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Focus on Market Leadership 
The SanomaWSOY Group

• One of Europe’s largest magazine and educational 
publishers

• Wide, extremely strong media portfolio in Finland;
focused approach internationally

• Leading media assets in the chosen markets 
with strong cash generation, combined with 
excellent position

– in the attractive CEE countries and Russia 
– in digital businesses
– in distribution in Finland and the Baltic countries

• Good dividend payer
– primarily over half of Group result after taxes 

distributed in dividends 
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Strong Business Portfolio
Net Sales M€ 2,742 EBIT M€ 292 Personnel 18,434

EBIT including major non-recurring capital gains 
Personnel under employment contract, average

Magazine publishing 41%

Newspaper publishing 16%

Digital operations are 
included in all publishing
operations and total 
some 9% of Group net sales

Educational publishing 7%

TV and broadband 5% 

Press distribution 
and retail 21%

Other publishing 3%
(e.g. general literature, 
language services)

Other special retail 6%
(bookstores, movie theatres)

Other 1%
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Multimedia Strategy in Finland
Four Focused International Growth Areas

41%

7%

8%
13%*

* Net sales from kiosk operations in Finland and  the Baltic countries
Intra-group eliminations excluded

Magazines

Educational
publishing

Press
distribution

and retail

• Concepts travel – magazines are not influenced by national or political 
issues

• Preferred international license partner + own concepts across boarders
• Magazines are perfect platforms for brand extensions and community 

solutions

• Growth potential: investments in CEE and move to eLearning
• Consolidation of business – no big players in Europe
• Modularisation in production: local content, global platforms

• Good, profitable business & exportable know how
• Supports magazine value chain 
• Kiosk operations complement distribution in CEE countries Russia

Digital media
• Controlled transition from print to digital (optimal time, optimal pace)
• Consumer defines what content and where he/she wants to use
• Includes TV and radio, online access, digital content, online 

advertising and eCommerce (some 4% without broadcasting)

9%



Trends
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The Media Today
My Media Expanding, Platforms Converging, Mobile 
Internet on Its Way

My mediaLinear media

http://www.hs.fi/
http://images.google.fi/imgres?imgurl=http://www.rsmh.se/varldsdagen/images/MTG-LOGO.gif&imgrefurl=http://www.rsmh.se/varldsdagen/index.htm&h=148&w=100&sz=7&hl=fi&start=10&tbnid=iYxDDGPMHoC0zM:&tbnh=95&tbnw=64&prev=/images%3Fq%3Dmtg%2Blogo%26gbv%3D2%26svnum%3D10%26hl%3Dfi%26sa%3DG
http://images.google.fi/imgres?imgurl=http://www.nelonenmedia.fi/img/logo_jim.gif&imgrefurl=http://www.nelonenmedia.fi/jim/mediakortti_jim_3.html&h=109&w=231&sz=3&hl=fi&start=1&um=1&tbnid=o-4GwfUwBeBW_M:&tbnh=51&tbnw=108&prev=/images%3Fq%3DJIM%2Blogo%26svnum%3D10%26um%3D1%26hl%3Dfi
http://images.google.fi/imgres?imgurl=http://upload.wikimedia.org/wikipedia/fi/thumb/f/fd/Subtv-n_logo.svg/800px-Subtv-n_logo.svg.png&imgrefurl=http://fi.wikipedia.org/wiki/Kuva:Subtv-n_logo.svg&h=163&w=800&sz=17&hl=fi&start=1&tbnid=eon3Os1JFF1XpM:&tbnh=29&tbnw=143&prev=/images%3Fq%3Dsub%2Btv%2Blogo%26gbv%3D2%26svnum%3D10%26hl%3Dfi%26sa%3DG
http://www.mtv3.fi/kanavapaketti/max.shtml
http://www.mtv3.fi/kanavapaketti/leffa.shtml
http://images.google.fi/imgres?imgurl=http://www.polopoly.com/content/1/c4/09/95/viasat_logo.gif&imgrefurl=http://www.polopoly.com/extra/jsp/polopoly.jsp%3Fd%3D188%26a%3D993%26l%3Dsv_SE&h=114&w=180&sz=2&hl=fi&start=3&tbnid=PjXdy76z8RyvUM:&tbnh=64&tbnw=101&prev=/images%3Fq%3Dviasat%2Blogo%26gbv%3D2%26svnum%3D10%26hl%3Dfi%26sa%3DG
http://www.kinotv.fi/
http://images.google.fi/imgres?imgurl=http://www.grundig.fi/arch/_img/9085608.jpg&imgrefurl=http://www.grundig.fi/%3Faid%3D9074741&h=443&w=500&sz=43&hl=fi&start=6&tbnid=ohPI9iIG1G6fjM:&tbnh=115&tbnw=130&prev=/images%3Fq%3Dtv%26gbv%3D2%26svnum%3D10%26hl%3Dfi%26sa%3DG
http://images.google.fi/imgres?imgurl=http://www.sopranosuessightings.com/assets/ToshibaLapTop.jpg&imgrefurl=http://www.sopranosuessightings.com/gifts.htm&h=280&w=280&sz=14&hl=fi&start=2&tbnid=z2HxDU5iy-W46M:&tbnh=114&tbnw=114&prev=/images%3Fq%3Dlap%2Btop%26gbv%3D2%26svnum%3D10%26hl%3Dfi
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Overall Megatrends

