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2006 NETHERLANDS: acquisition Mood for Magazines (Linda.)

2000 NETHERLANDS: acquisition ilse/Startpagina

1994 RUSSIA: launch Cosmopolitan

1993 BELGIUM: acquisition HUMO

1982 FINLAND: launch Et-Lehti

NETHERLANDS: launch first Story

FINLAND: acquisition Me Naiset

FINLAND: launch Aku Ankka

HUNGARY: launch N6k Lapja

CZECH REPUBLIC: launch Vlasta

NETHERLANDS: launch Margriet

1934 NETHERLANDS: launch Libelle

1913 NETHERLANDS: launch Panorama

1876 ROMANIA: launch Femeia

1834 CZECH REPUBLIC: launch Kvéty

MAGAZINES
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Latest new products and services
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Top Five European Magazine Publisher

2,8
1,8 1,8
1,1
H : il
Sanoma GiJ Lagardere

Net Sales 2007 (in € billion) *

* Lagardére active: magazines only; G+1J: net sales include newspapers and printing plants
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The biggest of the five Sanoma Divisions

net sales 2007 operating profit 2007 average number
excluding major, non-recurring capital gains of employees 2007

14% 3%

ﬁ Sanoma Sanoma Sanoma Sanoma ﬁ Sanoma

NEWS MAGAZINES ENTERTAINMENT LEARNING & LITERATURE TRADE



We are structured in four Businesses

§3 SanomaMagazines

BELGIUM
e Based in Brussels, Belgium

e CEO: Mr Aimé Van Hecke
e Net Sales 2007: €216.6 million

= Sanoma

MAGAZINES

§3 SanomalMagazines

FINLAND
e Based in Helsinki, Finland
o CEO: Ms Raili Makinen
e Net sales 2007: €202.8 million

ﬁ Sanoma

MAGAZINES

e Divisional headquarters
e Based in Amsterdam, the Netherlands
e CEO: Ms Eija Ailasmaa

§3 SanomaMagazines

INTERNATIDHAL
e Based in Amsterdam, the Netherlands
e CEO: Mr Koos Guis
o Net sales 2007: €283.4 million

§3 SanomaUlitgevers

e Based in Hoofddorp, the Netherlands
e CEO: Mr Dick Molman
e Net Sales 2007: €539.8 million
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ﬁ SanomalMagazines

INTERNATIOMNAL

CLUSTER ADRIA CLUSTER CENTRAL EUROPE CLUSTER SOUTH EAST EUROPE CLUSTER RUSSIA AND CIS

ﬂﬁ- ne Net Info 86 JSGo ¢1 sanomaBudapest Independent |- Media
§3 SanomaBliasak §3 SanomaMagazines

ﬂij §3 SanomaHearst §3 SanomaMagazines

adriz media

§3 SanomalViagazines

UKRAIME
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Net Sales Development (in € million) #

1,125

984 1,000

O sMmi

B SMB

B SMF

B SU

ACT 2002 ACT 2003 ACT 2004 ACT 2005 ACT2006 ACT2007
4 ....................................................... [ CAGR: +4.4O/0 ] .................................................. }
Sanoma

MAGAZINES Excluding RCV Entertainment; intra company sales eliminated



EBIT development (in € million)
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—s—EBIT —=—EBIT excl. non-recurring items



Key Indicators 1-9/2008

€ million

Net sales

Operating profit

% of net sales

Operating profit excluding major
non-recurring items

% of net sales

Balance sheet total

Capital expenditure

Personnel under employment contract,
average

Personnel, average (full-time equivalents)

g Sanoma

MAGAZINES

1-9/2008

1-9/2007 change % 1-12/2007
885.7 2.5 1,238.1
123.8 2.1 160.9

14.0 13.0
102.6 0.3 139.7
11.6 11.3
1,900.9 7.7 1,937.5
14.0 42.1 20.6
5,577 11.3 5,623
5, 127 10.5 5,169




Our Strategy
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Our Vision
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Sarving tha wants and nesds of our customars

by developing top quality magazine and digital media b-ands
that offer sustalnable growth and profitability.
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ore Values

DYNAMISM
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Scope of Magazines+

segments IP media features

Focus on Adding additional
inspirational services, video
and aspirational contents, UCG
content features, etc.

