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* Lagardère active: magazines only; G+J: net sales include newspapers and printing plants

Net Sales 2007 (in € billion) *
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21%
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29%

14%
28%
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40%

16%

net sales 2007 operating profit 2007
excluding major, non-recurring capital gains

average number
of employees 2007



• Based in Helsinki, Finland

• CEO: Ms Raili Mäkinen

• Net sales 2007: €202.8 million

• Based in Hoofddorp, the Netherlands

• CEO: Mr Dick Molman

• Net Sales 2007: €539.8 million

• Based in Amsterdam, the Netherlands

• CEO: Mr Koos Guis

• Net sales 2007: €283.4 million

• Based in Brussels, Belgium

• CEO: Mr Aimé Van Hecke

• Net Sales 2007: €216.6 million

• Divisional headquarters

• Based in Amsterdam, the Netherlands

• CEO: Ms Eija Ailasmaa



CLUSTER SOUTH EAST EUROPECLUSTER CENTRAL EUROPECLUSTER ADRIA CLUSTER RUSSIA AND CIS





* Excluding RCV Entertainment; intra company sales eliminated
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CAGR: +4.4% 
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20.642.114.019.9Capital expenditure

5,62311.35,5776,206
Personnel under employment contract,    

average

5,16910.55, 1275, 668Personnel, average (full-time equivalents)

7.7

0.3

2.1

2.5

change %

11.311.611.3% of net sales

1,937.51,900.92,047.5Balance sheet total

139.7102.6102.8
Operating profit excluding major 

non-recurring items

13.014.013.9% of net sales

160.9123.8126.3Operating profit

1,238.1885.7907.9Net sales

1–12/20071–9/20071–9/2008€ million













Examples

Focus on
inspirational 
and aspirational 
content

segments

Adding additional
services, video
contents, UCG
features, etc.

IP media features

KEY DRIVERS: CARE FOR CORE & OPERATIONAL EXCELLENCE



general

specific

HORIZONTALS
(General

navigation)

VERTICALS
(Thematic
navigation 
& content)

DESTINATIONS
(Thematic 
content)

Contextual Search: (e.g. Startlap, Startpagina)
Navigation based on looking around (self-selection)

Inspirational Search: (e.g. travel, cars, parenting)
Content and navigation around core themes

Specific Destination: (e.g. Sandcastles.com)
Specific themes attracting niche audiences

Mass Destination: (e.g. NU.nl; Hyves)
General themes attracting large audiences

Comparative Search: (e.g. Kirakat, Kieskeurig)
Navigation based on comparison of rich content

Algorithmic Search: (e.g. Google)
Navigation based on key words (automated selection)

navigation
(“Finding your

way to”)

destination
(“Getting content

you want”)



general

specific

HORIZONTALS
(General

navigation)

VERTICALS
(Thematic
navigation 
& content)

DESTINATIONS
(Thematic 
content)

Contextual Search: (e.g. Startlap, Startpagina)
Navigation based on looking around (self-selection)

Inspirational Search: (e.g. travel, cars, parenting)
Content and navigation around core themes

Specific Destination: (e.g. Sandcastles.com)
Specific themes attracting niche audiences

Mass Destination: (e.g. NU.nl; Hyves)
General themes attracting large audiences

Comparative Search: (e.g. Kirakat, Kieskeurig)
Navigation based on comparison of rich content

Algorithmic Search: (e.g. Google)
Navigation based on key words (automated selection)

navigation
(“Finding your

way to”)

destination
(“Getting content

you want”)

OUR CORE BUSINESS

• High volume (interesting
for advertisers)

• High click-thru potential

• Limited need for
expensive content



• Care for Core

• Focus on key brands

• Operational efficiency

• Cost-savings where possible

• Preparing for opportunities
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Making Sanoma 

Magazines the biggest 

license partner in the 

world for Hearst 

Corporation

Cosmo Russia is the 

biggest Cosmopolitan 

outside of the USA

Bulgaria

Croatia

Finland

Hungary

Netherlands

Romania

Russia

Serbia

Slovenia

Ukraine



» Bulgaria, Croatia, Czech Republic, Hungary, Romania, Russia, Serbia



magazines

discount cards

TV

database marketing

specials

merchandising

books / agendas

joint promotions

readers’ events

mobile

websites radio
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Reed Elsevier
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Paid circulation consumer magazines, including RTV magazines; SU excluding AKN, excluding MfM
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Source: Stir, March 2008. Stir figures are excluding Google. Based on Multiscope figures, Google has a reach of 90%
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+ 27%

* Total ad market includes indoor advert since 2005; Source: Russian Advertisement Agencies Association

• Total advertising market in 2007 was 
around US$ 9,744.7 million

• Russian advertising market is №9 in the 
world and №6 in Europe

+14.6%

400.0

+17.1%

817.0

2006

+13.9%

348.9

+20.6%

697.9

2005

+23.4+18.0%change %

493.6306.4259.6Newspapers

+21.8%+27.1%change %

995.7578.7455.3Magazines

200720042003Advertising spending (US$ million)
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6.943,50

3.909,40
3.367,50

2.872,80

2.001,10
1.663,10 1.611,00
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2007 Readership, Russia
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HFS
Condé Nast
Burda
Glossy
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Axel Springer 
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Others

2007 Ad revenues %

Source: TNS Gallup Media, NRS-Russia (100+), 16+, Sep ’07-Feb ‘08;  TNS Gallup AdFact, 2007, by Rate Card, without discounts,
incl. suppl., only glossy magazines 
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Rossiyskaya Gazeta Kommersant Izvestiya
Vedomosti RBC – daily Gazeta
The Moscow Times * Business&FM

30%

7%

11%

37%
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Vedomosti

The Moscow Tim

RBC-daily
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Izvestiya

Business&FM

Others
Source: TNS Gallup Media, NRS-Moscow (16+), Sep ’07-Feb ‘08;  TNS Gallup
Ad Fact, 2007, by Rate Card, without discounts, incl. supplements
* The Moscow Times: only Russian-language audience is measured

IMSM share 37.2%

Readership, Moscow

Ad revenues %




