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Agenda Schibsted CMD 2007

• Kjell Aamot

• Birger Magnus

• Gunnar Strömblad

• Sverre Munck

• Terje Seljeseth

• Anna Vegerfors

• Trond Berger

• Kjell Aamot

Speaker Title

• Market trends and strategy update

• Norway

• Sweden

• International

• Growth opportunities online classifieds

• New concepts online newspapers

• Finance

• Outlook



3

AGENDA

Market trends and strategy update

Norway

Sweden

International

Growth opportunities online classifieds

New concepts online newspapers

Finance

Outlook



4

Schibsted 1839 – 1992

Schibsted Forlagene
Publishing house

Aftenposten
Morning newspaper

Verdens Gang
Evening newspaper

1839 

1860

1966
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Schibsted is in a growth phase

1992 1996 2000 2006

IPO; 
desired 
growth

New vision; 
First 

international 
move

Int growth; 
greenfields

and 
acquisitions 

Online 
push 

Launch 
of 20 min 

http://www.lacentrale.fr/
http://www.infojobs.net/index.htm
http://www.segundamano.es/
http://www.finn.no/finn/?WT.svl=headerleftlogo


6

A group that fosters 
democracy and 
diversity through 
integrity and editorial 
independence.

A listed company 
giving competitive 
financial
returns based on a 
sound balance 
sheet.

A broad media 
group which 
conveys important, 
useful and 
entertaining content.

A knowledge-based 
group whose core 
resources are 
strong brand and 
highly qualified 
employees.Sc
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Columns

A leading group 
in Europe 
In developing 
talent, loaders, 
employees and 
creative 
organisations 
embracing 
continuous 
improvement.

Organisation
A leading group 
in Europe
in understanding 
changes in 
media usage and 
applying this 
knowledge in 
developing 
traditional and 
new media.

Market

A group 
with an open, 
including 
culture 
hallmarked by 
efficient 
cooperation 
and strong 
local 
entrepreneur 
ship.

Group 
development

FinanceGrowth

Europe's most 
innovative 
media group, 
founded on 
strong brands.

A leading 
media group 
in Europe 
with regard to 
long-term 
financial 
returns and 
risk 
management.

Schibsted will be 
the most attractive media group in Europe 

through people who dare, who challenge and who create!
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Continued growth in new areas through 
development of core activities

Strong Brands
Content
Know-how
Marketing Capacity
Strong Cash Flow
Execution Skills

• Newspapers
• TV Production
• Publishing
• Film Rights

• Internet

• Online 

newspapers

Offline 
positions

Online 
platforms

• Classifieds/search
• Rich media
• Mobile
• Communities
• Etc.

Media houses

1995 2006

New business 
opportunities

New countries
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Growth prioritized through media houses 
in key markets

1. Home markets:
Norway
Sweden
Estonia

2. New home markets:
Spain
France
Lithuania

High market share in few channels
Growing products
(free sheets, online newspapers, classifieds)

3. Leverage on leading 
edge competence and 
market development:
Italy
Austria
Russia
Singapore
LatAm

Low market share
Portfolio administration  – potential 
divestments or further development of 
assets

High market share in several channels
New products and channels
(search, mobile platforms)

Priority
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The building of strong media houses is key
Sweden example
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Increased share of media consumption 
during the day 

0%

10%

20%

30%

40%

50%

60%

70%

80%

Före 8.00 8.00-12.00 12.00-17.00 17.00-19.00 19.00-22.00 Efter 22.00

Morgontidning Kvällstidning TV Internet GratistidningPaid daily Tabloid Free dailyTV Online

Mobile

Web-TV

Travel

Sports
VOD

><



11

Crosslink is key 

E24.se

Jobb24.se
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Utilizing size take 1; 
proven concepts boosting new initiatives 

#1 directory 
service in 
Sweden
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Direct hits (+ search engines)Traffic: 840,000 weekly users Traffic: 2,200,000 weekly users

Goal: 350,000 weekly users

12 %

26 %

62 %

Result: 566,000 weekly users

Utilizing size take 2; 
proven concepts boosting new initiatives 

Source: TNS Gallup



14

E24 the largest business news site in Norway in 
an instant

Source: TNS Gallup
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Some trends we are watching

• People want to contribute their own content

• Many-to-many communication
Social media

Long tail

Web-TV

• Verticalization of the web

• Niche media

• Broadcast TV declining

• Web-TV increasing
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Users want to contribute in all channels

Blogs on serious topics

Home made videos

On-site journalism

Video ads



Social media drives impressions

1. VG 2.3

2. MSN 2.0

3. Startsiden 1.8

4. Dagbladet 1.8

5. FINN 1.2

6. Gule Sider 1.2

7. TV2 Nettavisen 1.1

8. Kvasir 0.9

9. Aftenposten 0.9

10. SOL 0.7

1. VG 168

2. FINN 130

3. Dagbladet 69

4. MSN 52

5. Startsiden 38

6. TV2 Nettavisen 20

7. Gule Sider 19

8. SOL 16

9. Aftenposten 12

10. Kvasir 11

• Nettby has lifted VG to no.1 position

• Nettby had ~0.4 million unique visitors in week 11 and, 113 million 
page impressions

• Finn as a social media: 80% of visitors to FINN’s real estate did not 
plan to buy or sell

Million unique visitors Million page impressions



18

Some trends we are watching

• People want to contribute their own content

• Many-to-many communication
Social media

Long tail

Web-TV

• Verticalization of the web

• Niche media

• Broadcast TV declining

• Web-TV increasing
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Activity on the web is growing in the tail

• Large front-pages • Vertical leaders • The tail



The tail – Norwegian interest in Samurais?

Groups on Nettby

VG Blog

FINN Classifieds

Sesam search
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Effective advertising?
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Development in online advertising

Traditional
banner ads

Pay per click
(PPC)

Pay per 
transaction

Time limited 
advertising

Advertisers
pay per page

view
• Schibsted will be 

able to capitalize
on increased
number of visits

• Advertising will
be a variable 
cost for 
advertisers
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Some trends we are watching

• People want to contribute their own content

• Many-to-many communication
Social media

Long tail

Web-TV
• Broadcast TV declining

• Web-TV increasing

• Verticalization of the web

• Niche media
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Norwegians are spending less time watching TV

Important group for advertisers sees 
largest decline
Percentage decrease in time spent per 
day viewing TV (age: 30-39 y)

Time spent decreased in 2006 and this
trend continues into 2007
Percentage decrease in time spent per 
day viewing TV

Source: TNS Gallup

- 10.2%
- 5.5%

Jan./Feb. 06-07YoY 05-06

- 19%

Jan./Feb. 06-07



Source: Aftonbladet.se, VG Nett, Mediavision

Web-TV sees large growth in traffic
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• Unique visitors to Aftonbladet.se web-TV has increased with 87% the last year

• Aftonbladet.se reaches 44% of all Swedish web-TV viewers and show 4 million videos every week

• VG Nett shows above 1.5 million videos every week

Unique visitors per month Unique visitors per week



Web-TV is viewed in the afternoon

Aftonbladet.se Web-TV, December 2006
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Source: SVTi, Aftonbladet, MMS
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Most common material
News (49 %)

Skits/humour (14 %)

Most demanded material
News (45 %)

Sports (16 %)

Percentage that think they will watch more web-TV in 6 months 28 % of web-TV viewers

Percentage that watch less traditional TV because of web-TV 15 % of web-TV viewers
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Good start of the year for online and print

6

6.6

24.9

-1.9

Total

Daily press

Internet

Source: Mediebyråenes Internesseorganisasjon as of 28 February 2007

Growth in advertising revenue through Norwegian media agency in %
January and February 2007

• Continued strong 
growth online

• Good start of the 
year for print ads TV
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Charles Darwin

”It is not the strongest of the species that 
survive, nor the most intelligent, 

but the one most responsive to change.”

‘Survival of the fittest’
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A group that fosters 
democracy and 
diversity through 
integrity and editorial 
independence.

A listed company 
giving competitive 

financial
returns based on a 

sound balance 
sheet.

A broad media 
group which 

conveys important, 
useful and 

entertaining content.

A knowledge-based 
group whose core 

resources are 
strong brand and 
highly qualified 
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Columns

A leading group 
in Europe 
In developing 
talent, loaders, 
employees and 
creative 
organisations 
embracing 
continuous 
improvement.

