships.  

 

Trying to portray the different ways in which radio online promotes participation, Willems 

argues that new media have the potential of triggering new forms of participatory media 
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culture, citizen journalism or citizen media, grassroots journalism and blogging. (Willems 

2012, 224). From another perspective, for Rosales, promoting participation in the convergent 

media needs to be established as a deeper process beyond mere entertainment, “promoting 

diverse social interactions, (...) wider and more inclusive social identities, plus a more robust 

utilization of radio and mobile technology as public forums or public spheres.” (Rosales 

2012, 256). 

 

Proving the necessity to increase the interactions in practice, Sjovaag et al (2012) and Usher 

(2012) reveal that the online strategies of the public radio services NRK in Norway and NPR 

in the US, respectively, have already started to consider a comprehensive use of the internet 

multiplatforms to connect in new levels with the audiences. Moreover, relevant for our case 

of study, Radio Sweden launched in 2013 a comprehensive Social Media Handbook for 

Journalists available online to the public, recognizing that “social media are a natural part of 

the everyday lives of people all over the world (which) makes social media fantastic tools for 

communicating with our audience” (Sveriges Radio 2013, 9). 

 

2.4.4 Virtual engagement: Listen, you have to come back 

From any perspective, what radio intends to promote with the online technologies seems to 

be a broader and deeper interaction with the audience. There is not only a need to increase 

the number of interactivities, but to improve the quality and the level of the interactions trying 

to find a higher level of engagement. According to Rosales, it is imperative for traditional 

media to consider the potential of the use of social media in the state of the art, considering 

that “having a clear social media plan will help to provide a concrete direction and some 

effectiveness in terms of how stations engage listeners using digital technology, particularly 

wireless technology.” (Rosales 2012, 256). 

 

Berry’s (2013) study about the BBC adds to this argument while concluding that, in the case 

of his researched institution, “the broadcast output should be complemented by an online 

presence with interactive features, including some use of visual enhancements that enable 

and encourage the audience to engage with the output and share their views with both the 

station and other listeners” (ibid. 173). This is backed up by Valerie Geller’s (2011) argument 
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regarding to the fact that the new interactive capabilities of the online media generate “many 

more chances to create and deliver content, and ways of establishing deeper relationships 

with the audience” (ibid. 320). 

 

The idea of looking for deeper relationships means that the users won’t listen only once, but 

they will return and keep a relationship with the show, and one of the forms to achieve a deep 

level of engagement is turning the audience into an interactive one which can establish a 

dialogue with the presenters through interacting in the different online social platforms 

offered by the show (Berry 2013, 180). For Moyo, this kind of engagement driven through 

the empowerment comes from the fact that “audiences can now independently distribute 

radio content through, for example, e-mail and other Web 2.0 platforms. They can now attach 

and forward radio podcasts and visuals amongst themselves. In this sense, radio has shifted 

from a two-way experience to being a multi-directional communicative experience. Such 

interactivity has, following Lister et al. (2003, 20), also brought audiences ‘a more powerful 

sense of user engagement with. . . [radio]. . .. texts’.” (Moyo 2013, 212).  

 

Rounding this point, Chiumbu and Ligaga (2012) remark that the online possibilities have 

given the audience the control over the time of consumption of radio. While formerly there 

was a linear and ephemeral broadcast which the user could easily lose, now people can 

experience the radio all day long, since they can go to the website and the show could be 

there in the form of podcast, accompanied by news and images, and the interactions they 

might have are not limited to the live broadcast or to the possibility of listening to their 

comments on the air, but the connection with the show, the presenters and the community of 

listeners happens in the social media networks during the rest of the day, taking any 

discussion outside the time limitation, with which the new online interactivity achieves the 

goal of engaging the audience beyond the program sometimes in an even deeper way than 

before (ibid, 247). Stark and Weichselbaum (2013) endorse this kind of empowerment stating 

that “Radio on the Internet has succeeded where other forms of digital radio (...) have failed: 

(...) its audio streams may be listened to live or accessed on demand from archives. In contrast 

to traditional radio, Web radio’s characteristics let its users’ personal involvement and 

interaction define its consumption patterns.” (ibid, 186) 
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Usher (2012) goes even further and, under the premise that journalists in the US respond to 

an imperative of ‘transform or die’ in the digital age, he claims that, for the National Public 

Radio (NPR) in the US, “the future is more than just sound. NPR will offer content via text, 

photography, video, interactive graphics and beyond in the online and mobile space” (Usher 

2012, 65-66). Following this rationale, Sjovaag et al (2012) deduces that, in the case of the 

Public Broadcasting Service in Norway, while “NRK does not use the potential of Web 

publishing to engage users through multimedia content, features for user involvement, 

linking and background possibilities in its day-to-day news production.” (ibid. 100-101), he 

recognizes that the organization has “fully adapted its front page to the online news ecology 

(...) (aiming) to compete within the commercial online news market” (ibid.). 

 

2.4.5 Local radio turning global 

Finally, from the analysis of Sjovaag et al we can identify that once the radio turns into the 

online environment, it becomes another actor of that rationale, regardless of the medium it 

comes from. It turns into news, it is no longer only a radio station, so, the competitors it finds 

are not only other radio stations, but all the multimedia channels flowing constantly in the 

web. People might not differentiate if a piece of news comes from the website of BBC 

television or the BBC radio, but what they can certainly recognize at most is that it comes 

from the BBC. And as such, it doesn’t matter the old medium, the BBC service competes 

equally with a privately owned corporations such as CNN, a newspaper such as The New 

York Times or even with a blogger who contests and provides alternative news online in a 

regular basis. In this sense, where does the value of the organization lays?  

 

For the purposes of this study, we identify that one of the core values of radio in the online 

realm is the role it plays in presenting local news, which now, differently from past times, 

can be presented to a global audience. Kuhn’s (2011) study suggests that “if we can still talk 

about ‘international radio’ when referring to ‘Internet radio’, and we can, then it is no longer 

about ‘internationally oriented’ channels broadcasting their views or their countries’ views 

worldwide (but) rather about the pervasiveness of local issues, which become relevant to 

people living in other countries.” (ibid. 44-45). 
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Further, Kuhn (2011) explains deeper this set of ideas, stressing the importance of keeping 

the line of local information within news organizations, since it is the new channel, i.e. the 

convergent media which drives the transformation process into a global context:  

 

“It may seem paradoxical that a country manifesting a local inclination is seen as a ‘content 

exporter’. The explanation is that, while trying to offer their listeners local content, a radio station 

naturally divulges facts about and aspects of its own country. When this content is streamed on 

the Internet, it can also reach an external public; it is thus being ‘exported’. Conversely, a radio 

station that offers their audience only music generated abroad or information about other countries 

is acting as a ‘content importer’.”(ibid, 39) 

 

Lastly, Chiumbu and Ligaga (2012) conclude about the globalizing power of local contents 

that, even for community radio as introduced in the interconnected multi-media environment, 

“the digital age brings with it an opportunity to envisage community radio in different 

perspectives, and indeed the whole notion of ‘community’ changes as listeners of community 

radio are located in geographical, translocal and diasporic spaces” (ibid, 243). 

 

Out of this literature review, we confirm that radio is currently embedded in the logics of the 

global convergent networked society governed by the rationale of capitalism, with power 

negotiations taking place due to the emergence of new forms of interaction and participation, 

in which the citizens get more involved with the media, situation that could be explained 

either from a corporate logic or a contesting rationale in which the citizen, far from being 

oppressed by economic or politic factors, gets empowered by being granted with a “louder” 

voice to fight back against the traditional one-way media structures.  

 

Since this new media rationale frames society within a globalizing trend occurring inside a 

capitalist logic governed by market rules, we propose in the following chapter that the logics 

of Nation Branding, identified as something more than plainly bringing a set of marketing 

rules to the statecraft, can prove to be a proper lens to explain how radio convergence occurs, 

insofar this relatively new theoretical approach to the ways in which the Nation 

communicates could become a valuable and reliable tool to explain a targeted media 
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phenomenon such as the role of radio within the context of the global convergent networked 

society.  

 

We can find a large group of literature written about how radio is getting adapted to the new 

dynamics of the convergent media audiences in a capitalists context, so as several works 

discussing the strategies applied by particular public radio stations in the internet realm; 

however, most of these studies, while recognizing the potential of the information presented 

through the different platforms offered by the internet radio to turn global, they mostly remain 

in the analysis of the domestic audiences and the impact of the information within the local 

scale. What this study proposes is to take a step further in order to establish the bases to 

analyze the potential of radio to reach audiences beyond national borders within the context 

of the globalizing convergent online realm, by exploring how a news organization creates 

and sends its information through diverse online platforms, using the rationale of Nation 

Branding as an analytical tool to determine if the way of presenting contents by certain news 

organizations actually matches with the logics of Nation Branding. 
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3. Theoretical framework 

3.1 What is Nation Branding? 

The concept of Nation Branding is broadly attributed to the brand consultant Simon Anholt, 

who claims to have coined the term in 1996 under the assumption that the reputations of 

countries behave like the brand images of companies and products, which are equally critical 

to the progress, prosperity and good management of the places. (Anholt 2006, 6) When this 

term came out, it started gaining popularity mostly among marketers, who saw a new field 

beyond public diplomacy to tackle the way in which nations communicate within the 

framework of the growingly globalizing world.  

 

According to Kaneva (2011), the conception of the term fell into the logics of the market 

rapidly, generating that authors such as Wally Olins, the second founding father of Nation 

Branding, considered that even when nations were more complex than products, when 

dealing with national identity, people could be “motivated and inspired and manipulated” 

with the use of the same techniques that companies use to brand products (Olins in Kaneva 

2011, 121) The literature of Nation Branding exploded, but then, not only marketers, but also 

scholars starting paying attention to the phenomenon of Nation Branding, trying to identify 

if it was actually a new set of practices or merely a different way of presenting public 

diplomacy, but almost always from the commercial, marketing and branding perspectives.  

 

In 2011, the scholar Nadia Kaneva performed the task of classifying the types of studies 

undergoing in the academia about Nation Branding, trying to establish the different 

perspectives of this phenomenon, finding that beyond the large amount of literature centered 

in discussing the practical implications of Nation Branding as a commercial tool helping to 

sell the image of nations, and different from those studies which tackled the issue of Nation 

Branding from a political approach considering it as an extension of public diplomacy, a 

developing set of studies intended to address Nation Branding from an academic critical 

perspective had started emerging. Along this study and particularly for the empirical research, 

we’ll contrast the approaches to Nation Branding from the techno-economic perspective and 

the cultural/critical perspective, so in order to start understanding these concepts, we’ll begin 
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to explain how scholars and practitioners see the phenomenon of Nation Branding from the 

techno-economic approach.  

 

3.1.1 Techno-economic approach  

Simon Anholt bases his concepts on the idea that “brand management is a vital component 

of a new model for how places should be run in the future” (Anholt 2007, 18). Following this 

trend, according to Varga (2013), other leading practitioners of Nation Branding such as 

Olins (2003) and Brymer (2003) supported Anholt’s ideas, considering that Nation Branding 

works basically as mere Corporate Branding, treating countries as products which find 

themselves in permanent competition with each other (Varga 2013, 828). Contextualizing 

this market competition, Jansen (2008) labels nation branding as an “engine of neoliberalism” 

which “explicitly embraces a reductive logic, (and) privileges market relations (...) in 

articulations of national identity” (ibid, 121). From an overall perspective, Kaneva (2011) 

critically identifies that the vast amount of technical-economic studies of nation branding 

“adopt a functionalist perspective that sees nation branding as a strategic tool for enhancing 

a nation’s competitive advantage in a global marketplace.” (Kaneva 2011, 120).  

 

Taking a step further, Kania-Lundholm (2012) envisions Nation Branding within a capitalist 

framework, contextualizing the phenomenon of Nationhood as a social practice “no longer 

independent from the market forces in the era of industrial capitalism (...) The idea that 

nations can be turned into commodities is one of the basic assumptions of nation branding.” 

(ibid, 61)  

 

According to the critics of the techno-economic perspective, the practitioners within this 

category of Nation Branding commonly conceive it as a commercial practice (Jansen, 2008) 

framed by a technical-economic perspective (Kaneva, 2011) associated to capitalist and 

neoliberal interests, framed within a functionalist apolitical paradigm (Kaneva & Popescu, 

2011) which tends to view Nations as brands, ergo, as products to be sold through mere 

marketing practices.  
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Concluding this first approach, Kaneva (2011) affirms that “it is clear from the overall 

reading of the literature that certain assumptions held by the technical-economic approach 

are also shared by authors in the political category” (ibid, 125), meaning by this that even 

those who understand Nation Branding as a form for nations to manage their reputations 

strategically, in order to advance their interests in the international arena, nation-states cannot 

escape to the fact that they operate in a global competitive context in which different types 

of capital (economic, cultural and symbolic) “are being produced and exchanged within the 

local and global fields of nation branding” (Ibid.). 

 

As we can see, thinking of nations as something prone to be branded implies labeling them 

within the context of a capitalist and neoliberal society ruled by the norms of the global 

market. This asseveration, while nothing new, fits within the explanation of society proposed 

by Castells (2009) and Fuchs (2014) addressed above, so, at first instance, thinking of Nation 

Branding in negative terms just because it fits in the rationale of a capitalist society would 

not be the best approach, especially when, in contrast, addressing the understanding of 

society through the capitalist rules currently being applied could be the best way to get a 

bigger picture, find explanations and even draw answers to deeper problems occurring inside 

society.  

 

However, keeping the first idea of Nation Branding as a strategy designed to “slap a logo and 

slogan on national symbols and institutions and market them as one would a bar of soap, 

turning bases of national recognition into essentialized and homogenized commodity goods” 

(Aronczyk 2013, 8) could be highly misleading, reason why many scholars have largely 

proposed more comprehensive approaches to what Nation Branding stands for. Following 

the ideas of Aronczyk, while the commodification of nations lays in the core of nation 

branding, keeping only with such a framework results quite inaccurate, since it would leave 

out many factors of Nation Branding which, according to the Aronczyk, “however 

paradoxically, maintains and perpetuates the nation as container of distinct identities and 

loyalties, and as a project for sovereignty and self-determination” (ibid, 9). This is why we 

consider that Nation Branding should be understood from a more comprehensive perspective, 

which Kaneva recognizes as the cultural/critical perspective.  
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3.1.2 Cultural/Critical perspective of Nation Branding 

In this sense, we start the debate using Fan’s (2005) approach, who states that beyond 

“applying branding and marketing communications techniques to promote a nation’s image 

(...) Nation branding concerns a country’s whole image, covering political, economic, 

historical and cultural dimensions. The concept is at the nation level, multidimensional and 

context-dependent” (ibid, 6-8). 

