
From chasing to thanking

Broadcasting Fee Collection Agencies 
as Intermediates:

Between Public Authority and Private 
Customer Care



The Brand

• Is there a difference being a public 
authority when it comes to brand building?

• We are a part of the rest of the world

• What are the key success factors when 
building a brand
• Relevance
• Attractive/unique position 
• Gain approval



Our main target 
changing the brand

• Explain importance of the TV-license 

• Build communications platform

• Define core values

• Make consistent and professional 
communication



How did we build the brand



Building the brand

One evening in February 2007 we gathered
all employees and the management to 

discuss
following issues

• How are we perceived today? 

• How would we like to be perceived?   
(Both Radiotjänst and the license)

• What do we have to change to be 
perceived as we would like to?



Core values of the brand
• Radiotjänst is an important part of Public 

Service
Through the TV-license the financing of public 
service is independent.

• Value for money
The TV-license has to be considered worth its 
price Therefore we have to make it clear that the 
money is used to PS-programmes on television, 
radio and webb.

• Customer oriented
We treat the Swedish people respectfully and we 
are service minded. We follow rules and 
regulations but we are also as flexible as possible.



Gain approval
Intranet

Newsletter

Breakfast meetings

Working team, Radiotjänst and PS 
Broadcasters

Workshops

Customer questionnaires

Communications department involved in 
introduction of employees

Improved customer service



Thanks to you and all others who pay your 
TV-license we have radio and television 
that isn’t commercially or politically 
influenced

Main message

Focus: Explain to both TV-license payers 
and evaders





Invoice folder

Don’t take 
us for 
granted





Next step?



Goals

• Increase knowledge and create a positive 
feeling towards the license-fee

• Increase number of applications 

New goals - new focus



The new target group represents younger
adults living in big city regions 

They are
• skilled web users
• choosy
• against traditional direct advertising
• relatively positive to Public Service
• not big consumers of Public Service 

programmes

New goals - new focus





• To challenge
• Beat previous directed campaigns
• Create PR
• Satisfying if 100 000 viewers, exceptional 

if 1 million

“Create an idea that makes me scared
and feeling I am close to loosing my job.”

The mission



http://en.tackfilm.se/



The Hero 
- results

• 9,5 million pictures uploaded
• 30,5 million unique visitors
• From 234 countries

On the Swedish site
• 1,7 million pictures uploaded
• 5,3 million unique visitors
• approx. 2 500 new customers



Development at Google

16 nov 09

18 jan 10





Number of visitors





Why does the Hero work 
out so well?

• You play a leading part

• Smart design

• Easy

• Surprising



Step1
• Bloggers
• E-mail to our subscribers (approx. 3 600, nov 2009)
• Personal Facebook networks (7,7 millions)

Step 2
• SF cinema news letter
• Trailer in cinemas
• Cinema posters…
• Radio

Spreading in social 
media – snowballing effect



Side effects



Total TV-licenses as of 
December 31,1999-2009
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Inställning till
tv-avgiften
  
SOM-undersökningarna    
Procent av hela befolkn 16-85

Frågan löd:
"Tycker Du tv-licensen, 
mottagaravgiften som man be
Sveriges Television, är värd p
eller inte?"

Mottagaravgiften värd priset

Positive tendency

SVT changed their 
programming

New communication 
starts

Value - five years of positive trend…

.

TV-license worth its price
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Overall attitudes towards the TV-licensing fee
- Comparison 2004-2009

31 % 31 %

34 % 25 %

Sample: All

What is your overall opinion towards the TV-licensing fee?

27 % 38 %

26 % 37 %

25 % 39 %

Of those who think that they receive too little for their money, 56% are positive towards the 

TV-license, while only 15% of those who think that they receive too little are positive.

29 % 38 %



Thank you!


