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1.
Media as opportunity structures

The deficit of a European public sphere was identified as a major brake block of the European integration process. This criticism comprises the general problem of a de facto Europeanization of political competences, for instance in monetary politics, that is accompanied by a lacking feedback of European citizens. As a European public sphere is a prerequisite to establish mechanisms of connecting political decision making to people, the deficit of a European public sphere is often regarded as part and as one of the origins of the democratic deficit (Gerhards 1993: 99). Reasons for the slow flow of information between countries, resp. between countries and the European Union are seen in language barriers, the absence of European media, as well as in the fact that most European decision-makers as the members of the European Council or the European Commission are legitimised by national electorates (Schmuck et al. 1990: 280-285). However, the increase of political competences at a European level requires the analysis of the constituting conditions of the Europeanization of public spheres (Neidhardt et al. 2000). 

A public sphere comes into existence when speakers communicate in public arenas whose borders are not delimited (Neidhardt 1994: 10). As speakers are unable to reach their audience directly, the most relevant part of public communication can be defined as mass communication (Neidhardt 1994: 10). The liberal model of a public sphere – as proposed by Gerhards and Neidhardt – accounts for this mode of communication and identifies mass media as the highest and most stable level of the public sphere (Gerhards et al. 1991: 42f). Media in European countries are organised in a national framework, they appear in the national language and they are sold to and used by national audiences. Thus there are hardly any transnational media that have the potential to reach the majority of the European citizenry. We start from the assumption that in terms of the constitution of a European public sphere it is realistic to expect – if at all - a Europeanziation of national public spheres (Eilders et al. 2003). A process of Europeanization takes place if national public spheres open up for European and transnational actors and topics (see Habermas 2001: 120f). Europeanization can therefore take place in a vertical and horizontal way. The further deals with the inclusion of the supranational level, the latter with the transnational dimension.

As mass media are the condition as well as the forum for public communication processes (Pfetsch 1994: 12), one tends to see national mass media as one major obstacle to further Europeanization of public spheres.
 Research has shown that national media inducted public spheres have weakly represented European actors and issues (see Gerhards 2000:293, Sievert 1998:241f., Peter 2003, Kevin 2003). Nevertheless we assume that the different European media systems offer varying opportunities for the Europeanization of public spheres.

In our research we want to counterstand the idea of a unifying force of the political and economic integration of the EU on the nation states. Instead we follow Risse et al. (2001) who showed that the adaptation of European policies into national politics varies among countries. What takes place is a “domestic adaptation with national colours” (Risse et al. 2001:1), that depends on the goodness of fit between European processes and national political institutional settings, rules and practices. This argument can be extended to the characteristics of media systems that influence heavily the process of Europeanization of public spheres: The better a country`s media system fits the requirements to depict European politics, the greater is the potential to find a Europeanized public sphere (Figure 1). 

Figure 1: “Goodness of fit” (see Risse et al. 2001:6)



Beside single approaches to study the influence of organizational preconditions as the increase of Brussels correspondents (see Meyer 2002, Kevin 2003), the connection between the structures of media systems and the Europeanization of national public spheres has not been investigated systematically until today.
 To fill this gap we will formulate tendencies about which structures of national media systems can push or hamper Europeanization. These characteristics can be regarded as one element of an opportunity structure that influences the Europeanization of public spheres. Media opportunity structures can be more or less open for political processes in the European Union. In general the characteristics of European politics make its representation in national media difficult. What is often described as the multi-level game of European politics results in a high complexity of political processes that produces unclear responsibilities (see e.g. Peter et al. 2003:20). Additionally, the shift of competences to a European level takes politics further away from the citizens’ everyday life. Against this background we assume that the two major dimensions that determine the opportunities of a Europeanization of media inducted public spheres are the chances of access a national media system offers to the actors in the multi-level game and the capacity of the media system to convey complex and abstract political information. The first criterion refers to the inclusiveness of media systems. All democratic theories agree on the fact, that at least those accountable for political decisions should have access to public debate, as political decisions must be subjected to the will of the people (Ferree et al. 2002:19). The second criterion captures the type of information a media system can convey. Only specific types of media cultures can contribute to a Europeanization of national public spheres. Findings of communication research show that the way media present politics vary with their primary logic which can be predominantly commerical or political.

Are national media brake blocks or motors for the Europeanization of national public spheres? To answer this question, we will first of all identify indicators for the two relevant dimensions of the media opportunity structures – namely the access points and the capacity for complexity and abstractness regarding political matters. In a second step we will try to measure these indicators in six major countries of the European Union, namely France, Germany, Italy, the Netherlands, Spain and the United Kingdom. To summarize our findings we will develop a typology that categorizes the different European countries in regard to their potential for a Europeanization of their public spheres. Such a categorization of countries always contains the problems of all comparative methods: differences and commonalities are always part of a complex environment and thus the chosen characteristics of the media systems are not the only causes that could possibly explain different forms of Europeanization (see Donges 2002:266). 

2.
Chances of access to national media systems
Against the background that national media inducted public spheres weakly represent European actors and issues, it is essential to analyse the openness of national media systems in terms of possibilities for European and transnational actors to access a national public sphere. These chances of access depend highly on the degree of plurality of a media system.

The concept of plurality within a media system captures its degree of representation of varying interests, opinions and attitudes. Structural conditions in a media system can support or hamper this ideal free flow of political information (McQuail 1992: 160ff). The literature on media performance differentiates between internal and external plurality. Internal plurality refers to the range of opinions that a single medium represents, whereas external plurality measures the degree of diversity that the media offer altogether. Internal plurality of a media system is given if different political opinions are equally represented in the contents of a single medium. Internal plurality is usually measured by content analyses of media items.

For the purposes of our study however external plurality is the relevant aspect. We aim to assess the plurality of the media systems under study in terms of the diversity of media outlets, the degree of concentration and the geographical diversity. As a first step we shall focus on the diversity of media outlets. It is plausible that the plurality will also effect European matters in that the more plural a national media system is the more opportunities it will offer European actors and issues to access national public spheres. The more plurality a media system exposes the more one can expect that the diversity of publicly discussed interests, opinions and attitudes come to the fare. This criterion can be derived from democratic theory that identified the diversity of media as one central precondition of the media’s ability to provide complete and reliable information – and herewith as a precondition of a functioning democracy. Ideally any viewpoint should have the opportunity to access the public forum. Only if the pros and cons of an issue become visible in public debate, the citizens are able to build their opinion according to their political preferences (Almond 1960, Dahl 1979). In this respect the citizens are referred to as the ultimate sovereign of democratic decision making for whom “alternative information is particularly necessary to satisfy the criterion of enlightened understanding” (Voltmer 1997: 8).

With regard to Europeanization we argue that a crucial question is the geographical diversity that media outlets represent (local, regional, national, European or foreign scopes). The scope of a media system is decisive for a process of Europeanization as regional/local media focus less on the EU or other European countries than national or even Pan European ones. 