Organisation
A leading group 
in Europe
in understanding 
changes in 
media usage and 
applying this 
knowledge in 
developing 
traditional and 
new media.

Market

A group 
with an open, 
including 
culture 
hallmarked by 
efficient 
cooperation 
and strong 
local 
entrepreneur 
ship.

Group 
development

FinanceGrowth

Europe's most 
innovative 
media group, 
founded on 
strong brands.

A leading 
media group 
in Europe 
with regard to 
long-term 
financial 
returns and 
risk 
management.

Schibsted will be 
the most attractive media group in Europe 

through people who dare, who challenge and who create!



”EUROPEAN BEST PRACTICE”
From foilware to action

• WHO IS NO. 1?

• HOW GOOD ARE WE?

• HOW CAN WE BECOME THE BEST?

EXTENSIVE 
AND 

PRACTICAL
WORK







WHAT ARE WE DOING 8 MONTHS AFTER?

TOP TEAMS - EXTERNAL COACHING
- LEADERSHIP CRITERIAS DEVELOPED
- 360 FEEDBACK + GPW
- SCHIBSTED CALENDER & BUSINESS REVIEW

SALES - HIRE & FIRE
- TRAINEEPROGRAM
- EXTENSIVE TRAINING
- NEW PRODUCTS
- SCHIBSTED SALE AWARDS

INNOVATION & 
CONTINOUS IMPROVEMENT - 4 PILOTS TO LEARN ENGAGING TECHNOLOGIES

- MORE SYSTEMATIC NETWORKING

MARKET INSIGHT - SEGMENTATION MODELS
- DIFFERENTIATED PROGRAMS
- ANNA KIRAH

EXAMPLES



STRATEGIC PROJECTS/ISSUES 2007

3. Living pictures

2. Print

7. 360* (m
ultichannel)

8. ”B
ank of Schibsted”

4 Online papers

6. Search/Classifieds

5. Mobile

9. O
nline ad

platform

1. C
onsum

erinsight
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State of the Norwegian ad market
Y-on-y growth in percent

Source: IRM March 2007

7% 8%

32%

9%

Daily  press TV Internet Total

Q4

• Strong cycle in 
Norway 

• Strong growth 
particularly online

6%
9%

42%

6%

Daily  press TV Internet Total

2006
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• Cost reductions according to plan

• Staff reduced with 90 employees

• Staff reduction finalized earlier than anticipated

• Improved circulation situation so far in 2007 

• Good ad revenue growth so far in 2007

• Product development to stabilize circulation and 
develop new revenues 

Improved performance
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1371 1323 1242 1215 1158 1142 1136 1126 1118 1082 1028 998 981 927 848 804

79 143 185 203 213 221 259 285 306 334 375 410
446 449

70
123 179 199 222 239 278 315 358 417

491 540 616 666

Readership on- and offline

97/2

1,393

Source: Gallup – 96/97 represents Forbruker & Media 02/97

Only online version
Both
Only paper version

Daily readership, thousands

98/2 99/2 00/2 01/2 02/1 02/2 03/1 04/1 04/2 05/1 05/2 06/1 06/2 07/103/2

1,403
1,391 1,481 1,522 1,543 1,571 1,586

1,655 1,683
1,692

1,748 1,847 1,877 1,910 1,919
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Financials 1998 – 2006
NOK millions
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-110% -120%

NOK millions

-65% -93%
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-15%

12%
29%

42%
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Few dark skies

• Good growth both in ad revenues and other revenues 

• Operating margin expected to remain stable in 2007

• Experiments to capitalize on traffic with new pricing models for brand 
advertising

• Top banner shared by two advertisers per 24 h – price increases more easily 
accepted

• Strong growth for Nettby – community launched in September 2006

• Good potential for advertising slots sold per demography and priced per 
impression 

• Snutter.no launched in February – users publish own videos

• Increased acceptance for web-TV
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• Slight decline in circulation for the morning edition

• Good results on the advertising side 

• Continued strong growth in recruitment advertising 

• Growth in real estate advertising

• Cost increase expected in 2007 

• Increased volume costs and higher activity level

• Continued revenue growth and strengthened position for 
Aftenposten.no

Good situation for the print 
newspaper



15

Good prospects for E24.no 

• E24.no is the largest business news site in Norway

• The long term ambition is to become the largest player within 
business news in Norway – regardless of media platform

• Break even to be reached in 2007

• Good advertising sales in 2007

• Now 20 full time employees 
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Strong outlook for FINN

• Strong volume growth within all verticals so far in 2007

• Recruitment 57 %

• Real estate 22 %

• Cars 13 %

• Torget 73 %

• Good growth in brand advertising expected to continue in 2007

• Strong growth expected for FINN Torget (general merchandise)

• Finn Reise the largest travel site in Norway

• Strong ad sales expected

• Will contribute negatively in 2007 due to extra marketing and start up costs

• Potential price increases for certain verticals over time
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Time

Development Vision

Experience and knowledge 
(learning loops)

“Launch and learn”

Development of:  
• Cost
• Organisation
• Product
• Technology   
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FINN is a Great Place to Work 2007

• Management is competent at leading the company - 91% (92%)

• There are good and unique personnel offerings – 83% (88%)

• Everybody has an opportunity for extra reward – 88% (86%)

• I feel important at work – 86% (91%)

• Coworkers care for each others – 97% (89%)

• Promotion goes to those that deserve it the most – 83% (80%)

• FINN is a fun place to work – 91% (90%)

• All in all FINN is a great place to work – 95% (94%)

FINN rewarded number 3 out of 59 Norwegian companies

Note: Great Place to Work is an international survey on work environment. In Norway 9,000 employees in 50 companies have 
responded. Top 100 in Europe 2006 in ()
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Why Schibsted goes for search

• Online ad market is growing fast – search and directories make up an 
increasing share of total market

• In the short term directories will contribute with most of the revenues –
represent a substantial market where Schibsted has no prior position

• In the longer term search words and pay per click will be important

• International giants dominate the search market and may expand into other 
online services

• Among Schibsted’s competitive advantages are knowledge of local market, 
valuable content and strong online positions

• Sesam.no launched 1 November 2005

• Sesam.se launched autumn 2006
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– Integrate product more closely with other Schibsted products

• More relevant for users
• Generate more traffic

– Continued improvement of quality for searches

– Strengthen organisation

Several measures will be taken to improve 
position and performance



Media Norge – Brief update

Capital Markets Day
Stockholm 
March, 28th 2007
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“Media Norge” will merge the ownership of the 
newspapers

Media Norge ASA

100 %
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Newspaper readership among youths in Norway 
(18-24 year olds) Index

Kilde: Gallup, Forbruker og Media
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Media Norge – an offensive effort to create 
Norwegian winners in a digital future

WEB-TV

MOBILE
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“Media Norge” – Regional diversity on a strong       
publicity platform

” Media Norge aims to become the leading 
media company in Norway –
characterised by capacity for innovation 
and the systematic development of new 
products in all available channels – both 
regionally and nationally”
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The five media houses have estimated the total 
synergies to more than NOK 200 million
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Media Norge will be a listed subsidiary of Schibsted

– The most important media company in Norway

– Schibsted’s ownership will be limited to 50.1% the first two years, and 65% 
the following 5 years. Schibsted will have to seats at the board of directors, 
including the chairman the first two years.

– Arm’s length and agreement on cooperation between Schibsted on Media
Norge:

– New media 
– Competence, talent and organisational development
– Business development
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”Media Norge” will have a strong relationship with 
Schibsted

Business 
development

New media

Organization and 
competence 
development

”Media Norge”
and Schibsted will 
have a strong and 
open relationship

The companies 
will build up 
common 
competences

Common trainee program?
Coordinated career opportunities
Common training programs

• Information and competence sharing
• Common projects on key strategic areas
• Common strategy discussions on senior 

management level

• Product and content development 
• Drive new products launches
• Technology sharing
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The four mergers are implemented concurrently 

Approval from the Norwegian Competition Authority and the 
Norwegian Media Authority

Approval of listing on Oslo Stock Exchange

None of the parties is in material breach of the merger plan

Necessary consents from relevant contracting parties on terms that will 
have no material negative impact on the financial position of continued 
operations of Media Norge

Conditions for the implementation of the merger

1

2

3

4

5
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Potential time line – “Media Norge”

JUNE-AUGUST: Consent from Norwegian authorities?

