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ABSTRACT 
 
The trend of creating networks within the fragmented Croatian radio market started as a profitable 
model for attracting big advertising companies that would otherwise not consider the local radio market 
as a target. Although legally and formally radio networks can function in a transparent fair-play media 
arena, in practice these networks can have a negative influence on the editorial programme. If local 
radios, with the same ownership structure within the national/regional network are obliged to 
broadcast a news programme that is common for all members, it is questionable how their shared 
content satisfies the need for pluralism in the whole media sphere as well as their socially responsible 
role as watchdogs of the local government, as it is stemming from the granted local concession.  
  
INTRODUCTION 
 
Although there are different views as to whether ownership and concentration restrictions can indeed 
be paramount in securing pluralism and diversity of opinions and viewpoints in the public sphere, there 
is a consensus that increasing competition among media players indirectly contributes to pluralism.2 A 
merger in the media sector may raise pluralism concerns even if it raises no concerns from the 
perspective of competition law. Namely, competition law mostly targets prohibited agreements, joint 
price increases and the misuse of dominant market position, and has not been modified for the purpose 
of acknowledging the specificities of the media market.  
 
The same applies to the Market Competition Protection Act (MCP Act). The Agency for Market 
Competition Protection (AMCP) monitors if a concentration has taken place when a media merger 
results in a significant change of the overall media market structure regarding the number of the 
competitors and changes in the market shares. It is important to stress that when it comes to media 
mergers, unlike for other types of mergers, there are no provisions within the Market Competition 
Protection Act which would take into a consideration the total annual business revenues generated in 
the year preceding the merger. 
 
Impermissible concentration within the Electronic Media Act (EM Act) is in fact assessing whether an 
entity meets the requirements for participation in the public bidding or a public tender for the 
concession, its eligibility for the concession, and finally, whether the conditions for the withdrawal of an 
earlier granted concession are met. Impermissible concentration3 relates to cases of high ownership 
share between television and/or radio broadcasters, daily newspaper publishers, news agencies, media 
on-demand services and distribution channels (satellite, internet, cable) prohibiting horizontal and 
vertical concentration for television, radio and print media.4  
 
Hence, the EM Act does not prescribe any media-specific rules in connection with an additional 
pluralism assessment while the MCP Act prescribes sole application of competition rules without any 
specific competition analysis.5  

                                                        
2 Commission Staff Working Document: Media pluralism in the Member States of the European Union; {SEC(2007) 32, p. 15} 
3 Art. 54 and Art. 55 of the EM Act 
4„Concentration may occur vertically, i.e. integrating formerly independent economic entities of different production levels into one company, 
or horizontally, i.e. merging companies of the same production level.“, The Impact of Media Concentration on Professional Journalism, J. von 
Dohnanyi, OSCE Representative on the Freedom of the Media, 2003 
5 The competition law has no specific guidelines for determining relevant markets for print, radio and television so the general Regulation on 
determining relevant markets is applied. This regulation is used as a basis for calculating market shares in the procedures led by the AMCP. 
Print, broadcast, print distribution and other aspects of the media market are treated as separate markets except in cases of cross ownership. 

http://ec.europa.eu/information_society/media_taskforce/doc/pluralism/media_pluralism_swp_en.pdf
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Thus, despite Croatia’s fulfillment of all EU acquis obligations within Chapter 10 on Information Society 
and Media – there is a gap between legal criteria and the actual situation in the local media market. 
Access to information on who are the ultimate media owners and how they influence media content is 
essential in a democratic system. Therefore, through expert consultations and meetings with relevant 
stakeholders6, analysis of the legal and institutional framework7, research of data in the Electronic 
Media Agency Register (EMA Register) and the Commercial Court Register, GONG tried to provide a 
clearer picture of who owns and, at the end, influences electronic media content pluralism.  
 
RADIO AS MOST POPULAR LOCAL MEDIA 
 
According to the recent Croatian TV market analysis8, 69% of respondents consider local news more 
important than national or global news. Local radios are the most common source of local information 
and 37% of respondents listen to radios every day. Listeners notice that local media have some basic 
problems in their daily business such as lack of financial resources and they question their real 
independence from the influence of its either private owner or local authority. However, local radios are 
considered as the most adequate platform where local issues can be raised and discussed.9 Local media 
are expected to cover a variety of local issues that do not find their place in those radios which have 
been granted national concession. There are three basic types of information that citizens require from 
local media: 

• useful information about the local community 
• announcements of future events in the local area 
• detailed information on municipal events. 

