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Recommend removing zero-rating

* Ministry of Finance:
« NOU 2022:20 Et helhetlig skattesystem

« NOU 2019:11 Enklere merverdiavgift med
én sats

« NOU 2007:8 En vurdering av saeravgiftene
 NOU 2003:9 Skatteutvalget

 NOU 1993:8 Bar merverdiavgiften
differensieres?

« NOU 1991:30 Forbedret merverdiavgiftsiov
* Ministry of Culture:
 NOU 2008:7 Kulturmomsutvalget

Media VAT rate debate in Norway

Recommend maintaining zero-rating

* Ministry of Culture:

NOU 2017:7 Det norske mediemangfoldet

NOU 2010:14 Lett a komme til orde, vanskelig a bli
hort — en moderne mediestotte

NOU 2000:15 Pressestotte ved tusenarsskiftet
NOU 1995:3 Mangfold i media

NOU1988:36 Om eierforhold i dagspressen
NOU 1983:3 Massemedier og mediepolitikk

e Ministry of Government Administration and Consumer
Affairs:

NOU 1982:44 Pressestotten — mal og midler

* Ministry of Finance:

NOU 1975:67 Merverdiavgiftssystemet



Political slant matter for consumer’s media choices
Gentzkow and Shapiro (2006, 2008, 2010)

Far-left | Center I Far-right

The Guardian The Times



Assumption: Covered market
Kind et al. (2013); Foros et al. (2019)
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The Guardian The Times



Some consumers are multihoming
Foros et al. (2019)

Far-left | | Center | I Far-right

The Guardian The Times



There are also people located in the hinterlands (fringes)
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The Guardian The Times



Model

Dyskeland and Foros (2023); Foros et al. (2019)
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Uncovered Market
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Conclusion

Policy dilemma

* VAT rate reductions may lead to higher prices

 Unit subsidies lead to lower price levels

e VAT rate reductions and unit subsidies increases incentive for exclusive
content over non-exclusive content

* Potentially large differences in market response between print and digital
news markets