AUGUST: Recruitment of CEO and top team.

OCTOBER: The creation of the new group
Listing on Oslo Stock Exchange
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Potential for substantial value increase 
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1) EV/EBITDA 2005 for Schibsted, Bergens Tidende, Fædrelandsvennen, and Stavanger Aftenblad
2) Based on peer group used by the Kaupthing equity research department (17 Jan 07)
3) Based on an offer from Schibsted of NOK 500 million for the entire operation

Schibsted

The pricing of the media houses before the 
Media Norge announcement was substantially 
lower than for comparable companies.

3)



1

AGENDA

Market trends and strategy update

Norway

Sweden

International

Growth opportunities online classifieds

New concepts online newspapers

Finance

Outlook



2

AGENDA SWEDEN

Update per business area

Strategy Sweden
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Growth in Swedish total ad market
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Expected growth in 2007 
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Update Aftonbladet group

• Print ads – about level with 2006
• Circulation – down 3.6% ack February
• Internet ads – weaker growth than expected
• Several new internet initiatives, local news, video clips
• Hitta.se – according to plan, new SMS service implemented – now more 

traffic than Eniro
• Teleadress – in the black
• TV7 – early days, slow ad sales
• PunktSE – readership on track but very slow ad sales, though competition
• Blocket - continued growth, looking good
• Prisjakt – small business but in the black
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Aftonbladet, monthly increase/decrease
circulation
Thousand copies
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Aftonbladet and Expressen, circulation
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Strong potential for Hitta.se

• Considerable Swedish directories market migrating online
• Print directories market of SEK 2 billion in 2006 - decline of 1% 
• Online directories and classifieds market of SEK 900 million in 2006 -

growth of 18%
• Hitta reached 105% of Eniro’s traffic in week 11
• Focus on building a strong sales force
• Expected strong sales growth in 2007
• Break-even expected by the end of 2007

Source:  IRM Sweden, Kiaindex
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Update Svenska Dagbladet Group

• Highest circulation increase in Sweden in 2006 (again)
• Increased market share in principal market Stockholm (again) both

circulation and advertising
• Best ever profit in 2006

Q1 update:
• Print ads - strong growth and continued increase in market share
• Circulation – above 200,000 - level with 2006
• Internet ads – almost 100% increase
• E24: No. 1 business site, by far
• SvD more traffic than Dagens Nyheter
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SvD – share of readers in Stockholm vs 
Dagens Nyheter
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Development E24.se vs. DI.se

Source: Kiaindex – Insight XE and SiteCensus
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2006: Revenues SEK 39 million, EBITDA SEK 6 million



13

Slow start 2007

• Fraud investigation – isolated to four indiviuals, no major damage to business 
relations

• New management in place – strategy in process to be revised – focus on core

• The Nordic production market is still strong due to more channels and continued 
good business climate

Update Q1:

• Slow start 2006, no production of Big Brother, except Finland

• Stronger backlog in Norway, Denmark and Finland
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On track

• 2006 another year of change – cinemas in Denmark and Finland sold

• Schibsted bought remaining 50% of shares

• Operating profit (EBITA) in 2007 of NOK 12 million (NOK -7 million)

Update Q1:

• 2007 started slightly better than plan

• Online sales of motion pictures in cooperation with VG starting mid 
2007
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Aspiro in Brief

• The Nordic/Baltic region’s market leader in distributing mobile 
content services 

• Net sales 2006: SEK 447.8 (407.9) million
• EBITDA 2006: SEK 63.5 (35.6) million
• Head office in Sweden, operating headquarter in Oslo
• Local presence in Norway, Denmark, Finland, Luxembourg, 

Estonia, Latvia and Lithuania
• Market cap. 21 March: approx. SEK 493 million
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Outlook for Aspiro

• Secure the very strong market position within content download 
services – with retained high profitability

• Expected strong growth the coming years within the new service 
segments mobile-TV, music, search services and mobile marketing –
will reduce year-2007 EBITDA of SEK 15-25 million
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AGENDA SWEDEN

Update per business area

Strategy Sweden
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Schibsted – the largest and leading “media mall” in Sweden

Schibsted Sweden 2007
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Schibsted Sverige 2007

We shall use our combined strength 
and create smart solutions
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Source: Orvesto – SIFO Research International
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The media house strategy creates a unique reach
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Hitta vs. Eniro
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Our online position is unique
week. 10 (* week 8), unique visitors, millions

1. MSN.se 5,9
2. Aftonbladet.se 4,0*
3. Blocket.se 2,9*
4. Hitta 2,3
5. Eniro.se (yellow pages) 2,2
6. Expressen 1,9*
7. Tidningsnatet Network 1,5
8. SvD Nya Medier 1,3
9. SVT.se 1,2
10. DN.se 1,0
11. Tradera.com 1,0*
……….
17. E24.se 0,8
…………
21. Di.se 0,7
22. Svd.se 0,6

35% of top 20 traffic

Note: SvD Nya Medier Network includes N24.se and Svd.se
Source. Kiaindex – Insight XE and SiteCensus



23

Ten years ago we were a newspaper company
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We have gradually developed the media house strategy
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Competition is speeding up! 
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We shall focus on 4 strategic areas

1. Consumer insight 2. Media channels 3. Verticals 4. Regions
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1. Consumer insight 2. Media channels 3. Verticals 4. Regions

Understanding new media behavior
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Consumer Insight - always the consumer perspective

Tasteline
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Metronome
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Söndag

Sportbladet
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TV
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TV i veckan
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DVD/Video
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1. Consumer insight 2. Media channels 3. Verticals 4. Regions

Live images in all channels

http://www.aftonbladet.se/vss/tv/avd/0,4050,3301,00.html
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Our main challenge

1.More live images in existing online channels

2.New services and brands

3.Entering new areas

Active

Passive

Free Pay

? ?
?

?

? ?

?
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Web-TV clip

750,000 unique visitors per week
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Concept example 1: Niche channels
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Concept example 2: Video On Demand
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1. Consumer insight 2. Media channels 3. Verticals 4. Regions

Mobile - develop platforms together

Platforms for increased 
functionality and lower cost
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1. Consumer insight 2. Media channels 3. Verticals 4. Regions

Verticals and 360
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360 – news themes in all channels
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Verticals – tailored content in all channels

Personal
economy



38

1. Consumer insight 2. Media channels 3. Verticals 4. Regions

Regions

Stockholm – Göteborg - Malmö
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60 % of advertising is outside Stockholm area 

North
1 437 Mkr

West
2 551 Mkr

South
1 762 Mkr

Stockholm area
4 748 Mkr

East
1 434 Mkr

Källa: Svensk Reklammarknad 2004 (IRM)
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Punkt SE
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Local online news
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Thank you for listening

Questions?

http://go.sesam.se/go/s/category=results;pos=2/http://www.osteraker.se/miljo/faq.html
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AGENDA INTERNATIONAL

Overview

Status International Classifieds and 20 Minutes

Country by country presence

Rationale for international expansion

Priorities for 2007



Schibsted Classifieds
Kick Off
March 18 – 23, 2007
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A Brief Overview – simple facts…

• In this room we have represented:

16 countries

The leading print newspaper in 5 countries

The leading online newspaper in 2 countries

The leader in jobs classifieds in 3 countries

The leader in cars classifieds in 7 countries

The leader in real estate classifieds in 4 countries

The biggest online classifieds portal in 7 countries
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A Brief Overview – in a different view…

• In this room we have represented:

The country where people have the most pets per capita

The only country where chewing gum is prohibited

Two countries where only the government can sell liquor

Countries where the biggest newspaper is for free

Countries where the biggest newspaper is paid for

Countries where the biggest newspaper is an internet newspaper

…we are a pretty interesting group!



6

What can Schibsted online classifieds bring 19/03/07?

