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Leading positions in magazine publishing 

Market positions and shares based on circulation revenue. 

* Market share calculated based on ’Glossy’-circulation revenue. 

Netherlands 
 #1 / 50% 

Belgium 
 #1 / 38% 

Russia 
 #1 / 36%* 

Serbia 
 #2 / 10% 

Ukraine 
 #1 / 20%* 

Hungary 
 #1 / 42%* 

Romania 
 #1 / 10% 

Bulgaria 
 #1 / 46% 

Croatia 
 #2 / 20% 

Slovenia 
 #2 / 23% 

Czech Rep. 
 #4 / 9% 

Finland 
 #1 / 35% 
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Magazines close to half of Group’s net sales 

Per SBU
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Pro forma Magazines net sales split Pro forma Group net sales split 
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Netherlands Finland Belgium Russia Hungary France Poland Sweden United

Kingdom

Subscription Single Copy

Magazine circulation distribution split 
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Source: FIPP/World Magazine Trends 2010/2011, Data for Belgium from 2009, Russia and Romania 2008. 

Finland and Netherlands are predominantly subscription markets 



Magazine revenues have been stable  
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NL including TV magazines for 5 months in 2011. 

Net sales development magazines  
(EUR million) 

CAGR 
-0.8% 



Total market volumes slightly declining 

2002 2003 2004 2005 2006 2007 2008 2009 2010 2011

Netherlands Finland Belgium

Netherlands (2011) 

• Approx. 1.6 million copies per day 

• Approx. 35 copies per capita 

Finland (2011) 

• Approx. 0.4 million copies per day 

• Approx. 28 copies per capita 

Belgium (2011) 

• Approx. 0.4 million copies per day 

• Approx. 15 copies per capita 
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Sources: HOI; total consumer magazine market, Finnish Statistics 
central and CIM-Authentification, forecast Strategic Intell., April 2012. 

Development magazine market  
Netherlands, Finland and Belgium 

CAGR 
-1.2% 

CAGR 
-4.3% 



Pricing 

Cost  

savings 

Consolidation 

Transformation 

• Above inflation price increase 

• Creative pricing/ bundling 

• More value for more money (Cos-more-politan) 

• Back-office efficiency   

• Lower print and paper costs/ lower editorial costs 

• Marketing budget cuts 

• Acquisition of smaller players 

• Centralizing shared services 

• Reconsidering market presence 

• From single media assets to cross-media  

• New digital distribution models 

• E-commerce 

Efficiency in focus 
Without compromising product development 
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* SBU = Strategic Business Unit  

Note: Figures excluding non-recurring items FY 2011,  

Including Pro Forma Veronica Magazine Figures NL  

Volume • Line and brand extensions 

• New launches 

• Churn management 

EBIT margins per SBU* 

Weighted 
average ~12% 

High ~18% 

Low ~2% 



From… ...to 

Media 

Content Individuals 

Advertisers 

Content 
Individuals & 
communities 

Advertisers 

Media 

Role of media company changing 
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Strong 
power ratios 

Successful in multi-channel 
Built on our competencies and strong local market positions 
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We are an important player in the transformation 

We have 
strong 
brands 

We know our 
target 
groups 

Dominant 
market 
positions 

Domain 
knowledge 

Built 
communities 

Trusted 
relation with 
advertisers 

Professional and creative staff 

Consumer/customer insight 

Unique relationships and reach 



Magazines will also be extended to digital 
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B2C 

B2C + B2B 

Bundling 

Content Library E-commerce 

http://www.readandview.nl/


Case Auto Week 
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Cross-media example 
Total revenue  Approx. EUR 20 million 
Split print / digital  53%/47% 
Split B2C / B2B  44%/56% 

TV/Video 
• AutoWeek.tv: 700,000 views     
• You Tube channel : 1.1 million 

views  
 

Radio 
• Traffic radio 
• 5 days/week latest car-news in the 

morning 
 

Print 
• 100,000 copies  
• Special supplements 
 

 

Online 
• 1.7 million unique visitors per 

month AutoWeek.nl  
• Various niche sites 

Smartphone 
• 1.2 million views on iPhone  
• 0.7 million views on Android 

 

Tablet 
• iPad downloads >77,000 
• Android (since Q1 2012) 
• PDF-version on Tijdschrift.nl 

 
 

Services 
• Insurance: 2,500  
• Financing 
• On the Road assistance (Oct 2011) 

Social media 
• Facebook, Twitter  
• Twitter 
• YouTube channel 

 

Events 
 



Strongly positioned for transformation 
From print to multi-channel and cross-media 
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Sanoma 
continues its 

winning journey 

Magazines are relevant 
within Sanoma portfolio 

Portfolio streamlining and 
focus on efficiency 

Magazines have balanced   
revenue split between 
B2C and B2B 

Sanoma has #1 or #2 
market positions with 

strong brands 

Sanoma has right 
competencies to manage 

the transformation 
process 

Cross-border knowledge 
sharing and best practice 

experiences support 
transformation 
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Important notice 

The information above contains, or may be deemed to contain, forward-looking 
statements. These statements relate to future events or future financial performance, 
including, but not limited to, expectations regarding market growth and development 
as well growth and profitability of Sanoma. In some cases, such forward-looking 
statements can be identified by terminology such as “expect,” “plan,” “anticipate,” 
“intend,” “believe,” “estimate,” “predict,” “potential,” or “continue,” or the negative of 
those terms or other comparable terminology. By their nature, forward-looking 
statements involve risks and uncertainties because they relate to events and depend on 
circumstances that may or may not occur in the future. Future results may vary from 
the results expressed in, or implied by, the forward-looking statements, possibly to a 
material degree. All forward-looking statements included herein are based on 
information presently available to Sanoma and, accordingly, Sanoma assumes no 
obligation to update any forward-looking statements, unless obligated to do so 
pursuant to an applicable law or regulation. 

Nothing in this presentation constitutes investment advice and this presentation shall 
not constitute an offer to sell or the solicitation of an offer to buy any securities of 
Sanoma or otherwise to engage in any investment activity. 


