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SanomaWSOY

• Finnish Sanoma and WSOY merged in 1999 
and listed in the Helsinki Stock Exchange

• The leading Nordic media group
- net sales EUR 2,491 million in 2004
- personnel 16,207

• One of Europe’s five largest magazine 
publishers

• Among Europe’s six largest educational 
publishers

• Wide media portfolio in 
Finland, focused approach 
internationally

• Leading positions in the 
chosen markets

• Targeting smaller and mid-
sized language areas and 
markets
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SanomaWSOY
European Media Group

Sanoma Magazines

Sanoma

WSOY

SWelcom

Rautakirja
Esmerk, part of 
Sanoma, has 
operations in 10 
countries including 
UK.

Magazine publishing and distribution

Newspaper publishing and printing

Educational publishing, publishing, printing,
and diaries

Electronic media

Kiosk operations, press distribution,
bookstores, and movie theatres



SanomaWSOY Group 

Net sales M€ 435.2 
EBIT M€ 70.8

Newspaper 
publishing and 
printing 

Sanoma 

Net sales M€ 117.5 
EBIT M€ 9.6

Commercial TV 
Cable TV and broadband

SWelcom

Net sales M€ 659.7
EBIT M€ 47.2

Press distribution
Kiosk operations
Bookstores
Movie theatres

Rautakirja

Net sales M€ 1,083.7 
EBIT M€ 137.1

Magazine publishing
Online operations 
Magazine distribution

Sanoma 
Magazines 

SanomaWSOY
Net sales M€ 2,491.1
EBIT M€ 294.0
Personnel 13,652

Personnel on 
average (full time 
equivalent)

WSOY

Net sales M€ 253.9 
EBIT M€ 29.1

Educational publishing
Publishing
Printing
Diaries
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Key Indicators
€ million 1–3/2005 1–3/2004Change,%1-12/200

Net sales 582.1 568.6 2.4 2,491.1
Operating profit 48.9 45.1 8.4 294.0

% of net sales 8.4 7.9 11.8
Balance sheet total 2,930.8 2,448.0 19.7 2,689.2
Gross investments 254.0 21.3 281.6
Equity ratio, %1 36.8 35.0 38.7
Gearing, % 99.1 81.9 82.1
Interest-bearing liabilities 1,061.3 715.1 48.4 894.8
Net debt 1,001.7 659.9 51.8 809.1
Personnel2 16,149 15,653 3.2 16,207
Earnings/share, € 0.22 0.17 30.3 1.31
Cash flow from operations/share, € 0.13 0.20 -38.7 1.54
Market capitalisation 2,959.7 2,218.8 33.4 2,632.2

1If equity would 
include capital 
notes, equity ratio 
on 31 March.2005 
is some 42% 
2 Under 
employment 
contract



Strategy
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Geographic 2004A net sales breakdown

Finland 
55%Netherlands

25%

Other countries 2%
Other EU countries 
10%

Belgium
8%

Divisional 2004A net sales breakdown

Balanced Composition of Net Sales
Acquisitions Increasing Balance Even More

-2,4

4.7%

9.9%

17.1%

25.9%

42.5%

57%

49%

21%

Elim.

SWelcom

WSOY

Sanoma

Rautakirja

Sanoma
Magazines

Advertising revenue of 
division’s sales

(20% of Group total)

% of Group net sales
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Strategic Focus Areas

Growth

Market
leadership

Cash flow

Business
practises

In 2005:
• Controlled growth
• Focus on core
• Strong market 

positions
• Strong financial 

position
• Best practices
• Training
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Our International Businesses

• Leading in consumer magazines in the 
Netherlands, Belgium, Finland, the Czech Republic, 
Hungary, Slovakia, Bulgaria and Russia

• Interesting new markets: CIS countries

• Strong position in Finland, the Netherlands and 
Belgium

• Interesting new markets: CEE countries

• Leading in Finland, Estonia, Latvia, and the 
Netherlands 

• Expanding in Romania and Lithuania 
• Interesting new markets: Russia and CEE countries

Press
Distribution

Educational 
Publishing

Magazines
38%

5%

8%

Share of revenues, 2004*

* Pro forma 
including 
Malmberg and 
YDP for FY04, 
Hiparion 
Distribtuion, 
Impress Teva and 
Independent 
Media

