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1

Stavanger

Bergen

Kristiansand

Oslo

Media Norge represents leading media house positions

and the number one online classifieds player in Norway

Main newspaper coverage Some newspaper coverage

ÅLeading media house in 

Norwayôs second largest city

Every second Norwegian aged 12 or more use Media Norge products daily 

ÅLeading online classifieds player 

in Norway

Å#1 general merchandises, car, 

real estate and jobs classified 

site

1

ÅLeading regional newspaper in 

greater Oslo area

1

ÅLeading media house in the 

Stavanger/Sandnes region

ÅLeading media house in 

Southern Norway

1 (76.5% of Norwegian population)

1

1

REGIONAL NEWSPAPERS

LOCAL NEWSPAPERS

EVENING PAPER

ONLINE CLASSIFIEDS

ONLINE NEWS

BUSINESS WEB SITE

NICHE SITES
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Minority 

shareholders

Board of directors

ÅChairman: Rolv Erik Ryssdal

Group management

Å13 members including CEO and Editor-in-chief of the 

media houses

80.4 % 19.6 %

50.01%

Schibsted is the majority shareholder

Industrial and

support assets

ÅPrint (including  60 % of Schibsted Trykk)

ÅIT

ÅShared service centre

ÅCustomer support

39.9 %

2
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Revenue breakdown and development

3

Revenue breakdown

FY2009

27 %

16 %

13 %

44 %

Advertising

Circulation

Finn

Other

100 % = NOK 4 949 million

Revenue development1)

FY2009 vs. FY2008

2 750
2181

723

783

684

668

1317

1 234

Change

Percent

2008 2009

-2

+8

+7

-21

Advertising

Circulation

Finn

Other

1) 2008 revenues restated for comparability. 2008 figures does not include full year effect of local newspapers in Bergens Tidende and Fædrelandsvennen

Figures do not include Media Norgeôsacquisition of Schibsted Trykk, effective from 1. Jan. 2010..

5 391

4 949
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7 %

14 %

-2 %

-8 %
-6 %

2 % 1 %

5 %
4 %
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Stabilizing profit margins through operational excellence and synergies

4

Quarterly operating revenues and profit (EBITA) 2008-2009, NOK million

2008

Strong cash generation: FY09 EBITDA NOK 520 million

Media Norge excluding Finn

2009

46 %
45 %

47 %

30 %
35 %

44 % 45 %

36 %

37 %

0
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Finn

Operating revenues

Operating profit (EBITA)

Operating margin (EBITA)

2010 2008 2009 2010
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Current strategic aims

5

ÅEmphasize 

operational 

excellence in 

core areas 

(editorial,  ad 

sales, 

circulation, 

online 

presence)

SUPPORT

ÅDevelop 

industrial 

functions (i.e. 

printing)

to create 

winning 

positions in the 

Norwegian 

market

PRINT AND 

OTHER 

INDUSTRIAL 

FUNCTIONS

ÅCreate lean 

back office 

and support 

functions to 

serve media 

houses

ÅLow costs, high 

quality

MEDIA 

HOUSES

ONLINE

CLASSIFIEDS

ÅExpand online 

classifieds ï

further develop 

FINN as the 

preferred 

marketplace 

online
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Continued focus on operational excellence and cooperation

6

ÅFocus on operational excellence in key functions in media houses
ÅEditorial production (templates, daytime and planned production), ad sales, circulation

ÅProfitability improvements

ÅFull commitment to improve profitability

ÅIntegration of non-core services and common platforms

ÅDevelop new products and services

ÅMaking content suitable for new platforms

ÅProduct and content cooperation ïcontent collaboration

ÅEditorial content: Common purchasing and content deals

ÅOperational coordination

Operational 

excellence in 

media houses

Editorial

Online News 

Positions
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Editorial cooperation gives better coverage and presentation


