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The continuous transformation of a 
publishing house 



Three business areas 
interlinked to create 
increased value creation



Blink (Targeted ads) - exemplifying the Schibsted 
digital front-runner capabilities



OUR UNIQUE 
VALUE 
PROPOSITIONS IN 
THE NORDICS

The #1 place to go to buy  and sell
A brand-proof platform for advertisers
Leading provider of independent journalism
Helping consumers make informed decisions
Three decades of supporting the Nordic startup scene



What does it mean?
“Europe’s leading digital media group”

Develops the news products of tomorrow.

Controls and operates the 3rd alternative ad platform.

Is a leader in digital user payment.

Grows new adjacent businesses - based on strong reach, traffic and data.

Provides innovative publishing tools and platform.

Accepted as a leading voice in the industry.



Challenges facing news media



Overarching objective

Grow digital revenue

Reach User
engangement

User 
data

Subscription 
purchase

Subscription 
retention

Login 

A SET OF DRIVERS DETERMINE OUR DIGITAL REVENUE



NEWSROOMS DRIVING REVENUE

The nucleus

Ads

Affliate

Events

E-commerce

User payment

A F T E N P O S T E N  E V E N T   

N E W S  O N  S T A G E



Subscription

Display Advertising

Native Advertising

Donations (consumer)

Related Businesses

E-commerce

Events

Donations (organisations) 0%

2%

2%

3%

7%

8%

27%

52%

News Industry Pivots to Subscriptions for 2019
Revenue streams cited as most important for news companies in 2019*

* 163 of 200 digital leaders were surveyed from 29 countries for this question.
Source: Reuters Institute, University of Oxford



79 %
21 %

Business model turned upside down



WHAT ARE YOU MOST?



VOLUME ORDERS

CONVERSION RATE



A publishes 35% more than B



B sells 55% more subscriptions



Title TextMobile must be the starting point



Title TextNative app first-strategy



Very promising retention rates for Aftenposten’s new app



Log-in ratio is significantly higher than on other platforms 





Title TextA seamless live experience



Tell stories 
as they 
happen





Title TextThe product adapts to the individual  
user’s needs 



Title Text



The content that is consumed is only the tip of the iceberg 
Problem

Drowned in the noise of 
things the user doesn’t care 
about

Consumed content

Missed because it was 
presented to the user at 

the wrong time or context

Missed content



During a normal 
Aftenposten week…

Frode represents 60% of our 
readers

Anna represents 10% of our 
readers

1-2
Visits

15-40
Headlines

1
Arcticle

15-20
Visits

250
Headlines

6
Arcticle



Curation for the average 
user doesn’t work
Hmm.. This is the fourth 
time I see this!



Editorial signals
News value, lifetime, tags, 
categories etc.

User preferences 
and behavior

 

Page views, reading time, 
recirculation etc.



Age 18-25

150 k

200 k

400 k
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300 k
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JAN 2013 JAN 2014 JAN 2015 JAN 2016















Millennials Love
   Snapchat

13-17 18-34 35+

18,4M

55,5M

19,9M
72%

REACH

13-17 18-34 35+

3,1M

10,7M

4,0M
74%

REACH

13-17 18-34 35+

3,7M

10,7M

4,1M 79%
REACH

13-17 18-34 35+

1,3M
1,1M

0,5M 89%
REACH

13-17 18-34 35+

1,2M

4,6M

1,6M
59%

REACH

13-17 18-34 35+

1,1M

5,8M

3,5M
37%

REACH

13-17 18-34 35+

1,2M

4,0M

1,7M 72%
REACH

13-17 18-34 35+

2,3M

9,8M

1,7M

98%
REACH





VG VG VG PRINT



A dying industry? …or future potential?

-10%

Newspaper circulation

+17%

+14-18%

Online retail parcels



Morgenlevering.no; Order before 21h00 get fresh bread and juice 
before 7h00 delivered at your door

40

Products delivered, thousands

Convenient Fresh

Affordable Gifts
437

1 075

1 395

20172016 2018





42



Continuous

Context

In depth



LEGACY BUSINESS
TRANSFORMING 

THE CORE
THE SHINY 

NEW THINGS



STRATEGY PRIORITIES EXECUTION