Examples

KEY DRIVERS: CARE FOR CORE & OPERATIONAL EXCELLENCE

Sanoma

MAGAZINES



Scope of IP media

general

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

(General :
navigation) Contextual Search: (e.g. Startlap, Startpagina)

Navigation based on looking around (self-selection)

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

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

dresitlEitlel Mass Destination: (e.g. NU.nl; Hyves)

(QECLEE coTtent DESTINATIONS General themes attracting large audiences
4 Youwantd (Thematic - —
content) Spec.nflc Destlnatlon:'(e.g.' Sandca.stles.com)
Specific themes attracting niche audiences
specific
Sanoma

MAGAZINES
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general

destination
(“Getting content
you want”)

specific

Sanoma

MAGAZINES

Scope of IP media

HORIZONTALS

(General
navigation)

VERTICALS
(Thematic
navigation
& content)

DESTINATIONS
(Thematic
content)

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

Contextual Search: (e.a < “+artpagina)
Navigation based or ~<tion)

OUR CORE BUSINESS
Compare

Navigati e High volume (interesting

_ for advertisers)
Inspir:

Conten High click-thru potential

Limited need for

expensive content
Mass Des

General the.

Specific Destinac. om)
Specific themes attracting ......_ ~uuiences



Short-term measures in times of uncertainty

Care for Core

Focus on key brands

Operational efficiency

Cost-savings where possible

Preparing for opportunities

Sanoma

MAGAZINES
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Top 20 media brands continues to grow
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#Sanoma
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In developed magazine markets
we aim to consolidate our existing

policy and add-on acquisitions that add value.
In developing magazine markets we aim
to grow our magazine portfolio through
launching actively and by acquiring magazine
brands and companies that help us rear:h our_




Developing clear market leadership positions

ij Sanoma
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We publish the strongest local brands

g Sanoma

MAGAZINES
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Netherlands Belgium Czech Republic Hungary

transfer concepts across markets
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COMEDY CLUB UA:

Ukraine Bulgaria i Croatia
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M GRAZIA
BESTLIFE ELLE ¢

PLAYROY marieclaire
MenkHealth ARO AVWKA

We are a preferred licensing partner for world-famous magazine brands

CEOCRAPHIC BAM ROOPESSETA
i - ¢

e PLLE T
Week L L 1L IU“I elbel




Making sanoma
Madazines the biggest
license partnet in the
world for Hearst
Corporation

Bulgaria s ;
o

Croatia

Ukraine

E
33 Sanomz
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» Bulgaria, Croatia, Czech Republic, Hungary, Romania, Russia, Serbia




magazines are more than magazines

......... magazin es Vg
Weﬁﬁbsiteﬂs “”.rad |o /
mo::bif;'e databas:; rparketing \ /
readers; events TV
joint pr(;Totions speg:i:als
books / ag.ghdas disc?'ynt..'cards

‘merchandising'
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platform for subsidiary activities

Femmes Mopi, l

Sanoma

MAGAZINES



inspiring the most exciting fairs and events

= Sanoma
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Digital Media
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DIGITAL MEDIA

We are committed to develop a leading market

position in digital media. We set out to achieve our ambition by
leveraging our existing assets across markets, by acquiring new
assets if we can add value and reach our goals more quickly, and
through selective partnerships. Additionally, we will continue
to explore oppeortunities in new forms of digital media

g Sanoma
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Leading in Hungary and in the Netherlands
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And from April 28, 2008, also in Bulgaria
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Q in other countries too pstartiap
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Stable market share in gross ad sales

40%

350/0 \ -

30%

Sanoma

\

() .
= 8% Reed Elsevier
7 = Audax
2 7% \ TMG
<< 6%
g S0 - ANWB
0 = VNU Media
4% — WPG
%
3% - Wegener
2%
1%
0%

