
M i n d r e a d e r 

– a close look into the media habits, lives,  

concerns, attitudes and cultural differences  

of the Nordic people.
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C U LT U RA  L  C H AN  G E  I S  L I K E  A  L E O P ARD    S T U C K  IN  

AN   E L E V A T O R :  Hard to predict, quick to lose its cool, 
and liable to tear off your arm if you make a wrong move.



T H i S  i S  O U r  M i n d r e a d e r  r e P O r T 

O n  T H e  n O r d i C  P e O P L e . 

Keep up with the facts and tame the leopard
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H o w  w e l l  d o  y o u  k n o w  y o u r  
f e l l o w  c o u n t r y ( w o ) m e n ? 

– and are your Nordic neighbors what you think they are? 

Just about anyone knows that a Finn is a print-reading, sauna-loving toughie 
with fantastic stamina. Similarly true are the facts that a Swede loves tech-
nology, drives a Volvo and must have consensus in the entire family/work-
place in order to make a decision, whereas a Dane pursuits a comfortable 
life, likes a good bargain and downs a beer bottle faster than you can shout 
Tuborg. A Norwegian, on the other hand, is happier, more rural and takes 
off cross country skiing to the mountain cottage as soon as his/her generous 
work schedule allows. Are these really truths or just tiresome preconceived 
notions? Perhaps it is time to set some old stereotypes straight or at least 
learn more nuances about the Nordic people. Mindshare has the tool to help 
you – Mindreader.

Mindreader is Mindshare’s unique proprietary study launched in 2008,  
looking into digital consumers from around the world. The latest  
fieldwork was done in November 2013 and covers 44 markets across 5 
continents (19 markets in Europe). Using an online panel, 1,000-2,000 people 
(aged 18-65) in each country have been surveyed. 

The aim of Mindreader is to not only understand people’s media habits but to also 
understand their lives, concerns, attitudes and cultural differences.

In this report, we have looked more closely at the Nordic markets. Stay on 
top of the facts and read to absorb useful insights into the similarities and 
differences between our nationalities. Some quick learnings on technology 
changes on a Nordic basis in the info graphics to the right before we delve 
deeper into a number of issues such as media, content, interests, trust,  
wellbeing, success etc.
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How digital technology has 
changed our perspectives

...says that 
the internet is 
our most loved 

media.

73%

60%58%

...indicate that they love the device.

with a ... with a...

Though most of us love the internet and many of us want to be able to access it whereever we are, 
browsing the internet is in the bottom when it comes to activities we do to improve our sense of wellbeing.

We
agree that mobile 

technology makes life 
simplier.

Media

Use of devices

Trust

54%
uses different media devices 
simultaneously, which is an 

increase of...

10%
since last year

57%
wants to be able to access 
content wherever they go, 
which is an increase of...

21%
since last year

69%
regulary uses a 

smartphone 

52%
regulary uses a 

desktop computer 77%
regulary uses a 

laptop 

56%
trust the internet
for information

We tend to trust the internet more compared 
to traditional media.

40%
trust TV

50%
trust radio

48%
trust newspaper

...while the trust for 
online transactions are...

The trust for banks are...

49%

75%

“Tablets and smartphones are the most loved devices.”



E U R O P E

FIN   L AND  DEN   M AR  K

N O R W AY S W EDEN  

T O P  5  M O S T  L   V AB  L E  M EDIA  

TOP 5 LOVE SHARE OF POP.

INTERNET* 73%

TABLET 63%

SMARTPHONE FOR INTERNET 61%

MOBILE PHONE (CALLS/TEXT) 60%

TV 58%

TOP 5 LOVE SHARE OF POP.

INTERNET* 75%

SMARTPHONE FOR INTERNET 58%

TABLET 54%

MOBILE PHONE (CALLS/TEXT) 49%

TV 46%

TOP 5 LOVE SHARE OF POP.

INTERNET* 71%

TABLET 57%

TV 54%

MOBILE PHONE (CALLS/TEXT) 53%

SMARTPHONE FOR INTERNET 48%

TOP 5 LOVE SHARE OF POP.

INTERNET* 75%

MOBILE PHONE (CALLS/TEXT)           58%

TV 54%

RADIO 49%

CINEMA 46%

TOP 5 LOVE SHARE OF POP.