 

Jensen (2008) “critically examines the emergence of nation branding as a commercial 

practice (...) by conceptualizing it as a means for nations to redefine and reposition 

themselves within the master narrative of globalization” (ibid, 121). This redefinition is 

further deepened by Varga, who conceives Nation Branding as “essentially an inner-oriented, 

cultural-political measure that targets the citizens of the national state, characterized by 

conservative, transformative and transferring political agendas.” (Varga 2013, 825)  

 

In the same line, but focusing in the level of the nation, Kaneva defines nation branding as 

“a compendium of discourses and practices aimed at reconstituting nationhood through 

marketing and branding paradigms.” (Kaneva 2011, 118) Further, the same author draws an 

inclusive approach to nation branding, stating that “in terms of practical manifestations, 

nation branding includes a wide variety of activities, ranging from “cosmetic” operations, 

such as the creation of national logos and slogans, to efforts to institutionalize branding 

within state structures by creating governmental and quasi-governmental bodies that oversee 

long-term nation branding efforts” (ibid.). Finally, quoting Simon Anholt, she concludes that 

even “the most ambitious architects of nation branding envision it as “a component of 

national policy, never as a ‘campaign’ that is separate from planning, governance or 

economic development” (Anholt in Kaneva 2011, 118).  

 

According to the critical research, Nation Branding is, indeed, a more comprehensive 

phenomenon than purely a commercial one, notion which, in his later works, is even at some 

levels supported by Simon Anholt, who explains that during the last years, he’s been 
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spending “more time explaining what I don’t mean (by Nation Branding) than what I do 

mean, and more time telling people what my subject is not about rather than what it is about.” 

(Anholt 2010, 1) In this sense, Anholt starts disambiguating his approach to the concept in 

the following terms:  

 

On the one hand, “brand” is a perfect metaphor for the way places compete with each other in 

the global marketplace for products, services, events, ideas, visitors, talent, investment and 

influence: this is simply the reality of globalization, and it is inescapable. On the other hand, 

‘branding’ makes many people think of superficial marketing tricks, perhaps even some cynical 

betrayal of the nation state and other human communities. This is a misunderstanding”. (Ibid.). 

 

Further, Anholt claims that, while Nations may have brands (considering the term brand in 

the sense of reputation) it is vain and foolish to believe that people can ‘do branding’ to 

nations in the same way it is done with products, since the brand (the image of the nation) is 

not in control of the marketer, but of the audience (ibid, 2). In this sense, Fan (2005) alerts 

that the problem lays in the fact that people already have previously shaped “stereotypes and 

cultural associations concerning a nation (which) have their roots in centuries of history and 

will not be simply forgotten by the customer in the face of a few marketing campaigns” (ibid 

10) . 

 

Anholt (2010) follows Fan’s (2005) argument by stating that “it is the public opinion which 

brand countries - in other words, reduces them to the weak, simplistic, outdated, unfair 

stereotypes that so damage their prospects in the globalized world” and, under this condition, 

it is the task of the governments “to help the world understand the real, complex, rich, diverse 

nature of their people and landscapes, their history and heritage, their products and their 

resources: to prevent them from becoming mere brands” (ibid, 3). 

 

Under the previous arguments, Anholt (2010) approaches the practice of Nation Branding 

from a more comprehensive perspective:  

 

“Places must engage with the outside world in a clear, coordinated and communicative way if they 

are to influence public opinion. A robust and productive coalition between government, business 
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and civil society, as well as the creation of new institutions and structures to achieve and maintain 

this behavior is necessary for achieving this harmonization of goals, themes, communications and 

behaviors in the long term.” (ibid, 12)  

 

According to Kaneva (2011) for Anholt, instead of thinking in a mere communication-based 

perspective, Nation Branding should be seen as a long-term project that does not yield 

immediate results, but rather as a policy-based form of branding, aimed to become implicit 

in the way the country is run, being this the only way that Nation Branding could dramatically 

accelerate change (ibid, 124). 

 

3.2 Selling the Nation?  

As we can see, Nation Branding can be approached from a more comprehensive angle than 

a simple set of marketing practices aimed to sell countries as products, although the corporate 

approach can be useful to explain how the interactions within our current society take place, 

since we are framed in a capitalist logic. However, another factor of great relevance in the 

changes taking place within the “social and political fabric of modern society” (Anholt 2007, 

19) is that of globalization. In Anholt’s words: “The common driver of all these changes is 

globalization: a series of regional marketplaces which is rapidly fusing into a single global 

community. Here, only those global players (...) with the ability to approach a wide and 

diverse global market place with a clear, credible, appealing, distinctive and thoroughly 

planned vision, identity and strategy, can compete.” (ibid, 21). 

 

If there is something in which researchers and practitioners of nation branding find a 

unanimous consensus is the role of globalization entailed to it. The relationships are 

determined not only for the market or the commercial practices, but for the growing necessity 

of the nations to interrelate with the outside world. Furthermore, according to the studies of 

media academics which frame the present work, we live in a convergent global networked 

society in which the internet has opened new possibilities to communicate beyond a local 

scale, since the messages flowing through the new networks are spreading abroad with an 

incredible easiness and to largely varied publics.  
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In this context, Nation Branding has recently emerged as a valuable tool trying to explain 

how nations communicate in a global world, and further, what we propose in this work is 

linking even closer the relationship between Nation Branding and the media rationale in 

which we live nowadays. Therefore, understanding how Nation Branding scholars conceive 

the logics of globalization turns to be relevant.  

 

Firstly, Fan (2005) plainly states that “Nation branding involves promoting a nation’s image 

to an international audience” (ibid. 9). Elaborating in the same idea, Kaneva and Popescu 

analyze Anholt’s and van Ham’s notion regarding to the fact that “nation branding 

proponents explain global relations of power through the metaphor of market competition 

and argue that nation branding offers a market-friendly approach to governance that 

transcends politics” (Kaneva and Popescu 2011, 192). Kaneva (2011) analyzes the works 

written by Nye (1990, 2004) and Arquilla & Ronfeldt (1999), stating that “both emphasize 

the importance of a nation reputation in international relationships” (ibid, 125). 

 

Further, Anholt explains that either deliberately or accidentally, the reality is that nations 

currently communicate with the rest of the world, and he finds an explanation for how 

national reputation is constructed by recognizing six “natural channels”: 1) tourism 

promotion; 2) export brands; 3) policy decisions of the country’s government; 4) investments; 

5) cultural exchange, cultural activities and exports; and 6) the behavior of people of the 

country abroad. These six “natural channels” are presented graphically by Anholt in the form 

a hexagon, which has been largely recognized as Anholt’s hexagon model, which will be 

further tested along the empirical research in this work.  

 

Critically analyzing the role played by globalization in the relationships framed by Nation 

Branding after the end of the Cold War and from a historical and economic approach, Jansen 

(2008) elaborates on the idea of the “market” replacing “war” as the foundation metaphor in 

the master narrative of globalization. According to Jansen (ibid) globalization supposed the 

promotion of privatization of public property and services with the aim to integrate the world 

market and promote trade by reducing trade barriers: “Under the new regime, a nation’s 
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power and prestige would, in theory, be judged by its performance in the marketplace rather 

than on the battlefield” (ibid, 125). 

 

Finally, Aronczyk develops in the idea that the conceptions of globalization and 

neoliberalism, “have come to dominate public institutions and forms of governance, (and) 

national identity has been mobilized as a competitive resource to narrate distinction and 

difference in global settings. In this context, the brand emerges as a way to manage and 

control this resource (national identity) and create distinction and difference” (Aronczyk 

2013, 11). From this perspective, following to Aronczyk, “Nation branding entails the 

creation of a kind of center, a cosmopolitan center that retains an image of what it means to 

be nationally competitive and nationally effective for globalization. For this reason the 

polemics of domestic politics are only relevant to the extent that they mirror larger and more 

global tendencies” (ibid, 10). This final argument is crucial, since we can start introducing 

the idea that any Nation Branding effort needs to be based not only on presenting a logo and 

a slogan to the exterior, but a comprehensive strategy has to be based in careful efforts to 

understand internally rooted conceptions of a particular society, of nation and identity, as 

we’ll explore in the following pages.  

 

3.3. Internal Nation Branding 

Varga (2013) states in clear terms the relevance of having an internal strategy in any Nation 

Branding effort, due to the fact that “the inner orientation is a necessary condition for success, 

since Nation Branding cannot be effective without the participation of citizens who are at the 

same time representatives, stakeholders and customers of the brand” (ibid, 829). Following 

with Varga’s rationale, in order to achieve this level of participation and engagement with 

the citizens, “Nation Branding aims to turn citizens into the embodiments of the message of 

the brand and this focus on individuals as brand ambassadors reveals something fundamental 

about the manner in which the branding measures are thought to provide a solution to social, 

economic and individual problems” (ibid, 837).  

 

Recognizing the relevance to address the internal audience, Fan (2005) advises to be careful 

while creating messages for the external audience, since another stakeholder in the branding 
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campaign, the internal audience, has to be taken in serious consideration, since, in many 

occasions, the “nation brand being promoted may seem ‘foreign’ to the domestic audience. 

In some instances a domestic audience may even find the portrayal of their country to 

outsiders insulting and offensive.” (ibid, 11). 

 

O’Shaughnessy & O’Shaughnessy (2000) elaborate on the importance of reflecting on the 

role of the internal level, since an important concept to tackle within the rationale of Nation 

Branding is that of Nation. For the authors, nations emerge from a heterogeneous and 

sometimes dispersed society, in which “national images exist at different intellectual and 

cultural levels, and for different audiences, they have different meanings according to class, 

demography, and so forth (...) A nation conveys a range of meanings: the debris of history 

and the contemporary. It is multilayered, composed of folk images, historic images, and 

media history, while the contemporary media image creates a condensed snapshot” (ibid, 58). 

In this sense, Aronczyk (2103) supports the relevance of analyzing the internal level, 

recognizing that “nation branding reveals how the social, political, and cultural discourse 

constitutive of the nation has been harnessed in new ways, with important consequences for 

both our concept of the nation and our ideals of national citizenship.” (ibid, 4). 

 

Critically approaching the concept of nation within the framework of Nation Branding, 

Jansen (2008) recognizes that “Nations are complex, heterogeneous entities; and national 

identities are, to be sure, forged through representational practices that are historically and 

socially conditioned, multi-layered and dispersed. Nation branding is, however, a practice 

that selects, simplifies and deploys only those aspects of a nation’s identity that enhances a 

nation’s marketability.” (ibid, 122) 

 

Kaneva and Popescu (2011) elaborate in Jansen’s perception of nation suffering a process of 

commodification, identifying further that “national identity is appropriated for the purposes 

of neoliberal globalization. This appropriation via commodification constrains national 

identity within an ahistorical, decontextualized, depoliticized frame, resulting in a form of 

national identity lite.” (ibid, 201). Further, Kaneva and Popescu go deeper in this issue, 

claiming that “democratic processes of national self-redefinition are undermined by a 
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government-sanctioned focus on producing brand narratives. Widely publicized state-

sponsored campaigns end up hijacking broader internal debates about national identity and 

efface the political nature of identity construction.” (ibid, 202). 

 

Contesting these possibilities for national identities of becoming market-dependent and 

government-censored, Kaneva recognizes that a current of critical approaches to Nation 

Branding have recently elaborated “a critique of nation branding’s discourses and practices 

as they relate to national identity, culture, and governance. They see national identity as a 

dynamic struggle and negotiation, shaped by various local and extra-local agents, over 

collective and individual meanings. Put differently, they are interested in examining the 

implications of nation branding for the politics of identity and the ways in which “nation 

branding promotes a particular organization of power, knowledge and exchange in the 

articulation of collective identity” (Aronczyk, 2008, p. 46).” (Kaneva 2011, 127) Departing 

from this conception, we’ll address now the last level of analysis herein discussed, interesting 

insofar it relates to the relationships taking place in the current society: the dynamics of power.  

 

3.4 The power of Nation Branding 

How power is managed in the Nation Branding rationale? Several scholars, including Anholt 

(2003), Nye (in Kaneva, 2011) and Aronczyk (2013), claim that Nation Branding “is defined 

as a form of “soft” power, in contrast to the “hard” power of military or economic assets” 

(Aronczyk 2013, 16). Jansen pushes further this notion to the extent of considering the logics 

of the market as a replacement of war within the “master narrative of globalization” (Jansen 

2008, 125), in which “under the new regime, a nation’s power and prestige would, in theory, 

be judged by its performance in the marketplace rather than on the battlefield” (Ibid.). 

 

However, while recognizing the existence of this kind of emerging power, according to Varga, 

there is a “problematic transposition of political power involved in Nation Branding 

campaigns (since) instead of being a matter of open-ended discussion within the framework 

of the public sphere involving the participation of individuals representing diverse social 

groupings, the monopoly to articulate national identity is transferred to a relatively small 
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group of Nation Branding consultants that all work for a handful of companies” (Varga 2013, 

836). 

 

Kania-Lundholm critically contributes to the debate about power, firstly by recognizing that 

“Nation branding is not only powerful as a hierarchical and reductive form of communication. 

It is because of that feature that authorities often use it to put forward certain discourses and 

representations while simultaneously silencing others that can be problematic. For instance, 

the issue of ethnic minorities of a given country is seldom a subject of a nation branding 

campaign.” (Kania-Lundholm 2012, 66, emphasis in original) Based on this biased approach 

to the relationships of power interplayed within the Nation Branding rationale, Kania-

Lundholm challenges the presupposition of other scholars who talk about Nation Branding 

as a form of “soft” power. (ibid, 66). 

 

However, Kania-Lundholm (2012) concludes her analysis from an optimistic perspective 

related to the empowerment that the internet realm can bring to the debate of Nation Branding, 

considering that “as a particular nationalistic discourse triggering the debate on national 

identity, nation branding can also be a productive force and means for upgrading and 

repairing of the national collective. Especially when we consider alternatives to state-

sponsored channels of communication, such as internet portals, forums and other social 

media” (ibid, 69). With this conclusion, we’ll now move forward to assess how and to which 

extent these new online alternatives serve to the purposes of Nation Branding from the 

perspective of a traditional mass medium such as radio in its path to become a comprehensive 

convergent global and networked online medium.  
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4 Methodology 

4.1 Theoretical considerations 

This research is an empirical single case study, based on a research design proposed by Yin 

(2009), taking as a base the main conditions that “case studies are the preferred method when 

(a) "how" or "why" questions are being posed, (b) the investigator has little control over 

events, and (c) the focus is on a contemporary phenomenon within a real-life context.” (ibid, 

2) Further, according to Yin, “the case study is used in many situations, to contribute to our 

knowledge of individual, group, organizational, social, political, and related phenomena.” 

(ibid, 4) In this sense, it “allows investigators to retain the holistic and meaningful 

characteristics of real-life events” (ibid, 2) such as, among others, organizational and 

managerial processes, and international relations.  