• 2.9 million classified ads
…among these:

• 600,000 cars

• 850,000 homes

• 270,000 vacant jobs

…approximately 3,800 red Alfa Romeos

….approximately 95,000 two-bedroom apartments with newly decorated kitchen

….approximately 2,900 Java developer jobs
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Overview Schibsted International

Spain/France
20 Minutes – free newspaper, online 
newspaper 
Classifieds – print and online

Spain/France
20 Minutes – free newspaper, online 
newspaper 
Classifieds – print and online

Latin America/Italy/Switzerland
Classifieds  –print and online
Latin America/Italy/Switzerland
Classifieds  –print and online

Estonia
Eesti Meedia – media group
”City paper” – free sheet
Kanal 2 – commercial TV channel
A. K. – magazine group
soov.es – classified ads print and online

Estonia
Eesti Meedia – media group
”City paper” – free sheet
Kanal 2 – commercial TV channel
A. K. – magazine group
soov.es – classified ads print and online

Latvia/Lithuania
ZLG – magazines and newspaper
L.T. – newspaper
15 Minutes – free newspaper
Autoplius – classified ads online

Latvia/Lithuania
ZLG – magazines and newspaper
L.T. – newspaper
15 Minutes – free newspaper
Autoplius – classified ads online

Austria (50/50 JV) 
Willhaben.at – classified ads online
Austria (50/50 JV) 
Willhaben.at – classified ads online

Russia
Moi rayon – free newspaper in St. 
Petersburg and Moscow

Russia
Moi rayon – free newspaper in St. 
Petersburg and Moscow

Slovenia (through willhaben) 
Bolha.com – classified ads online
Slovenia (through willhaben) 
Bolha.com – classified ads onlineSouth East Asia 

2 JV’s with Singapore Press Holdings under 
establishment:
-Directory and search in Singapore
-Classifieds and directory in Region

South East Asia 
2 JV’s with Singapore Press Holdings under 
establishment:
-Directory and search in Singapore
-Classifieds and directory in Region
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Revenues and employees per country

• Spain

• Estonia

• Latin America

• France

• Italy

• Lithuania

• Russia

• Switzerland

• Austria

• Slovenia

• Total

Country No. of employees Revenues (NOK million)

• 1,534

• 966

• 462

• 296

• 228

• 260

• 160

• 14

• 11

• 1

• 3,932

• 738

• 444

• 60

• 315

• 98

• 60

• 6

• 7

• 3

• 1

• 1,735
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Status International Classifieds (former Trader)

• Rapid revenue decline on print, good revenue growth online

• Strong revenue growth for Infojobs and other Spanish online assets

• Satisfactory development in France – merger preparations on track

• Weak development in Italy – measures are taken

• Pruning of print portfolio continues

Status Q1 2007
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Good results in Spain, slightly below
expectations in France for 20 Minutes

• Consolidates position as leading general newspaper in Spain

• Strong revenue growth and increased market share so far in 2007

• Improved operating result for print edition in 2007

• Continued efforts to build online position

• Online display ads emerging growth area

• Growth in readership of 14.6% since September 2006

• High growth among readers aged 15 to 34 and women

• Slow advertising growth for print edition so far in 2007

• Improved operating result for print edition in 2007

• Increased efforts to build online position - new version launched 15 March

• Growth in French online brand advertising market of 48% in 2006

Source: TNS Media Intelligence, EPIQ, EMG
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Austria

Estonia

France

Italy

Latin America

Lithuania

Russia

Slovenia

Spain

Schibsted’s International positions: 
Cast (in alphabetical order)
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Austria

U n iq u e  Vis ito rs  &  Vis its  

0

3 0 0 0 0

6 0 0 0 0

9 0 0 0 0

1 2 0 0 0 0

1 5 0 0 0 0

1 8 0 0 0 0

1 4 7 1 0 1 3 1 6 1 9 2 2 2 5 2 8 3 1 3 4 3 7 4 0 4 3 4 6 4 9 5 2

Un iq u e  V is ito rs  2 0 0 6 V is its  2 0 0 6 Un iq u e  V is ito r s  2 0 0 7 V is its  2 0 0 7

• Willhaben launched Christmas 2005

• Joint Venture between Schibsted and 
Styria Medien

• Only complete marketplace online in 
Austria with jobs, real estate, cars and 
general merchandise

• Strong growth in traffic and content

Source: Nedstat Siteview

(Week)
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Estonia

• Strong growth in Estonian ad market expected to continue 

• Eesti Media group has leading positions within newspapers, classifieds, radio and TV

• Kanal 2 consolidates position as the leading TV channel – strong improvement in 
operating profit

• Focus on moving print positions online – good growth in unique visitors

http://www.eestimeedia.ee/?lang=ee
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France: 20 Minutes is the
most read general newspaper

2 160

1 851

1 686

1 592

1 186

Overall readership

READERSHIP, March 2007 [thsd readers]

Penetration (%)

Source: EPIQ ,TNS Sofres Total population 49,322,000 aged 15 or older

4,4

3,8

3,4

3,2

2,4

http://www.leparisien.fr/home/index.htm
http://www.lemonde.fr/web/sequence/0,2-3208,1-0,0.html
http://www.lefigaro.fr/
http://www.leparisien.fr/home/index.htm
http://www.lemonde.fr/web/sequence/0,2-3208,1-0,0.html
http://www.lefigaro.fr/
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France: 20 Minutes online 
relaunched

Source: Nielsen Netratings

• New online version launched on 15 March - same concept as in Spain

• Expected continued good growth in unique visitors

Unique monthly visitors (1000)
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France: Strengthened position in 
classifieds

• No. 1 French online car classified ads site and no. 1 French car 
editorial and forum site just merged - strong resulting no. 1 position 

• Schibsted and SPIR have a long cooperation history through 20 
minutes and LeBonCoin

Unique IPs/day (Weekly average) LeBonCoin
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• Blocket copy, no. 3 generalist 
classified ads site in France

• Fastest growing generalist 
classifieds ads site in France

• Strong growth in traffic and 
content

Source: UIPS/day, sitecentric system

http://www.lacentrale.fr/
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Italy: Strong position in classifieds

Secondamano; Unique Audience
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• Secondamano is Italy’s oldest and biggest 
classifieds market online and offline

• Secondamano’s brand recognition in Northern Italy is 
96%

• New platform and major marketing push in Q2 

• The newest member of the family and probably the 
fastest growing one!

• Blocket copy Subito launched January 2007

• Infojobs.net no.1 recruitment site in Italy – passed Monster autumn 2006

• 1.5 million unique monthly visitors in November

Source: SiteCensus cookie-based
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Mexico:

Argentina:

• 3 web sites with combined total of 
530,000 unique visitors in January, 
plus publications offline

• Main brand is Segundamano Mexico

Colombia:

Venezuela:
• 3 web sites with combined total of 
490,000 unique visitors in January, 
plus publications offline

• Leader in cars and generalist

• Market leader offline real estate 
classifieds + 3 web sites with combined 
total of 180,000 U.V

• Main brand is Segundamano Colombia

• 3 web sites with combined total of 
50,000 unique visitors in January, plus 
publications offline

Brazil:
• Infojobs Brazil: 496,000 unique visitors in January, strong growth

• Balcao.com (Generalist on Segundamano platform) 411,000 unique visitors in January

Latin America

Source: SiteCensus cookie-based
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Lithuania
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Unique users, September 2006

• Zmones – weekly magazine with highest circulation and 
139,000 sold copies

• Laima – magazine

• L.T. – tabloid newspaper with circulation of 20,000

• 15 Minutes - free newspaper

• Operating loss from L.T and 15 Minutes so far in 2007

• L. T. to be closed down if figures not in black within short
time

• Autoplius clear leader in car classifieds online

• Ambition is to take the leading position in real 
estate with Domuplius

Source: Gemius

http://www.autoplius.lt/
http://www.domoplius.lt/
http://www.15min.lt/lit/I_pradzia
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Russia
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• Moi Rayon (My Neighbourhood) - network of free sheets in St. Petersburg (from 2003) and 
Moscow (from 2006)

• Total circulation of 780,000 and readership of 1,200,000 (no official statistics from Moscow yet)

• The number one newspaper in St. Petersburg, aims at top 3 in Moscow within a year

• Schibsted acquired 66.7% of the company in April 2006

• Good ad revenue growth and expected operating loss of approx. NOK 18 million in 2007

Source: TNS Gallup

Readership

(Moi Rayon)
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Slovenia

Unique visitors
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• Bolha is the marketplace in Slovenia