In sum, the plurality of a media system indicates its general openness for political issues and opinions. The higher the degree of plurality of a national media system the higher the chances for Europeanization of a media inducted public sphere. With regard to the geographical diversity of media systems it can be assumed that the less a media system is focused on local or regional levels the higher are the chances for Europeanization.

2.1
Diversity of media outlets

As a first step, we compare the diversity in terms of the numbers of media in the countries under study that actors who want to shape politics can access. The external plurality in the systems of daily newspapers can be measured in terms of numbers of titles (Table 1). By far most daily newspapers are published in Germany, followed by Spain and the United Kingdom. The fewest newspapers are circulated in the Netherlands which is evidently related to the small size of the country.

	Table 1: Offer of Daily newspapers / Adult Population

	Number of Titles

Absolute 1
Relative 2
France 

   81*
  1,8*

Germany

382

6,0

Italy

 88

1,8

Netherlands

 35

2,7

Spain

136

4,1

United Kingdom

104

2,2




*) Numbers from 1998 or 1999

1
Source: World Press Trends 2001
2
Number of Titles/Adult Population (Titles per Million), Source: World Press Trends 2001
An indicator that takes the size of national consumer markets into account is the relative offer of daily newspapers that is measured by the number of titles per one million of the adult population. In this respect Germany shows the richest print system: Six papers per one Million of German adults are published every day. Spain ranks second as the relative offer is four newspapers, and the Netherlands with nearly three newspapers ranks third. The offer in France, Italy and the United Kingdom is smaller.

The external plurality in television markets depends in the first place on the opportunity to access information that is free of charge. We will therefore focus our analysis on television channels that are free of charge and that broadcast at least partly political information. Pay TV as well as channels that solely broadcast movies, music or the like are excluded. The flow of free information is highly determined by technical preconditions. In principle television reaches nearly the entire citizenry in Europe: According to the European Key Facts (Appendix, Table 1) nearly all households in the countries we investigated own a television set (between 93.6 percent in France and 99.7 percent in Spain). However, the plurality in free television markets relies heavily on the penetration rates of cable and satellite distribution as these offer a far bigger choice of programs. 

The rates of TV distribution show clearly two groups of countries. In Germany and the Netherlands it was a political decision to heavily invest in the cable infrastructure and satellite distribution to allow the audiences for more programs and to foster the free flow of information. As consequence thereof most households can access a rather big variety of free television programs. In contrary the vast majority of television households in France, Italy, Spain and the United Kingdom depend to a much higher degree on terrestrial distribution.
 

To get an understanding of the plurality of a television system we only counted the television channels that a majority (more than 50 per cent) of all television households can technically receive. If channels that only a minority of households can technically receive were included the plurality of a television system would be overestimated. As consequence of the different national situations the audiovisual offer varies strongly between countries (Table 2). In Germany and the Netherlands the majority of television consumers can choose between up to five times more free television channels than in France, Italy, Spain and the United Kingdom. Thus the plurality is obviously independent from the size of a television market, but dependent on technical preconditions.

	Table 2: Audiovisual Offer 2001 1

	Number of Channels > 50% Technical Penetration

	France
	  7

	Germany
	21

	Italy
	  8

	Netherlands
	20

	Spain
	  4

	United Kingdom
	  6


1
Own calculation based on Television 2001, European Key Facts, Country reports

In sum, concerning the relative external plurality four types of media systems can be distinguished (Table 3). Indicators of plurality are the number of newspaper titles per adult population (per Million) and the number of television channels that can potentially reach more than 50 per cent of the Television households. These indicators were chosen with concern of the peculiarities of newspaper and television systems and can only be interpreted separately from each other. They nevertheless allow a comparison between the countries under study. 

	Table 3: External Plurality in Comparison 2001
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Compared to the other countries under study, the German media system is the most plural one. The plurality of the Dutch television system is relatively strong, but the plurality of the Dutch newspaper system is rather low, whereas in Spain the opposite tendency can be found. Relatively little pluralized are both media systems in Italy, France and the United Kingdom. Accordingly, in comparison of the countries under study, processes of Europeanization are more likely to occur in the German media systems, the Dutch television and the Spanish newspaper system.

At this point it is important to consider the degree of concentration in the media systems under study. The dominance of one supplier in a media system implies the danger that this supplier will dominate and also control the market of opinions (Bagdikian 1990: 4f). In concentrated media systems few media resp. their owners can strongly influence national discourses. The effect on a process of Europeanization can thus be positive as well as negative, depending on the orientation of the relevant media. Though the connection between concentration and Europeanization is not straightforward, it is important to complete the picture of external plurality by a short sight on the degrees of concentration.

Concentration processes in media markets take place on the side of demand and on the side of supply. Concerning the concentration of demand, the relevant criterion is the number of media outlets that are used by the audience. The concentration of supply is measured by the number of media corporations that dominate the consumers’ market. The concentration rates in the press systems under study differ considerably. Regarding the circulation shares of the main daily newspapers the market leaders cover between ten and twenty percent (Appendix, Table 2). In the United Kingdom the five most popular daily newspapers have a share of about half of the circulation. In comparison, the French newspaper market is the least concentrated. The analysis of the owners` market can only be done incompletely as data about interweaving publishing companies and their media are not available in all countries. Where it is possible the picture of concentration is aggravated with regard to the owners. The most concentrated owner markets are the Netherlands and Great Britain.
 In the Netherlands five publishing companies serve more than 90 percent of the readers of daily newspapers. In comparison the German and Italian market allows for much more diversity.

The television systems are altogether far more concentrated than the press systems. The data on the degree of concentration on the audience markets (Appendix, Table 3) basically show that the audience markets in all countries under study are highly concentrated. The technical preconditions obviously influence the concentration on the audience markets. Shares of about 60 per cent of the top five channels in Germany and the Netherlands are far below those in other countries. For example nearly the whole Spanish audience market is dominated by five channels. An analysis of the owners that produce different television programs show in nearly all countries under study a clear triple monopoly between the domestic public stations on the one hand and the top two private media corporations on the other hand.

In sum, the data show that relatively high levels of plurality in media systems go along with relatively low rates of concentration. An exception is the Dutch press system: The relative strong diversity of outlets per adult population is basically supplied by four publishing companies. In contrary the French press systems has shown a relatively low level of diversity which at the same time profits from a low level of concentration.

2.2
Geographical diversity

So far external plurality was measured in terms of sheer quantitative plurality, arguing that the degree of plurality in a media system was determining the access opportunities of diverse actors and opinions. With regard to Europeanization one has to pay additional tribute to the question which actors and issues will presumably profit from these access opportunities. Of vital importance is the degree of external plurality in terms of the representation of regions that a media system exposes. Depending on their level of organisation and orientation one can distinguish local, regional, national, Pan-European and foreign media. Depending on the dominant scope of a media system one can assume that accordingly local/regional, national or foreign actors and issues will have better opportunities to access public discourses.

