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IN MAGAZINES.
IN DIGITAL MEDIA.
IN MAGAZINES.
IN DIGITAL MEDIA.



Belgium
#1 in magazines 

The Netherlands
#1 in magazines

#1 in digital media 

Finland
#1 in magazines 

Russia
#1 in magazines 

Ukraine
#5 in magazines 

Czech Republic
#4 in magazines 

Slovakia
#1 in B2B magazines 

Slovenia
#2 in magazines 

Croatia
#2 in magazines 

Serbia
#2 in magazines Bulgaria

#1 in magazines
#1 in digital media 

Romania
#1 in magazines 

Hungary
#1 in magazines

#1 in digital media 

OPERATING COMPANIES IN 13 COUNTRIESOPERATING COMPANIES IN 13 COUNTRIES



• Based in Helsinki, Finland

• CEO: Ms Raili Mäkinen

• Net sales 2008: €205.6 million

• Based in Hoofddorp, the Netherlands

• CEO: Mr Dick Molman

• Net sales 2008: €515.7 million

• Based in Amsterdam, the Netherlands

• CEO: Mr Koos Guis

• Net sales 2008: €306.7 million

• Based in Brussels, Belgium

• CEO: Mr Aimé Van Hecke

• Net sales 2008: €223.2 million

• Divisional headquarters

• Based in Amsterdam, the Netherlands

• CEO: Ms Eija Ailasmaa



KEY FINANCIAL INDICATORSKEY FINANCIAL INDICATORS
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A BALANCED REVENUE MIXA BALANCED REVENUE MIX
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A BROAD DIVERSIFIED PORTFOLIO: NETHERLANDSA BROAD DIVERSIFIED PORTFOLIO: NETHERLANDS



Women’s titles

A BROAD DIVERSIFIED PORTFOLIO: RUSSIAA BROAD DIVERSIFIED PORTFOLIO: RUSSIA



GROWING
MARKET LEADING POSITIONS

GROWING
MARKET LEADING POSITIONS



STRONG LOCAL BRANDSSTRONG LOCAL BRANDS



PREFERED LICENSE PARTNER
GLOBAL MEDIA BRANDS
PREFERED LICENSE PARTNER
GLOBAL MEDIA BRANDS



AND DEVELOPING QUICKLY
IN DIGITAL MEDIA



DUTCH REACH (print + online): 91%
12.4 million of all Dutch people aged 13+ (source: STIR, NOM 2009)

DUTCH REACH (print + online): 91%
12.4 million of all Dutch people aged 13+ (source: STIR, NOM 2009)



ONLINE REACH IN HUNGARY AND BULGARIAONLINE REACH IN HUNGARY AND BULGARIA

• Hungarians who use the internet weekly:

4.5 million (= internet penetration of 52%)

• Combined reach Sanoma Budapest sites:

72% of all users

(source: Webaudit Stat, August 2009)

• Bulgarians who use the internet:

3,2 million (= internet presentation of 42%)

• Combined reach Netinfo sites:

75% of  all users

(source: Nielsen Online, August 2009)



magazines

discount cards

TV

database marketing

specials

merchandising

books / agendas

joint promotions

readers’ events

mobile

websites radio

MAGAZINES ARE MORE THAN MAGAZINESMAGAZINES ARE MORE THAN MAGAZINES



DIGITAL SCOPE OF MAGAZINES+DIGITAL SCOPE OF MAGAZINES+



SCOPE OF DIGITAL MEDIASCOPE OF DIGITAL MEDIA
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Magazines print advertising sales
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CAGR ’10 -’12:
0.4%

CAGR ’10 -’12:
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MAGAZINE ADVERTISING SALESMAGAZINE ADVERTISING SALES



The Netherlands Finland Belgium Russia 
Hungary Czech Republic Romania

Source: PwC Global Entertainment & Media outlook 2009-2013 Online advertising sales forecasts include search, display, classifieds and video/other 

CAGR ’10 -’12:
9.7%

CAGR ’10 -’12:
9.7%

ONLINE ADVERTISING SALESONLINE ADVERTISING SALES



KEY STRATEGIC THEMESKEY STRATEGIC THEMES

Care for core - magazine business 

• Magazines are at the core of our operations:

the most important revenue stream and profit contributor

• To protect our market positions and safeguard our profitability,

we will focus on our key brands and adapt our organization

to challenging market conditions

• We will strive to increase revenues through magazines+ activities

and new businesses (such as custom publishing) selectively

1.1.



KEY STRATEGIC THEMESKEY STRATEGIC THEMES

Become a stronger digital media player

• We will strengthen and expand our current position in digital media

• We will primarily utilize our current capabilities and assets

and increasingly leverage them on an international scale

2.2.



KEY STRATEGIC THEMESKEY STRATEGIC THEMES

Strategy-supporting restructurings and ongoing organizational improvement

• We will focus on an adaptation of our magazine operations

to meet structural market challenges

• We will restructure the organization of our digital activities

to speed up growth

• Appointment of Chief Digital Media in Management Board

• We will build up digital media, digital publishing and mobile capabilities in 

the years to come

3.3.



• Closing loss-making titles without short-term turn-around potential

• Moratorium on new launches

• Total number of FTE - ultimo:

DRIVING OPERATIONAL EFFICIENCYDRIVING OPERATIONAL EFFICIENCY
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End of 2008: 5,900

End of August 2009: 5,331

Acquisitions:
Net Info, + 130 FTE
Lux Media, + 56 FTE
Autotrader, + 60 FTE



• Initiating several cost savings programmes, e.g.:

• Project Anders/Belgium:

• Savings target €12 million, 69 employees (>10%)

• Finland:

• Restructuring media sales / marketing

• Netherlands:

• Closing FELICITAS hostess service, 163 employees

• All print activities bundled in Sanoma Uitgevers

• All digital activities in Sanoma Uitgevers Digital

• Reduction of corporate brands to two

DRIVING OPERATIONAL EFFICIENCYDRIVING OPERATIONAL EFFICIENCY



• Sanoma Magazines Advertising Resource Centre

• CANALIS: WAN between BE, CZ, FI, HU and NL

• PPG Group: collective procurement of paper/printing goods and services

• SISU: SAP integration project (FI/NL)

• Shared advertising system (FI/NL)

DRIVING OPERATIONAL EFFECTIVENESSDRIVING OPERATIONAL EFFECTIVENESS



BUILDING BRIDGES BY BUILDING CAPABILITIESBUILDING BRIDGES BY BUILDING CAPABILITIES

• Strategic Leadership Programme

• Brand project

• Digital media organisation and projects

Our strength comes from working together and learning from each other



digital reading

augmented reality

custom media

iPhone apps

magazines online

mobile media & 
advertising

women’s portals

hype 
publishing

CAPTURE CONSUMERS WHERE EVER THEY ARECAPTURE CONSUMERS WHERE EVER THEY ARE