• Slovenia has around 2 million inhabitants…

•…around 1 million internet users…

•…and Bolha has around 0.5 million unique monthly visitors

Source: SiteCensus cookie-based
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Spain – new home market

http://www.segundamano.es/
http://www.infojobs.net/index.htm
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Spain: 20 Minutes is the most read 
general interest newspaper
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Spain: Strong growth in traffic for 
20 Minutes online
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Spain - Jobs
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No. 1 in jobs
• 2.7 million unique visitors in January

• 2.9 million CVs in database

No. 2 in jobs
• 963,000 unique visitors in January

• 1 million ads in database

Laboris; Unique Audience
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Source: Source: OJD Espana, N\\NR SiteCensus

http://www.infojobs.net/index.htm
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Unique Visitors (000s)
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Spain – Generalist

Segundamano (SiteCensus); Unique Monthly Visitors
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• Merger between the two largest 
online classified ads sites in Spain –
Compraventa.com and 
Segundamano.es

• New site will be more than twice 
as important as no. 2

• Good value creation potential 

Source: Source: OJD Espana, N\\NR SiteCensus
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Fotocasa; Unique Audience
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Spain – Real Estate and Cars
Coches; Unique Audience
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No. 1 in real estate
• 1,186,000 unique visitors in February

• 42,000 unique ads in database

No. 1 in cars 
• 1,414,000 unique visitors in February

• 80,000 new ads in database every month

Source: Source: OJD Espana, N\\NR SiteCensus
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Leading edge competence 
within online business

Schibsted’s main assets

Rationale for Schibsted’s international expansion

Successful online products 
in Scandinavia and Europe

Strong and unique presence 
in free newspapers

Attractive partner for 
local media players

Using leading edge 

competence to grow 

new international 

businesses

31
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Schibsted’s potential internationalization initiatives

International

Editorial
content driven

Advertising
content driven

Classified ads
online 

• Multichannel
• Single channel (IJ)
• B2C (FINN)
• C2C (Blocket)

• Directories (hitta)
• Search (sesam)

Print

Online

• 20 Minutes
• 20 Minutes Week
• Calle20

• Online Newssites
(vg.no)

• E24
• Communities

(nettby.no)
• Consumer sites

Search and 
directories
online

Examples
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Status International Classifieds and 20 Minutes

Country by country presence

Rationale for international expansion

Priorities for 2007
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Priorities for Schibsted International 2007:
Existing operations

Editorial Products:
• Free newspapers:

• Consolidate profitable leadership for 20min Spain (print)
• Continue to attack leader online in Spain, aim for nr 2/3 position by end of year
• Break Even for 20min France (print) operation, launch full-fledged news site
• Attain break even for free newspapers in Baltics (15min and Linnaleht)
• Break even for Moj Rajon St P; establish leading readership position in Moscow

Advertising driven products:
• Classifieds:

• Consolidate former ”Trader” companies
- Value-Add Spanish operations (Compraventa / Segundamano cooperation)
- New products / concepts in Italy (FINN + Blocket)
- Establish nr 1 car site in France through merger with Caradisiac
- Extension of print-product life span: web not pervasive yet

• Cross fertilization of winning concepts
- Example: car insurance product exported from France to Blocket
- Data quality control system from Sweden to France, Italy, Austria

• From project to operations in South East Asia
- Directory and Search in Singapore during 2007
- Pure play online classified launched in one additional country by end of 2007
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Schibsted’s new internationalization initiatives - 2007

International

Editorial
content driven

Advertising
content driven

Classified ads
online 

• Multichannel
• Single channel
• B2C
• C2C

• Directories
• Search

Print

Online

• 20 Minutes
• 20 Minutes Week
• Calle20

• Online Newssites
• E24
• Communities
• Consumer sites

Search and 
directories
online

Examples

Priorities 2007
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Summary International

• Growth potential is largest internationally: 

• Scandinavia is a leader in electronic media and internet advertising today

• Other markets will follow and grow faster

• Schibsted holds leading classifieds positions online and/or offline in Spain, 
France, Italy, Estonia, Lithuania, Slovenia, Switzerland and Latin America

• 20 Minutes consolidates leading position offline and builds online presence
in Spain and France

• Continuing online migration from print

• 2007 will be consolidation year, while pursuing selected new opportunities
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Market trends and strategy update
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Growth opportunities online classifieds

New concepts online newspapers
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FINN.no is the number one site for 
classified ads in Norway



No Sys Site Browsers % Sessions
Page

images
P/S S/B Category

1 NN msn.se (exkl. Messenger) 5 946 587 0,8 31 121 332 105 633 187 3,4 5,2 Portal

2 TNS vg.no 2 312 214 2,3 13 282 286 168 214 542 12,7 5,7 News & Weather

3 RI hitta.se 2 279 777 9,1 4 711 402 19 147 883 4,1 2,1 Directories & Search

4 NN Eniro.se 2 189 025 1,8 4 841 400 29 412 906 6,1 2,2 Directories & Search

5 TNS msn.dk 2 039 507 -0,2 10 365 271 0 n/a 5,1 Portal

6 TNS msn.no 2 022 240 1,9 9 545 865 51 989 822 5,4 4,7 Portal

7 TNS startsiden.no 1 779 648 3,2 15 327 078 38 183 349 2,5 8,6 Portal

8 TNS dagbladet.no 1 772 905 3,4 8 013 545 69 455 003 8,7 4,5 News & Weather

9 RI tidningsnätet 1 491 197 -3 4 106 617 14 264 096 3,5 2,8 News & Weather

10 TNS jubii.dk 1 467 708 5 5 296 104 0 n/a 3,6 Portal

11 TNS MSN.fi 1 453 304 0,3 7 992 866 31 429 532 3,9 5,5 Portal

12 RI SvD Nya Medier 1 327 518 4,3 2 729 732 13 251 680 4,9 2,1 News & Weather

13 TNS MTV3 1 253 520 0 6 591 169 45 785 606 6,9 5,3 TV

14 HBX svt.se 1 242 239 5,9 2 672 091 23 190 866 8,7 2,2 TV

15 TNS finn.no 1 236 589 4,3 4 362 890 130 202 939 29,8 3,5 Shopping & Auction

FINN is number 15 in Scandinavia when it comes
to weekly unique browsers

Source: Ecentric.org



And number five when it comes to page images

No Sys Site Browsers % Sessions
Page

images
P/S S/B Category

1 TNS IRC-Galleria 773 786 0,3 6 538 133 373 404 849 57,1 8,4 Social portal

2 NN Lunarstorm.se 989 733 -0,2 4 882 656 252 291 889 51,7 4,9 Social portal

3 TNS vg.no 2 312 214 2,3 13 282 286 168 214 542 12,7 5,7 News & Weather

4 ICS Playahead.se 403 740 6,7 1 928 670 158 543 246 82,2 4,8 Social portal

5 TNS finn.no 1 236 589 4,3 4 362 890 130 202 939 29,8 3,5 Shopping & Auction

6 ICS Bilddagboken.se 427 728 7,2 1 725 612 109 393 882 63,4 4 Social portal

7 NN msn.se (exkl. Messenger) 5 946 587 0,8 31 121 332 105 633 187 3,4 5,2 Portal

8 TNS Suomi24.fi 986 333 0,2 5 062 940 76 445 457 15,1 5,1 Social portal

9 TNS dagbladet.no 1 772 905 3,4 8 013 545 69 455 003 8,7 4,5 News & Weather

10 TNS Huuto.net 402 515 -0,6 1 729 407 52 279 390 30,2 4,3

11 TNS msn.no 2 022 240 1,9 9 545 865 51 989 822 5,4 4,7 Portal

12 TNS MTV3 1 253 520 0 6 591 169 45 785 606 6,9 5,3 TV

13 TNS startsiden.no 1 779 648 3,2 15 327 078 38 183 349 2,5 8,6 Portal

14 NN Spray.se 862 402 0,5 2 730 353 37 480 408 13,7 3,2 Social portal

15 ICS Kamrat.com 196 596 1,8 658 926 36 175 875 54,9 3,4 Social portal

Source: Ecentric.org



This is the FINN organization today
FI

N
N

.n
o

A
S

FINN Jobb AS 100 %

FINN Bil AS 100 %

FINN Vekst AS 100 %

FINN Eiendom AS 82,7 %

FinnTech AS 100 %

Human Content AS 60 % 

Møteplassen 40 %

SFI Holding AS 30 %

Sentinel Carweb AS 16 %

ASF AB 15 %

Bytbil AB 30,7 %

Blocket AB 73 %

Willhaben.at 50 %

Turistinfo AS 17 %

Megaclik 40 %

Vision Completed AS 60 %

Eiendomsprofil AS 51 %



Finn’s rise has been extremely rapid...