 

Particularly, the present case study comprises an exploratory mixed quantitative and 

qualitative analysis, which Yin considers as a strong analytic strategy insofar it helps to 

explore from a quantitative perspective the behaviors of the events tried to be explained, and 

at the same time, the data obtained is explained as it is related to an embedded unit of analysis 

within the broader case study. In our case, the quantitative analysis of the news and other 

information sent through different media platforms helps us to identify the trends in the 

behavior of the organization; however, the news themselves are not the goal of the study, but 

the exploration of the behavior of the organization, and therefore, once established the trends 

determined by the quantitative analysis, submitting relevant information within these trends 

to a content analysis can help us to identify how the organization behaves in a “higher level” 

(Yin 2009, 133) 

 

The information was acquired through what can be classified as archival records (ibid, 105) 

insofar the official news, the podcasts, the tweets and the Facebook posts are openly available 

from the official platforms of the organization via online. However, the acquisition of the 

contents takes certain level of direct observation, since all this information, while available 

online, is prone to be erased or modified by the same organization along time, reason why it 

was vital for the study to collect the data daily, in real-time during the period of the study, in 
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order to avoid probable deviations due to information that could have been sent at some point 

and further erased due to a determined conflict of interests of the organization.  

 

4.2 Quantitative content analysis  

According to Nömm (2007), Qualitative Content Analysis is a “very useful tool for getting 

answers for the incidence of different types of content categories within a material”. We 

expect to analyze the frequency in which certain categories occur across our 4 sources of 

material (ibid, 20), and, since our first goal is to categorize the news presented in several 

platforms according to the identification of their content within Anholt’s hexagon, this form 

of quantitative content analysis fits properly to start the study of the data.  

 

4.3 Qualitative content analysis  

Lövgren (2012) refers to the five steps proposed by Denscombe (2009) for analyzing 

qualitative data, mentioning that we have to order the data to further explore it, analyze it by 

coding and comparing it, later interpreting it and finally analyzing it to set a comparison with 

theories and propose further explanations. (Lövgren 2012, 47) Using this strategy we’ll aim 

to deconstruct the data in order to find proper explanations to the phenomenon under study, 

analyzing in-depth the quantitative material in order to find trends and summarize the 

categories to determine if the current theories explain our case or if new theories are needed 

to understand the ways in which our subject of study interacts in the social framework 

proposed.  

 

4.4 Sampling 

4.4.1 About Radio Sweden International  

Radio Sweden International identifies itself as a “non-commercial and politically 

independent public service broadcaster, charged with producing quality programs that appeal 

to all listeners, regardless of age, gender, or cultural or ethnic background. SR International 

is Swedish Radio’s international and multi-cultural channel, with the task of providing 

information about Sweden.” (Radio Sweden International, 2014) 
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Radio Sweden International broadcasts programming in 8 different languages across Sweden, 

from which, according to their description introduced in their official website, the programs 

in English, Arabic, Kurdish, Persian, and Somali are addressed “to help people newly arrived 

in Sweden to follow the news in the country, orienting them into Swedish society” (ibid).  

 

All the services in different languages post news online besides the audio broadcast, but 

beyond the traditional inner-oriented sending, Radio Sweden International claims that its 

services in English, German and Russian post news online, as well as podcasts for interested 

listeners abroad, being the English online news a service updated seven days a week. (ibid) 

 

If we consider the particular case of the English-Speaking section of Radio Sweden 

International, it turns out to be an interesting case study since it shows a dichotomy in which, 

while the contents are intended to reach listeners inside the country, it is also oriented to 

attend a broader audience of listeners abroad, but certainly, the needs of the two audiences 

regarding the information they could expect from this radio public service can be quite 

different.  

 

Moreover, the phenomenon of the English-Speaking section of Radio Sweden International 

becomes even more complex if we consider the implementation they have recently made of 

a social media strategy through popular platforms such as Twitter and Facebook beyond the 

simple publication of news in the website and the on-demand availability of the podcasts 

corresponding to the daily aired radio show.  

 

From an overall perspective, Radio Sweden (Sveriges Radio) as a chain recognizes the 

importance of using the social media platforms as a valuable asset in their communication 

processes. According to the Social Media Handbook for Journalists published by Radio 

Sweden (Sveriges Radio, 2013), social media are “fantastic tools for communicating with 

our audience. We can use them to spread our material, expand our networks, gain new 

knowledge and receive invaluable help in our journalistic work. By being present where our 

audience is, and showing that our communication is seriously intended, we can become 
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credible and relevant also for those who have no previous relationship with Swedish Radio.” 

(ibid, 9) 

 

The fact that Radio Sweden International understands the relevance of- and uses the social 

media in the convergent market of communications within the growing new audiences 

interconnected through social media, makes even more appealing its case to be analyzed by 

the rationale of Nation Branding, since it is a national public news organization with no direct 

commercial aims which presents a dual process of communication for audiences inside-

outside the nation, and it lays within the theoretical rationale of radio understood as a 

traditional medium embedded into- and adapting to a convergent global networked society.  

 

4.4.2 Study Sampling 

The first part of the study consists in a classification of each element presented within the 40 

podcasts sent in the English section of Radio Sweden International during the period 

corresponding to February 3rd to March 28th of 2014, simultaneously analyzing the elements 

presented daily in the website, so as the posts and interactions made in the official accounts 

of the social media platforms Facebook and Twitter within the same time framework.  

 

Our unit of analysis was denominated as “elements”, considering as such: 1) for the Twitter 

account, each tweet published by the organization, either it was a tweet with a link to the 

website, a tweet with no links to the website, an interaction with another user or a retweet by 

the organization; 2) for the official Website, each piece of news published daily in the web 

portal; 3) for the Facebook account, each post in the Facebook wall in the official account of 

RSI; and finally, 4) for the podcasts, each piece of news which was presented in the daily 

edition, either it was a news in the headlines, a reportage, an interview or the introduction of 

a song performed by certain artist within the show.  

 

Once considered this classification, the final amount of elements to be evaluated is a total of 

1893, firstly categorized in 760 elements in the Official Twitter Account of Radio Sweden 

International (@radiosweden), 620 elements posted in the Website www.radiosweden.org, 

http://www.radiosweden.org/
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422 elements presented through the podcasts from the dates above referred, and 91 elements 

in the official Facebook account of RSI.  

 

These elements are further classified using Anholt’s hexagon model, in order to see which of 

them matched Anholt’s proposed categories through which countries “communicate with the 

rest of the world (...) deliberately or accidentally creat(ing) their reputation” (Anholt 2007, 

25). These classifications are labeled within this study as tourism, brands, policy, investments, 

culture and people. Each piece of information was qualitatively analyzed and we classified it 

in the category it fitted according to the main features presented in the writing. The 

characteristics we considered for each classification are developed in the following Table 1:   

 

Table 1: Classification of each category in Anholt’s hexagon 

Category Features 

1. Tourism Information containing touristic promotion, presenting a touristic site, 

expositions in museums, upcoming events (e.g. such as festivals) and 

miscellaneous activities organized in Sweden in which the news acted more as 

an invitation for people to assist.  

2. Brands Information about Swedish brands having an impact either inside the country 

or abroad, e.g. news about activities or global trades made by renown 

companies such as H&M, Volvo, IKEA, Telia  and Scania, among others.  

3. Policy Information regarding “policy decisions of the country’s government, whether 

it is foreign policy that directly affects overseas populations, or domestic policy 

that gets reported in the international media.” (ibid, 25)  

4. Investments Information “for business audiences” (ibid, 25) mostly dealing with 

macroeconomics on the situation of a certain company or the country in general 

which could be used for foreign investors to decide whether investing in certain 

sector of the country or not; this category considered information regarding 

breakthroughs with global impact in Swedish Universities as they became a 

window to promote the investment in research inside the country, so as the 

undergoing expansion into the country by foreign companies (ibid, 25) 

5. Culture Information on “cultural exchange and cultural activities and exports: a world 

tour by a sports team, the recordings of a famous musician, the works of poets 

and authors and film-makers.” (ibid, 25) All the information from the Winter 

Olympic Games was classified under this category as it was considered as the 

participation of the “Team Sweden” during the event.  

6. People Information about specific people causing an impact outside or inside the 

country, such as “high profile leaders and media and sports stars, as well as the 

population in general.” (ibid, 25) in this case we considered information on 

renown personalities as the football player Zlatan Ibrahimovic, the members of 

the Swedish Royal House, actors, actresses, singers and news reporters which 

became news themselves for any reason.  
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Once we submitted all the elements to this classification, we obtained an overall result of 577 

elements related to government policies, 386 related to cultural information, 132 of important 

people, 123 pieces of information on investments, 67 on brands, and finally 48 about tourism. 

Important to mention that, during the period of February 8th to February 25th, there is a peak 

of 190 additional elements in the cultural information directly attached to the Winter Olympic 

Games of Sochi 2014.  

 

The information about the athletes and the competitions was categorized as cultural 

according to the explanation of the categories above, and although it was an extraordinary 

event which definitely marks an outlier in our sample, it tells us much about how RSI uses 

particular platforms to cover this kind of events, and further, it adds to the understanding on 

how RSI uses its resources to inform and somehow promote the activities of the Swedish 

athletes, since they become a cultural product which fits within Anholt’s Nation Branding 

rationale.  

 

However, we also found that a total of 560 elements could not be classified into Anholt’s 

hexagon, meaning that they were not directly related to any of the areas proposed by the 

model, so we created at the beginning two different categories: Domestic News and Self-

Promotion. Within the category of domestic news we grouped 446 elements which we further 

disambiguated and re-classified in 8 additional categories, being these criminality, weather, 

health, environment, science, accidents, domestic economics and others. These 

classifications are explained in detail in the following Table 2:  

 

Table 2: Classification of each category of “Domestic News” 

Category Features 

1. Criminality All those news related to events where the intervention of the police was 

required, illegal acts, criminal trials, bomb alerts, shootings, and overall 

disturbances of the public order.  
2. Weather All the weather reports sent in the podcast (40 elements, one in each 

podcast) so as all the eventual news related to bad or good conditions of 

the weather which for some reason became news, such as unusual 

temperatures (snowfalls during spring) storms or benign weather 

prognosis. 
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3. Health All the news related to public health, statistics and reports on health 

issues such as cancer, obesity, flu, mental diseases, etc., and medical 

technology developments. 
4. Environment The information related to animals, animal welfare, sustainability issues 

and climate change. 
5. Science Scientific studies which were presented as news due to the relevance of 

the research in certain issue with domestic impact, but also considering 

foreign studies which became news due to the scientific overall 

relevance.  
6. Accidents All the unexpected natural and human events which had a social impact, 

but which didn’t have a malicious origin, such as avalanches, 

derailments, car crashes, explosions, and malfunctions of the traffic 

system.  
7. Economics All the news related to economical activities with an impact on the 

microeconomics of Sweden, such as economic reports by the 

government affecting specific sectors of the population, massive resigns 

in certain organizations due to economic problems, and notifications 

from the tax office to Swedish citizens, among others. 
8. Other This section only included three elements (two of them the same 

presented in different platforms) which were only “curious facts” which 

became news but couldn’t be classified under any of the other categories.  

 

Furthermore, in another area different from what has been classified as “Domestic News”, 

114 mentions were identified as “Self-promotion” of the organization, i.e. information 

directly addressed to invite the audience to listen to the broadcasting/streamcasting of the 

radio show, or to download the podcasts from the website.  

 

All these data will be dissected and analyzed in order to try to find trends on 1) how does 

Radio Sweden International use these platforms and how they are different between each 

other; 2) if there is a Nation Branding process undergoing in the practices of Radio Sweden 

International, either directly or indirectly and to which extent and in which forms; and 3) 

once answered the two above questions, we expect that the data can tell us if Radio Sweden 

International appropriates the logics of Nation Branding as a way to present its contents in a 

convergent globalizing networked world.  

 

4.5 Limitations of the study 

Throughout this study we analyze comprehensively the public strategies of Radio Sweden 

International in English online, i.e. those presented directly to the public in a daily basis. 
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However, this research is not about the reception of the audience, nor how the organization 

sees itself from an internal perspective, rather the purpose of this research was to analyze the 

contents offered to the public, i.e. the information which is visible for the users out there.  

 

We acknowledge that in order to make a comprehensive analysis and to fully understand the 

phenomenon of the mass-self communication process occurring among all the actors 

involved with the online strategy of Radio Sweden International, an analysis of the audience 

should be made, but this study departs from a reductionist approach which focuses on 

explaining one side of the spectrum in order to contribute to the construction of this overall 

subject of study, introducing how RSI presents its information as a base to further perform a 

deeper analysis on the effects that this information has or might have on its audience.  

 

We also recognize that the period of study of our sample includes an extraordinary event 

such as the Winter Olympic Games of Sochi, which might booster a high level of information 

in a certain category. In the same line, 2014 is a year in which elections both internal and for 

the EU parliament take place in Sweden, situation which could also explain high numbers in 

the category of politics. However, we cannot wait until nothing transcendent is happening 

inside the country to carry out the research, since the purpose of the study is analyzing how 

RSI covers the information.  

 

RSI is not in control of the information undergoing in the country, but it certainly has the 

agency of deciding which information to cover, how to cover it, and how to spread it through 

the channels under its disposition. Therefore, our simple random sample fulfills its purpose, 

since we just collected the random elements out of a random period in which a couple of 

events were undergoing, but it was not under our control or our expectations such a full 

coverage of them as the one RSI did, taking into consideration that RSI is not a sports 

dedicated channel, nor the politics section of Sveriges Radio, and, rather, this information 

turns out to be crucial to understand deeply how Radio Sweden International uses its 

resources to cover this kind of information, since this kind of coverage adheres to the Nation 

Branding rationale as it will be further explained.  
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Finally, our empirical data is submitted to the content analysis firstly using the categories of 

Anholt’s hexagon, identifying and reclassifying those categories which do not fit within 

Anholt logics, and further trying to explain the deviations through the more comprehensive 

critical perspective of Nation Branding proposed by the scholars who conceive Nation 

Branding as a more complex phenomenon than that of the techno-economic perspective.  

 

Therefore, our theoretical framework is that of Nation Branding, and we challenge RSI’s data 

by matching it to Nation Branding and the different perspectives of it. The extensive approach 

to the literature review on the works of Castells, Jenkins, Fuchs and Meikle & Young gives 

us the base to recognize the elements which we should take into consideration for a 

comprehensive analysis of media (and particularly radio) within the convergent globalizing 

and networked society, and following those concepts, we decided to focus this particular 

research on one of those factors (the information open to the public sent by the organization) 

with the hope that this work can contribute to add to future studies which can tackle more 

comprehensively the research on the online audiences of RSI and on the internal perspective 

of RSI about its contents.  
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5. Results and Analysis  

5.1 Overall statistics 

In order to start with the analysis of the information, it is convenient to identify the elements 

to be discussed. As mentioned before, a total amount of 1893 elements were collected during 

the period between the 3rd of February and the 28 of March, 2014 from the different 

platforms under study, being these 760 tweets, 620 posts in the news website, 422 news in 

the podcasts and 91 posts in the official Facebook account.  