 
Consequently, the largest number of respondents (about 65%) believes that local media is a very 
important social institution.  
 
The Croatian radio market is regionally fragmented although there are trends towards creating 
networks of local broadcasters. Besides the public broadcast service Croatian radio with three channels 
(HR 1, HR 2, HR 3) that has national reach, according to data from the EMA Register10 and EMA’s Annual 
Report for 201211 the total number of registered radios in Croatia amounts to 151. Three commercial 
radios have a national concession – Croatian Catholic Radio (100% owned by the Croatian Bishops’ 
Conference), Otvoreni Radio (owned by Adrimex - 25% and Media Plan - 75%), and Narodni Radio 
(owned by Juraj Hrvačid - 50% and Narodni radio d.d. - 50%), 22 are with regional and 121 with local 
concession. Four concessions are with reach within the City of Zagreb which as the biggest city in Croatia 
cannot be categorized as a local concession (see Table 1 below). 
 
 

Table 1 – Types of concessions 

National 3 

Regional 22 

Local 121 

City of Zagreb 4 

 

                                                        
6 Members of the Electronic Media Agency and Electronic Media Council, representatives of the Faculty of Political Science and GONG’s Council 
7 Media Act, Electronic Media Act, Market Competition Protection Act; Electronic Media Agency, Chamber, Croatian Competition Agency 
8 Analysis of TV market, 2013 – Ipsos Puls Agency and Electronic Media Agency 
9 Ibid 3 
10 Available here: http://www.e-mediji.hr/nakladnici/radijski_nakladnici.php  
11 Avaliable here: http://www.e-mediji.hr/files/izvjesca/Izvjesce_Hrvatskom_saboru_o_radu_VEM-a_i_AEM-a_2012_1010.pdf  

http://www.e-mediji.hr/files/repozitorij/Analiza_TV_trzista.pdf
http://www.e-mediji.hr/nakladnici/radijski_nakladnici.php
http://www.e-mediji.hr/files/izvjesca/Izvjesce_Hrvatskom_saboru_o_radu_VEM-a_i_AEM-a_2012_1010.pdf
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As Graph 2 shows ownership proportions are in favor of private ownership (67,54%), while 39 radios are 
in majority ownership of local authorities or public bodies (25%) – five of them are owned completely by 
local authority. The non-profit media include three radios owned by religious organizations and three by 
civil society organizations, yet they cannot consider being highly influential.12 Radios owned by 
educational institutions are Radio Student owned by the Faculty of Political Sciences, University of 
Zagreb and UNIDU Radio owned by the University of Dubrovnik.  
 
WHO MONITORS WHAT ON THE MEDIA MARKET? 
 
The electronic media market is monitored under regulations of the Market Competition Protection Act 
and the Electronic Media Act (EM Act). The EM Act was amended in 2011 in order to put transparency 
of media ownership under the loop. It was amended after the session of the Office of National Security 
Council when it was concluded that the legal framework must be set to prevent concession reselling and 
must ensure the disclosure of ultimate owners (natural persons).13  
 
The two bodies relevant for monitoring the electronic media market in Croatia are the Electronic Media 
Agency (EMA) and the Agency for Market Competition Protection (AMCP). The EMA is an independent 
body that is regulated under the EM Act. The Electronic Media Council (EMC) is EMA’s main body that 
has seven members appointed for a five year term by the Croatian Parliament upon the proposal of the 
Government. It has at its disposal an administrative service mandated to monitor compliance of the 
programmes of electronic media providers. EMC is also in charge of protection of the ownership 
diversity in the electronic media. Hence, the Council cannot give a concession to prospective 
concessionaires if that would conflict with the legal ownership restrictions.  
 
AMCP ensures a level playing field for all participants in the market regardless of their position, size or 
market power. It consists of the Council whose five members are appointed by the Croatian Parliament 
under recommendation of the Government. The regulations on the market competition protection, i.e. 
the Market Competition Protection Act, generally regulates the abuse of dominant position and 
incompatible concentration and represents the additional tool for the protection of plurality and 
diversity in the media sector.  
 