Source: Nielsen Netratings 

Usage growth accelerated rapidly...
Unique users per month in M (2001-2006)

... and revenues followed suite
Monhtly revenues in M NOK (2001-2006)
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And has made FINN a profitable business

43 188

62 606

99 556

133 441

173 119

267 300

400 700

(17 068)

(5 798)

24 586

42 286

70 217

114 400

152 500

EBIT
Revenue

2005

2004

2003

2002

2001

2000

2006

Revenue and Ebit per year
NOK Million



Growth has been solid also for Blocket

0

20

40

60

80

100

120

140

160

180

Turnover  
EBITA

Turnover  2 8 34 101 157

EBITA 12 36 66

2001 2002 2003 2004 2005

First full year 
with paid for ads



90 %

High market share in existing markets

30 %

40 %

50 %

60 %

70 %

80 %

90 %

100 %

2002 2003 2004 2005 2006

Homes for sale

Cars for sale

Market share in homes for sale & cars for sale 2000-2006 
(%)

95 %



26 %
16 %

140 %

Cars & homes for sale Bits and pieces & travel

Growth must come from new markets
Classifieds revenue growth – 2004/2005 & 2005-2006

2004/2005 2005/2006 2004/2005 2005/2006

B&P 
established
as market 
in 2004



Broadening of the marketplace has been the
number one strategy.

Jobs Homes

From three main cathegories….

Cars



Broadening of the marketplace has been the
number one strategy

Jobs Homes Cars

Part time

Employers

CV

Professional
properties

Lettings

Vacation
homes

New cars

Car dealers

Manager 
positions

Education

Trucks

Caravans

Construction

Foreign property

Plots

Estate agents

…with more specialized sub cathegories….



Broadening of the marketplace has been the
number one strategy

Jobs Homes Cars

Part time

Employers

CV

Professional
properties

Lettings

Vacation
homes

New cars

Car dealers

MCBits and 
pieces

Boats

Manager 
positions

Education

Agriculture

Trucks

Caravans

Construction

Foreign property

Plots

Estate agents

…to related new markets….



Broadening of the marketplace has been the
number one strategy

Jobs Homes Cars

Part time

Employers

CV

Professional
properties

Lettings

Vacation
homes

New cars

Car dealers

MC BoatsBits and 
pieces

Manager 
positions

Education

Agriculture

Trucks

Caravans

Construction

ATV

Scooters

Snowmobils

MC dealers

Harvesters

Equipment

Dealers

Parts

Marinas

Dealers

Foreign property

Plots

Estate agents

…and their sub cathegories….



Broadening of the marketplace has been the
number one strategy

Jobs Homes Cars

Part time

Employers

CV

Professional
properties

Lettings

Vacation
homes

New cars

Car dealers

MC BoatsBits and 
pieces

Manager 
positions

Education

Dating Travel AgricultureServices

Trucks

Caravans

Construction

ATV

Scooters

Snowmobils

MC dealers

Harvesters

Equipment

Dealers

Parts

Marinas

Dealers

Foreign property

Plots

Estate agents

Air fares

Hotels

Rental cars

Theme
travel

Travel in 
Norway

…to entirely different kinds of verticals.

Packages



The latest (and last?) new market on FINN is travel



FINN reise is a collection of different travel 
products

Meta search/ 
travel search/ 
Price
comparison:

Geographical
search, with
sorted
resultlists and 
link to 
suppliers, for 
flights, hotels, 
pre packaged
and rental cars

Listings:

Activity based
search for hotels, 
restaurants etc

Classifieds:

Ads for specific
travel offers, 
sorted by theme



FINN reise takes the user from search via 
comparison to transaction



37 %
19 %14 %

91 %

B2B Classifieds* Display/brand

Year on year revenue growth – 2001/2002 & 2005-2006

When you’ve got all existing classifieds markets on the 
site, you need to grow through new products 

2001/2002 2005/2006 2001/2002 2005/2006

* Cars & Homes for sale

29 300 62 100 103 000

134 900 191 100 264 200

9 000 14 000 33 500

2004 2005 2006

other
classifieds
brand

Revenue by product
NOK million

17 % 23 % 26 %



Expansion horisontally – more marketsExpansion vertically – further into the value chain

After transaction

So then FINN move on to another strategy

Before transaction



Before transaction

After transaction

So then FINN move on to another strategy



Finn has focused mainly on broadening the marketplace up till now……but will focus more on going further into the value chain in the future

Job Real estate CarBoat MC Agriculture Bits & Pieces  Services Travel  DatingB2B

Safe payment
Deposits

Applicant Testing
Applicant sorting

Apartment planner

Real estate photo

Personell hiring administration

Travelfusion?

Multi channel publishing

Classified ads

Display ads

Guarantees
Display ads

After transaksjon

Before transaction

So then FINN move on to another strategy



Time of transaction

Today’s position

T-3 T-2                              T-1                      T0                       T1              T2                               T3

Wanted position

Total value chain

Example: To ensure further growth, FINN real 
estate has to go deaper into the value chain



Concept: Apartment planner

The user will be able to decorate his 
apartment live on the web

Through available furniture, paint, floors, 
light sources, kitchen appliances etc, the
user will be able to create the perfect living 
space

The detailed plan of the apartment will be 
made available by the real estate broker

The apartment planner must be user
friendly

When the user is satisfied with his plan, 
it can be stored on his/hers FINN-area

Companies will pay for each time the
user puts their merchandise into the
virtual apartment (IKEA will pay each
time a user chooses an IKEA sofa)

The goal is to integrate web shops with
the apartment planner



Concept: Apartment planner



Concept: Apartment planner



Concept: Photography and 3D



Concept: Photography and 3D

Photography of the land where a new real estate project is planned



Concept: Photography and 3D

3D image of the project when finished



Concept: Photography and 3D



Concept: Photography and 3D



Blocket introduced car insurance in 2007..

• The insurance cost €110 - €140

• Only valid for cars <15 years and < 
200,000 km

• No marketing for the product except on 
blocket.se



.. and introduction of shops followed

• A shop cost €650/year

• 3125 active shops

• 1551 car dealers
• 1000 other vehicules
• 574 others



Another growth strategy is international
expansion

FinnTech distributes FINN 
software to seven European

countries

http://www.willhaben.at/iad/
http://www.kalaydo.de/iad/
http://www.hebbes.be/hebbes/


To grow through new products, you have to 
focus on invention

Register 
ideas

Purify and 
chategorize ideas

Start 
project

Accomplish
project

Launch
product

Group ideas
in clusters

Primary screening 
of ideas

Adapt
organisation

Reach full market 
potential

nivå1

nivå2

nivå32. Analysis, 
selection
and 
decision in 
three
stages

1. Creation

3. Production

4. Organisation

5. Commersialisation Adjust
product

Measure and 
evaluate product

Develop ideas Choose most 
promising ideas

Analyze the
market

Key
figures

Get project
financed

Decide on
further process

Brainstorm
internly

Increase
knowledge

Get output from the
outside

Challenge established
mind sets

Proof of
concept

Evaluate
project

Basis for 
decision

Evaluate process of
innovation



To facilitate growth and invention, FINN is 
developing FINNopp
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AGENDA ONLINE NEWSPAPERS

Overview and main trends

User generated content

Communities

Web-TV

Paid for editorial content



The media landscape is changing

• 82% of all Swedes are connected to the Internet

• Today 1.2 million Swedes watch web-TV

• During july 2006 the total amount of blogs passed 50 
millions

• Every second two new blogs are created

• You are the Person of The Year

• NHL and NBA have closed deals with YouTube



International trends in internet usage



Aftonbladet is quick at adapting



Overview Aftonbladet Nya Medier



Aftonbladet.se has a remarkable position

Svt.se
7 %

TV4.se
5 %

DN.se
8 %

Expressen.se
17 %

Aftonbladet.se
50 %

Sydsvenskan.se
1%

DI
5 %

SR.se
4 %

SVD
3 %

Source: Kiaindex

Unique visits per week



The person is in focus



The readers are also reporters



Key facts Nettby
• Nettby was launched in September 2006 – already market leading community in Norway