At the first sight however, regarding the set up of a media system in terms of geographical diversity two contrasting hypotheses came into play as far as the Europeanization of the public sphere is concerned. On the one hand, one can look at geographical diversity as core element of external plurality of the media system and assume that the higher the degree of representation of regions in the media, the higher will be the chances for a broad representation of actors of all political levels to appear in public discourse. This assumption applies in particular to countries with strong federal elements in the political system where European politics are also processed in regional or federal institutions. On the other hand, since European politics is a policy area which principally falls into the competence of the national government, one could assume that a media system that roots on strong national media is more open to European issues and actors. The second hypothesis is additionally supported by the fact that the scope of a medium heavily influences the focus of its political coverage, it’s organizational structure and last but not least it’s possibilities of investigation. 

The attention of quality newspapers to international affairs, their transnational orientation, exceeds by far the one of average newspapers (Gerhards 2000: 294). Typically quality newspapers belong to the supra-regional category. Already the organizational structure of most regional/local newspapers reveals their emphasis on regional and local affairs in form and content. Usually their editorial offices for regional/local affairs are at least as well staffed as the ones responsible for (inter)national affairs (clearly pictured by the case studies of Moss 1998). On top many regional/local newspapers buy by subscription the general coverage of (inter)national politics and limit own research on local and regional affairs (Schütz 2000). With regard to the coverage of European affairs one of the Brussels correspondents
 of the German quality newspaper “Süddeutsche Zeitung (SZ)” points out a major disadvantage of regional/local newspapers: His colleague in Brussels working for the German regional newspapers that belong to “Westdeutsche Allgemeine (WAZ)” reaches a daily circulation of about two Millions. Though “SZ” issues less than a quarter, the editor of “WAZ” has problems to get prominent interview partners like Romano Prodi. This example reveals the general elite orientation of European actors and the fact that the relevance of regional newspapers as “WAZ” can easily be underestimated. Against this background it is an unsurprising result of research that in national European newspapers the average amount of reports referring to Europe exceeds by far that in regional newspapers (Kevin 2003: 55)

Concerning television channels the effect of scopes is less obvious. Many broadcasting companies are organised on a regional level due to political and economical reasons (Heinrich 1999: 331). Especially public broadcasting companies do focus on (inter)national politics independently from their scope. To measure the geographical diversity of television systems we therefore chose another indicator. Instead we will analyse the relevance of foreign and Pan-European channels in national television systems. According to the definition of Europeanization that takes place if national public spheres open up for European and transnational actors and topics (see Habermas 2001: 120f), it is plausible to assume that television systems in which foreign channels play an important role provide better opportunities for Europeanization. This effect does certainly play an equivalent role in newspaper systems but unfortunately comparative statistics on the relevance of foreign newspapers in the countries under study do not exist.

To sum up this point, we argue that the wider the scope of a media system is the better are the opportunities of access for European and foreign actors and issues. In print systems we will therefore basically analyse the relevance of national compared to regional newspapers, in television systems we will analyse the relevance of national/regional compared to foreign channels.

To analyse the scopes of press systems we broke down the titles into the two categories “national” and “regional/local” and measured their plurality in terms of titles and circulation. The numbers of titles (Appendix, Table 4) show that in all countries under study
 there are more regional/local titles than national ones. A closer look at the circulation numbers reveals however that in countries like Spain and the Netherlands regional/local newspapers may be more numerous, but sell hardly more copies than the national outlets. To bypass this bias it is more appropriate to compare the numbers of circulation in order to get an understanding of the relevant scope of a press system.

The circulation of titles (Table 4) shows how much room national newspapers take compared to the regional/local ones. Two types of press systems are revealed: Whereas the United Kingdom and Italy strongly root on national newspapers, the Netherlands, Spain and France are dominated by regional outlets. The German press system turns out to have an exceptionally strong regional orientation with a share of more than 90 per cent of regional outlets
	Table 4: Proportional Distribution of Regional and National newspapers 2000 1
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1 Source: Shares on Dailies Circulation, World Press Trends 2001

* France: Latest available figures from 1997/98

To analyse the scope of television systems all channels can be differentiated into domestic (including regional and national) and foreign (including Pan European, supranational and other foreign) channels, depending on their level of organisation. The number of channels and their average technical penetration (Appendix Table 5)
 show that most television markets have predominantly national scopes. Though numerically foreign channels are in most countries well represented, the technical penetration rates reveal the real relevance of foreign channels which only a minority of TV households can receive. Apart from the Netherlands with penetration rates over 50 per cent foreign channels play an inferior role in all countries.

To get a realistic evaluation of the scope of television systems we therefore created a standardized index of relevance that considers the numbers of channels and their penetration rates.
 The index ranks between 0 and 1. For instance an index of “0” in the category “foreign channels” would mean that no foreign channels can be received in a country, whereas an index of “1” would imply that television households can only receive foreign channels. This index allows to compare the spread and relevance of domestic and foreign channels in the countries under study (Table 5). The result confirms that foreign channels only play a serious role in the Dutch television system. Here the majority of television households have a broad choice of different channels which yields to an overall equivalent importance of foreign and domestic channels. The other countries are dominated by domestic channels whereby the role of foreign channels can be neglected particularly in Italy and Spain.

	Table 5: Relevance of Domestic and Foreign Channels 2001 (Index 0-1)1
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         1 Source: Own Calculation based on number of channels and their technical penetration, Television 2001 


          Index 0-1 (0 = no relevance, 1 = total dominance)    

In sum, concerning the scope of media systems in the countries under study, three types can be distinguished (Table 6). In comparison the Dutch media system is overall characterized by geographically wide scopes, including television and newspapers. The British and Italian press systems root strongly on national newspapers whereas foreign channels play an inferior role. The German, French and Spanish media systems however are characterised by relatively narrow scopes.

	Table 6: Scope of media systems in comparison 2000/011
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3.
The media systems` capacity for abstractness and complexity of political information

In part two we analysed the possibilities a media system offers European and transnational actors to enter the public sphere. The plurality of a media system however gives no information about the contents of media reports. The outcome of a media system is heavily influenced by a country`s media culture. “Indeed, culture is not simply mediated through mass media; rather, culture – in both form and content – is embodied in mass media.” (Altheide et al. 1988:196). Differences of media culture are grown historically. The development of mass media shows two mayor forces that still heavily influence the form and content of discourses. In an early stage of mass-mediated communication, politics was the influential power. Later on, as publishers realized that a broader audience could be reached by complying to professional news values instead of following a specific political line, the commercial logic became a second driving force of the media systems. These two mayor logics – the political and commercial logic - behind media systems are still the most relevant features not only to distinguish media cultures, but also to explain the possibility of a system to convey complex and abstract political information as they influence the way how communication processes look like. They precede and limit what is communicated, whether political information or entertainment is dominant, whether abstractness or simplicity prevails (see e.g. Altheide et al. 1988:218). These two logics thus determine the content and its packing. To conclude media systems yield specific media cultures that can better or lesser contribute to a Europeanization of the public sphere. In the following paragraphs we will argue how the dominant logic of a media system shapes its output.