INTERNET* 80%

TABLET 68%

MOBILE PHONE (CALLS/TEXT) 68%

TV 65%

SMARTPHONE FOR INTERNET 64%

M i n d r e a d e r  n ot   o n ly 
plu   n g e s  i n to   how    
o f t e n  w e  us  e  a  c e r t a i n 
m e d i a  ch  a n n e l  o r  wh  a t 
co  n t e n t  w e  w a tch   / r e a d 
th  e  most   ,  b ut   a lso    th  e 
a ctu   a l  lov   e  th  a t  w e 
f e e l  f o r  a  c e r t a i n  
d e v i c e / m e d i a  ch  a n n e l . 

*Internet can be split up into internet for transactions, information, entertainment, self-expression and communicating/socializing.
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“Finns have been less eager to adopt new smart  

phone technology early on, since we have been quite  

true to Nokia. There are still old Nokia models working, 

which means that the conversion rate has been lower  

than in the rest of the Nordic region. Here, 46% still uses  

a mobile phone that isn’t a smart phone”

K a t i  R a v a n tt  i ,  R e s e a r ch   Ass   i st  a n t

M i n d sh  a r e  F i n l a n d

The graphic of the top 5 lovable media shows that the Nordic region is 
ahead of Europe when it comes to the love for smartphone and tablet usage. 
The only traditional media channel still on the Nordic markets’ lists is TV, 
and it is hanging on by a thread in Denmark and Sweden. 

Radio has lost ground in all markets, but Sweden especially (Spotify  
effect?). Also, Swedes are the mobile pioneers of the Nordics. If you split 
the love of “internet” into various types of uses and devices, the most 
lovable media for the Swedes is then the smartphone for internet. Fin-
land - Nokia country – does not rank mobile usage as high as their  
Nordic counterparts

MED   I A  LO  V E
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When asked to rank diff erent content types regardless of media platform and 
format (e.g. TV shows, movies, newspaper articles, radio shows etc.), Nordic 
people have quite similar attitudes. Movies, news, music and comedy are the 
most popular shared content forms. However, a few things stick out like sore 
thumbs such as the Danes being more interested in money/fi nance and Swedes 
watching more adult movies than the rest  (who would have thought, right?).

Apparently, Finns are keen on health and fi tness (72% compared to 58-62% 
in NO, SE, DK) and as many as 80% claim to be interested in nature shows 
there, whereas Norwegians are less into sports coverage but much more into 
arthouse/independent fi lms than their neighbours. When Danes want to 
relax, they claim to watch fi lms more than their neighboring nationalities 
(47% compared to 27-30%).

p o p u l A r  c o n t e n t

“It’s actually quite surprising to fi nd that the 
Norwegians are less interested in sports coverage than 

the Danes and the Finns. The general perception of 
Norwegians is that they live for skiing in the winter and 

for other sports in the summer. But then again, 
it could be that Norwegians actually exercise a lot 

or do various activities outdoors and don’t 
necessarily watch sports with a beer in 

front of the TV to the same extent 
as hedonistic Dane ”

H e G e  S K a r ,  H e a d  O f  r e S e a r C H

M i n d S H a r e  n O r W a y

1 0



Today, finding and sharing cool or interesting content can be really positive 
for your personal image, both on social media and in real life.

While the reading of print media is quickly declining in the entire Nordic 
region, Finland is still hanging on to the printed word to a higher degree. 
The print reading tradition could be one explanation to the Finns being 
more prone to reading in order to find something good to share (46%) rather 
than watching for instance short videos (18%, on a rise in all markets) or 
regular films (7%).

S ha  r i n g  o f  c o n t e n t

DI  S C O V ER   S O M E T H IN  G  G O O D  T O  S H ARE 

DENMARK NORWAYFINLAND SWEDEN EUROPE
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More than 70% of the Nordic people agree that mobile technology makes their 
life simpler. 

The laptop is still the most used device in the Nordic countries as well as in 
Europe. Together with the desktop, it also the device that is most commonly 
used to connect to the internet (above 70%). The HD ready flats screen TV is 
the second most used device, even though TV certainly is no longer among 
the top 2 most lovable media.

