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Two strong strategic legs

European leader in rapidly growing online 
marketplaces

Leading positions in print and online space
in Norway, Sweden and International
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Schibsted 
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Media

Hitta (owned
by Schibsted 

Sweden)

Editorial

Media Norge

VG

Schibsted 
Sweden

International 
editorial
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Two strong strategic legs

Revenue LTM: NOK 8,992 million 

EBITA LTM: NOK 158 million

Revenue LTM: NOK 2,619 million 

EBITA LTM: NOK 563 million
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European leader in online classifieds

Source: Nielsen Netratings

Highly profitable

#1 positions

Norway

Sweden

France

Spain
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The winner takes it all

Source: Company reports and presentations
1 2007/2008 annual data (not calendarised to December year-end)
2 EBITA figure for FINN

1x 3ð5x 8ð10x
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0%

5ï30%

30ï50%

50ï70%

Size versus second player

EBITDA margin High margins for players that are 

much larger than #2
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Continued roll out of Blocket concept in 2010

ÅRoll out strategy to continue in 

2010

ÅAround NOK 100 million 

invested in expansion in 2009

ÅSomewhat increased 

investments planned in 2010

ÅTwo new markets to be 

launched within a week

ÅSubito leaving Kijiji behind in 

Italy, becoming #1 in 

Classifieds. eBay still larger 

than Subito

ÅEncouraging development in 

Malaysia

ÅRest of the sites still in early 

stage

Launced

2005

2006

2007

2007

2008

2009

2009

2009

2009

Site name Country

Spain

France

Italy

Malaysia

Portugal

Philippines

Greece

Indonesia

Finland

http://www.berniaga.com/
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Example 

Leboncoin.fr

1. Voluntary fee

2. Banner ads

3. Google AdSense

contextual ads

European leader in rapidly growing online marketplaces

Three sources of revenue in build up phase
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European leader in rapidly growing online marketplaces

Three sources of revenue in build up phase

Example 

Leboncoin.fr

1. Voluntary fee

2. Banner ads

3. Google AdSense

contextual ads



Innovative online directory service 

challenging Eniro in Sweden
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Å21 % revenue growth in Q3 

2009

ÅApproximately 25 % of 

market in terms of revenues

ÅHead to head with 

incumbent in terms of traffic



Two strong strategic legs

European leader in rapidly growing online 
marketplaces

Leading positions in print and online space
in Norway, Sweden and International
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486

573

894

1 001

1 259

292

387

657

723

1 168

Schibsted owns three of top five 

newspapers in Norway

Daily readership (ó000)Penetration¹ Daily readership (ó000)Penetration²

Schibsted owns two of top five paid 

newspapers in Sweden

The most read newspapers in Norway and 

Sweden

Schibstedôs titles

30%

18%

17%

10%

7%

18%

14%

13%

8%

7%

Source: TNS Gallup 2008 Forbruker & Media 08/01 

¹ Norwegian population of 3,963,000 aged 12 or older

Source: Orvesto 2008:1 

² Swedish population of 7,150,000 aged 15 to 79
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Schibsted sites generate close to 29% of 

top 20 traffic in Norway

Schibsted sites generate close to 27% of 

top 20 traffic in Sweden

Unique weekly visitors (m) Change Y/Y 

1.  3.1 20% 

2. MSN 2.3 31% 

3. Startsiden 1.8 15% 

4. Dagbladet.no 1.8 11% 

5.  1.8 21% 
    

9.  1.0 9% 

14.  0.6 9% 

 

Unique weekly visitors (m) Change Y/Y 

1. MSN network 7.2 26% 

2.  3.9 6% 

3.  3.2 21% 

4. Eniro.se  2.6 13% 

5.  2.4 7% 
    

12. E24.se 0.8 25% 

21. SvD  0.6 25% 

 
Schibstedôs properties

The most used online sites in Norway and 

Sweden

Source: TNS Gallup, Kiaindex

Note: SvD Nya Medier network includes E24.se and Svd.se; week 17 of 2009
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Strategic plan to address structural shift online 
Maintain healthy total readership to offset circulation declines

2,047

Daily readership (ó000)Daily readership (ó000)

879

(43%)

501

(24%)

667

(33%)

Source: TNS Gallup, Orvesto

¹ 2007 and 2008 from Internet  survey
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2,512

1,253

(50%)

321

(13%)

938

(37%)

Innovative approach to online news publishing



Editorial content Traffic

Value creation
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Strategic plan to address structural shift online
Pro-active measures to improve profitability per reader

ÅAdoption of tabloid format for morning 

subscription newspapers

ÅFocus on segmented pricing adjustments 

ÅLaunch product supplements 

ÅImproved production efficiency

ÅProgressive integration of print and 

online infrastructures

ÅDevelop subscription revenue streams 

from personalised services

ÅFootball rights, weight club, premium 

editorial content etc.

ÅExpand into new content areas (e.g., 

fashion, web shops)

ÅCreating content subscription services for 

mobile

Measures to improve profitability Cover price increases (NOK)

O
n
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VG NETT football rights

Potential 

headroom for 

price increases

Old price

Sunday

Saturday

NOK17 Ą NOK20

NOK12 Ą NOK15
10

15

15

Schibstedôs titles



24 hours of media 

ïdifferent needs at different situations