According to the EM Act, by January 31 of every year electronic media service providers must disclose to 
the EMC data on ownership along with the data on the percentage of shares they possess, as well as 

                                                        
12 There is one exception – Ilok ton: 50% is owned by the city, 25% by a civil society organization, 5% by a natural person and 20% by Iločki 
podrumi d.d. whose owner/s are not disclosed to the public. 
13 Index.hr: an article about this session is available here: http://www.index.hr/vijesti/clanak/josipovic-nitko-iz-politike-ne-zeli-uredjivati-
medije-kosor-moramo-znati-ime-i-prezime-vlasnika/556775.aspx  

http://www.index.hr/vijesti/clanak/josipovic-nitko-iz-politike-ne-zeli-uredjivati-medije-kosor-moramo-znati-ime-i-prezime-vlasnika/556775.aspx
http://www.index.hr/vijesti/clanak/josipovic-nitko-iz-politike-ne-zeli-uredjivati-medije-kosor-moramo-znati-ime-i-prezime-vlasnika/556775.aspx
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every change in the ownership. If a media service provider fails to comply, the EMC will forward a 
warning and if the media service provider fails again, it will be fined. Furthermore, if it fails to forward 
the information on change of its ownership structure within a deadline determined by the warning, the 
granted concession can be temporary or permanently suspended. According to the EMA’s Annual 
Report for 2012, 27 electronic media providers were warned whereupon they disclosed ownership data. 
The media service providers also have to publish the same data in the Official Gazette. This information 
is updated in the EMA Register (available online)14 on a one year basis.  
 
The EMA Register provides sufficient information who the legal or natural persons are that formally (on 
paper – nominal owners) hold shares in the electronic media service provider and not about who 
ultimately controls those shareholders and media publisher (for example, connected persons). While at 
the end of 2012 EMA introduced the new form of ownership declaration which requires elaborated data 
all the way to the natural persons, this type of form is not prescribed within the EM Act or other 
regulation nor can this data be found in the EMA register. For example, information about the 
ownership of Totalni radio is different in the EMA’s Annual Report for 2012 from the data in the 
Commercial Court Register.15 This shows a need for publishing data on the ownership structure all the 
way to the natural persons in the EMA Register as well as a need for more frequent updating of the EMA 
Register. According to the EMA’s Annual Report 2012, 23 radio broadcasters (15%), out of 151, did not 
disclose full information which includes natural persons.  
 
WHO OWNS LOCAL RADIOS? 
 
The dominant forces that shape the local radio landscape in Croatia slide between different types of 
“dependencies” (public or private) of the media. Liberalization creates more dependencies on 
commercial interests making it increasingly difficult to recognize the public role of the media in 
representing the citizens’ interests. These commercial interests mostly depend on the advertising 
revenues of local radios. Net advertising investments on both public and private radios came to €21 
million in 2012 representing approximately 12% of the overall Croatian advertising market. Major 
sectors investing in radio advertising include shopping malls, the automotive industry and 
telecommunications.16 
 
Our research has shown that out of 103 local radios with private ownership structure, 32 are owned by 
only eight people, meaning that these eight people are in the ownership structure of 1/3 of the overall 
private radio market in Croatia.  
 

Table 3 – Largest local radio owners  

Name of the owner (natural person) 
Name of the owner  

(legal person) 
Name of the local radio 

K. Knok i M. Ujevid TOTALNI RADIO 

Vanga Media centar 

Totalni FM Morski zvuk 

Radio Sisak Novi radio 

Mea media Primorski radio 

M. Ujevid Mikroval  Media Servis Radio Dalmacija 

                                                        
14 EMA Register covers data on responsible person(s) in the media service provider with its phone, address and e-mail contact, on ownership 
structure of the provider with the percentage of the shares held in the total share capital of a provider, data on their area of concession (state 
wide, county or city or municipality wide), date of the first granted concession and date of expiry of concession, web page and the „programme 
basis“ along with the contract on granted concession. 
15 EMA’s Annual Report for 2012 – Totalni radio is owned by M. Ujevid and K. Knok; Commercial Court Register – Totalni radio is owned by K. 
Knok and H. Turid 
16 Radio market in Croatia, EGTA – Association of television and radio sales houses: http://radiofocus.egta.com/market.php?Id_country=31  

http://radiofocus.egta.com/market.php?Id_country=31
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J. Majher CRATIS RETIS 