** Net sales from 
kiosk operations in 
Finland, the Baltic 
countries and the 
Czech Republic

Intra group 
eliminations 
excluded

13%**



Magazines
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Why Magazines?
• Magazines are not influenced by national political or cultural 

issues
• Preferred international license partner:

- Cosmopolitan, Elle, Disney, National Geographic...
• Own concepts, which can be internationalised:

- Story, Beaumonde
• In Finland, a long tradition of custom publishing, which can 

be internationalised 
• Magazines are perfect platforms for brand extensions
• Growth through:

- An active portfolio / launch strategy: Combination of 
magazines, internet sites, and virtual communities offers 
interesting new business opportunities

- Acquisitions and partnerships in areas where a 
significant market share can be achieved and where 
value can be added
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Finding & Organising for 
Sustainable Growth
Our core magazine business (80–90% of our current revenues) is 
expected to grow with a maximum of about 2–3 % yearly

Long 
Term 
Growth 
in %

GDP

CPI

Current Revenue Split

Readers 
market

± 60% ± 20% ± 20%

Advertising 
market

2–3% 
growth

0–50% 
growth

• Add-ons / line and brand extensions
• Custom Publishing 
• Online / mobile
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4. Expand non-magazine 
revenues through 3 
lines of business

a. Line and brand 
extensions of 
current magazine 
brands

a. Custom Publishing

b. Online / Mobile

1. Existing markets: gain market share from competitors – beat the local magazine 
markets/other media

3. Partner with larger European magazine companies in countries where a local # 1 
market position is achievable

GDP

CPI

Growth Opportunities

2. Investing into new geographies with an annual GDP growth over 3% and growing 
local magazine markets

Readers 
market

Advertising 
market
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Independent Media Acquisition
• Operates in Russia and Ukraine (28 

magazines + 3 newspapers
• Estimated net sales* 2004 EUR 70 

million, 
SanomaWSOY’s share EUR 47 million**

• Enterprise value some EUR 142 million

• Clear market leader in Russian 
magazine market 

• Huge markets: 145 million inhabitants, 
52 million households

- Growing economy: expected real 
GDP growth 5–7% 

- Fast growing media market: expected 
growth of 10–15% 

* incl. sales of 
50/50 joint 
ventures
incl. share of 
associated 
companies 
** pro forma 
consolidated share 
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• Startpagina no. 1 portal 5.3m reach p/m (March 05)

• Nu.nl no. 1 news site 2.0m reach p/m (March 05)

• Ilse no. 2 search engine 1.7m reach p/m (March 05)

• Startlap.hu no. 2 portal 1.4m unique visitors p/m (March 05)

• Nöklapja.hu no. 1 women community 553k unique visitors p/m (March 05)

• MBNet no. 1 IT/digital community 1m unique visitors p/m (April 05)

• Vauva no. 1 parenting community 200k unique visitors p/m (April 05)

Our Leading Internet Properties

NLNL

HUNHUN

FINFIN



Educational Publishing
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Why Educational Publishing?
• European educational publishing  market unconsolidated (no big players)
• Has great growth potential:

- Education top priority in Europe, investments especially in CEE countries 
Local content, but global platforms  

- ICT main driver behind growth 
• Internet based services, eLearning
• Centralized digital content production

- Modularisation of educational materials (sharing of assets e.g. pictures)

Van InMalmbergWSOYM
ar
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t s
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 in
Ed
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ng

the NetherlandsFinland Belgium Poland

26%
~51%

24%

Young Digital Poland

Digital
content 

production
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Bio voor jou / Van In Biologie voor jou / Malmberg

Example:
Sharing Pictures/Assets
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Example:
Sharing Tools and Platforms:
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Example:
Growth from Current Portfolios
An example: Consumer market

Consumer market
• Strong educational market position
• Very good access to via-school 

channel
• Building the bridge between school 

and home

Approach
• International team
• Market exploration
• Business case
• Decision
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Shareholders by Sectors 
% of Shares (of Votes)

Households 44% (49%)

Private companies 14% (8%)

Non-profit organisations 16% (30%)

Financial/ insurance 
institutions 7% (4%)

Public entities 9% (6%)

Foreign owners 10% (3%)

Public companies 0.05% (0.01%)
As of 
29 April 2005
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SanomaWSOY’s Liquidity
Series B Share, Monthly Trading
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Continuously improving liquidity



Committed to the Future

www.sanomawsoy.fi