 

As stated in the methodology section our unit of analysis was set as “elements”, being these 

each piece of news presented in the podcasts, each piece of news presented in the Website, 

each interaction taking place in the official Tweeter account of Radio Sweden International 

(@radiosweden) so as each element posted in the official Facebook account of the 

organization (Radio Sweden). The total amount of elements identified for each platform are 

portrayed in the Figure 1.  

 

Figure 1: Total number of elements collected from the different internet platforms 

of Radio Sweden International between the 3rd of February and the 28 of March, 

2014.  

 

One of the first things to take into consideration while analyzing these data is that not all the 

elements are completely isolated and unique, but in many occasions, for example, one same 

piece of information was posted in Twitter with a link to the Website in order to read the full 
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news and further it could be even posted in Facebook or introduced in the radio show (podcast) 

either as news or as an in-depth report.  

 

Meanwhile the total period of study for Twitter, Facebook and the website was of 54 days, 

from Monday to Sunday between the dates afore stated, the number of radio shows included 

in the sample was of 40, since the radio show and the eventual podcasts were only sent from 

Monday to Friday. Therefore, the average daily numbers for each platform was as follows:  

 

Table 3. Average of elements per day in each platform 

Platform Average # of elements per day 

Twitter 14 elements 

News Website 11.5 elements 

Podcast 10.5 elements* 

Facebook 1.7 elements 

* Podcasts only sent from Monday to Friday 

 

Once established this primary disambiguation, from this first set of results, we see that 

Twitter was the most relevant tool for the social media interactions of Radio Sweden 

International, having 8.5 times more elements than those posted in Facebook (760 tweets vs 

91 Facebook posts), and almost dubbing the amount of news presented in the podcasts (760 

tweets vs 422 elements in the podcasts). However, as stated before, it is worth to mention 

that around 2/3 (500 out of 760) of the tweets were related to the news presented in the 

website, being the tweets a tool to present a brief heading of the information with a direct 

link to the comprehensive text of the news in the official website of Radio Sweden 

International.  

 

Worth to mention that for Radio Sweden International it was Twitter and not Facebook the 

social media platform preferred to present the news. As Kwak, et al (2010) expose, Twitter 

has become an efficient platform to spread news (ibid, 591), and this is followed by the study 

of Ju et al (2013), who claims that, talking about the distribution of newspaper content 

through social media, “Twitter is more effective than Facebook in terms of reaching 

audiences” (ibid, 1), reason which could explain why this strategy was preferred in the 

particular case of Radio Sweden International.  
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At first instance, we can see that Twitter was widely used as a supplementary window of 

exposure for the news, even more significant than the exposure of the news by the means of 

the podcasts, since 500 from 620 of the stories presented in the Web were also presented in 

Twitter, meanwhile only around 2/3 of the news presented in the website were covered in the 

podcasts (620 website news vs 422 podcast news), which could be at first instance explained 

for reasons of “space”, since the podcasts have a limitation in the time and the resources to 

produce the radio show.  

 

However, what we wonder is what kind of criteria were used to select the particular news for 

each media. Twitter was the platform which more news helped to spread (500), but the total 

of news published was 620, so we wonder why the other 120 elements were not considered 

to be published in that platform. Were there certain factors which determined that those 120 

elements shouldn’t make the cut to go on Twitter? If so, which ones were them?  

 

In the same way, the information selected for the Podcasts was only around 2/3 of the total 

amount of news published in the website, so we also wonder what kind of information was 

selected to be a part of these and why?  Further, we’ll analyze the information from each 

medium trying to identify trends on which kind of elements were more prominent for each 

platform. However, to start introducing the formal analysis, it is necessary to begin matching 

the data we have with the rationale of Nation Branding in order to look for answers to our 

research questions, using firstly Simon Anholt’s conception on how information 

“communicates the nation” within the techno-economic perspective of Nation Branding.  

 

5.2 Anholt’s Hexagon 

Our first analysis to start exploring whether Radio Sweden International appropriates the 

logics of Nation Branding to present its information, consists in analyzing the total of the 

elements collected by submitting them to the model known as “Anholt’s hexagon”, since, 

according to Simon Anholt, one of the renown founders of the term Nation Branding, there 

are six channels through which most countries communicate to the rest of the world, either 
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deliberately or accidentally, being these channels categorized as information on Policy, 

Culture, People, Investments, Export Brands and Tourism. (Anholt 2007, 25)  

 

The reason why we decided to perform this first level of analysis by submitting the material 

to the classification through Anholt’s logics, is that matching the elements with Anholt’s 

categories will help us to identify at first instance whether the information presented by RSI 

through the different online platforms appropriates the logics of the techno-economic 

perspective of Nation Branding to share its information, which can give us valuable 

information in order to start answering our first research question, and, further, under the 

same analysis, we could start identifying whether Radio Sweden International’s strategy is 

at some or several points oriented (either directly or indirectly) to build and/or enhance the 

“Brand Sweden”, and if so, under which circumstances this happens, answering so the second 

research question.  

  

Once we performed the corresponding analysis and the classification of the material, what 

we found were two important trends: 1) there are several elements from all the media 

analyzed, either news or social media interactions, which don’t fit completely in Anholt’s 

hexagon and which have to be classified in categories different than those presented by the 

techno-economic perspective of Nation Branding proposed by Anholt; and 2) certain 

elements which Anholt considers as crucial for the purposes of Nation Branding, such as 

tourism and export brands, didn’t have as much coverage as other subjects such as politics 

and culture across the four media herein analyzed.  

 

First, we started classifying those elements from our sample which actually fit in Anholt’s 

hexagon; in total, 1333, i.e. 70.4% from the total 1893 elements did fit within the six 

categories proposed by Anholt, being these 577 elements related to government policies (i.e. 

30.5% of the elements in the total account of news) followed by 386 elements related to 

cultural information (20.4% of the total amount), 132 elements (7%) about relevant people, 

123 (6.5%) on investments, 67 (3.5%) talked about export brands, and finally, 48 (2.5%) 

were connected to tourism. The following Figure 2 represents the trends of the information 

fitting in Anholt’s hexagon.  
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Figure 2: Elements from the overall collection of data from Radio Sweden 

International between the 3rd of February and the 28 of March, 2014 classified 

within Anholt’s hexagon model.  
 

As we can see, the elements related to policies and culture were by far more predominant 

than those related to people, investments, brands and tourism. Important to mention that, 

during the period of February 8th to February 25th, there was a peak in the cultural 

information which is directly attached to the Winter Olympic Games of Sochi 2014. The 

information about the athletes and the competitions was categorized as cultural since Anholt 

includes within this category “a world tour by a sports team”, so we considered the “Team 

Sweden” participating broadly in the competitions of the Olympic Games instead of 

particular participants, which, even in such an instance, would have remained within Anholt’s 

hexagon under the category of “People”; regarding to this, it is needed to mention that, during 

the games, 190 elements were published among all the media analyzed.  

 

However, we have to remark that the English section of Radio Sweden International was not 

completely following Anholt’s hexagon rationale of Nation Branding, since 29.6% of the 

total information was not even classifiable within its logics, and, secondly, the information 

which did fit was quite unbalanced, having elements which weren’t so prominent in the final 

account, particularly key areas for the techno-economic perspective of Nation Branding, such 
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as Tourism and Brands, which confirms that the main goal of Radio Sweden International is 

not chiefly the same as any other specific Nation Branding strategy.  

 

Nevertheless, it is important to establish that, although not all the information was classifiable 

within the areas of Anholt’s hexagon, there was indeed more than 70% of elements from the 

total amount fitting within the six categories, and all the areas of Anholt’s hexagon were 

included in each medium. The following Figure 3 shows a grouped classification of the 

amount of elements covered by category within the different media under analysis.  

 

 

Figure 3: Categorical classification of the elements fitting in Anholt’s hexagon 

model sorted out by platform from the collection of elements of Radio Sweden 

International between the 3rd of February and the 28 of March, 2014.  
 

We can start visualizing certain trends, such as peaks in information related to Policy and 

Culture, with less elements in People and Investments and, in an even smaller amount, for 

Brands and Tourism. Dissecting this Figure, we can identify how broadly the categories were 

covered by each medium, and from this analysis, we can have a glimpse on how the different 

platforms presented the information within Anholt’s hexagon logics.  

 

5.2.1 Policy 

The first category to revise is the information on Policy, since this is the largest group (577 

elements corresponding to 30.5% of the overall amount of news) and while analyzing this 
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data, we can identify that the news in the website, the Twitter feed, and the news in the 

podcasts largely covered information related to Policy, meanwhile Facebook scarcely 

addressed this topic, even considering the low amount of elements posted in this platform in 

comparison with the other three platforms. The following graph represents the distribution 

of elements within the category of Policy across the 4 platforms.  

 

 

Figure 4: Number of elements under the category of “Policy” divided by platform 

from the collection of elements of Radio Sweden International between the 3rd 

of February and the 28 of March, 2014. 

 

Noteworthy that even when Twitter was the platform which included more elements in the 

overall account, it was not the one having the highest amount of information related to Policy, 

being the News in the Website in the first place. What we see here is that the News in the 

Website covered more issues on politics than any other platform, giving us a first clue that 

Twitter was used to distribute information prioritizing other elements, as it will be described 

in the following sections.  

 

It is important to stress that the Policy information was considered from an overall 

perspective, i.e. all the information related to politics, regardless if the news handled about 

domestic or international political affairs, was grouped under this category. We did not 

differentiate between domestic and international policies following Anholt’s rationale, as he 

states that under policy decisions of the country’s government, we must consider the elements 
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regardless if they are “foreign policy that directly affects overseas populations, or domestic 

policy” as long as it gets reported in the international media. (Anholt 2007, 25) 

 

5.2.2 Culture 

We continue with the analysis of the Cultural information (386 elements = 20.4%), in which 

we find a qualitative shift if we relate it with the Policy information afore discussed. In this 

category, it was Twitter the platform more broadly used to deliver information on Culture 

(192 elements), having more than twice the number of culture-related elements presented in 

the Website (87) and the podcasts (87). Although Facebook presents a relatively low number 

compared to the other platforms, this was the category with the highest number of elements 

for the platform itself within Anholt’s six areas. We can see the trends in the following Figure:  

 

 

Figure 5: Number of elements under the category of “Culture” divided by 

platform from the collection of elements of Radio Sweden International between 

the 3rd of February and the 28 of March, 2014. 

 

What we have to remark under this category is that the information on Culture presented on 

Twitter arose to a high amount especially due to the tweets about the Olympic Games, since 

during the event, posts related to the competitions, the Swedish athletes and the results had a 

significant presence among the interactions. Particularly, as it will be discussed further within 

the subchapter dedicated to Twitter (5.4.2), Radio Sweden International posted 96 elements 

related to the games which were not related to the news of the website. If we deduct this 
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amount from the total of elements herein discussed, we’ll find that the graph would be more 

balanced, although the cultural information would still be in the top, but just not presenting 

the high outlier it shows in the overall account.  

 

 

Figure 6: Number of elements under the category of “Culture” divided by 

platform from without considering the Tweeter feed not related to news during 

the Winter Olympic Games from the collection of elements of Radio Sweden 

International between the 3rd of February and the 28 of March, 2014. 
 

Although the deviation caused by the Winter Olympic Games during our period of study 

marks a clear outlier for the statistical analysis, we consider valuable to include it since it 

shows how Radio Sweden International makes a full use of its resources to cover and take 

the opportunity to promote their athletes, their sports, and in Nation Branding terms, its 

culture when this kind of events take place.  

 

During the games, Radio Sweden International did not present information other than the one 

related to the Swedish athletes, maintaining an exclusive line of sharing news in all and each 

platform specifically about how the “Team Sweden” was performing in the competitions, 

whether the results were positive or negative, using a “supportive” tone during the live-

updating of the competitions in the social media platforms and the podcast, cheering the 

athletes, celebrating their victories and showing certain level of sadness when a positive 

result was not achieved.  
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Only the news in the website remained more informative and objective, but still, there was 

certain editorial line for the information, since exclusively information about Swedish 

athletes was covered, ignoring any other results and any other competitions in which Swedes 

were not involved or close to the victory. In this sense, the news during the games were more 

targeted to outline sports in which Swedes participated, the Swedish athletes themselves, so 

as their victories, i.e. there was a trend to present the world with the efficiency of the “Team 

Sweden” in such an event, directly adding up to the logics of the techno-economic 

perspective of Nation Branding as Anholt envisions it.  

 

This is why we don’t consider the peak of cultural information during the Olympic Games 

as a detrimental bias, but this information actually helps us to start drawing conclusions 

related to our second research question related to the level in which Radio Sweden 

International intends to brand Sweden, since the news and the social media posts about the 

Swedish athletes during the Olympic Games, both, in amount and in meaning, mark clear 

trends on presenting a positive image of Sweden beyond a neutral coverage of the 

competitions. While other news media might outline the success of the local athletes, 

presenting their victories in front page, as it happens in all countries when these events take 

place, RSI was completely “Swedish-centered”, not even covering the list of medals, nor 

world-records established in the competitions neither any other relevant piece of news from 

athletes different from the ones related to Sweden. Therefore, we can say that RSI did make 

an effort to brand their country trying to present an exclusively positive image of their athletes 

during the Sochi Winter Olympic Games which took place during our period of study.  

 

5.2.3 People  

Different from the categories of Policy and Culture, the following categories had lower 

numbers than the first two discussed above, although certain interesting trends can be 

identified. Talking about notorious people from Sweden having a relevant presence outside 

the country, there was a 7% of coverage among the overall elements, with 57 elements posted 

on Twitter, followed by 39 news presented in the website, 34 in the podcasts and 12 elements 

in Facebook, the second more relevant category for the platform within Anholt’s hexagon.  
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Figure 7: Number of elements under the category of “People” divided by platform 

from the collection of elements of Radio Sweden International between the 3rd 

of February and the 28 of March, 2014. 

 

Within this category, important to say that certain events triggered peaks of interactions in 

Twitter beyond the news, such as e.g. the assassination of Radio Sweden’s journalist Nils 

Horner, and the birth of Princess Leonore, since these events generated one or two extensive 

pieces of news, but were followed by a large amount of tweets commenting directly on the 

news or addressing side topics.  