The commercial logic prevails in a media culture if mass media are heavily dependent on advertisers. The multitude of media channels through which advertisers can reach their target audience leads to strong competition between media outlets. As the attractiveness to advertisers and thus the income from advertising depends on audience shares
, every medium tries to attract as many readers or viewers as possible. Audience taste thus becomes the crucial variable for the content and the form of its presentation in the media.

Commercialisation reinforces the focus on the most popular aspects of reported events. Research has shown that the more commercialised a system is, the less information one can find in prime time news (see Blumler et al. 1986, Bens et al. 1992: 85). Moreover, more recent studies have shown that for example in Germany the public stations that are not as much dependent on advertising than their private counterparts show much more news programs (see Gerhards et al. 1999). Another example of the effect of commercialisation can be found in the United Kingdom: In 1999 the commercial station ITV has shifted its flagship newscast “News at Ten” to slots before and after prime time. Els de Bens et al. (1992:83f.) show that the competition with commercial broadcasters also reduces the quality programs in public broadcasting. This can be interpreted as an effect of inter-media agenda setting. The authors conclude that the “process of commercialisation had a downmarket effect on the overall TV programme supply…TV in Europe thus becomes increasingly an entertainment medium.” (Bens et al. 1992:95). With regard to Europeanization recent research has shown that EU affairs are presented more prominently and more frequently in public broadcasting outlets than in private outlets (Peter 2003: 84).

To sum up: popular programs are usually entertainment driven. As the deficit of the public sphere is defined as the deficit of the political public sphere, commercialisation diminishes the chances for Europeanization, as Europe needs political reporting and consequently a focus on information. Prerequisite for the Europeanization of the political public sphere is that there is enough space for information and news within the media system.

With regard to the way how information is presented by the media we assume that in highly commercialised systems those aspects of events that target to audience tastes are more strongly emphasized than in non-commercial systems (see Hallin et al. 2003: 51; Altheide et al. 1988:211). Communication research has identified those factors that can possibly capture audience’s attention and thus guide the journalists’ news selection. Conflict, high status, negativity and proximity towards the population can be taken as examples for news factors (see Schulz 1997:70f.; Galtung et al. 1965), that are particularly dominant in commercial media systems. To get Europe into the media does not only require a focus on information, but also a competitive edge of European politics towards national politics. Gerhards (1993: 102f; 2000: 298) points out that the political process in the European Union does not fit the popular news values and thus the selection criteria of the media. The lack of open conflicts, the lack of clear responsibilities and the lack of a personalized style of politics make the political process within the European Union stand in sharp contrast to the commercial media logic. Peter (2003) has shown evidence that public broadcasters better handle the depiction of the political process in the EU. “Exclusive viewers of private television outlets will be confronted with the EU as a marginalized, nearly invisible, and faceless institution.” (Peter et al. 2003:24). Public broadcasters in contrast did not show more EU politics, but showed it more prominently and also gave the speech more often to EU actors. 

The political logic prevails in a media culture if the political elite influences, dominates and / or controls substantial parts of the media system. The main means can be distinguished into legal regulations, monetary subsidies and the disposal of knowledge (Donges 2002:213f.). This political influence contrasts the commercial influence. Political influence makes the media less dependent from market pressure and more dependent from the political elite. The orientation of the media towards the political elite gives political actors a better starting position to get their ideas on the media agenda. This agenda-setting of the elites (Kriesi 2001:8) leads to a stronger focus on political information in the media system (see Pfetsch 1993: 114).
 An elite focus also enhances the chances to transfer abstract and complex issues, as the media`s focus on topics of the elite and on the political process with its complex and long-lasting bargaining procedures is intensified.

Whether this focus on political information pushes European and transnational actors into the political and communicative spaces depends on the elite`s attitudes on the European integration process. In a politicised system media are used as means to achieve the own political goals.
 It can be assumed that in most countries under study a media system with a strong political logic leads to a Europeanization of the public sphere, since European integration is widely regarded as a project of the political elite. One indicator is that apart from the United Kingdom all other countries under study have shown some form of elite commitment to further integration, by giving up the national currencies in favour of the Euro. The United Kingdom is the only country where there is an elite consensus on the rejection to further deepen the EU. The discussion about the introduction of the Euro can be seen as a vital proof thereof (see Risse 1999). Figure 2 summarizes the two mayor types of media cultures and their hypothesized influence on the Europeanization of national public spheres.

Figure 2: The political and commercial logic





3.1
The Commercial Logic

To measure the degree of commercialisation of a media system, we take the share of advertising compared to public spending as an indicator for the television system. In parallel we analysed the share of advertising compared to sales revenues for all daily newspapers of a country. Regarding the print market of daily newspapers, only the French papers owe more by sales than advertising (Table 7). The most commercialised print systems can be found in Germany and the United Kingdom. These countries are characterized by a very strong boulevard press. In Germany boulevard papers have a circulation of more than 22%, in the United Kingdom of more than 53%. 

	Table 7: Share of advertising compared to sales revenue in the print market 2000 (%)

	
	Advertising
	Sales Revenue

	France*
	41
	59

	Germany
	65
	35

	Italy
	58
	42

	Netherlands
	59
	41

	Spain
	53
	47

	United Kingdom*
	63
	37


* Figures for France from 1998; for the United Kingdom from 1999

Source: World Press Trends 2001, p.4
The analysis shows that the Netherlands, the United Kingdom and Germany are less commercialised in the television market, as public spending takes a share of more than 35% compared to advertising. Spain has the most commercialised television system: the share of public finance amounts only to 3,3%. Italy and France take on a middle position (Table 8).

	Table 8: Share of advertising compared to public spending in the television market 2000 (%)

	
	Advertising1
	Public spending2

	France
	73,3
	26,7

	Germany
	59,6
	40,4

	Italy
	75,7
	24,3

	Netherlands
	62,9
	37,1

	Spain
	96,7
	3,3

	United Kingdom*
	61,1
	38,9


1 European Audivisual Observatory, Statistical Yearbook 2002, Vol. 1. Figures for 2000.

2 European Audivisual Observatory, Statistical Yearbook 2002, Vol. 1, country reports. Figures for 2000; Organisations included: Germany: ARD, ZDF*; Spain: RTVE; France: F2, F3; United Kingdom: BBC; Italy: RAI; Netherlands: Ned (* for Germany the radio fees had to be excluded)

In sum, concerning commercialisation one expects a Europeanization of the public sphere in the less commercialised broadcasting systems like Germany, the United Kingdom and the Netherlands (Table 9). Accordingly, regarding the countries under study, one can expect processes of Europeanization to occur more likely in the French newspaper system, and to a lesser degree in the Spanish, Italian and Dutch newspapers system.