• 105 million page views (60% of total for VG Nett)

• 330,500 unique visitors weekly and growing

• 215,000 registered members during the first six months – daily increase of 2,500 members

• Number of simultaneous logged in members compared to previous market leader Blink: 1.5x

Source: TNS Gallup



This is not a 
dating site
(but it can be that too)

Three levels of communication

One to one

Many to many

One to many



Oriented around neighbourhoods

Simplify finding members from your neighbourhood
Bring the physical and the virtual worlds together
Planned features

Local news, user generated as well as aggregated
Expansion of free classifieds
Local groups



Business model and expectations

• Good operating margin from Nettby by the start of 2007 but small figures

• Rethinking of traditional advertising models due to high level of page views (PV)

• Four slots: 20% of PV, one week, one price
• Fifth slot: Ads sold per demography and priced per page view (model with

most potential)
• Sales of special memberships – added functionality for NOK 30 for twenty days

• Continued focus on development of ad models and sales

• Traffic and membership growth will have an impact on costs



International trends Web TV

• USA takes the lead

• ”Everybody” uses web-TV
• Online Publishers Association 2006:

- 25% watches web-TV at least
once a week

- News and entertainment most 
popular categories

• 5 million people watched Live 8 at AOL 

• ABC distributes popular TV series for 
free to American online users

• In Europe, Scandinavia is the leader



Web-TV on Aftonbladet



Advertising main source of revenues

20
03

20
04

20
05

20
06

20
07

List price top banner ad (NOK) 210,000

2003 2004 2005 2006 2007

List price top banner ad (SEK) 168,000
• Advertising make up 

approx. 80% of revenues

• Rest comes mainly from 
subscription services 
Vektklubben and PLUS

• Advertising make up 
approx. 87% of revenues

• Other revenues: 
subscription service 
Vektklubben and small 
other operations



Paid for editorial content – Aftonbladet PLUS

• We dare to take paid online

• In depth articles and service 
journalism of high quality

• Target group is the most active 
internet users on aftonbladet.se

• 80,000 members and increasing

• A direct channel to an attractive 
consumer niche



Summary online newspapers

• User involvement is key

• Blogging
• User’s own video clips and pictures

• Communities become increasingly important

• Nettby Norway’s largest online community in 5 months
• Web-TV is growing fast - Aftonbladet and VG take the lead

• Schibsted is in a unique position

• Create new concepts based on existing strong online positions
• Increase market share in online media usage
• Increase market share in online advertising



1

AGENDA

Market trends and strategy update

Norway

Sweden

International

Growth opportunities online classifieds

New concepts online newspapers

Finance

Outlook



2
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Organic growth

Finance
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Schibsted’s transition

Transition from a mature business with strong cash flow 
to high growth online operations

Schibsted ASA Growth
(NOK million) 2005 2006 04-06

Operating revenues 9 8329 690 11 648 20,2 %

EBITA excl. new projects 1 140 1 397 48,6 %

Share price 20 March year+1 190,00

EV/EBITDA excl. new projects 

2004

940

Traditional media Growth
(NOK million) 2005 2006 04-06

Operating revenues 9 122 8 975 9,6 % 3)

EBITA excl. new projects 781 802 10,2 % 4)

EBITA margin 9 % 9 %

Online activities Growth
(NOK million) 2005 2006 04-06

Operating revenues 568 857 1 654 191,2 % 1)

EBITA excl. new projects 159 338 536 237,1 % 2)

EBITA margin 28 % 39 %

2004

32 %

2004

9 %

268,00161,00

9 994

861

12.6
(Incl only 5.5 months of Trader) 

1) Operating revenues growth 2004-2006 excl. Trader: 146,1 %            3) Operating revenues growth 2004-2006 excl. Trader: 4,6 %

2) EBITA growth 2004-2006 excl. Trader: 189,3 %                                 4) EBITA growth 2004-2006 excl. Trader: 8,0 %
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Development of Schibsted’s online activities  

80
195 185 237

352

568

857

1 654

-87 -171

-4 51
159 190

288

-50

1999 2000 2001 2002 2003 2004 2005

Operating revenues
Operating profit (EBITA)

CAGR 99-06: 
54%

2006

Trader 
(256)

Trader 
(76)



Leading edge competence 
within online business

Schibsted’s main assets

Schibsted has chosen to focus on organic growth

Successful Scandinavian 
and pan European online 
products

Strong print and online 
brands

Attractive partner for 
local media players

Using leading edge 

competence to grow 

new online businesses

5
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Phases of organic growth

1.

2.

3.

Build traffic

Document 
traffic

Capitalize on 
users

Key success
factors

• Identify segments
• Obtain critical mass

• Establish leading position 
in targeted segment

• Increase/introduce pricing

Utilize traffic
machine

Build trafficTime
aspect

http://www.hitta.se/default.aspx
http://www.20minutes.com/
http://www.nettby.no/
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GDP growth (%) Consumer expenditure growth (%)

• Consumer expenditure supports Spanish outperformance

• Spain leads the European pack in terms of GDP expansion

Source: UBS Macroeconomic research

Macroeconomic considerations

0
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Fewer households are online in Southern Europe 

41 43
46 49

53
60

70
74

77

Norway SwedenSpain Italy France Austria Germany UK Denmark

Source: Jupiter Research

Online household penetration, 2005
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Online advertising has not yet taken off in Southern 
Europe

Source: IRM

Online advertising revenues per capita, EUR.
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Risk

Two axis of expansion

Current New

Geographic markets

N
ew

Ex
is

tin
g

• Incremental product development on 
existing productsPr

od
uc

ts

• Launch of successful Scandinavian 
concepts in new markets

• Use current market position to launch new 
products

http://www.willhaben.at/iad/
http://www.hitta.se/default.aspx
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Risk management
Schibsted is structuring risk management in the Group, focusing on portfolio management 

and investment capacity. Our goal is to:

• Secure an overview of all investment projects

• Secure that all projects are consistent with the Group’s overall strategy

• Secure that, at the time of investment, the right priorities are made

• Make sure that the portfolio consists of the desired composition of risks

• Make sure that total investments are within the limits of the investment capacity of the 
Group

• Improve our ability to execute each project

• Quarterly project evaluation and risk reporting
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Risk profile – criteria

Low Medium High

Risk level

Hurdle rate
Percent

Local market presence
• Marketing power
• Market knowledge
• Traffic generation

Market dynamics
• Internet/broadband 

penetration
• Use of internet products 
• Advertising market –

general/online

Competitive situation
• No clear market leader in 

attractive niches
• Price levels in attractive 

niches
• Strength and competence of 

local players

7-8 12-14 18-20
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New projects by area of investment

44,5

12,5

7,6

35,4
Online search and 
directories

International online 
classifieds

Online 
newspapers

Offline 
projects

Share of spending in 2007, percent
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Project portfolio 2007
Project portfolio

• Sesam Norway

• Sesam Sweden

• Internet catalogue – Norway

• Hitta.se

• Compraventa.com

• Willhaben.at

• Online classifieds – Slovenia

• LeBoncoin.fr

• Baltic Online

• Web TV Aftonbladet

• TV 7

• VG TV

• Punkt SE

• Moi Rajon

• 15 Minuciu

• Aftenposten web

• Finn Reise

• Møteplassen

• Other

• Project portfolio diversified 
across geographies and 
niches

• Individual projects could be 
closed down without impact 
on others

• Some projects are high risk

10-15 %

10-20 %

35-40 %

5 %

30-40 %



15

Accumulated costs relating to new initiatives1) in 2007

Q1

NOK million

Q2
0

50

100

150

200

250

300

350

400

450

Q3 Q4

1) Including costs relating to planned new initiatives – additional initiatives could be defined during the year. 
Approx. 55 % of total costs are related to online activities.