 

The most often covered stories within this category were Swedish musicians, remarkable 

performances by the football player Zlatan Ibrahimovic, actors/actresses and the members of 

the Swedish Royal Family, i.e. mostly influential personalities within the area of 

entertainment and socials, and scarcely other influential people such as businessmen. 

Important to mention that the news about the personalities in politics were covered under the 

category of Policy (i.e. the Prime Minister, the Foreign Affairs Minister or several political 

parties’ politicians) due to the fact that the news about them were mostly related to decisions 

causing an impact within the domestic or the foreign community, fitting in that case better in 

Anholt’s classification of Policy. However, either these pieces were related to Politics or 

People, they remained within Anholt’s hexagon, so no deep deviations would have been 

found whether we considered them within one category or another for the final analysis.  
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5.2.4 Investments 

The information related to investments was more prominent in the news at the website (46 

elements), since not much polemic was created on Twitter to be commented about, but even 

then, the coverage was similar to that of the news (42 elements), meanwhile the podcasts 

presented 33 elements, and in Facebook, barely 2 elements were posted on this topic during 

the whole period under study.  

 

 

Figure 8: Number of elements under the category of “Investments” divided by 

platform from the collection of elements of Radio Sweden International between 

the 3rd of February and the 28 of March, 2014. 

 

Although clearly in lower numbers, the trends of this category can be compared with the data 

on “Policy”, since the shapes of the graphs are quite similar, which tells us that, while 

proportionally, the presentation of the information within each platform was quite similar. 

This 7% of the total elements, far from being insignificant, tells us that this category of 

Anholt’s hexagon also had a significant presence during the period of study.  

 

5.2.5 Brands  

The information about Brands was also reduced, but with a trend similar to that of Policy and 

Investments, with News in the website having the highest coverage (29 elements), followed 
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closely by Twitter (28 elements), fewer elements in the podcasts (9 elements) and almost 

ignored in the Facebook account, with only 1 mention.  

 

 

Figure 9: Number of elements under the category of “Brands” divided by 

platform from the collection of elements of Radio Sweden International between 

the 3rd of February and the 28 of March, 2014. 

 

5.2.6 Tourism  

Finally, the touristic information had the lowest amount among all the categories of Anholt’s 

hexagon, however with a slight shift from the trends of the rest of the categories, since the 

information on the website (15 elements), Twitter (14), and the podcast (11) had a similar 

trend as in “Policy”, “Investments” and “Brands”, although an increase is notorious in 

Facebook, since 8 elements were related to the touristic issues, which tells us that the platform, 

although in low levels, proportionally presented more elements within this category than for 

Brands, Investments and Policy.  
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Figure 10: Number of elements under the category of “Brands” divided by 

platform from the collection of elements of Radio Sweden International between 

the 3rd of February and the 28 of March, 2014. 

 

What we conclude from these graphs is that, besides of the two peaks of information 

presented and properly explained in Twitter regarding Culture and People, the information is 

quite balanced for the general use of each media in each category of Anholt’s hexagon, which 

tells us that, although in different proportions, the trends remain coherent across all areas. 

Anholt’s hexagon is present in Tweeter, the News Website, and the Podcasts, meanwhile 

Facebook seems to respond to a different logics.  

 

However, although all the categories of Anholt’s hexagon are present among the elements 

included in all the platforms through which RSI presents its information, this doesn’t mean 

that they respond to a purely positive Nation Branding effort, since in many occasions the 

information turns to be controversial or even negative, which means that not only good things 

are said about the country in a way of “promoting it”, e.g. sometimes the information on 

politics was related to a certain activity of the party of the Swedish Democrats which was 

debatable within the population, or, for the cultural information, there was the case of a 

hockey player who, during the Winter Olympic Games, was found to have used a forbidden 

substance during the tournament, which triggered that the physician of the team was fired.  

 

15
14

8

11

0

2

4

6

8

10

12

14

16

Website Twitter Facebook Podcast

# 
El

em
en

ts

Platforms

Tourism



59 
 

The fact that the information was not purely positive, even if it fits within Anholt’s hexagon 

categories, tells us that the techno-economic perspective is not fully applicable to the way in 

which RSI presents its information, reason why we would have to turn to explain the Nation 

Branding effort through another perspective, a more critical and comprehensive one. 

Supporting even more this hypothesis, the following section will explain on detail the 

information collected from Radio Sweden International during our study, which does not fit 

in Anholt’s hexagon.  

 

5.3 Deviations from Anholt’s hexagon 

Among all the data collected, 560 elements, corresponding to 29.6% of the overall amount 

of 1893, were found to have no connection to the classifications of Anholt’s hexagon, 

meaning that they were not directly related to any of the areas proposed by the model. We 

firstly divided these 560 news into 1) Domestic Information, i.e. information related to 

internal affairs which covered local issues, and 2) Self-promotion, considering here 

information sent from the organization inviting the audience to consume its information 

through the different platforms.  

 

5.3.1 Domestic Information  

A total of 446 elements fit within the category of Domestic Information, and in order to give 

a clearer vision of this, we decided to disambiguate the area even more, classifying these 

elements into categories, an exercise which gave us a total amount of 8 new categories created 

out of our own classification of what we considered as Domestic News: criminality, weather, 

health, environment, science, accidents, domestic economics and others. Analyzing these 

elements, we found the following trends:   
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Figure 11: Disambiguation of the elements considered as “Domestic News” outside 

Anholt’s hexagon from the sample of elements collected from Radio Sweden 

International between the 3rd of February and the 28 of March, 2014.  

 

Marking a clear trend, “criminal” affairs was the largest group among these categories, 

considering here all those news related to events where the intervention of the police was 

required, illegal acts, criminal trials, bomb alerts, shootings, disturbances of the public order, 

and so on. Within the category of Health, we considered all the news related to public health, 

statistics and reports on health issues such as cancer, obesity, flu, mental diseases, etc., and 

medical technology developments. 

 

In Weather we considered all the weather reports sent in the podcast (40 elements, one in 

each podcast) so as all the eventual news related to bad or good conditions of the weather 

which for some reason became news, such as unusual temperatures (snowfalls during spring) 

storms or benign weather prognosis. In the area of Environmental news we considered the 

information related to animals, animal welfare, sustainability and climate change. Within 

Science, we grouped broadly all the scientific studies which were presented as news due to 

the relevance of the studies in certain issue, mostly studies from Swedish institutions with 

domestic impact.  

 

As Accidents we considered all the unexpected natural and human events which had a social 

impact, but which didn’t have a malicious origin, such as avalanches, derailments, car crashes, 
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explosions, and malfunctions of the traffic system, among others. Within the area of 

Domestic Economics we find all the news related to economical activities with an impact on 

the microeconomics of Sweden, such as economic reports by the government, massive 

resigns in certain organizations due to economic problems, and notifications from the tax 

office to Swedish citizens, to name some. And finally, under the category of “Others”, we 

classified 3 elements related to curious news with a funny element in them which made it to 

the news and which were also distributed through Twitter and the Website, but which 

couldn’t be classified under any of the previously stated categories.  

 

What is worth to remark here is the fact that the elements related to Criminality occupied the 

first place among Domestic Information, and this adds to the afore introduced notion that not 

only “positive news” were presented by RSI, but instead, several internal problems of the 

Swedish society which are not considered within Anholt’s hexagon conformed the full 

picture of how RSI presents the image of the country to the exterior. Moreover, in contrast 

with the oriented effort afore discussed on how RSI promoted the Cultural information of 

Sweden through the comprehensive coverage of the Swedish athletes during the Winter 

Olympic Games, the news about criminality were not framed within a determined period of 

time, but rather there was information on the topic across the whole 2 months under study.  

 

Therefore, we can start drawing conclusions regarding to the fact that, although RSI uses the 

six Anholt’s categories to present its information, there is a balance in the orientation of RSI 

between presenting a positive image of the country and sharing information on the problems 

undergoing inside the nation. Beyond the category of Criminality, the information on Health, 

Accidents and Domestic Economics incorporated as well negative features which appointed 

particular problems within the Swedish society, e.g. reports on particular non-controlled 

diseases or regarding unattended mental issues among the population, train accidents or 

delays, and shortage of employment within a particular sector of the Swedish economy.   

 

We also see that the balance between positive and negative information coming from the 

domestic level presented by RSI to the global audience online, intends to give a more realistic 

and less one-sided view of the overall situation of the country for the foreign audience; 
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regarding our analysis, this means that, if we want to match the Nation Branding rationale to 

the strategy of RSI, we can’t consider only the techno-economic perspective based on selling 

a logo and a slogan attached to a particular country, but we need to assess our elements from 

a more comprehensive rationale which includes those aspects which not only introduce a 

positive image of the country, but which build a more realistic view of it from the inside, 

presenting both, its virtues and its problems, taking into consideration the reality lived by the 

Swedish citizens, their everyday problems and the challenges they face in the everyday 

agenda.  

 

As Anholt (2010) states, Nation Branding efforts need to be more inclusive, since there is the 

need for nations “to help the world understand the real, complex, rich, diverse nature of their 

people and landscapes, their history and heritage, their products and their resources: to 

prevent them from becoming mere brands.” (ibid 3) In this sense, RSI is presenting a broader 

spectrum of information about Sweden, so we can find a first pattern on how this news 

organization is not only targeted to portray a positive image of Sweden, but a real and 

complex one, which gives us a first glimpse on the similarities that the online strategy of RSI 

has if we compare it to the logics of Nation Branding from the cultural/critical perspective.  

 

In this line of thinking, Varga (2103) also states that there is a need, not only to think on the 

information which is exported, but besides of that, “the inner orientation is a necessary 

condition for success, since Nation Branding cannot be effective without the participation of 

citizens who are at the same time representatives, stakeholders and customers of the brand” 

(ibid, 829). Moreover, as Fan (2005) recognizes, a Nation Branding strategy must present 

real information about the country without falling in a pure optimistic one-sided version of 

the facts, since, if done otherwise, the “nation brand being promoted may seem ‘foreign’ to 

the domestic audience.” (ibid, 11). 

 

Further, according to Kuhn (2011) the information does not need to be “internationally 

oriented” to get to an external audience, but it is through the online streamcasting that the 

local information, i.e. the internal discussions, the domestic problems and the difficult issues 

in the agenda of the country, are exported to the world, and it is their character of domestic 
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issues which gives them an added value within the global online market. Aronczyk (2013) 

pushes even more this notion of the relevance of the local scale in the global and neoliberal 

world, stressing that the construction of national identity becomes a “competitive resource to 

narrate distinction and difference in global settings.” (ibid, 11) 

 

Finally, grounding the Nation Branding rationale within the critical school, meanwhile Varga 

(2013) conceives Nation Branding as “essentially an inner-oriented, cultural-political 

measure that targets the citizens of the national state, characterized by conservative, 

transformative and transferring political agendas.” (ibid, 825), Jensen (2008) remarks the 

external value of these inner-oriented features, conceptualizing Nation Branding “as a means 

for nations to redefine and reposition themselves within the master narrative of globalization” 

(ibid, 121).  

 

And here we can recognize the similarities between the work carried out by Radio Sweden 

International with its online strategy and the rationale of Nation Branding from the 

critical/cultural perspective, which is both, internally and externally oriented, with local 

contents which are exported through the Internet and the English language to a worldwide 

audience within a global market, leaving for the audience the task of deciding if these 

contents indeed (in)directly redefine or reposition the image of Sweden among them. 

However, the fact that Radio Sweden International appropriates several forms of the Nation 

Branding rationale becomes clear under this analysis.  

 

5.3.2 Self-Promotion 

In another level, following with the analysis of the data, different from the information sorted 

in Anholt’s hexagon and those classified as “domestic news”, there is another set of elements 

which deserves a particular mention: 114 elements from the sample were identified as “Self-

promotion” of the organization, which means that they were not news, but specifically 

invitations posted in Facebook and Twitter to listen to the radio show by means of briefs with 

the topics to be addressed during the show or simply by reminding the audience about the 

upcoming show a few minutes before the broadcast started. Within this area, we also 

considered the special invitations in the podcast asking the audience to listen to a future show 
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due to a special guest, or the few interactions in which the narrators promoted the audience 

participation about a relevant topic, and further commented certain tweets written by the 

audience on the air. It is worth mentioning that in every radio show, a brief invitation was 

made from the narrator to the audience to follow the website, the Twitter and Facebook 

accounts of the station, but these were not considered as separate elements since they were 

part either of the beginning or the ending of the program, playing the same role as the side 

bar of information in which the social media links could be find in the Web Portal.  

 

Considering the two types of elements under analysis outside Anholt’s hexagon, the figure 

might change a bit from Anholt’s hexagon, as portrayed in the following Figure 12:  

 

Figure 12: Elements from the overall collection of data from Radio Sweden 

International between the 3rd of February and the 28 of March, 2014 classified by 

subject.  
 

What we see is that politics still dominate the scene by a far distance, but the domestic news 

are positioned as the second largest group, which means that the English section of Radio 

Sweden International, despite of having a commitment to the audience beyond Sweden, it 

still dedicates a large part of its efforts to cover the internal news, apparently with no other 

agenda than an honest journalistic effort. Even the number of news on Criminality alone 

positions itself in the third overall position just behind Policy and Culture, meanwhile 

information on Weather, Health and Accidents have similar relevance as the news on brands 

and tourism.  
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Summarizing our findings, we identify with these two classifications that Anholt’s hexagon 

model on how nations communicate to the world is not fully applicable to the realm of news, 

even for a public news organization addressed to share news about a particular country to an 

audience abroad, and instead, many other areas have to be taken into consideration beyond 

the six categories proposed by Anholt, since there is information answering to demands 

which go beyond the external communication. Nevertheless, the fact that this information 

does not fit in Anholt’s hexagon model, is not an indicator that these “domestic news” don’t 

play a particular role from the perspective of Nation Branding, especially if we consider the 

critical dimension of Nation Branding which embraces not only an external, but also an 

internally oriented strategy, which considers the analysis of the comprehensive emerging 

information regardless if it consists in a positive image of the country or a serious problematic.  

 

It is within this level that we can start considering the information internally-oriented as 

relevant for the Nation Branding process. As Jansen (2008) recognizes, “nations are complex, 

heterogeneous entities” and the national identities of the citizens are “forged through 

representational practices that are historically and socially conditioned, multi-layered and 

dispersed” (ibid, 122) Therefore, the domestic information herein referred is not only needed 

to be taken into consideration, but essentially it has to be considered as an integral part of the 

Nation Branding process.  