	Table 9: Commercialisation 2000 in comparison
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3.2 
The Political Logic

The degree of politicisation cannot be revealed as straightforward as there are several possibilities how the political elite may influence a media system. Classical instruments of steering are regulation mechanisms like constraints of the content of private stations, monetary subsidies and knowledge transfer.

Regarding the television systems one can distinguish two principal instruments: regulations and controls on the content and secondly the establishment and financing of a public television system (see McKinsey 1999: 15f). Despite the advent of private competition into broadcasting systems, the latter is still regarded as the most powerful instrument of the political system to influence the broadcasting system. As all countries under study can be characterized as dual systems with public and private broadcasters, we do not take the sheer existence, but the form of financing of public broadcasters as an indicator for politicisation. This indicator takes into account that it is up to the political elite to decide how strongly public broadcasters are freed from commercial pressure. Thus we analyse the shares of public revenues of the total income of public television stations.

The herewith chosen indicator for politicisation of national television systems only takes one part of a television system into account: the public broadcasters, whose market share lies between 37,4% in the Netherlands and 50,3% in Spain (Appendix, Table 6). Thus in most countries under study more than 50% of the television market is privately organized. For this part, different regulations and laws that make private channels abide to specific standards and types of programmes would be a another relevant indicator.
 As legal regulations are hardly quantifiable and difficult to compare between countries, we limit our analysis of politicisation to the instrument of monetary subsidies. This shortened perspective must be kept in mind when interpreting the results. 

To justify our indicator for politicisation of the television sector, we want to emphasize that public broadcasters with a sufficient market share and public funding, can pose their elite orientation on the media system in general and thus limit effects of commercialisation. This assumption is supported by various studies that show that public TV sectors, with funding models less dependent on advertising and high market shares, have a better quality of reporting (see e.g. Mattern 1998; McKinsey 1999) – not only in the public sector itself, but also in the private sector as the viewing standards of the entire market are raised (e.g. McKinsey 1999: 4; see Bens et al. 1992:95). Also our own analysis confirms this idea: countries with a public system that is primarily financed by public sources have a higher percentage of quality reporting in the overall television market.
 The United Kingdom and Germany have the highest percentage of quality reporting in the overall television market whereas Spain has the smallest share of quality programming (Appendix, Table 7-11).

An exceptional case that needs further commenting is the Italian television system. The Italian prime minister Silvio Berlusconi controls the mayor private television channels and at the same time exerts a strong influence on the public channels. In addition to the means of monetary subsidies, Berlusconi practices indirect political control that includes even personal decisions in the management board of public channels. As observers expose this specific form of politicisation however does not contribute to a Europeanization as hypothesised before. In contrary, the form of elite orientation in Italy leads to a de-politicisation of public broadcasting: long existing information programs have been degraded and infotainment has substituted substantial information (e.g. Neue Züricher Zeitung 2002). 

Newspapers that are traditionally private organisations experience less political influence. Nevertheless all countries under study support the functioning of their print system by monetary subsidies. Regarding state support for daily newspapers three forms of politicisation can be distinguished: tax reductions for sales / composition / newsprint, secondly discounts for post / rail / fax / telephone and finally direct state subsidies. Direct state subsidies allow for the most direct political influence on the press market. To compare the degree of political influence an index for politicisation can be calculated by focusing on the public money that is transferred to daily newspapers. We calculated 0,5 points for each 10% tax reduction, for each 50% discounts and for each 20 million Euro direct subsidies. 

Regarding the politicisation of the print system only two countries have a strongly politicised system: France and Italy. These countries have tax reductions for sales, newsprint and composition. Additionally, they both grant discounts not only for posting, but partly also for rail, fax, and telephone and give direct subsidies to papers. In France these direct subsidies amount to 39,8 million Euro in the year 2000. The Italian state yet spends 56,81 million Euro for newspapers published by parties, movements and newspapers managed by cooperative companies or published by linguistic minorities in the same year. Within the other countries under study, state steering by transferring money is limited to tax reductions for sales - what exists in all countries - and to discounts on posting. (Appendix, Table 13).

The results show that Germany, the United Kingdom, the Netherlands and France show a relatively politicised television system (Table 10). More than 50% of the total income of their mayor public television stations comes from public sources. In Germany and the United Kingdom this amounts to more than 80%, in the Netherlands
 to nearly 60% and in France to around 55%. The television stations of RAI in Italy only get around 46% of their income from public sources. The television system in Spain must be regarded as the exceptional case: only 9,2% of RTVE is financed by public sources. If one also considers the regional programmes (Las Autonomicas) this share goes up to 21,9%.

	Table 10: Share of public revenues of total income of public TV stations 2000 (%) 

	
	Public funds
	Commercial / Ohter

	France 
	55,9
	44,1

	Germany
	80,1
	19,9

	Italy
	46,1
	53,9

	Netherlands
	59,2
	40,8

	Spain
	21,9
	78,1

	United Kingdom
	81
	19,0


Source: European Audivisual Observatory, Statistical Yearbook 2002, Vol. 1. Figures for 2000. Organisations included: Germany: ARD, ZDF; Spain: RTVE, Las Autonomicas, France: F2, F3, United Kingdom: BBC, Italy: RAI, Netherlands: Ned

In sum, concerning politicisation one can expect a Europeanization of the public sphere in the more politicised broadcasting systems in Germany, the United Kingdom and to a lesser degree in the Netherlands and France (Table 11). As politicisation refers to a stronger reflection of the elites` attitudes, we assume that the prospect for Europeanization in the United Kingdom must be cut back keeping in mind the elite consensus on the rejection to further integration. The strongly (non-monetary) influence of politics on the Italian television system will as argued earlier not push the Europeanization of the public sphere. Accordingly, regarding the countries under study, one can expect processes of Europeanization to occur more likely in the French and Italian newspaper system.

	Table 11: Politicisation 2000 in comparison
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Source: European Audivisual Observatory, Statistical Yearbook 2002, Vol. 1, Figures for 2000. 
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Source: World Press Trends 2001, Country reports p.100, 104, 128, 161,206, 223, figures for 2000:

Index calculations:

· amount of tax reduction regarding sales, compositions, newsprint: per 10% half point

· amount of discounts regarding post, rail, fax, telephone: per 50% half point

· amount of direct state subsidies: per 20 million Euros half point
4. 
Conclusion: Typology of countries
The goal of this cross-national analysis was to investigate the connection between media structures in the countries under study and the potential for Europeanization of the media inducted national public spheres. We therefore formulated tendencies about which opportunity structures of national media systems can push or hamper Europeanization by identifying two major dimensions, the chances of access a national media system offers and the information capacity of national media systems that refers to the complexity and abstractness that media allow for in public discourses.