Q1: Punkt SE and Sesam show weaker revenues than forecasted 
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Three projects with high/medium risk

• Sesam
• Online search

• Norway and Sweden 

• High risk

Sesam TV 7 Punkt SE
Investments 2005 (mill. NOK) 53 0 0
Investments 2006 (mill. NOK) 126 35 51
Total investments (mill NOK) 179 35 51

Budgeted break-even year 2010 2009 - 2010 2009 - 2010
Demanded rate of return 18-20 % 18-20 % 12-14 %

• TV 7
• Digital television

• Sweden 

• High risk

• Punkt SE
• Free sheet

• Sweden

• Medium risk 
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Status high/medium risk projects
• Sesam

• Online search strategically important market for Schibsted
• Traffic development according to plan in Norway and Sweden
• Building traffic in cooperation with other Schibsted sites  - vg.no especially important
• Slower than expected ad sales

• TV7

• New TV channel launched on 9 October in digital network
• Aftonbladet concept – focus on entertainment and news 
• Covers 56% of Swedish population
• Slower than expected ad sales

• Punkt SE

• Good readership figures and good coverage in Gothenburg/Malmo
• Slower than expected ad sales 
• Expected operating net loss after synergies of SEK 80-100 million in 2007



18

IT in Schibsted has traditionally been totally distributed. 
This was becoming a corporate challenge with the 
increasing importance of IT within the media industry

Past situation

• There is a large number 
of subsidiaries with  local 
IT organizations – IT 
close to business

• Due to decentralized 
responsibilities, synergy 
effects may not have 
been utilized

• Traditionally a low level of 
structured cooperation 
between the subsidiaries 
on IT

• Leads to different 
technologies, processes 
and governance of IT

Challenge

• A growing shift to digital 
channels in media

• IT is becoming more and 
more central for future 
media products and 
channels 

• Increased focus on 
cooperation and reuse of 
proven concepts within 
Schibsted

• Increased competition 
within traditional media 
requires more focus on 
cost efficiency and 
synergies

Future target

• Focus on flexibility –
change is the norm

• Build a flexible network 
of strong competence 
centers with excellent 
and efficient knowledge 
sharing

• Improve cost efficiency 
by leveraging joint 
sourcing potential

• Joint investments in 
security, methodology 
and key applications

• Fast delivery of solutions 
through high quality 
development processes
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Disposal of assets Q1 06 – Q1 07

Property TV4 Building Total

Non-core assets still in BS:

• Schibsted Trykk 
(printing plant)

•A 55 
(VG office building)

•Jenagade 
(building in Copenhagen)

3150

334

1 325

1 150

171

170
TV 2 Other

NOK million
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Net interest bearing debt (NIBD) / operating profit 
(EBITA)

0,6

0,9

1,7

0,6

3,5

2,3

2004 2005 30.09.06 2006

After a possible listing of 
Media Norge, Schibsted 
will reduce its ownership 
stake to 50.1% by way 

of a secondary sale 
and make a down-

payment of 
approximately NOK 1 

billion of its debt. 

Isolated effect from 
Media Norge deal
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Financial capacity

Current 
NIBD

NOK million

NIBD at 3.0x 
EBITDA1)

NIBD at 4.0x 
EBITDA2)

Note: Calculations based on EBITDA 2006 (NOK 1,452 million)
1) Financial covenants of syndicated loan facility allows NIBD/EBITDA of 3.0x
2) Financial covenants of syndicated loan facility allows NIBD/EBITDA of 4.0x for four quarters

• Schibsted has 
additional loan 
capacity of approx. 
NOK 2.1 billion 
given the covenants 
of the loan facility

• Trader Classifieds 
Media process 
demonstrated 
strong financing 
capacity and 
flexibility3 692 5 808

664

4 356

1 452
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Balance sheet

(NOK million) 2006 2005
Non-current assets 11 888        5 667        
Current assets 4 661          2 268        

Total assets 16 549        7 935        

Equity 5 169          3 221        

Non-current liabilities 3 052          1 950        
Current liabilities 8 328          2 764        

Total equity and liabilitites 16 549        7 935        

As of Dec 31
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(NOK million) 2006 2005
Non-current assets 11 888        5 667        
Current assets 4 661          2 268        

Total assets 16 549        7 935        

Equity 5 169          3 221        

Non-current liabilities 3 052          1 950        
Current liabilities 8 328          2 764        

Total equity and liabilitites 16 549        7 935        

As of Dec 31

Balance sheet

Deferred taxes
Intangible assets
Investment property
Property, plant and equipment
Investment in associated companies
Long-term investments
Other non-current assets
Total fixed assets

289
8,049

139
2,070
1,164

81
96

11,888

2006

311
1,406

198
1,931
1,584

137
100  

5,667 

As of 31 Dec
2005(NOK million)

NOK million
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Cash Flow / Investments

2006 2005 2004

2 605       1 255       1 044       

1 452       1 321       1 316       

498          363          215          

5 200       693          1 130       

5 698       1 056       1 345       

6 010       1 571       1 831       

3 692       839          1 242       

(NOK million)

Cash flow from operations

             As of Dec 31

EBITDA

Interest bearing debt

Net interest bearing debt

Operational investments

Shares and other holdings

Total investments
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Cash flow

(NOK million) 2006 2005

Profit (loss) before taxes 2 413      1 177     
+ Depreciation and amortisation 456         353        
+/-Net changes in pensions (29)          (8)           
+/-Income from associated companies (47)          (37)         
-Taxes payable (188)        (230)       

Cash flow from operations 2 605      1 255     
Sales losses/(gains) non current assets (1 731)     (371)       

Change in working capital (53)          100        

Cash flow from operating activities 821         984        

Cash flow from investing activities (2 873)     (190)       
Cash flow before financing activities (2 052)     794        

           As of Dec 31
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Key figures 2006
NOK million

Total1)

1) Excl. eliminations.

4 683

654

417

947

2 267

398

Revenues
Operating profit (EBITDA)

704

105

67

162

205

165

PRELIMINARY

http://www.finn.no/finn/?WT.svl=headerleftlogo
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NOK million

Total1)

1) Based on figures reported by the media houses. Not consolidated.
2) Aftenposten Group excluding FINN.

Revenues Operating profit (EBITDA)

PRELIMINARY

Media Norge key figures 2005-061)

2 154

860

363

575

267

4 218

2005 2006

2 264

947

417

654

401

4 683

208

166

61

111

121

666

198

162

67

105

165

698

2005 2006

2)

http://www.finn.no/finn/?WT.svl=headerleftlogo
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Shareholder policy
• Maximize shareholder return through long-term growth in share price and dividend

• The Board of Directors will seek to obtain a pricing that to the best possible extent 
reflects the long-term profit generating capabilities of the group

• Schibsted’s capital structure should be sufficiently robust to maintain the financial 
flexibility required by the group’s growth ambitions

• A stable dividend increase combined with a potential share buyback is regarded as 
appropriate measures to adjust the capital structure

• A stable dividend payout ratio over time that should be 25-40% of the cash flow per 
share

• Share buybacks should be carried out over a period of time in the market to adjust the 
capital structure in line with overall financial targets
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Dividend and share buybacks

• The Board proposes dividend of NOK 5.00 per share:

• An increase of 18% over the 2005 dividend (NOK 4.25 per share)

• 13% of the cash flow per share 

• 15% of earnings per share (EPS)

• Share buyback will be considered in order to adjust capital structure

• Schibsted intends to continue the current practice with share buybacks in 
the market over a period of time

• Share buybacks allows the group to maintain its financial flexibility in a 
growth phase
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Dividend development 1994-2006

1,15 1,30
1,50

1,75 1,75 1,75
2,00 2,00 2,00

3,00
3,25

4,25

5,00

2004200220012000199919981997199619951994

CAGR 94-06: 
13%

NOK per share

Dividend policy

• Steadily increasing dividend following 
increased profits

• Both dividend level and repurchase of 
shares will be seen in relation to 
strategic alternatives

2003 2005 2006
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Outlook

• Good advertising markets, especially online

• Investments in organic growth on approx. same level in 2007 as in 2006

• Operating loss of approx. SEK 80 -100 million from free sheet Punkt SE

• Operating loss from Sesam and TV7

• Good revenue growth for online classifieds  

• Cost reductions and online growth for VG

• Circulation decline and investments in new initiatives for Aftonbladet

• Expected continued revenue decline on print for international classifieds

• Improved operating profit for paper editions of 20 Minutes, increased 
investments online



”Shaping the media 
of tomorrow. Today”

Schibsted aims to become the most attractive media 
company in Europe. This means that we have to change just 
as radically and quickly as the market in which we are
operating. Only then can we live up to our promise of shaping
the media of tomorrow – today.

3
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