Zagorski radio 
Radiopostaja grada 
Kraljevice Porto re 

Miroslav Kraljevid  Zagorska sportska mreža 

Radio 
Brod 

Radio 
Trsat 

Zagrebački radio plavi 9  

D. Gavranid EXPRESS RADIO 

Domadi radio Novi radio Zadar 

Janus radio Otočni radio Kornati 

Mosor studio Radio Velika Gorica 

J. Hrvačid/ Narodni radio owned by I. Jurid 
Kadunid and Antena radio owned by H. Barešid 

/ Obiteljski radio  Radio Croatia 

M. Manjkas  STIL Radio Ragusa Radio Terezija 

M. Cetinski  / Studio Minsk 
Arting 
radio 

Arena radio 

E. Muminovid / 
Radiopostaja 
Nedelišde 

Matis Radio Sjeverozapad 

 
It is also important to add that from data found in the historical excerpts of the Commercial Court 
Register17 (see Table 4), one can conclude that out of these eight people, only J. Hrvačid18 and M. 
Manjkas were at a certain point during previous years, in the ownership structures of the companies 
that now own the above mentioned 23 local radios. It should be also mentioned that J- Hrvačid is also 
the president of the Croatian Association of the Radio Providers.19 Also, within the managing structure 
of these companies were at certain point during previous years two other people, I. Jurid Kadunid and H. 
Barišid, who are now co-owning two local radios together with J. Hrvačid.  
 
Table 4 – Ownership track record  

 
MULTIPLYING EFFECTS OF NETWORKING 
  
The most important impetus for local radios to associate in networks is their better positioning on the 
advertising market. In persuing their commercial interests, local radios should be accountable 
throughout the period they were contracted to operate a FM radio frequency, a limited public good. In 
2010 EMA allowed local radios to join forces in radio programme networks20, imposing certain criteria 
for the approval to associate within them. The main ones include creating their own common 
programme and having a responsible joint programme editor. From 2010, when the first national 
network of local radios, Totalni FM, was established, four additional regional networks started 

                                                        
17 Commercial Court Register: www.sudreg.hr (last accessed 25 October, 2013)  
18 It should be mentioned that J. Hrvačid is the president of the Croatian Association of Radio and Newspapers. http://www.hurin.hr/  
19 http://www.hurin.hr/  
20 Rules of procedure for approval to connect to radio/TV networks: http://www.e-mediji.hr/files/dokumenti/Pravila_-
_mreze_11_11_10_404.pdf  

http://www.sudreg.hr/
http://www.hurin.hr/
http://www.hurin.hr/
http://www.e-mediji.hr/files/dokumenti/Pravila_-_mreze_11_11_10_404.pdf
http://www.e-mediji.hr/files/dokumenti/Pravila_-_mreze_11_11_10_404.pdf


 

  7  

 

broadcasting - Jadranska mreža, RIMA, Plava mreža and Soundset. Out of the previously identified 
concentration in 32 local radios, 15 of them are connected within four out of five regional and national 
networks of local radios.  
 
According to the EMA’s Annual Report for 2012 and 2011 members of the Totalni FM network are seven 
local radios, out of which six are owned by the company Totalni radio and one is owned by the company 
Express Radio. However, data about member of Totalni FM network do not match, since seven 
members are named in the annual reports 2012 and 2011, while according to the AMCP’s decision eight 
local radios were subjected to the takeover by Totalni radio21. Members of the Plava mreža network are 
three local radios owned by the company Cratis Retis while Radio Dalmacija (owned by M. Ujevid via 
company Media servis and Mikroval) and Novi radio Zadar (owned by D. Gavranid via Express radio) are 
in the Jadranska mreža network. Within the Soundset network are Radio Ragusa and Radio Terezija, 
both owned by M. Manjkas.  
 
These unofficial concessions point to the collateral benefit identified with eight local radio owners who 
hold a dominant position on the Croatian radio market and consequently their significant influence on 
the formation of public opinion is enabled. Further research is needed considering the added value of 
networking to growth in market share and more importantly, to the effect on diversity of opinions and 
critical views.  
 