The smartphone is used regularly by approximately 70% of the Nordic people 
(in Finland clearly less, as stated before). In Sweden, as many as 16% use 
their smartphone as the primary device to connect to the internet (vs other 
Nordic markets around 10%). 

Finland is significantly different from other Nordic countries in various  
aspects in the use of technology devices. Finns are not only using consider-
ably less smartphones, but also laptops, subscription TV services, tablets, 
eBook readers and smart TVs. Even standard TV sets and DVD players are 
used less than in other Nordic markets. However, Finnish people apparently 
like to record shows on Digital TV recorders to a higher degree than other 
Nordic people.

A bit surprising is the fact that 60% of the Finns (and only 49% of the Danes) 
claim to want to be able to access content wherever they go, a figure that has 
increased by 30% in the last year only. 

All in all, more than 60% of all Nordic people find it important to try to keep 
up with developments in technology. 

T e c h n o l o g y  a n d  d e vi  c e s

1 2



“Hardly anyone makes contact with anyone 

else on the tube in Stockholm nowadays. All eyes are on 

mobile screens for the latest Instagram fl ow or the 

newest screaming goat on Youtube. Whatever will happen to 

spontaneous fl irting? Will it be restricted to dating sites? “

c H A r l o t t e  B e r g 

S e n I o r  m A n A g e r  c o n S u m e r  I n S I g H t

m I n d S H A r e  S w e d e n
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Googling, reading mails and keeping up with current aff airs are the top 
three weekly online activities in the Nordics. Fourth is banking services, 
which Swedes claim to use less frequently than they visit a social network 
site, which is the fi ft h parameter on the list in the Nordics. The most eager 
to use a social network are however the Norwegians (78% compared to ~68% 
in the other markets). 

Online shopping is quite an interesting parameter to compare. Around half 
of the respondents in Sweden and Norway choose to buy groceries online 
every week, whereas only a quarter of them do in Finland. Denmark, at 39%, 
is close to the European average at 41%. 

However, when it comes to buying other goods online, Europe is surprisingly 
well ahead of the Nordics with 21% compared to 9-12%. This is particularly 
odd, as we trust online transactions to a higher degree (75% in all of the 
Nordics vs 65% in Europe). 

w e e k ly  o n l I n e  A c t I V I t I e S

“Every waking moment 

is a shopping moment. 

Anytime, anywhere.“

S t e V e  y A n k o V I c H

H e A d  o f  e B A y ’ S  m o B I l e 

B u S I n e S S
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Travelling increases all over the Nordics. The Swedes alone made 18 million 
trips abroad in 2013. Spain was at the top of the destination list followed by 
the neighboring countries - Denmark, Finland and Norway*. According to 
Mindreader, Swedes are the people that choose to pick a different destina-
tion every time they travel to a higher degree than their Nordic counterparts.

The Nordic people are similar in our top interests - food & drink, music and 
travel. More than 60% state that they either like or love these things, which 
indicates that we are all indulgent nations. Norwegians tend to have a slightly 
more positive attitude to mosts interests generally (closer to the European 
average), whereas the Finns are on the opposite spectrum. 

L e is  u r e  &  i n t e r e s t  g e n e r a l ly
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More than 35% of the Nordic people either love or like sports, but we’re  
different when it comes to what kind of sports we enjoy. And there aren’t that 
many surprises here really. Soccer is big overall (less so in Finland) whereas 
icehockey is huge among Swedes and Finns. Skiing/snowboarding is almost 
as dominant as soccer in Norway and a great Formula 1 tradition in Finland 
makes this sport no. 4 in that market. The figures that stand out are Danes 
not appreciating athletics to the same degree as the other nationalities  
(19% vs 28-31%) and volleyball and action sports being big in Norway. 

When it comes to sports that you actually participate in yourself, there is obvi-
ously a major running trend taking place right now. However, Danes, Swedes 
and Norwegians are likely to be outrun by the Finns. Finns have by far highest 
share of runners (but are less interested in going to gym, as well as playing soccer),  
while Norwegian and Swedish clearly prefer walking/hiking to others. Nordic 
people like go to the gym or walk/hike more than the European average.

