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“We shall become the leading media 
company in Scandinavia”

*1994

# employees # countries revenues result

2 100
1

3 bill
NOK

0.3 bill
NOK



“Schibsted shall become the most 
attractive media group in Europe”

# employees # countries revenues
2007

result
2007

9 000

22

13.6 bill
NOK

1.2 bill
NOK

*2008



A media group known through its brands

Brands connected

Newspapers

Mobile Content

Online

Books & Magazines

Live Pictures

Classified Ads





To deliver on the vision, Schibsted has three strategies

Dominate markets

• Optimize benefits within 
a national market

• Develop new products 
and brands

• Norway, Sweden, 
Estonia, Spain, France

Roll out proven products

• Export of proven 
products

• Focus online Classifieds 
in Europe - SCM

Best skills in Europe

• Synergies across 
companies and 
countries

• Build tools and skills for 
increased effectiveness 
and innovation

Media house Product Capability building



Activity continues to been high
Media house Product Capability building

.fr

http://www.medianorge.no/default.aspx
http://metro.se/se/
http://www.kapaza.be/
http://www.toyota.se/
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The Mediahouse strategy – building the 
leading “media mall”



Driving traffic in the “media mall”



Efficiency in the back of the “media mall”



To deliver on the vision, Schibsted has three strategies

Dominate markets

• Optimize benefits within 
a national market

• Develop new products 
and brands

• Norway, Sweden, 
Estonia, Spain, France

Best skills in Europe

• Synergies across 
companies and 
countries

• Build tools and skills for 
increased effectiveness 
and innovation

Media house

Roll out proven products

• Export of proven 
products

• Focus online Classifieds 
in Europe - SCM

Product Capability building



Schibsted Classified Media



People need to buy and sell, people need jobs
We know how to build the new market places



No. 1 recruitment

No.1 generalist classifieds

No. 1 cars

No. 1 real estate

No. 4 recruitment

Market positionSite Unique monthly visitors

3.1 million

2.7 million

0.8 million

1.1 million

0.6 million

Source: Nielsen Netratings, Nedstat Siteview

No. 1 in generalist classifieds 
and growing  in Real Estate 
and Car verticals

0.8 million

Spain

Austria

We have leading positions in Europe 



C&BM

#2/3  in cars /real estate 1.0 million

No. 1 in recruitment 1.1 million

No. 2 general merchandise 1.2 million

2.2 million

Source: Nielsen Netratings, CIM for Belgium 

No. 1 general merchandise 2.0 million

#1 car classifieds

1.2 million

Site Market position Unique monthly visitors

France

Italy

We have leading positions in Europe (2)

#1 car car content

No. 1 in general merchandise 0.2 millionBelgium

http://www.secondamano.it/iad/
http://www.kapaza.be/


The strategy is to be #1 in each segment

Norway

Spain

Sweden

France

Italy

Austria

Slovenia

Estonia

Lithuania

Cars Real Estate Jobs General merchandise 

# 1 # 1 # 1 # 1

# 1 # 1Just started

# 1

# 1

# 1 # 1 # 1 # 1

# 1

# 2

# 1

# 3 # 3 # 1

# 3

# 3 # 3

# 2 # 3

Just started

# 1/2

# 1 Just started Just started

Belgium (Flanders) # 1 # 1



0
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1 2 3 4 5 6 7 8 9 10 11 12 13 14

Months from start

We now feel confident we can do this

Subito Compraventa

LeBonCoin

Mudah

Development of averge number of unique IP addresses per day since launch



Infojobs Italy has shown ability to rapidly grow to 
leading position based on greenfield
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StepStone

TrovoLavoro

Monster.it

Infojobs.it

UVs

PV

UVsPVs

Strong traffic growth IJ Italy (UV/PV per 
month in millions)…

… leading to #1 position in usage 
(UMV/Month, Nielsen Netratings) 



A group that fosters 
democracy and 
diversity through 
integrity and editorial 
independence.

A listed company 
giving competitive 

financial
returns based on a 

sound balance 
sheet.

A broad media 
group which 

conveys important, 
useful and 

entertaining content.

A knowledge-based 
group whose core 

resources are 
strong brand and 
highly qualified 

employees.
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A leading group 
in Europe 
In developing 
talent, leaders, 
employees and 
creative 
organisations 
embracing 
continuous 
improvement.