To bring together the results to a final typology of the press and television systems under study we created an indicator of opportunities for Europeanization that sums up the relevant dimensions. Though one might assume that for example the geographical diversity of a media system has a bigger influence on Europeanization than the sheer quantitative diversity, there is no definite knowledge on the interplay of these structural forces. As a basis we therefore assumed that the four analysed aspects, the external plurality in terms of quantitative
 and geographical diversity
 and the media culture in terms of  commercialisation
 and politicisation
, have to be treated equivalently. The country that scored best in all aspects was placed as Number one, the other countries were placed in relation to it. Thus an indicator for the press and television systems under study was calculated which ranks from 0 to 1, whereby “0” expresses relatively no chances and “1” relatively best chances for Europeanization. Evidently the resulting typology does not claim absolute validity. Instead it can only be interpreted as a relative statement with regard to the countries under study. As soon as another country would be included the overall picture could change. In addition to that it is obvious that the analysed media opportunity structures are closely connected with the specific political opportunity structures in a country. Only the interplay of both forces can entirely capture and explain the differences in the processes of Europeanization of national public spheres.

The typology of media opportunity structures (Table 12) shows that in all countries under study either the press and/or the television systems hold a potential for Europeanization. The United Kingdom and France have chances for the Europeanization of the television as well as the print sectors. The United Kingdom has better chances for Europeanization within the television system, as it shows a relatively strong political and thus a weaker commercial logic. As argued before the elite-orientation leads to a stronger focus on the elite`s attitudes. This could contrast the effect of Europeanization as there is a consensual elite’s rejection of further European integration. France reveals high chances for a Europeanized press system as it shows the lowest commercialisation and at the same time scores very high on politicisation.

	Table 12: Typology - Chances for Europeanisation (Index 0-1)
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Germany and the Netherlands show high potentials for a Europeanization of their television systems that can be characterised by a rich diversity, strong politicisation and low commercialisation rates. The Dutch system profits particularly from the high relevance of foreign channels and the German system form a strong politicisation. Maybe surprisingly is the result that the German press system provides the least chances for Europeanization, mainly due to the fact that it strongly roots on regional outlets. Research that shows a relatively high degree of Europeanization in the German press system (e.g. Kevin 2003: 70) often overestimates the relevance of national newspapers that hold less than seven percent of the overall circulation in Germany.

Italy and Spain have the highest potential for a Europeanization in their press systems. The reason behind is that the Italian press system is highly politicised and roots strongly on national media. The Spanish press system is politicised and at the same time weakly commercialised.

In sum, the presented typology takes the structural characteristics of the media systems under study into account. Extending the focus to the audience who represents a crucial actor of a public sphere reveals the relevance of the media inducted public spheres under study: Not all of them refer to the mass. The print systems in Italy, France and Spain show the highest potential for a Europeanization. Exactly in these countries however only a minority of the people reads daily newspapers. Eurobarometer data of 2001 reveal that only 26% of the French, 24% of the Spanish and 30% of the Italian adults are reading a newspaper daily. In contrast, the press systems where daily newspaper can truly be regarded as ways of mass communication, provide smaller chances for Europeanization. This is the case in Germany and in the Netherlands where around 60% of the population read a newspaper daily. 

The United Kingdom must be treated separately. The British press system holds relatively good chances for Europeanization and at the same time 49% of the people are daily readers. Whether a Europeanized British press has the potential to reach the mass must be questioned as 53,6% of the daily newspaper circulation can be attributed to boulevard papers. Thus the readership shares show that a process of Europeanization in print systems concerns mainly elite publics. Press systems that are addressed to a broader audience obviously provide less chances for Europeanization.

Television in contrast has the potential to reach the mass. Eurobarometer data of 2001 reveal that the majority of people in all our countries under study use TV news programs every day. The figures vary between 62% in France and 83% in Italy. This means that those countries who have a high potential for a Europeanization of the TV sector, namely the Netherlands, Germany and the United Kingdom
 could potentially reach a broader audience with Europeanized contents. This has consequences for the often referred to democratic deficit: Europeanized television systems create a better chance of connecting the ordinary citizens with the integration process of the EU. 

The overall potential for Europeanization in print compared to television systems however develops on different levels. Researchers have pointed out that newspapers hold far more capacity to convey information than television channels (see e.g. Altheide 1988, Meyer 1988). “Newspapers are believed to be far more effective than television for conveying the detailed information necessary to understand complex and detailed policy issues.” (Norris 2000: 63). Taking into consideration that a television report of two minutes can only transfer the information of 50 lines of a newspaper article (Graber 1996:93), the results of Kevin (2003:55) are not surprising: on average even boulevard papers show a more Europeanized reporting in all countries compared to television.

Thus the Europeanization of print systems would probably perform in a substantial way, but can be regarded as the continuation of the elite project “European integration”. The Europeanization of television systems however , as weakly as it may be, could possibly reach the majority of the ordinary citizenry.
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Appendix
	Table 1: TV Distribution

	
	Total number of TV households (TVHH)1
	TVHH in % of all HH1
	in % of TVHH 

	
	
	
	Cable

(connec.) 1
	Satellite 1
	Terrestrial only2
	Digital TV 2

	France
	22 840 000
	93,6
	13,2
	12,1
	79
	8,4

	Germany
	33 560 000
	98,7
	53,3
	38,2
	25
	2,3

	Italy
	20 700 000
	97,5
	  0,2
	  8,8
	95
	3,8

	Netherlands
	  6 693 000
	98,4
	94,2
	  3,8
	 7
	0,4

	Spain
	12 181 000
	99,7
	  2,8
	10,5
	83
	8,8

	United Kingd.
	24 375 000
	97,0
	13,6
	17,8
	65
	6,0


1
Source: IP International Marketing Committee (2001): Television 2001. European Key Facts. Country reports

2
Source: Lange (2000: 97)

	Table 2: Concentration on the readers’ and on the owners’ market 2000/01

	
	Share of Top Five 

Daily newspapers

(Circulation Shares in %)1
	Share of Top Four 

Publishing Companies

(Readership Shares in %)2

	France 
	  27,5
	n.a.

	Germany
	  28,5
	39,0

	Italy
	  43,6
	38,3

	Netherlands
	  44,1
	94,8

	Spain
	  37,9
	n.a.

	United Kingdom
	  51,8
	   88,0 *


* Circulation shares of 1997

1
Own calculation based on: World Association of Newspapers (2001): World Press Trends 2001
2
Source: Country specific data

	Table 3: Concentration on the audience market 2001

	Audience Shares  

(Adults 12+, all day, in %)

	
	Audience market
	Owner market

	
	Share of

Top Five channels 1
	Domestic Public Stations 2
	Top Two Media Corporations 3

	France
	89,3
	43,9
	46,6

	Germany
	61,5
	44,1
	51,0

	Italy
	81,0
	48,1
	46,4

	Netherlands
	62,8
	37,4
	48,5

	Spain
	93,2
	33,1
	n.a.