I n t e r e s t  i n  s p o r t s  
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In Mindreader, the respondents are given choices to describe how they 
improve their sense of wellbeing. Most oft en – but still surprisingly (?) - less 
than 2 out of 10  in the Nordic countries choose to spend time with their 
family as their fi rst choice (Finns even less than others). 

Finns and Danes exercise/play more sports and Finns also use media (watch 
TV, read books/papers or browse in internet) for their wellbeing more than 
other Nordic people. When looking at the top list across the four countries, 
we fi nd that around 25% of Finnish and Swedish people list having sex as 
one of their top 3. Norwegians enjoy massages at least 2.5 times better than 
than the others.

I n c r e A S I n g  y o u r  w e l l B e I n g
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In Norway, Finland and Denmark (DK:67%, SE only 37%), being a dutiful 
member of your family is a sign of success, whereas Swedes consider external 
factors, such as being respected in your local community or being debt-free, 
as more important.

Compared to Europe and actually to the whole world we see Finland and 
Sweden being at the bottom in observing religious beliefs and practises as a 
sign of success (4-5%). In Norway, donating money or time to those in need 
is considered twice the achievement as in Denmark. Finnish people seem to 
appreciate success at work or expertise/skills more than other Nordic people. 
Looks and social networking / having infl uential contacts are less valued in 
Finnish minds than in other parts of the Nordic region.

S I g n S  o f  S u c c e S S
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When asking people across the Nordic countries about their biggest con-
cerns, issues such as fi nances and health are the most represented, which 
is interesting seen in the perspective that those two parameters are also the 
ones that people consider the most important indicators of success. 

When digging deeper, Finns are not only concerned about their own health 
but also about the health of close family/friends. Finland is actually the 
number one country in Europe regarding health concerns. Finns are also 
more worried about the cost of living (eg. fuel and food prices), one reason 
being that since 2008, food prices there have risen faster than in other early 
EU countries (except for Britain). 

With one quarter of the population concerned, Swedes are the third most 
troubled people when it comes to stress in Europe. Compared to Europe, we 
are all more optimistic about our standard of living compared to last year.  
Norwegians are the most optimistic of the Nordic people.

c o n c e r n S

“61% of the Danes are worried about the 

amount of money they owe, which is the highest fi gure 

in the Nordics. This must be closely linked to the 

way we fi nance real estate here. 30% of all housing is 

fi nanced with loans that run only for one year. These loans 

then ‘force’ our attention on the interest rate 

development quite regularly and keep us on our toes”
 

n A n A  f r y d e n S B e r g

S e n I o r  B u S I n e S S  p l A n n I n g  m A n A g e r

m I n d S H A r e  d e n m A r k
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Nordic people tend to put a lot more trust in the major institutions of 
our countries (banks, government and the police) compared to the rest of 
Europe. This is probably linked to the low perception of corruption in the 
Nordic countries (according to Mindreader 2012), and the world famous 
social security systems.

Finland and Denmark even have the highest trust in the police in the world.
Danes and Swedes put less trust in banks compared to the other Nordic 
countries, most likely as a result of the fi nancial crisis and bank scandals.

t r u S t

2 2



Have you learnt enough about the Nordic cultural diff erences or are you 
anxious to educate yourself further? Have some of your stereotypes been 
crushed or have they just been reinforced?

The Mindreader report has more than 500 parameters to scrutinize and 
if you are curious about looking deeper into your specifi c target audience, 
these are the Mindsharians to help you:

c o n t A c t  I n f o

I n  S w e d e n
charlotte Berg

Senior Manager Consumer Insight

charlotte.berg@mindshareworld.com

+46 70 130 10 10

I n  f I n l A n d
kati ravantti

Research Assistant

kati.ravantti@groupm.com

+358 40 718 00 10

I n  d e n m A r k
nana frydensberg

Senior Business Planning Manager

nana.frydensberg@mindshareworld.com

+45 70 22 75 25

I n  f I n l A n d
Heidi laiho

Research Manager

heidi.laiho@groupm.com

+358 40 766 77 07

I n  n o r w A y
Hege Skar

Head of Research

hege.skar@mindshareworld.com

+47 24 145 560
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