The audience reach of these types of networks is comparable to the audience reach of a radio with 
granted radio concession at the national (70% reach) and regional (60% reach) level.22 However, unlike 
radios with national or regional concession, local radios when establishing joint networks do not have to 
fulfill strict financial and technical criteria prescribed by the EM Act.23 This questions the balance of the 
overall Croatian radio market, since network associated local radios may benefit financially and in the 
audience reach.  
 

For example, although Totalni FM network has a national audience reach, each local radio does not have 
a granted concession at the national level, but local or particular regional level. Thus, each local radio 
within the Totalni FM network pays the agreed concession fee (differing on the area of the population 
span)24 that is lower than if it was paying a national concession fee (see Table 5 on comparative data on 
actual concessions and estimated fees if these local radios would be granted with national concessions). 
 

Table 5 – Comparative data on concession fees and technical equipment of local radios within Totalni FM network 

Radio service 
provider 

Duration of the 
concession 

Current annual 
concession fee 

National annual 
concession fee 

Current technical 
equipment 

Estimated technical 
equipment 

Radio Sisak 10 years 15 600,00 kn 150 000,00 kn min. 40 m² min. 200 m² 

Morski zvuk 12 years 33 800,00 kn 150 000,00 kn min. 70 m² min. 200 m² 

Mea media 10 years 15 600,00 kn 150 000,00 kn min. 40  m² min. 200 m² 

Primorski radio 11 years 26 000,00 kn 150 000,00 kn min. 40 m² min. 200 m² 

Novi radio 9 years 10 400,00 kn 150 000,00 kn min. 25 m² min. 200 m² 

Totalni FM 12 years 33 800,00 kn 150 000,00 kn min. 70 m² min. 200 m² 

Radio Velika Gorica 12 years 33 800,00 kn 150 000,00 kn min. 70 m² min. 200 m² 

Total value  169 000,00 kn 1 050 000,00 kn   

* Source - Concession contracts published online in the EMA Register/national concession fee prescribed in the Rules on liability, the amount 
and method of payment (OG 46/10)  

                                                        
21 http://www.aztn.hr/uploads/documents/odluke/TN/UPI-030-022010-02014.pdf  
22 Art. 75 of the EM Act 
23 Rules on minimal requirements for audio and audiovisual media services and register evidence www.propisi.hr/print.php?id=5706 
24Rules on liability, the amount and method of payment (OG 46/10): http://www.e-
mediji.hr/files/podzakonski/Pravilnik_o_obvezi_visini_i_nacinu_placanja_naknada_298.pdf  

http://www.e-mediji.hr/files/podzakonski/Pravilnik_o_obvezi_visini_i_nacinu_placanja_naknada_298.pdf
http://www.e-mediji.hr/files/podzakonski/Pravilnik_o_obvezi_visini_i_nacinu_placanja_naknada_298.pdf
http://www.aztn.hr/uploads/documents/odluke/TN/UPI-030-022010-02014.pdf
http://www.propisi.hr/print.php?id=5706
http://www.e-mediji.hr/files/podzakonski/Pravilnik_o_obvezi_visini_i_nacinu_placanja_naknada_298.pdf
http://www.e-mediji.hr/files/podzakonski/Pravilnik_o_obvezi_visini_i_nacinu_placanja_naknada_298.pdf
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The same applies when comparing financial obligations and audience reach between granted regional 
radio concessions and local radios associated in the regional networks – Plava mreža network and 
Soundset network (see Table 6 on comparative data on actual concessions and estimated fees if these 
local radios would be granted with regional concessions). 
  
Table 6 - Comparative data on concession fees and technical equipment of local radios within regional networks 

Radio service 
provider 

Duration of the 
concession 

Current annual 
concession fee 

Regional annual concession fee  
based on the sum of the overall area 

population span 

Current technical 
equipment 

Estimated technical 
equipment 

Soundset network   

Radio Ragusa 10 years 15 600,00 kn 17 400,00 kn min. 40 m² min. 70 m² 

Radio Terezija 9 years 10 400,00 kn 17 400,00 kn min. 25 m² min. 70 m² 

Total value  25 000,00 kn 34 800,00 kn   

Plava mreža   

Zagrebački radio 
plavi 9 

13 years 45 500,00 kn 72 800,00kn min. 80 m² 150 - 200 m² 

Zagorski radio 9 years 7 800,00 kn 72 800,00kn min. 25 m² 150 - 200 m² 

Zagorska sportska 
mreža 

9 years 7 800,00 kn 72 800,00kn min. 25 m² 150 - 200 m² 

Total value  61 100,00 kn 218 400,00 kn   

* Source - Concession contracts published online in the EMA Register/national concession fee prescribed in the Rules on liability, the amount 
and method of payment (OG 46/10)  

