
METRO INTERNATIONAL
CAPITAL MARKETS DAY

AMSTERDAM 3 JUNE 2008

WELCOME



Per Mikael Jensen
CEO, Metro International

STRATEGIC REVIEW



For the coming 2-3 years Metro is challenged in 3 ways:
• Overall economic slowdown in the US and Europe
• High level of competition, and still intensifying
• Structural changes in media consumption patterns

Strategic review and aim
• Analyze and identify solutions for the 3 challenges
• Make Metro an increasingly profitable and sustainable business
• Organizational demand for a new ambition to strive for

INTRODUCTION



Since all income derives from advertising, the expected growth rates in 
national advertising spend going forward is a leading driver

• Changes in national advertising spending are mainly a function of 
changes in GDP growth as most countries have a total advertising
spend close to 1% of GDP

• Variation in relative advertising spending depends on economic 
development – cultural history and tradition are other influencing factors

The following 3 figures illustrate the global market development
and expectations from 2001-2010

GLOBAL MARKET



• Newspaper advertising has the lowest growth rate at 2% from 2001-07 and lowest 
projected growth 1% in 2007-2010

• The newspaper ad market will remain the 2nd largest in the next 3 years
• Comparison: Internet growth of 30% from 2001-2001 and 20% from 2007-2010

GLOBAL AD GROWTH 2001-10



• Growth comparison excluding internet shows clearly that newspaper advertising has 
had the lowest growth rate 2001-2007, and projected to have the lowest growth rate 
2007-2010

• Magazines will double their growth from 2% to 4% from 2007-2010
• Outdoor is expected to have accelerating growth
• Radio and TV are almost constant

AD GROWTH EXCL. INTERNET



• NA and WE markets are the largest markets but have negative or very low growth rates...
• Asia currently close to WE market,  but expected growth 5% 2007-2010
• LA rather small market, but expected to double growth rate to 10% 2007-2010
• CE is even smaller than LA and declining from 6% in 2001-2007 to 6% 2007-2010

REGIONAL AD GROWTH



Combined with the increasing level of competition in Europe, these forecasts support 
the case for consolidation in Europe (and North America) while investing (in existing 
markets and launching in more countries) in Asia, Russia and Latin America

CONCLUSIONS, GLOBAL GROWTH

INVEST!

INVEST!CONSOLIDATE!

CONSOLIDATE! INVEST!



•Metro countries’ status:
• Profitable in 14 out of 21 countries (2007)
• 12 countries have not yet reached the 15% profit margin
• 10 markets are/have been delivering 15% profit margin, namely

- Sweden
- St. Petersburg
- Holland
- Hong Kong
- Denmark
- Chile
- Korea
- Hungary
- Canada (some cities)
- Spain

•Two key drivers define the success:
• Share of readership (or position in the market), and
• Size of newspaper advertising market (USD per capita per year)

COMPETITION



• Further common characteristic – all 5 countries are number 1 or 2 in local readership

Observation
• In countries with low advertising spend it is almost impossible to reach sufficient 

readership share – therefore,
• These countries have developed new products in order to get a share of the advertising 

spend of other advertising markets, e.g magazines

READERSHIP/AD SPEND/POPULATION



Commoditization B2C
• In all European markets (except Croatia and Ireland) Metro has been copied and needs 

to stand out more – from a readers and advertisers perspective
• To regain unique position for readers (and thereby staying or becoming number 1 or 2) 

we need to improve product quality significantly

Developing the Metro brand B2B

• We want to decrease the CPT gap to other papers by increasing quality and brand 
perception and – strength (NL, Sweden, Canada, Hong Kong, Chile and others have 
already done that or are under way)

Conclusion
• To reach profitability margin of 15% we have to be either number 1 or 2 in readership

• To do so we need to invest more in the quality of the product
• Branding-wise we need to move the Metro image into a slightly more “must-read”

direction in order to attract more global and high-end brands

BUILDING BARRIERS



3 areas to benefit from being global

• Editorial profile and unique content
• Positioning and offering Metro as a global campaign channel
• Constant and intensive use of internal benchmarking and best practice

Therefore

• Direction of editorial development is crucial 
• Global sales has big potential (MEUR)
• No competitor has the power of the benchmarking and knowledge sharing options 

within our group

USING GLOBAL STRENGTH



To grow revenue we need to conquer market shares in new ad markets and create new 
products to build on existing market share.