2003 2004 2005 2006 2007

Sanoma SU including SMM, ]G, excluding MfM, AKN

MAGAZINES



Relatively stable market share in paid circulation

35%

—  ANWB Media
30% o——— — Audax
\
25% —_— G+]
20% — Hachette Filipacchi Media
15% — Sanoma
10% — TTG
— WPG
5%
AKN
e ———
0%
Veronica

2001 2002 2003 2004 2005 2006 2007

Sanoma Paid circulation consumer magazines, including RTV magazines; SU excluding AKN, excluding MfM
MAGAZINES



Leading in online reach

14
2006 2007
B Sanoma & ilse B Public broadcasters ™ Microsoft Marktplaats
Telegraaf B RTL m Wegener B KPN
PCM & Wegener B Funda B ANWB
i Sanoma Source: Stir, March 2008. Stir figures are excluding Google. Based on Multiscope figures, Google has a reach of 90%

MAGAZINES






Spotlight on Independent Media Sanoma Magazines
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Million US$

12000

10000 -

8000

6000 1

4,808.5

4000 3,829.8
2000 -
+ 27%
0 il

Rapid advertising market growth

6,051.1

7,693.6

9,731.9

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

Russian advertising market is N°9 in the
world and N96 in Europe

2003 2004 2005* 2006 2007
Advertising spending (US$ million) 2003 2004 2005 2006 2007
Magazines 455.3 578.7 697.9 817.0
change % +27.1% +20.6% +17.1%
Newspapers 259.6 306.4 348.9 400.0
change % +18.0% +13.9% +14.6%
Sanoma

MAGAZINES

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

2007 Readership, Russia 2007 Ad revenues %

8.468,40

m IMSM
31% B HFS
m Condé Nast
Burda
Glossy
B SK-Press
m 7 Dney
13% B G&J
Axel Springer
B Forward Media
B PH Rodionova
Others

3.367,50
2.872,80
2.001,10 1%
2%
2%

1.663,10 1.611,00

BIMSM B Burda H7 dney HFS
Condé Nast BPH Rodionova mForward Media Group B G&J
Glossy B Axel Springer

3% 6%

Sanoma Source: TNS Gallup Media, NRS-Russia (100+), 16+, Sep '‘07-Feb ‘08; TNS Gallup AdFact, 2007, by Rate Card, without discounts,
; MAGAZINES incl. suppl., only glossy magazines



Newspapers in Russia

Herald ade Eribune
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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

Readership, Moscow
200 +

180 -
160 -
140 |
120 |
100 |
80
60 |
40
20 |

181,6

B Rossiyskaya Gazeta B Kommersant B Izvestiya
Vedomosti RBC - daily B Gazeta
1 The Moscow Times * B Business&FM

9% Ad revenues %

5% B Vedomosti

B The Moscow Tim

m RBC-daily
Kommersant
Izvestiya

B Business&FM

37%
m Others




Sanoma % _
MAGAZINES ‘ \ LJ

About Sanoma Corporate QOverview Media Portfolio News

Welcome to Sanoma Magazines Lafuﬂf-%gﬂﬁ.. |

IMU changes company name
2 December 2008 | IMU becomes Sﬂm_'&-' fi_- -i'

Lkraine m&ifﬂ. mﬁ%h

Be inspired and help us support UHICEF
24 November 2008 | Inzpire young children in Romania

Sanoma Magazines iz home to many of Europe's favourte magazines and digital
media. Qur trusted brands connect with millions of customers at svery stags of ‘.
life, providing them with information, entertainment and inzpiration. Engaging them, v '
touching them. Day after day, week after week.

TEUTGTT = MO goOZ e

market pozition further, by providing cur customers with relevant and dezired

magazines and digital media. Dutch toddlers get new magazine

10 November 2008 | Bimonthly magazine full of new

Enjoy Sanoma Magazines! adventures of Dizney characters

More news »»

@ femeia.ro  eStranky.cz  slartiap

B 2008 Sanoma Magazines B.W. Contact Us Terms of Use Sanoma Magazines iz headguartered in Amsterdam, the Netherlands

(always up-to-date information: www.sanomamagazines.com)