 
In addition, there is another problem when it comes to Soundset network. EMA states that only two 
radios are registered within Soundset25, but in EMA Register one can find six other radios owned by 
different companies or people, using the name Soundset XY.26 Furthermore, on the Soundset website 
different information can be found – Soundset network is presented as a national radio group27 (not 
national or regional radio programme network) that consists out of seven members (all aforecited 
including Soundset Kvarner) with the main purpose of sharing news programme. Gradski radio Osijek 
became part of this network (as the eighth member) in 2011. According to Soundset website data, they 
cover 85% of Croatia with a daily audience reach of 400 000 to 450 000 listeners, which means they 
have an audience reach of a radio with a national concession covering at least 70% of Croatian 
population.  
 
The network Plava mreža is actually owned by one person/family: while J. Majher owns Zagorska 
sportska mreža and Zagorski radio via Cratis retis (100%), Zagrebački radio Plavi 9 is in mixed ownership 
of J. Majher (90%) and his wife J. Lisak Majher (10% via company Maca Lm).  
 
Three local radios are actually owned by the same persons, however the ownership structure is 
consisted out of either connected persons or different companies: Hit FM (Media Communications 
Socialis 65,62%, Olimp Cro 8,33%, S. Majher 25% plus 1,05% via Dijagram nekretnine owned by S. 
Majher 20% and D. Tomica Majher 80% via DTM Grupa), Radio Ragusa (100% Miljenko Manjkas – 25% 
as a natural person and 75% via Stil) and Zagrebački radio plavi 9 (see paragraph above). This poses a 
rather indicative question about the need for such “disguised” ownership when the ultimate owner is 
the only one and the same person. 
 

                                                        
25 Radio Ragusa (owned by M. Manjkas, via company Stil in his ownership – 75% and him as a natural person – 25%) and Radio Terezija (owned 
by M. Manjkas, via company Stil – 75% and Z. Crlenjak, via Mozaik media – 25% 
26 Soundset Požega, Soundset Brod, Soundset Trsat, Soundset Krapina, Soundset Oroslavje, Soundset Plavi - EMA Register on Soundset  
27 Soundset website - www.soundset.hr/radio 

http://www.e-mediji.hr/files/podzakonski/Pravilnik_o_obvezi_visini_i_nacinu_placanja_naknada_298.pdf
http://www.e-mediji.hr/files/podzakonski/Pravilnik_o_obvezi_visini_i_nacinu_placanja_naknada_298.pdf


 

  9  

 

Within our research we have identified another set of significant data regarding a company called Media 
servis (founded in 2002). Media servis plays an important role in the radio market because it produces 
news radio programmes every hour and sells them to the local and regional radios, thus functioning as a 
news agency specialized for radio. It is also important to add that Media servis is not registered as a 
media service provider/broadcaster or news agency, but as an audiovisual production company. Via its 
owners Media servis is associated with a number of radios (see Table 3), mainly “members” of Totalni 
FM network. Out of 53 radios (cca 1/3 of overall radio market) that are members of Media servis, as 
stated on their website, 14 are connected with the eight largest radio owners (see Table 3). They 
broadcast news from Media servis as their separate programme or included in their news programmes. 
  
This way of sharing a common national news programme by local radios may have opened doors for the 
entry of more regional and/or national level with less connection to the local community and perhaps 
diminishing quantity and quality of local news and information, therefore narrowing down the choices 
before every citizen and reducing editorial diversity in local radio rooms in urban as well as in rural 
areas.  
 
Further research is needed considering the impact of these local radios’ networks on pluralism of 
content available to citizens. One way of providing an effective monitoring mechanism over broadcasted 
programmes of networked local radios, including peak periods (summer and December), would be 
monitoring of the programmes themselves, but also comparing programme schemes, if they would 
become publicly disclosed. Further analysis and data research would be necessary, but this issue 
exceeds the scope of this research.  
 