• Globalisation and consolidation
• ICT development enables totally new ways of doing
• Big global players and successful local strategies evolve 

side by side
• More choice for consumers and advertisers; fragmenting 

markets
• The traditional lines of competition becoming fuzzier –

Who do I compete with?
• Consumers taking control; ”social and creative” media, 

sharing ideas and experiences
• Ageing (in our main markets) and decreasing family sizes 

(especially in CEE countries and Russia)



Strategic Frame
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Strategic Frame

• Multimedia strategy in Finland

• Focused growth areas
– magazines
– educational publishing
– digital media
– press distribution/kiosks
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Strategic Objectives

Growth and profitability
• Expansion especially in growth markets 
• Value-adding consolidation
• Judicious investments in digital media
• Efficiency efforts in all businesses

Market leadership
• Value-adding market leadership in 

chosen businesses and markets
• One of the leading European magazine 

and educational publishers

Way of doing
• Customer centric product and service 

development 
• Innovative and cooperative people that 

can deliver sustainable growth and 
profitability

• Optimal combination of local know how 
and international best-in-class practises

• Value-adding cross-divisional and 
international cooperation

• Fast and flexible processes enabling full 
exploitation of growth and efficiency 
opportunities



Digital Media in SanomaWSOY
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SanomaWSOY’s Digital Media Categories

Online advertising
All online and mobile advertising funded products/services 
like news sites, classifieds, portals, internet auction, games

Digital paid content
Products/services sold in digital format, 
like educational products, pictures etc.

TV and Radio
Broadcast TV and pay TV services and radio operations

Access and communications
Welho broadband access and communications services

E-commerce
Physical products sold, like books, over IP



Hannu Syrjänen |  5/10/2007 | 13

TV and Radio Operations
Broadcast and pay TV services
Radio operations

Digital Business in SanomaWSOY

Digital net sales
~ M€ 240

Access and Communication
e.g. providing broadband internet 
access and related services

Online Advertising
All online and mobile 
advertising e.g. classifieds, 
internet auction, display

Digital Content
IP based products and services 
sold in digital formats e.g. news 
services or eLearning products

eCommerce
Physical products sold over IP
e.g. books, movie tickets

Others
Other digital content
e.g. voice books, DVDs
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Classifieds, Search and Display Advertising
Breakdown of Online Revenue

Finland

Source: Jupiter Research; European Online Advertising Forecast November 2006
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Online advertising growth in 2006
• Sanoma Magazines in the Netherlands: by 55%
• Sanoma in Finland by 42%
• Sanoma Magazines in Hungary by 95%
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SanomaWSOY Digital Media Sales
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Content for Your Life

www.sanomawsoy.fi
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