 

Maybe Anholt doesn’t consider this information as elementally crucial for the Nation 

Branding process from a narrow techno-economic perspective (Kaneva, 2011), but the 

comprehensive critical approach which we try to support here certainly needs to grant a 

higher level of relevance to this information, since the domestic related issues give us a 

broader in-depth idea on how the nation communicates to the internal level in an external 

way. Further, we can argue that giving internal information to an external audience could be 

a good strategy to “sell” certain level of “honesty” to the exterior, recognizing the nation as 

an imperfect organism which has its own internal struggles, creating in this way a link of 

“familiarity” with the people abroad, but in the middle of which the good features are outlined 

at specific moments in order to stress and give more relevance to the virtues of the Nation 
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Besides, as Varga (2013) states, the inner level of Nation Branding has an important 

relevance insofar any strategy oriented to build or enhance the image of a nation has to 

consider the participation of the citizens, since the “selling” strategy should be rooted in how 

the national identity is constructed from a macro level, and how citizens understand and 

construct their own national identity.  

 

In this sense, people consuming the information of Radio Sweden International can find 

certain trends on how the nation is represented to the exterior, but not under the marketing 

logics of selling a logo and a slogan, rather in the deeper discussion of relevant real issues, 

and even struggles, taking place inside the country. The information remains the same, but 

the channels change, the discourse is framed through the language (English, in this case) and 

the audience emerges with a power to doubt on and even contest the information, a power 

which, as Jenkins (2006) and Castells (2009) claim, arises due to the use of the Social Media. 

However, the effects of the information in the audience and the empowerment of the audience 

to contest the contents are left outside of this study for a further analysis.  

 

5.4 Analysis of each platform  

5.4.1 Website News  

Once clarified and established the classifications by subject to be used, and understanding 

that Anholt’s hexagon might be short to explain the full phenomenon which we address, now 

it is proper to start sorting out the elements attached to each particular medium, in order to 

identify possible trends on how a determined platform handles its particular content.  

 

We will perform a descriptive analysis on how each platform is used by Radio Sweden 

International, and how the information is presented according to Anholt’s hexagon, including 

the broad category of Domestic information, so as self-promotion in order to give an answer 

to our third research question regarding to how RSI uses each platform within its 

comprehensive online strategy.  
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For the purposes of this analysis, the 8 classifications proposed for the elements not fitting in 

Anholt’s hexagon will be still grouped under the label of “Domestic Information”, meanwhile 

the other representative category of “Self-promotion” will remain to make the visible 

comparison of the statistics. This said, we start this analysis by presenting the data acquired 

from the news in the website, in which a similar trend to the overall parameters afore 

presented can be seen.  

 

 

Figure 13: Elements sorted out by category from the collection of data of the news 

website of Radio Sweden International between the 3rd of February and the 28 of 

March, 2014  
 

From the 620 total news published in the website, Policy remains as the most relevant 

information (230 elements), followed by domestic news (174) and culture (87), meanwhile 

the information in brands (29), tourism (15), investments (46) and people (39) remained in 

low levels, presenting scarce changes regarding to their proportional trends related to the 

overall statistics. Worth to mention that the news website doesn’t present directly information 

on self-promotion, rather it presents the links to the social media accounts, so as to the daily 

podcast and the archive of audios in the side bar of the screen in each page of the site.  

 

However, as we stated before, some elements flew across platforms, but the website’s news 

was established as the main source of information for all the other platforms: for starters, in 

Twitter, much of the tweets published contained direct links to open the complete piece of 
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news in the website of Radio Sweden International. The amount of News which were shared 

by Twitter was 500, and it followed the same trends as the news presented broadly, with 

Policy information being the highest number (182), followed by Domestic News (137), 

Cultural information (77) and in minor numbers Investments (39), People (27), Brands (27) 

and Tourism (11) with no elements of Self-promotion here.  

 

Figure 14: News from the website of Radio Sweden International which were 

shared with direct links in Twitter between the 3rd of February and the 28 of March, 

2014  
 

On the other hand, 120 news published in the website were not posted or mentioned in the 

Twitter account. Nevertheless, the trends are quite similar if we compare each category with 

those of the news which had mentions and links in Twitter. Policy remains as the most 

relevant issue (41 elements) followed by Domestic News (37), Cultural information (15), 

Investments (10), People (9), Tourism (4) and Brands (4), with no news related to Self-

promotion.  
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Figure 15: News from the website of RSI which were not shared with direct links 

in Twitter between the 3rd of February and the 28 of March, 2014  
 

The news in the website were also shared with the news presented in the podcasts, and, in 

this case, the relationship was closer due to the fact that all the news contained within the 

podcast were replicated as text within the portal, except for the daily information about the 

weather conditions in the country. As of Facebook, the platform was used more as a strategy 

for Self-promotion, so relatively few news were shared, but those of them which found a 

place on Facebook had direct links to the news in the Website.  

 

5.4.2 Tweeter feed 

The next level of the analysis involves the feed of the social platform Twitter, in which we 

can find a couple of changes if we compare it to the news in the website. While the 

information posted about brands (28), tourism (14), investments (42) and people (57) 

remained in the same relatively low levels, having policy as the highest number (204), the 

information about cultural issues shows a high level (192 elements) placing it close to the 

number of tweets about politics, even overpassing by a certain amount the domestic news 

(151). Besides, we identify that Twitter was used consistently as a Self-promoting tool, 

becoming this the 4th more important category, positioning itself over 4 of the categories 

stated by Anholt’s hexagon.  
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Figure 16: Elements sorted out by category from the collection of data of the 

Twitter feed in the official account of Radio Sweden International between the 3rd 

of February and the 28 of March, 2014  
 

We have already analyzed in the previous section the trends of those Twitter posts which had 

links to the News published in the Website, but, in the same way, there were tweets which 

were not directly related to the news in the website. These interactions and comments were 

in total 260, and they showed a drastic shift from the previous trends, since the tweets on 

Policy were no longer the most relevant issue, and instead Cultural information took the 1st 

position with 117 interactions, followed by Self-promotion with 74 elements. Further, tweets 

on people had 28 interactions, policy 21, domestic news 14, and at the bottom, Tourism only 

summed up 3, Tourism 2 and Brands 1.  
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Figure 17: Tweets which didn’t have links to the news from the website of RSI 

between the 3rd of February and the 28 of March, 2014  
 

Important to point out that the Cultural interactions showed the highest number due to the 

impact caused by the peak of information during the Olympic Games between February 8th 

and February 25th, since the Twitter account was used to post live updating about the ongoing 

competitions, from supporting messages, to live coverage of the event, so as the eventual 

results. In total, 96 tweets with no link to news in the website were identified as related to the 

updating of the competitions taking place in the Olympic Games.  

 

We also note that Twitter was broadly used as a platform for Self-promotion, mostly inviting 

people to listen to the broadcasting and introducing the topics to be discussed during the 

show. In this way, Twitter worked as both, a platform to promote the audio by directly 

inviting the people to listen the live program, but at the same time, since a big part (2/3) of 

the tweets had links to the news in the website, it was also a way to promote visiting the 

Website among the audience. The only platform Twitter didn’t promote was the Facebook 

account, and vice versa, no post in Facebook directed the users to visit the Twitter account.  

 

5.4.3 Facebook posts 

As of the posts in the official Facebook account of Radio Sweden International, what we 

found is that the use of this platform is quite different from the others in many levels. At first 
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instance, this is the platform less used by the organization, since only 91 elements were 

posted during the 2-months of the period under analysis. Further, not only the amount but the 

use differed substantially from Twitter and the Website, insofar the highest amount of posts 

were related to self-promotion, posting invitations to listen to the program and the links to 

the radio show and/or the podcasts.  

 

Figure 18: Elements sorted out by category from the collection of data of the 

Facebook official account of Radio Sweden International between the 3rd of 

February and the 28 of March, 2014  
 

Information on policies was substantially reduced in comparison to the other platforms, being 

culture the most frequent topic besides self-promotion, having domestic issues and tourism 

in third and fourth place. Only 2 news on investments and 1 news on brands were posted 

during the full period under study. Facebook has been characterized for being a more personal 

platform, reason why delivering a massive amount of news could be seen for users as 

spamming, eventually causing a detachment from the feed, which could be the reason to 

justify the low activity in this platform.  

 

However, what we find relevant is that, if we compare the posts in Facebook to those in the 

Twitter account, considering only the statistics of the tweets which didn’t have links to the 

website’s news, the use of both platforms turns out to be quite similar, even more if we leave 

outside the feed of live-updating during the Olympic Games.  
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Figure 19: Comparison of elements posted in Twitter not related to the news and 

without considering the live-updating of the Olympic Games vs. Facebook posts in 

the Facebook official account of Radio Sweden International between the 3rd of 

February and the 28 of March, 2014  
 

Although the broad strategy of Twitter and Facebook is quite different, insofar Twitter 

considers as core to its activities posting the links to the news and the live-updating of events 

such as the Olympic Games, a certain similarity can be traced in the use of both platforms on 

how they post about all the other types of information. 

 

5.4.4 Podcasts’ News 

Finally, the last level to analyze refers to the news presented in the broadcasts and eventual 

podcasts of Radio Sweden International. While this set of data presents similar parameters 

than the information from the news website, the number of elements is reduced for almost 

each category. However, what is interesting to note is that, the number of cultural elements 

remains exactly the same (87), which indicates that the proportion of cultural news increases 

if compared to the trends presented in the news website.  
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Figure 20: Elements sorted out by category from the collection of data of the 

podcasts of Radio Sweden International between the 3rd of February and the 28 of 

March, 2014  

 

Again, the categories of Brands and Tourism seem to have minimum relevance, with 

investments and people having little relevance in comparison with the amount of political, 

cultural and domestic news. While news about Policies and Culture are relevant, there is a 

clear unbalance in Anholt’s hexagon, as it has been shown across all the media under study.  

 

Particularly for the case of the podcasts, the information related to Self-promotion remains 

scarce (8 elements), but we have to stress that we only took into consideration those elements 

in which the promotion was exceptional, since, in every podcast, a brief mention either at the 

end of the headlines section or at the end of the show is made inviting the audience to follow 

the social media official platforms (Facebook, Twitter and the portal www.radiosweden.org) 

of the show.  

 

Except for the daily weather, all the information presented in the podcast had a replica in the 

Website, where the written news in some cases contained a link to listen the particular audio 

of an interview or an abstract from the radio show. In this sense, the Web news were certainly 

promoting the podcasts, although not in their entirety, but the promotion of the audio format 

was actually there.  
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6. Discussion 

6.1 Media Convergence: a reductionist perspective 

Undoubtedly, technology has changed the possibilities through which we consume media 

products. While not so many years ago we understood the craft of patience while waiting for 

a radio/TV anchor to reveal information about certain topic which we wanted to learn more 

about, it seems that for new generations, thanks to the popularization of mobile multimedia 

devices, the advent of the widespread Internet access and the massive amount of information 

flowing across the web which came as a result of the two previously stated conditions, 

patience is up.  

 

If something relevant happens around the world, our “Friends” on Facebook or a Trending 

Topic mark in Twitter will lead us there. If we want to find particular information about 

certain topic, a 15 seconds search in Google is enough to be presented with a big amount of 

data. Waiting during the whole day to listen to a song in the radio station? Why bother, if I 

can access Spotify to listen, or even supplement the audio with the video in YouTube? 

Missing the last episode of a series sent last night? No problem, since next day it could be 

(i)legally downloaded and watched in the web.  

 

Fifteen years ago, newspapers were printed once a day, and without any other exits for the 

journalists and the newspapers’ organizations, the news about a particular event had to wait 

until the next day of certain event for the people to know detailed information about a relevant 

issue; in 2014, now we have minute-to-minute updates on each ongoing topic either in 

specific websites or through Social Networking Sites (SNS) being discussed equally by both, 

information professionals and regular users in real-time, which seems to leave no room for 

patience anymore at the level of the user. Time is money. Information is power.  

 

In the realm of electronic technologies (name it a mobile phone, a Tablet, or the computer at 

school, at work, at home) having a device with internet access has become a threshold to any 

kind of information, anywhere, and anytime, since not only text flows across the internet, but 

also images, audio, and video can be acquired through those devices. The digital 

technological convergence occurring within the internet realm is a fact. Although multimedia 
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can be traced from the newspapers publishing pictures accompanying the text, or the TV 

appropriating the audio technology of radio to superimpose video to the audio tracks during 

a broadcast, what the digital convergence and the use of internet have changed is the fact that 

the contents of each particular traditional media can be accessed now through a same and 

only device.  

 

Talking about media convergence only in technological terms is a good point of departure, 

but doing so is far from being a comprehensive framework, since, while the convergence of 

media contents is only possible through the technological developments, technology has a 

social character since it is purposely created by people, i.e. technology has a reason to exist, 

as it attends a need or a demand rising from certain sector of society.  

 

The media become not only a channel of communication, but a site of encounter, where 

people gets interconnected through the media to peers and to the media organizations 

themselves; the convergence, beyond a set of technologies, occurs due to the interaction of 

people using the physical devices and the software to establish relationships. Not only in 

terms of interpersonal relationships, but relationships with the contents, with the information, 

with brands, with themselves, with sets of norms, with a specific or multiple cultures, with 

communities, with the “different other”, as well as with the “similar other”. People establish 

relationships of love and hate, of identification and rejection, of likeness and dislike, with 

people and things, with the physical and the ethereal, with reality and imagination. But 

something doesn’t change. It is people, individuals the ones interacting and making the 

information flow. Moderated and influenced by software, perhaps, but ultimately, people is 

the one taking action inside the cyberspace.  

 

Certainly, the technological developments of computing hardware/software and the internet 

have played a crucial role in creating the above described scenario. In one instance, costs get 

reduced, the availability of devices has increased for more geographical areas, software is 

easier to use, and the coverage of internet signals grows each year around the world, all these 

factors combined being a trigger to make the access to information easier and closer for 

citizens worldwide.  
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As an effect of this, private corporations and public organizations from the traditional media 

industry have seen themselves facing the task of incorporating their contents into the 

convergent media platforms, but distant from being a simple technological task, what the big 

corporations have to consider this time goes deeper towards the understanding of how the 

users behave within the digital platforms.  

 

The media convergence which we experience nowadays is not only about the physical 

hardware or the technical possibility for users and producers to distribute contents through 

an internet website or posting information in a friendly interfase of a social network, but 

convergence deals more with the ways and patterns in which, firstly, organizations produce 

their materials, how they decide to present their information, through which channels and 

under which forms in order to, secondly, reach and create discussion and a set of interactions 

among the audience.  

 

The technological possibilities are indeed valuable assets, but the knowledge on how to use 

the technological resources and understanding how each platform reaches the desired 

audience becomes crucial. This might appear as not something new, because the research on 

audiences has largely being studied both, scholarly and inside the practitioners of the 

traditional media, but the novelty comes with the shifts presented by the new rationale of the 

convergent media introduced in the Internet Age (Castells, 2009), where the traditional media 

struggle to adapt their old forms to new formats, not only technologically, but with their 

relationships towards the audience, since the channels change, the audiences change, and 

therefore, the content and format of the messages have to change.  