CONCLUSION 
 
Concluding from the example cases, the model of competition law test (market shares calculated on 
advertising share and audience share) and the impermissible concentration (media ownership) test do 
not sufficiently protect media content pluralism. It is important to note that there is a low transparency 
on financial information of the media publishers, especially data on audience and advertising shares.28 
Media owners are reluctant to provide this information and the actual size of the Croatian media market 
is hard to establish. In case of Totalni radio the AMCP performed market shares calculation based on the 
data researched by private marketing research agency upon the request of Totalni radio.  
 
One of the gaps of competition law is that it is unable to address internal growths. Media player, like 
Totalni radio, can use various outlets (local radios) to dominate public opinion. When discussing 
concentration trends, the size of the Croatian radio market should also be taken into account (small 
markets are often highly concentrated).  
 
The regulatory framework provides different loopholes which in the end lead to a lack of media content 
pluralism and actual dominant position of a limited number of owners on the radio market. A more 
accurate measurement of pluralism by considering various other indicators is necessary. A more 
comprehensive analysis of risks a merger creates for pluralism should be considered.29 Hence, the EMA 
should be able to assess impermissible concentration not only from the ownership perspective, but also 
from the audience shares perspective by translating market shares expressed in terms of sales.  

                                                        
28 Media publishers must submit annual reports on their media business operations (including revenue and market share) to the Croatian 
Chamber of Economy by 30 April each year. Media publishers must forward information on their revenue and market share of the advertising 
market as well as data on advertisers or marketing agencies through which more than 10% of the media publisher’s annual marketing profits 
were realized.  
29 The regulatory quest for free and independent media, F. Cafaggi, F. Casarosa and T. Prosser, European University Institute, July 2012 
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A more desirable outcome would be to empower the EMA with the competences to oversee mergers 
and apply media pluralism tests, assessing whether the merger would bring about any change in the 
existing level of content pluralism. The AMCP when performing the competition law test in order to 
measure the degree of market power, should be able to precisely define the media market what would 
not result in figures on market shares being calculated in an arbitrary manner. A better cooperation 
defined by law between EMC and AMCP would result in a qualitative media pluralism test.  
 
These conclusions may also contribute to the process of public consultations on the future Croatian 
Media Strategy.  
 
RECOMMENDATIONS  
 
More effective implementation of legal obligations on media ownership transparency 

 data on ownership structure should be easily accessible in a centralized register – 
without need to cross-reference with other registers (e.g. Commercial Court Register) 

 information in the register should be regularly updated (e.g. within 15 days after the 
media service provider delivers data to EMA) 

 when performing mergers, the media service provider should, immediately/within 15 
days after the conclusion of the contract, deliver data on changed ownership structure 
to the EMA 

 the EMA’s new form for ownership declaration (all the way to the natural persons) 
should be obligatory  

 if an owner is a civil society organization, religious association, public company, 
government unit etc., data should contain information on the president/director/key 
executive manager/head of management board etc. 

 data should be reusable and in open format according to the Freedom of Information 
Act  

 data on media ownership should also be available on the website of a media outlet 
 

Promotion of stronger transparency standards  

 publication of programme schemes and their updates  

 access to data on ownership structures all the way to the level of natural persons with 
the possibility of being fined or withdrawal of concession 

 media owners should disclose their interests in other media companies and in non-
media companies (e.g. co-ownership/connected person/family affiliations) 

 media owners should disclose positions held in a political party, a religious association 
or employment as a public official 

 business reports, including data on market and audience shares and advertising 
revenues, should be directly delivered to the EMA, instead of the Croatian Chamber of 
Economy  

 sources of revenue – media companies should prepare their financial accounts and 
audit reports in sufficient detail to be able to identify possible sources of influence over 
media content 

 
Improvement of monitoring programme compliance of radio broadcasters by EMA 

 impermissible concentration regarding ownership structure should be based on natural 
persons  
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 contracts between local radios joining programme networks should be publicly available 
in the EMA register (with detailed information about the network programme editor, 
network programme scheme) 

 after being granted a concession or joining a network, radio broadcasters should be 
obliged to report to the EMA on fulfilling contractual obligations and the programme 
scheme with possibility of sanctions and concession withdrawal  

 if test on impermissible concentration and competition law test are satisfied, the EMA 
should be able to use an additional regulatory mechanism - a media content pluralism 
test - when a particular media merger raises possible risks for impaired media pluralism 

 