Examples of new ventures and product development:

• Sub TV, outdoor media (Chile)
• Magazines (Hong Kong, Russia, Chile and others)
• Metro Mobile, ongoing pilot (MISA)

• Metro online
• Custom/event publishing

• Moving into other media outlets (outdoor, radio, web-TV, events)

EXTENDING THE BRAND



Current online strategy to be evaluated. After evaluation (August/September), adapt changes 
and continue roll-out

• Continue strategy with centrally build platform launching as many countries as possible 
as quickly as possible

• Find and establish global partnership with dominant online player
• Build centrally controlled partnerships with online companies: branding for 

revenue/equity
• Explore synergies with existing media

ONLINE



• Consolidate in Western Europe, North America

• Invest in Russia, Latin America and Asia

• Grow in existing markets by becoming number 1 or 2

• Launch new markets, often as franchise operations

• Extend the brand to other platforms - web, magazines, others

• Increase editorial/brand quality significantly by producing unique content from 
MWN, increase local quality, new design/concept

• Attract national and global clients by improved brand perception

• Develop 1 or 2 global market places and 2 local marketplaces

• Further capitalize on global systems (IT, benchmarks)

• Remain low cost - reduce some HQ-costs

• Decrease CPT- gap to main titles in local markets

• Deploy other revenue streams (Teknik, Custom publishing, events)

STRATEGY, conclusions



Frank Mooty
CFO, Metro International

FINANCIALS



KEY MARKETS – Estimated Lifetime EBIT 2000-07
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SALES GROWTH 2003-2007

• Sales grew at 22% p.a. in 2003-06

• Sales were flat in 2007

• The sales growth in 2003-06 came from new 
editions in Spain, France, Italy, Holland, the 
US; national editions in Sweden and 
Denmark; the launch of Portugal; and 
organic growth in Chile and Hong Kong

• Increased competition in Spain and 
Denmark, a loss of focus in Sweden in 
Q107, and weak economic conditions in the 
US produced flat sales in 2007

• Consolidation in Sweden and Denmark will 
complement actions in other markets to 
generate profitable sales growth
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EBIT HISTORY 2003-2007

• Losses in 2003 and 2004 from new editions 
in France, Spain, New York and national 
editions in Sweden and Denmark

• Loss in 2005 from Spanish legal issues and 
new editions in Italy

• First EBIT profit in 2006 from higher margins 
in Sweden, the US and Spain

• Loss in 2007 from Swedish Ad Tax and 
lower margins in Sweden and the US

• The net loss in 2005 is reduced by a � 12.8m 
profit on disposal of 49% of Boston to the 
New York Times Group

• The net profit in 2006 is increased by a 
� 9.8m profit on the sale of Metro Finland to 
the Sanoma Group
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JOINT VENTURE GROSS REVENUES 
2003-2007

• Canada launched 2000
Korea launched 2002-JV Nov 2005
Mexico launched May 2006
Brazil launched in April 2007

• 28% increase in gross Joint Venture 
revenues in 2007

• Canada still showing high sales growth of 
23% in Q108

• Mexico more than doubled sales in Q108 –
123% and reporting quarterly profits in its 2nd

year

• Czech Republic converted to a JV in 
partnership with the Mafra group in 
December 2007 
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FRANCHISES

• Franchise fees are obtained from pure 
Franchises in Croatia, Finland, St 
Petersburg and the Canary Islands but 
also from Joint Venture partners in 
Korea, Mexico, Brazil and now the 
Czech Republic

• Korea was the sole franchisee in 2003 
but has been complemented by St 
Petersburg (2005), Croatia and Mexico 
(2006) and Brazil (2007)

• Finland was converted to a pure 
Franchise in September 2006

• In March 2008 Metro announced the 
appointment of a new VP for Corporate 
Development to focus on the creation of 
new franchises
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Q1 2008

• The 1st quarter is seasonally one of the 
lowest quarters for sales

• Despite strong sales growth in Holland and 
France, sales declined in 2008 due to lower 
sales for Bostad in Sweden, and a 12% 
decline in sales in Spain

• Q107 included disappointing results in 
Sweden both for Green Metro and the 
Bostad product

• Q108 delivered an operating EBIT 
improvement of � 3.2m due to the 
suspension of the Stockholm Bostad edition 
and stronger management of the Swedish 
Green Metro product

Q1 Results( �  mill)
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Q1 2008 CONSOLIDATED BALANCE SHEET



Q1 2008 CONSOLIDATED CASH FLOW



STRATEGIC PARTNERSHIPS



STRATEGIC PARTNERSHIPS

• 50% Torstar Corporation

• 50% Transcontinental 

• 49% Boston Globe (NYT Co.)

• 70% Grupo Bandeirantes



CONCLUSIONS

• Group focused on improving margins

• Strengthening of the balance sheet and cash flow is a priority

• Swedish partial divestment will improve equity, cash and margins

• New investments will focus on growth markets in Asia, Latin America and 
Russia