 

The new audiences are now not only in front of a TV monitor watching the news, but they 

look for the news at the moment and place they want, having sound or video playing in the 

background of the same device, being the information only one among multiple windows or 

even screens they have in front of them, and this is why we drove a comprehensive amount 

of time and effort to talk along this text about the audience, even when our empirical research 

was not focused on investigating the behavior or the relationships of our organization under 
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study with the audience, rather we recognize the importance of studying the audience from 

the big picture, although this research remained within one side of the spectrum from a 

reductionist perspective, in order to contribute with setting the cornerstone of the studies on 

Radio Convergence explored under the logics of Nation Branding.  

 

6.2 Radio Sweden International: A News Organization Online 

Let’s consider now the case of news’ organizations within this convergent media scenario: 

immersed in this mass of information in which thousands of consumers and producers of 

contents converge, the problem comes to the choice, because now, it is the audience the one 

which has to choose which information is reliable or valuable enough to accept it and 

consume it. And it is at this moment when the added value of the traditional news’ 

organizations comes into play, because the authority of long-established newspapers and 

broadcasters gives them the advantage of veracity over the newly released companies and 

users whose opinions might matter, but which are not positioned among the audience since 

they are not backed up by a solid history or by a reputation based on credibility and renown 

work.  

 

Within the globalizing internet realm, no matter how emancipatory or democratizing the 

medium might seem, prestige and reputation still matter, and under this context, the 

competition among the news’ organizations has strengthened because the contents they send 

are highly scrutinized by a larger and at some levels more critical audience, besides of the 

fact that, even when formerly some organizations competed in a transnational arena, now the 

competition has strengthened since more and more small and big news’ organizations 

become their competitors in the convergent, global and networked online media market.  

 

We should consider that the convergent online media, and particularly the social media 

platforms, are highly democratic in the sense that, e.g. in Twitter, an organization with a 

worldwide high reputation such as the BBC, the official account of the Radio Sweden 

International (@radiosweden) and a random private user have the same access to express 

whatever they want in a 140-characters space, but even when the three of them can post the 

same information about a certain topic, using the exact same words, the advantage of the 
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positioning of one company over the other, and even more, over the private user, still make 

certain tweet more visible than another one. As Fuchs (2014) states, although convergence 

culture takes place in the media realm, “not all voices have the same power, and voices are 

frequently marginalized” since individual users do not count with the resources of media 

corporations. (Fuchs 2014, 60) 

 

But besides reputation and prestige, news organizations also have to embrace the fact that 

the new global audiences in some occasions attach their credibility and their relevance due 

to the effect of the “Country of Origin”. As several studies have shown, it is difficult for the 

audience to detach a brand from the nation and its values (O’Shaughnessy & O’Shaughnessy, 

2000 and Fan, 2005), and this is why, particularly in the case of the transnational news 

organizations, it is important to understand internally what they stand for and how the 

information they present might impact in the global audience they (in)directly might be 

addressing within the convergent, global and networked internet realm.  

 

We have analyzed in-depth the case of how Radio Sweden International presents its contents 

in the online platforms, a news organization which has the nation in the name, which can be 

easily recognizable for its audience, since, if we type the words “radio” and “Sweden” 

together in a searching online engine, one of the first results we get is the website of Radio 

Sweden International, becoming in such a way a broad referent of the Swedish radio online 

in the English language, labeled by the name.  

 

As we have identified within this study, Radio Sweden International is part of Sveriges Radio, 

a public radio service which has turned its efforts beyond radio, beyond the “pure audio” 

perspective, recognizing the media convergence undergoing online, and adapting to the 

online platforms which merge text and image (and eventually video) with the audio presented 

through streamcasting or podcasts. This fits within Usher’s (2012) conclusions about the 

NPR regarding to the fact that, for radio, the future needs to be more than just sound, and 

instead, there is a need for radio organizations to offer “content via text, photography, video, 

interactive graphics and beyond in the online and mobile space” (Usher 2012, 65-66). 
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Particularly, the English section of RSI has understood that it has the potential to reach a 

broad global audience due to the fact that it sends information in a predominant language 

among the internet users (English), so that the users worldwide can have an easier access to 

the information about Sweden than if the information was sent in Swedish.  

 

Worth to mention that Sveriges Radio has published an extensive document called as “Social 

Media, A Handbook for Journalists”, in which it explains in detail and from its perspective 

how a news organization must use social media step-by-step in order to “build a network that 

eventually contribute to more people seeing your work, giving you further perspectives, a 

greater inflow of ideas and making your journalism more relevant for your listeners and 

readers.” (Sveriges Radio 2013, 3) The use of the online resources and particularly of the 

social media is not only under the scope of Sveriges Radio and eventually of Radio Sweden 

International, but it is a part of their daily work, as they recognize it in that document and in 

the daily practice, as we have duly assessed within this research.  

 

RSI uses the social media platforms as a way to reach certain type of audience, an audience 

which we are not analyzing throughout this work, but at last, the use of the social media, 

particularly Facebook and Twitter, is intended to communicate broader and better with the 

audience; as RSI states in its Social Media Handbook for Journalists, “we want to talk to our 

audience, we want to find better approaches and new ideas, and we want as many people as 

possible to have access to our work.” (Sveriges Radio 2013, 9)  

 

Moreover, RSI is convinced on the fact that they need to create not only more quantitative 

communication, but to develop stronger boundaries to the audience, since, according to the 

Handbook afore mentioned, “Social media should be a natural way for visitors to contact us. 

We should be an integral part of the audience’s internet day.” (ibid, 32); scholars on radio 

convergence such as Geller (2011), Rosales (2012), Moyo (2013), and Berry (2013) certainly 

recognize that not only the number of interactivities has to increase, but also the quality and 

the level of those interactions must be boosted in order to find a higher level of engagement, 

so the online strategy of RSI goes hand to hand with the rationale of radio convergence.  
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Nevertheless, although we recognize these features and understand that RSI gets involved 

within the social media and the online platforms to seek for an increase in participation and 

engagement from the audience, its practices still respond to a corporate logic in service of a 

communicative capitalism (Willems, 2012; Moyo, 2013). As Livingstone states, even when 

the participatory culture promoted by the media brings benefits to the listeners, it grants 

business benefits to the broadcasters as well (Livingstone in Chiumbu and Ligaga 2012, 249), 

which, in the case of RSI are not crystalized directly as sponsorships from announcers, but 

the higher the amount of listeners, and the deeper the interactions are, the more the 

organization justifies its existence and ensures that the funding coming from the government 

is duly used, and prone to be renewed.  

 

This is why we stress the relevance of understanding society as a convergent, global and 

networked one, operating within the logics of capitalism as stated by Castells (2009) and 

Fuchs (2014). As Fuchs claims, media, while holding a big amount of symbolic power, are 

still determined by the logics of society. And the logic of society nowadays is still a capitalist 

one, and therefore, the capitalism needs to be considered as the context of the Internet and so 

of all the relationships taking place on it.  

 

Radio Sweden International forms part of a bigger organization (Sveriges Radio) which is 

the public radio service in Sweden, financed extensively by the Swedish government, so the 

apparatus behind the machinery of the organization departs from a strong position of power, 

since they count with the economic resources and the material assets to operate. However, 

Sveriges Radio claims to present facts without any influence from any political party or any 

authority figure, it is an independent organization which operates free from any particular 

political agenda, they are told to respond to the people of Sweden and not to other influential 

(f)actors.  

 

Further, it is important to mention that RSI is not a Nation Branding agency, but a news 

organization which is not in full control of the information it has to present. This organization 

works with presenting facts from the real life, i.e. if a shooting occurs in a school or if there 

is a clash between far-right protesters and liberals, or a scandal of corruption inside the 
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government comes out, Radio Sweden International has to report it, since it is news. 

However, the way in which Radio Sweden International decides to report those facts, and the 

platforms it uses to distribute and spread the information are the key elements which RSI still 

has under control, and therefore, analyzing the use that RSI gives to the platforms turns out 

to be more than relevant.  

 

Beyond the specific analysis of each of these platforms, the fact that social media such as 

Twitter and Facebook are recognized by RSI as relevant for presenting and spreading its 

information altogether with the online news website and the podcasts is already indicative of 

the changing logics of radio within the convergence culture, since it shows that radio its 

getting more and more inside the online network. As Castells says, technology, and 

particularly the development of information and communications technologies, play a big 

role in the process of social transformation (Castells 2009, 24), and indeed RSI is using these 

technologies to mutate and adapt to the logics of the global market.  

 

Communication is a two-way path (even a multi-path if we consider the concept of mass-self 

communication proposed by Castells), but in this work we have focused on deeply explaining 

from a reductionist approach how one of the actors in this communication process starts the 

interaction with the other. We recognize that, according to the works discussed in the 

Literature Review, written by Castells (2009), Jenkins (2006) and Fuchs (2014), there is an 

emerging power within the audience, among the users, a power of contestation which gives 

agency to the publics in ways that transcend the local to turn global.  

 

We are aware that a comprehensive and thorough analysis of the communication that Radio 

Sweden International establishes with its audience should consider also those aspects, but in 

the particular case of this work, we were interested on extensively analyzing how one of 

those paths of communication is developed, explaining how Radio Sweden International, 

from the position of the organization, presents its contents to the audience, and not 

particularly how the audience receives them, which, although relevant and interesting, could 

be a proper subject for the follow-up of this research.  
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This research emerges as a first cornerstone in building the analysis of the online logics of 

Radio Sweden International, and the value of this work lays in the fact that it covers 

extensively the analysis of one side of the spectrum, and the information we collected and 

analyzed gives us the possibility to understand how one of the actors involved within the 

communication process of Radio Sweden International acts/reacts in front of the reality with 

which it is presented.  

 

6.3 Case study: Radio Sweden International, in the focus of Nation Branding 

Focusing now in the particular our case study, we start the discussion by establishing the 

afore discussed fact that Radio Sweden International stands for a public radio service, which 

can be easily recognizable for its country of origin (Sweden), so it seems valid questioning, 

from an overall perspective, what does the RSI stand for? Does RSI speak according to the 

interests and the editorial line of the organization? Is it a spokesman of the Swedish 

political/economical/cultural agenda? Or does it stand for the truth of facts itself?  

 

According to our study, RSI balances the information, and for the organization, objectivity 

to presenting the news seems to be important, i.e. they are not focused on presenting only a 

positive one-sided version of how Sweden looks like to the external audience. RSI is not a 

Nation Branding agency in this sense, i.e. it does not respond to a pure techno-economic 

marketing endeavor of branding a positive image of Sweden among its audience, since there 

is a marked balance among the elements it spreads through the online platforms under its 

disposition between those which respond to Simon Anholt’s hexagon model of Nation 

Branding, and the domestic not-so-positive news which also take place inside the country 

and which are reported despite of the fact that they might create even a negative image of the 

current situation inside the country for the external audience, such as news on criminality, 

healthcare problems, political conflicts and economic drawbacks. In this sense, RSI stands 

more for objective verifiable and honest information, trying to present nothing but the true 

facts both, to the internal and the external audience.  

 

However, what we found interesting after our statistical and qualitative analysis is that what 

appears to be the editorial line of Radio Sweden International tells us a lot about the agenda 
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of the organization since, although most of the information was sent in objective terms and 

adhered to the truth, the selection of the elements to be published through the 4 platforms 

under analysis gives us the possibility to speculate whether certain patterns of the statistics, 

so as particular sets of news have a similar rationale to that of the cultural/critical perspective 

of Nation Branding.  

 

At first instance, the fact that 70.4% of the elements presented by the organization actually 

fit within the Anholt’s hexagon model tells a lot about the editorial line of the organization, 

since more than 2/3 of the news can actually be explained through the techno-economic 

perspective of Nation Branding. Besides, all the platforms shared information on the 6 

elements, i.e. there was not a single platform not addressing all the elements at least in low 

numbers. As we duly described along the previous section, Twitter, the news in the Website 

and the news in the Podcasts had similar patterns related to how the information was 

consistently distributed and presented to the audience across the three platforms, meanwhile 

Facebook responded to a different rationale due to the characteristics of this social network, 

which is more “personal” and which is not used to broadly share news such as Twitter (Ju et 

al 2013, 1).  

 

Besides of the statistics, qualitatively we found some elements which were covered 

objectively, but with certain amount of enthusiasm, at some level trying to remark the 

Swedish export material, such as athletes’ remarkable performances (e.g. important victories 

of the football player Zlatan Ibrahimovic or the members of the “Team Sweden” during the 

Winter Olympic Games) activities or deals of Swedish renown brands outside the country 

(e.g. H&M opening a new store in India or the deals made by Volvo or Scania with other 

transnational car companies), presenting information on upcoming or undergoing exhibitions 

in Swedish museums, making a full coverage of Melodifestivalen and the winners of each 

stage, a festival whose winner represents Sweden in the song contest Eurovision, and 

representatively, covering fully the activities and declarations of the Minister of Foreign 

Affairs Carl Bildt during the political conflict in Ukraine, among others.  
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Taking a step further from this analysis, what we draw from our data is that Radio Sweden 

International covered almost exclusively news about affairs taking place in Sweden, covering 

all kind of information related to the country, whether it was internal information or 

information coming from the exterior about something related to Sweden, and either it was 

information targeted to an internal audience or to present a side of Sweden to outsiders, the 

core element we find is that it was information about the country the one covered by RSI. It 

was not overall news, but overall news exclusively related to Sweden. In this sense, RSI, 

through presenting the news about the country, creates a discourse about how Sweden 

currently is from several different perspectives. The local information becomes the valuable 

asset to present in front of the global audience, since the news are put online on diverse 

platforms and in English language, addressing in this way to the external audience but from 

a local perspective. (Kuhn 2011, 39) 

 

RSI communicates to the audience what is going on in Sweden, presenting information on 

which are the discussions taking place in the country, which are the internal hot topics, who 

are their representatives outside the nation, what are their exports, who are their 

political/cultural figures, what attractions are worth to be seen in the country, what is the 

research carried out in the Swedish universities, how is the economy working, who invests 

in Sweden and in whom Sweden invests, what are the social and health conditions of the 

population, what are the topics of the political debate undergoing in the parliament, what is 

the position of Sweden in certain international affairs, what kind of policies are being 

implemented regarding the environment, health and welfare, how are the authorities dealing 

with the migratory issue, with the refugees, with those who disapprove the foreign policies 

of the country, what kind of criminal cases happen and which of them are being prosecuted, 

creating a discussion among the population, to name a few cases.    

 

The above list could be endless, but the fact is that RSI, presents to the world the real, 

complex, rich, diverse nature of the Swedish people and landscapes, its history and heritage, 

its products and its resources. RSI, maybe not purposely, but using the same elements 

proposed by critical perspective of the Nation Branding rationale, prevents Sweden from 

becoming a mere brand (Anholt 2010, 3), contributing at the same time on showing to the 
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world a special face of Sweden, one full of complexities, but a real one, with which we 

assume that citizens from inside the country might feel more identified than with a simple 

stereotype or a catchy slogan and a logo attached to the Swedish flag.  