Organisation
A leading group 
in Europe
in understanding 
changes in 
media usage and 
applying this 
knowledge in 
developing 
traditional and 
new media.

Market

A group 
with an open, 
including 
culture 
hallmarked by 
efficient 
cooperation 
and strong 
local 
entrepreneur 
ship.

Group 
development

FinanceGrowth

Europe's most 
innovative 
media group, 
founded on 
strong brands.

A leading 
media group 
in Europe 
with regard to 
long-term 
financial 
returns and 
risk 
management.

Schibsted will be 
the most attractive media group in Europe 

through people who dare, who challenge and who create!



To deliver on the vision, Schibsted has three strategies

Dominate markets

• Optimize benefits within 
a national market

• Develop new products 
and brands

• Norway, Sweden, 
Estonia, Spain, France

Best skills in Europe

• Synergies across 
companies and 
countries

• Build tools and skills for 
increased effectiveness 
and innovation

Media house

Roll out proven products

• Export of proven 
products

• Focus online Classifieds 
in Europe - SCM

Product Capability building



To edit footer >  View  >  Header and Footer21

Innovation

Sales

Market 
insight

Organisation 
and 

management

Our vision from a capability perspective



Great Place to Work

What is it like to work in Schibsted?

Great Place to Work gives 
us many answers and helps 
organisations to improve.



“Being inefficient is 
not the biggest threat 
for corporations, but 
being irrelevant.”

Gary Hamel



You must put discipline
into collaboration!

Collaboration can get
great results……

…Provided you have the 
discipline



Continuous improvements: Employee 
satisfaction increased dramatically 

”..Jens-Petter (Ad production director) is 
brave, and it is flattering that he has this 
much belief in us”

”Part of the goal of this 
project is that the employees 
will receive the opportunity 
and means to improve their 
own working day”

”This time we really believe that something 
is going to happen”

72%

65%

61%

54%

56%

87%

83%

73%

73%

79%

50% 60% 70% 80% 90% 100%

Fellowship

Pride

Justice

Respect

Credibility

2007 2008

1. Great Place To Work, 2008



We have established a plan for
how to ramp-up

2009 2010 2011 2012

1/10 1/8

Program 1st

wave
2nd

wave
3rd

wave
4th

wave
5th

wave
6th

wave
nth

wave
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In sum we think this strategy will drive strong 
growth, especially in online classifieds
Illustrative projections earnings

Other

Print media

Online classifieds & search

Online media

Time

O
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Schibsted strategy summary

• There is a fundamental growth challenge in the newspaper business 
model – Schibsted has managed to find new areas for growth in online

• Today, Schibsted has three strategies for value creation

• Mediahouse, Product, Capability building

• Over the coming 3-5 years, the product strategy will probably create the 
most value for Schibsted with focus on online classifieds 

• At the same time, Schibsted needs to reinvent the core newspaper
business model and continue to build European best practice capabilities

• The three strategies strengthen each other, if executed and balanced 
correctly, they do not work against each other



Charles Darwin

”It is not the strongest of the species that 
survive, nor the most intelligent, 

but the one most responsive to change.”

‘Survival of the fittest’




	“We shall become the leading media company in Scandinavia”
	“Schibsted shall become the most attractive media group in Europe”
	A media group known through its brands�Brands connected
	To deliver on the vision, Schibsted has three strategies
	Activity continues to been high
	The Mediahouse strategy – building the leading “media mall” 
	Driving traffic in the “media mall”
	Efficiency in the back of the “media mall”
	To deliver on the vision, Schibsted has three strategies
	People need to buy and sell, people need jobs�We know how to build the new market places
	We have leading positions in Europe 
	We have leading positions in Europe (2)
	The strategy is to be #1 in each segment
	We now feel confident we can do this
	Infojobs Italy has shown ability to rapidly grow to leading position based on greenfield
	To deliver on the vision, Schibsted has three strategies
	Our vision from a capability perspective
	Great Place to Work�What is it like to work in Schibsted?
	Continuous improvements: Employee satisfaction increased dramatically 
	We have established a plan for�how to ramp-up
	In sum we think this strategy will drive strong growth, especially in online classifieds
	Schibsted strategy summary