	United Kingdom
	85,1
	38,5
	52,0


1
Source: IP International Marketing Committee (2001): Television 2001. European Key Facts. Country reports

2
Own calculation based on: Television 2001, European Key Facts, Country reports (Country sp. Data)

3
Source: Country specific data

	Table 4: Scope of Daily newspapers 1

	Number of Titles

Daily newspapers’ Circulation (000)

France
   national

   regional/local
20 *
61 *
2.531 *
6.268 *
Germany
   national

   regional/local
9

378

1.653

22.293

Italy
   Total

   national

   regional/local
88

-

-

3.655

2.369

Netherlands 

   national

   regional/local
11

24

2.008

2.435

Spain
   national

   regional/local
5

131

1.500

2.800

United Kingdom
   national

   regional/local
10

94

13.371

5.681




*) Numbers from 1999, 1998 or 1997

1
Source: World Press Trends 2001

	Table 5: Scope of Television 2001

	
	Number of Channels 1
	Average Tech. Pen. (%) 2
	Index of Relevance (0-1) 3

	France
regional 

national

foreign

(Pan Eur./supranat.

other foreign)
	7

26

31

6

25
	-

35,0

5,9

13,8

4,0
	-

0,83

0,17

	Germany
regional 

national

foreign

(Pan Eur./supranat.

other foreign)
	18

14

15

11

4
	42,1

83,8

33,7

43,9

5,5
	0,31

0,48

0,21

	Italy
regional/national

foreign

(Pan Eur./supranat.

other foreign)
	10

24

7

17
	94,5

1,2

-
	0,97

0,03

	Netherlands 

regional 

national

foreign

(Pan Eur./supranat.

other foreign)
	14

10

20

7

13
	6,7

96,8

59

56,6

60,3
	0,04

0,43

0,53

	Spain
regional 

national

foreign

(Pan Eur./supranat.

other foreign)
	11

4

16

10

6
	12,9

99,3

0,4

0,5

0,2
	0,26

0,73

0,01

	United Kingdom

regional 

national

foreign

(Pan Eur./supranat.

other foreign)
	14

10

20

5

15
	9,0

73,4

-

12,0

-
	0,14

0,80

0,07


1
Source: Television 2001, European Key Facts, Country reports
2
Own Calculation based on: Television 2001, European Key Facts, Country reports

3
Own Calculation based on: Television 2001, European Key Facts, Country reports; 

(Range 0-1 / 0 = no relevance, 1 = Dominance)
	Table 6: Audience Market shares: Public vs. Private Television in percent (2000)

	
	Public TV


	Private TV
	Private - Public

	France (France 2 +3, La Cinquieme)
	43,9
	56,1
	12,2

	Germany (ARD, ZDF, 3Sat, Arte, Kinderkanal, Phoenix, ARD III, BR Alpha)
	44,1
	55,9
	11,8

	Italy (RAI 1+2+3)
	48,1
	51,9
	3,8

	Netherlands (NED 1+2+3)
	37,4
	62,6
	25,2

	Spain (TVE 1, LA 2 + Autonomicas)
	50,3
	49,7
	- 0,6

	United Kingdom (BBC 1+2)*
	38,5
	61,5
	23


Television 2001. Channel 4 could be added in the United Kingdom since this private channel has the same obligations as public channels, although it is completely financed by advertising. 

	Table 7: Quality reporting in the television sector(2001) - France

	
	Quality programmes per channel (%)
	Market share 2001
	Market share on a base of 100% (2001)
	Quality programmes per TV system (%)

	TF 1
	30,3
	32,7
	38,74
	

	France 2
	38,6
	21,1
	25
	

	France 3
	44,1
	17,1
	20,26
	

	M6
	11,1
	13,5
	16
	32,09


Source: 
 For the analysis we used the data of the European Audivisual Observatory, Statistical Yearbook 2002, Vol. 5, Breakdown by genre of TV programmes; figures for 2001; all mayor channels of a country that have more than 5% market share were included. As quality programmes qualified all programmes on news, information, infotainment / culture, Humanities, Sciences, Education, Documentaries and Magazines

	Table 8: Quality reporting in the television sector(2001) - Germany

	
	Quality programmes per channel (%)
	Market share 2001
	Market share on a base of 100% (2001)
	Quality programmes per TV system (%)

	ARD
	42,6
	13,9
	18,5
	

	ZDF
	49,3
	13,2
	17,6
	

	SAT 1
	18,1
	10,1
	13,4
	

	RTL
	20,4
	14,7
	19,6
	

	PRO 7
	17,9
	8
	10,7
	

	Dritten
	56,3
	15,2
	20,2
	36,3


Source: 
 For the analysis we used the data of the European Audivisual Observatory, Statistical Yearbook 2002, Vol. 5, Breakdown by genre of TV programmes; figures for 2001; all mayor channels of a country that have more than 5% market share were included. As quality programmes qualified all programmes on news, information, infotainment / culture, Humanities, Sciences, Education, Documentaries and Magazines

	Table 9: Quality reporting in the television sector(2001) - Italy

	
	Quality programmes per channel (%)
	Market share 2001
	Market share on a base of 100% (2001)
	Quality programmes per TV system (%)

	RAI 1
	41,8
	23,8
	26,39
	

	RAI 2
	36,2
	13,5
	14,97
	

	RAI 3
	53,2
	9,6
	10,64
	

	Canale 5
	30,9
	23,6
	26,16
	

	Italia 1
	6,8
	10,3
	11,42
	

	Rete 4
	9,6
	9,4
	10,42
	32


Source: 
 For the analysis we used the data of the European Audivisual Observatory, Statistical Yearbook 2002, Vol. 5, Breakdown by genre of TV programmes; figures for 2001; all mayor channels of a country that have more than 5% market share were included. As quality programmes qualified all programmes on news, information, infotainment / culture, Humanities, Sciences, Education, Documentaries and Magazines

	Table 10: Quality reporting in the television sector(2001) - Spain

	
	Quality programmes per channel (%)
	Market share 2001
	Market share on a base of 100% (2001)
	Quality programmes per TV system (%)

	TVE 1
	38,3
	24,8
	27,25
	

	La 2
	33,1
	7,8
	8,57
	

	Tele 5
	26,8
	21
	23,08
	

	Antena 3
	23,9
	20,4
	22,42
	

	Autonomicas
	33,5
	17
	18,68
	31,1


Source: 
 For the analysis we used the data of the European Audivisual Observatory, Statistical Yearbook 2002, Vol. 5, Breakdown by genre of TV programmes; figures for 2001; all mayor channels of a country that have more than 5% market share were included. As quality programmes qualified all programmes on news, information, infotainment / culture, Humanities, Sciences, Education, Documentaries and Magazines

	Table 11: Quality reporting in the television sector(2001) – United Kingdom

	
	Quality programmes per channel (%)
	Market share 2001
	Market share on a base of 100% (2001)
	Quality programmes per TV system (%)