 

RSI has certainly adapted gracefully to the technological and the cultural convergence online, 

recognizing the possibilities of the convergent media and understanding how to use each 

platform within the online realm, developing a comprehensive strategy to deliver contents 

they want, to the audiences they expect, and in the forms they decide. Our best intention is 

to take the next step and elaborate a follow-up to this research in order to understand how the 

audiences are actually receiving RSI’s contents, and how the interactions take place, how 

people participate, to which levels the audience engage, and how the power struggles emerge 

within the context of this kind of communication, but that will be subject of a further study. 

However, what we can be sure is that Nation Branding still has much material to offer to the 

studies on media and communications, and the development of both areas could come hand 

to hand in the future if it is properly understood and matched within a prospective framework.  
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7. Conclusions 

Throughout this study we have tried to present the current landscape of the media 

convergence undergoing in what we have acknowledged as a global and networked society 

framed within the logics of capitalism. We have identified that convergence is more than a 

technological process, but a cultural one in which people converge inside the internet realm 

through interactions which lead to participation and engagement with the contents, with other 

users and with the media organizations. In this context, we explored how traditional media, 

and particularly news organizations, are adapting to the convergent online practices.  

 

In this context, we decided to study a particular news organization, Radio Sweden 

International, exploring its online strategy, which is based in sharing information through a 

news website, a daily radio show which eventually is available in an archive of podcasts, and 

the official social media accounts of the organization in Facebook and Twitter, this with the 

goal of drawing conclusions about whether this strategy is oriented to brand (in)directly the 

image of Sweden, and further, whether Radio Sweden International is currently appropriating 

the logics of Nation Branding as a way to present its contents in the convergent, globalizing 

and networked internet realm.  

 

Although we acknowledge the fact that the processes of communication within the global 

convergent networked society go beyond mass communication in the traditional way 

(Castells 2009, 24), our analysis is centered in explaining from a reductionist perspective one 

side of the phenomenon, i.e. how Radio Sweden International presents its contents to the 

audience; however, the consumption, the response and the contestation of the audience, so 

as the power struggles emerging out of the communication processes generated by the online 

strategy of Radio Sweden International are not considered within the scope of this thesis, but 

they are certainly prone to be studied in a further research, in order to tackle fully the entirety 

of the mass-self communication proposed by Castells, being this work aimed to add to the 

construction of this subject of study.  

 

Out of the empirical study we concluded that there are indeed similarities between the way 

in which Radio Sweden International presents its information and the form in which the 
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Cultural/Critical developing perspective of Nation Branding proposes that the nation 

communicates within the convergent, global and networked society, since, although Radio 

Sweden International does not have the direct task of promoting the image of Sweden outside 

the country, the ways in which this organization presents its information and uses the 

different online platforms can be related to the way in which the Cultural/Critical perspective 

of Nation Branding proposes that the image of the nation has to be built both, inside and 

outside the country.  

 

Moreover, we found that, although RSI presents objective news and the organization is 

clearly not targeted to brand Sweden exclusively from a techno-economic perspective, since 

it is not its goal to attach a logo, a slogan and/or a song and spread it to the world, RSI presents 

news exclusively related to Sweden, and, as showed along this work, the Swedish-centered 

perspective in which the organization prioritizes the information at some levels falls into the 

Nation Branding rationale of promoting certain aspects of Sweden (such as the case of the 

sports and the athletes during the Winter Olympic Games), but at the same time, we 

recognized that the full spectrum of information is not covered by the simple techno-

economic logics of Nation Branding, since issues such as negative information and news 

beyond Anholt’s hexagon come into play. However this broader range of news (positive and 

negative, domestic and external) covered by the organization does add to the idea of thinking 

the strategy of RSI in terms of the comprehensive Cultural/Critical perspective of Nation 

Branding as stated before.  

 

As of the use of the different online platforms, we found that Radio Sweden International 

uses a congruent logic when it comes to the distribution of news and the publication of 

elements across all the platforms under analysis. Proportionally, RSI presents its information 

similarly distributed on Twitter, the news website and the podcasts, meanwhile Facebook is 

not as broadly used as the other platforms and a scarce amount of news are shared within this 

account, being Twitter the platform which is more constantly used by the organization to 

spread news, followed by the website and the podcasts.  
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From our sample, in the three platforms with more elements, it was the information on 

politics, culture and domestic information, particularly criminal affairs, which had the largest 

number of elements both, for the final account and in each platform. However, Facebook was 

used more as a medium for Self-Promotion of the organization, inviting the users to listen to 

the Broadcastings/Podcasts, so as sharing images and “light” information such as cultural 

news and information about important people having an impact outside the country, so as to 

introduce upcoming events and touristic attractions of Sweden.  

 

Our statistics showed a couple of outliers in two categories, Policy and Culture, both peaks 

which can be attached to particular “extraordinary events”, such as the elections to the 

European Parliament and the Ukrainian Revolution in which Sweden was actively involved 

for the terrain of Politics, so as the Winter Olympic Games of Sochi 2014 which took place 

between the 8th and the 25th of February, for the case of the cultural news. These 

extraordinary events might be considered as factors altering our sample, since they boosted 

the information of the two categories afore stated and so created outliers which could distort 

and considerably skew our statistics. However, we were not looking for having a 

representative sample, but we wanted to find out how this news organization (Radio Sweden 

International) reacted and covered these kind of events, since it shows how it prioritizes the 

information.  

 

At last, RSI is not a Nation Branding agency which has the power to create the information 

it wants to present, rather it’s a news organization which has to deal with real facts, and the 

interesting part of the analysis was assessing what kind of coverage they gave to those facts, 

to which extent and through which platforms they distributed the information, and that was 

what our study was all about, identifying how RSI handled the information, and how it 

presented it to the audience, in order to evaluate whether the way in which they do it matches 

with the Cultural/Critical perspective of Nation Branding broadly discussed across this work.  
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We can conclude that the features proposed by the critical school of Nation Branding actually 

have similar patterns to the way in which RSI presents its information to the audience, 

including inner-oriented information which not only remains in selling the nation abroad, but 

constructing a wide broader image of how life in Sweden actually is. From the critical 

approach, Nation Branding is not only about reporting on museums exhibitions, or upcoming 

festivals, but it handles on recognizing and tackling the real problems and discussions 

undergoing within society, in order to prospectively construct and/or enhance the 

development of the nation from the inside. And, as we identified through our study, Radio 

Sweden International adds to this, by presenting the information (both positive and negative) 

towards the outside, but always acknowledging their duty to contribute to the inside logics 

of the country.  

 

The main contribution of this thesis was introducing the rationale of Nation Branding as a 

valuable perspective to understand how radio presents its contents to a growingly diversified 

audience within the logics of capitalism in a convergent global networked society. We have 

achieved this by exploring one side of the convergent global and networked communication 

process of radio convergence. However, we expect that further researchers will follow this 

lead in order to explore more comprehensively the phenomenon herein addressed, by looking 

at its the effects on the audiences, and the insider perspective of how the organization 

conceives its work within the globalizing dynamics of the online realm and particularly, 

under the lens of this growingly theoretical perspective and tool called Nation Branding.  

 

 

 



91 
 

List of references 

Anholt, Simon. 2006. Beyond the Nation Brand: The Role of Image and Identity in 

International Relations. Exchange: The Journal of Public Diplomacy: 2: 1. pp. 6-12  

 

Anholt, Simon. 2007. Competitive identity: The new brand management for nations, cities 

and regions. NewYork: Palgrave Macmillan. 

 

Anholt, Simon. 2010. Places: Identity, image and reputation. Hampshire: Palgrave 

Macmillan 

 

Aronczyk, Melissa. 2013. Branding the Nation - The global business of national identity. 

Oxford University Press. 226 pp.  

 

Berry, Richard. 2013. Radio with pictures: visualization in BBC national radio. The Radio 

Journal - International Studies in Broadcast & Audio Media. 11: 2. pp. 169-184  

 

Castells, Manuel. 2009. Communication power. Oxford University Press. New York. pp. 608 

 

Chiumbu, Sarah Helen and Dina Ligaga. 2012. “Communities of strangehoods?”: Internet, 

mobile phones and the changing nature of radio cultures in South Africa. Telematics and 

Informatics. 30. pp. 242-251 

 

Couldry, Nick. 2002. The place of media power. London. Routledge.  

 

Crisell, A. 2004. More than a Music Box: Radio Cultures and Communities in a Multi-Media 

World. Berghahn Books, New York (2004) 

 

Dahlgren, Peter. 2012. Reinventing Participation: Civic Agency and the Web Environment. 

Geopolitics, History, and International Relations. 4: 2, pp. 27–45 

 



92 
 

Denscombe, Martyn. 2009. Forskningshandboken – för småskaliga forskningsprojekt inom 

samhällsvetenskaperna. Studentlitteratur AB, Lund 

 

Fan, Y. 2005. Branding the nation: What is being branded? Journal of Vacation Marketing. 

12:1, 5–14. 

 

Fuchs, Christian. 2014. Digital prosumption labour on social media in the context of the 

capitalist regime of time. Time & Society, 23: 1. pp 97-123 

 

Geller, Valerie. 2011. Beyond powerful radio: a communicator's guide to the internet age: 

news, talk, information & personality for broadcasting, podcasting, internet, radio. Edited 

by Turi Ryder. 2. ed., Boston: Focal Press, 512 p. 

 

Jansen, S. C. 2008. Designer nations: Neo-liberal nation branding — Brand Estonia. 

Social Identities, 14: 1, 121–142. 

 

Jenkins, Henry. 2006. Convergence Culture. New York University Press. 308 pp.  

 

Ju, Alice, Sun Ho Jeong & Hsiang Iris Chyi. 2014. Will Social Media Save Newspapers? 

Journalism Practice. 8: 1, pp. 1-17 

 

Kaneva, Nadia. 2011. Nation Branding: Toward an agenda for critical research. 

International Journal of Communication. 5, 117-141.  

 

Kaneva, Nadia & D. Popescu. 2008. Post-communism and nation branding: Insights from 

the experiences of Romania and Bulgaria. Paper presented at the convention of the 

European Communication Research and Education Association, Barcelona, Spain, 

November 2008. 

 

Kania-Lundholm, Magdalena. 2012. Re-Branding a Nation Online. Discourses on Polish 

Nationalism and Patriotism. Sociologiska Institutionen. pp. 258.  



93 
 

 

Kuhn, Fernando. 2011. Internet radio flows: Between the local and the global. The Radio 

Journal - International Studies in Broadcast & Audio Media. 9: 1 pp. 35-49 

 

Kwak, Haewoon, Changhyun Lee, Hosung Park, and Sue Moon. 2010. What is Twitter, a 

social network or a news media? ACM pp. 591-600 

 

Livingstone, S. 2005. Audiences and Publics: When Cultural Engagement Matters for the 

Public Sphere. Intellect Books, Portland, OR. 

 

Lövgren, Daniel. 2012. It’s About Letting Go of Control. A Practice Lens Perspective on a 

Municipal Social Intranet. Master Thesis. Uppsala University. 92 pp. 

 

Meikle, Graham & Sherman Young. 2012. Media Convergence. Networked Digital Media in 

Everyday Life. Palgrave Macmillan. 242 pp. 

 

Moyo, Last. 2013. The Digital Turn in Radio: Understanding Convergence in Radio News 

Cultures. Telematics and Informatics. 30: 3. pp 214–222 

 

Nömm, H. M. 2007. The Image of Sweden: Nation Branding and Public Diplomacy in 

Germany. (Student paper). Uppsala Universitet-Uppsala: Medier och kommunikation. 

 

O’Shaughnessy, J., & O’Shaughnessy, N. J. 2000. Treating the nation as a brand: Some 

neglected issues. Journal of Macromarketing, 20: 1, pp. 56–64. 

 

Olins, Wally. 1999. Trading identities: Why countries and companies are taking on each 

other’s roles. London: The Foreign Policy Centre. 

 

Olins, Wally. 2003. Branding the nation — The historical context. Journal of Brand 

Management, 9:4-5, pp. 241–248. 

 



94 
 

Olins, Wally. 2005. National branding in Europe. Business at Oxford: The Magazine of the 

Said Business School, 7 (Summer), pp. 4–6. 

 

Radio Sweden International. 2014. Swedish Radio and RS International/Radio Sweden. 

Website. Consulted on April 15th 2014. 

http://sverigesradio.se/sida/artikel.aspx?programid=2054&artikel=4093443  

 

Rosales, Rey. 2012. Citizen participation and the uses of mobile technology in radio 

broadcasting. Telematics and Informatics. 30: 3. pp. 252–257 

 

Sjøvaag, Helle, Hallvard Moe & Eirik Stavelin. 2012. Public Service News on the Web. 

Journalism Studies, 13: 1, 90-106. 

 

Stark, Brigit and Philipp Weichselbaum. 2013. What attracts listeners to Web radio? A case 

study from Germany. The Radio Journal - International Studies in Broadcast & Audio Media. 

11: 2 pp. 185-202 

 

Sveriges Radio. 2013. Social Media - A Handbook for Journalists. Sveriges Radio. Sweden. 

133 pp. 

 

Sveriges Radio. 2013(2). Lyssnarsiffor - så mäts lyssnandet. Sveriges Radio Website. 

Consulted on May 15th 2014.   

http://sverigesradio.se/sida/artikel.aspx?programid=3113&artikel=5546111  

 

Sveriges Radio. 2014. Radio on many platforms. Sveriges Radio Website. Consulted on May 

15th 2014. http://sverigesradio.se/sida/artikel.aspx?programid=2438&artikel=733501  

 

Thompson, John B. 1995. The media and modernity: A social theory of the media. Cambridge: 

Polity Press.  

 

http://sverigesradio.se/sida/artikel.aspx?programid=2054&artikel=4093443
http://sverigesradio.se/sida/artikel.aspx?programid=3113&artikel=5546111
http://sverigesradio.se/sida/artikel.aspx?programid=2438&artikel=733501


95 
 

Usher, Nikki. 2012. Reshaping the public radio newsroom for the digital future. The Radio 

Journal - International Studies in Broadcast and Audio Media. 10: 1. pp. 65-79 

 

Van Dijk J.A.G.M. 1999. New Media & Society, 1: 1. pp. 127-138. 

 

Willems, Wendy. 2012. Participation - In what? Radio, convergence and the corporate logic 

of audience input through new media in Zambia. Telematics and Informatics. 30. pp. 223-

231 

 

Yin. Robert K. 2009. Case Study Research: Design and Methods. 4. ed. London: SAGE, pp. 

219 

 

 