	BBC 1
	51,5
	26,9
	33,42
	

	BBC 2
	49,8
	11,1
	13,79
	

	ITV
	39
	26,7
	33,18
	

	Channel 4
	35,6
	10
	12,42
	

	Channel 5
	24,8
	5,8
	7,2
	43,2


Source: 
 For the analysis we used the data of the European Audivisual Observatory, Statistical Yearbook 2002, Vol. 5, Breakdown by genre of TV programmes; figures for 2001; all mayor channels of a country that have more than 5% market share were included. As quality programmes qualified all programmes on news, information, infotainment / culture, Humanities, Sciences, Education, Documentaries and Magazines

	Table 12: State Support for daily newspapers (2001)

	
	Tax Reduction
	Discounts 


	Direct state subsidies 
	Index Points

	France 
	Sales (18,5%), composition (15,1%), (newsprint)


	Post, rail, fax (( 57%)
	39,8 million Euro (2000)


	4 points

	Germany 
	Sales (9%)


	Post (86,45%)
	 --
	1,5 points

	Italy 
	Sales (16%), newsprint (16%), composition (16%)


	Post, telephone (( 45%)
	56,81 million Euro


	5 points

	Netherlands 
	Sales (13%)


	 --
	 --
	0,5 point

	Spain
	Sales (12%)


	Post (52%)
	 --
	1 point

	United Kingdom 
	Sales (17,5%)


	 --
	 --
	1 point


Source: World Press Trends: Country Reports, 
- Focus on political information


- Abstract / complex information





Elite-Orientation





Political Europeanization: Growing Importance of EU and transnational actors





“Goodness of fit” between depiction of Europeanization and national media structures





Europeanization of national public spheres: 





Mediating factors: Political structures, etc.





Influence of the political system





Political Logic





OUTPUT OF THE MEDIA SYSTEM





MEDIA CULTURE





SOURCE OF INFLUENCE





- Focus on entertainment


- Focus on news values





Audience taste orientation





RELEVANT OBJECT OF ORIENTATION





Influence of the economic system





Commercial Logic





Television





Print





Television





Print





TV





Print





Tele�vision





Print





Tele�vision





Print








� This analysis has been developed from the project “Europub.com” that is coordinated by Ruud Koopmans, Wissenschaftszentrum Berlin für Sozialforschung (WZB). Project partners are Paul Statham, University of Leeds; Donatella della Porta, Universita degli Studi di Firenze; Hanspeter Kriesi, University of Zurich; Jos de Beus, Universiteit Amserdam; Juan Diez Medrano, ASEP Barcelona; Virginie Buiraudon, CRAPS Lille and Barbara Pfetsch, Universität Hohenheim. Cf. http://europub.wz-berlin.de


� Obove other factors the lacking input of European and transnational actors is regarded as responsible for the deficit of a European public sphere (Gerhards 2000:297f.).


� So far analyses of media structures have mainly been conducted within a more general theoretical framework of media and democracy (e.g. Voltmer 1997).


� Comparative studies show that the dependency on terrestrial channels is the major explanation for the distribution of digital television. It is assumed that the varying diversity of free information is more important than other factors as the size of a television market or the readiness of the audience to spend money for the use of media (Lange 2000). This reason also accounts for the success of pay TV in these countries. The increasing subscription rates for digital/pay TV demonstrate the preference of the audience of a bigger variety and choice.


� An important actor in the British newspaper market is News International that alone holds 34 per cent of the readers’ market and publishes among others The Sun and The Times. News International is owned by the Australian Rubert Murdoch who has hit the headlines several times because he is said to influence the editorial policies of his media to pursue political or economical goals. Some critics even assume that the influence of the anti-European Murdoch dominates any pro-European appeal of Tony Blair (see Kevin 2003: 124).


� A special case is Italy where Berlusconi is controlling the private stations Tele5, Italia Uno und Rete4 and additionally has influence on the public stations RAI as prime minister.


� Telefone interview on March 7th 2003 conducted within the framework of Europub.com.


� Apart from Italy where no data were available.


� As we are interested in the plurality of political information we again focus our analysis on television channels that are free of charge and that broadcast at least partly political information. Pay TV as well as channels that solely broadcast movies, music or the like are excluded.


� The index was calculated in the following way: Firstly all channels were weighted with their average penetration rate and summed up. Secondly the share of regional, national and foreign channels on the thus created television landscapes was calculated and thirdly converted to a standardized index between 0 and 1.


� The number of people is definitely not the only decisive factor for the attractiveness to advertisers. Special interest magazines show, that a small, but very distinct group of readers can be very attractive to advertisers, too. Since we are looking on the political public sphere in general, our main focus is on general interest media, for which the criteria of high number of readers / viewers is of special importance.


� This idea is supported by agenda setting research, which points to the possibility that the political agenda influences the media and public agenda (see e.g. Kleinnjjenhuis 1989).


� This idea reflects the party-oriented media culture of Pfetsch (2001), which she distinguishes from a media-oriented culture. 


� Additionally one can distinguish if the public money that is transferred to broadcasters is raised by fee or tax/grant. A tax-based factoring is subject to stronger political influence, as its budget is included in the annual political budget decisions whereas a fee-based factoring normally rests upon longer licence agreements (see McKinsey 1999:31). As this differentiation cannot be measured in an reliable quantitative way, we did not take it into account; thus possibly underestimating the politicisation of the tax-based systems in the Netherlands and in Spain.


� An example for that could be found in the United Kingdom where Channel 4 is completely financed by advertising money but has similar obligations than a classical public channel


� For the analysis we used the data of the European Audivisual Observatory, Statistical Yearbook 2002, Vol. 5, Breakdown by genre of TV programmes; figures for 2001; all mayor channels of a country that have more than 5% market share were included. As quality programmes qualified all programmes on news, information, infotainment / culture, Humanities, Sciences, Education, Documentaries and Magazines. We calculated the quality measure as follows: We first of all calculated a market share of the included TV channels that sums up to 100%. This was necessary to make the data comparable between countries as we had only regarded those channels that have a market share bigger than 5%. With this newly calculated market share we weighted the share of quality programmes of each channel. This gives us a figure for the overall percentage of quality in the market. 


� As we noted before our indicator may underestimat the degree of politicisation in the Netherlands and Spain as these systems depend on tax money instead of licence fees.


� The quantitative plurality was included by a simple valuation system: 1 point per newspaper titel/per adult population and 1 point per 4 channels/>50% techn.pen. This conversion was necessary in order not to overweight the aspect of quantitative external plurality.


� Geographical plurality: for the press systems the circulation shares of national daily newspapers was included, for television systems the index of relevance of foreign channels.


� Commercialisation: for the press systems the shares of sales revenue was included, for television systems the shares of public spending.


� Politicisation: for the press systems the circulation shares of national daily newspapers was included, for television systems the print index of politicisation.


� As the British television system is strongly politicized we must restrict our results. As we hypothesized that politicisation allows the political elite to push their attitudes on European integration, we assume that the British elite pushes the national agenda instead of a committment to European politics.


� for newspapers published by parties, movements and newspapers managed by cooperative companies or published by linguistic minorities
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