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”Ownership must ensure
freedom and independence
of Schibsted’s media”
Freedom of speech is threatened in many places around the world. I have
become more and more convinced that ownership must ensure the freedom and
independence of Schibsted’s newspapers and other media. A free press is perhaps the
best safeguard of a strong and vibrant democracy.
On this background, I wanted my ownership stake in Schibsted to contribute to
continued editorial freedom, credibility and quality of the media that we own. I also
wanted to ensure the long-term and healthy financial development of the Schibsted
Group, with a strong, stable and Norwegian ownership.
With this in mind, the Group gave my ownership stake of 26.1 per cent special rights
in Schibsted’s Articles of Association when we decided to list the company on the
stock exchange. I established the Tinius Trust in 1996 to ensure that the Schibsted
Group continues as a media group, run according to the same main editorial and
business guidelines as at present. The Board of the Trust was instructed to monitor
this, while at the same time work to ensure the long-term, healthy financial development of Schibsted.
The Tinius Trust has in my opinion been a very effective obstacle against financially
strong players who would otherwise have tried to take over the group. Without the
Trust, Schibsted would probably not have existed in its current form, nor would we
have had the same opportunity to further develop the company. The Trust has effectively limited any interest in taking over the company.
When media companies in other countries have wanted to have Schibsted as owner,
we have noticed how the Trust has contributed to us being viewed positively as a business partner.
The strength of the Tinius Trust is that, contrary to many other Trusts and other types
of arrangements, it has power, and if that power is used intelligently, it will undoubtedly serve to protect the freedom and independence of the Schibsted Group.
I do hope that what I have done will benefit the holdings that I have worked to keep
and defend over the years.

Tinius Nagell-Erichsen
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Encouragement
for creativity
and renewal
Creativity and the capability of renewal are important preconditions
when creating the media of tomorrow. This is why the Tinius Trust has invited a
group of prominent media professionals to present their suggestions for such a process. None of them have the solution, but they all have opinions that inspire a qualified debate on the media of the future.
The Tinius Trust has two important foundations: One is the defence of free media. A
free press is perhaps the most important safeguard we have for a strong and living
democracy. The other is to be an active support for the healthy financial development
of Schibsted. These two foundations have always been interconnected. Without good
content, no healthy finances – and without healthy finances, no content.
Now the winter night has fallen. Many have understood and anticipated its arrival,
but few are able to keep warm. The spring everyone is longing for may take long to
arrive and will inevitably reveal an altered media landscape. It is in situations such as
these it is important to dare to think new and differently. This characterizes the contributions on the following pages.
We view it as a confirmation of Schibsted’s impact also outside of Scandinavia that
Rupert Murdoch is one of the contributors to this annual report. However, Schibsted
also has its own talented people who share their experiences with us. Aftonbladet’s Kalle Jungkvist writes on the development of a comprehensive media house
and Svenska Dagbladet’s Lena K. Samuelsson and Martin Jönsson discuss the will to
change. VG’s Torry Pedersen is convinced that the Internet must be allowed to develop
on its own terms. From Paris Frédéric Filloux has views on the new role of the editor,
while Per Egil Hegge is of the opinion that we can gather inspiration from colleagues
in the press who have weathered storms before. Finally, Speaker of the Norwegian
Parliament, Torbjørn Jagland, writes on the conditions of freedom of speech. Freedom
of speech is the precondition for a free press and deserves our attention.
I would like to extend warm thanks to them all.

Ole Jacob Sunde
Chariman of the Board, The Tinius Trust
Annual Report 2008 THE TINIUS TRUST
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The future of the media
by Rupert Murdoch,
Chairman and CEO of News Corporation

The future of
newspapers: Moving
beyond dead trees
Our most important task is to earn the
trust and loyalty of our readers. If we succeed,
there will always be newspapers, or a close
electronic relative of them.


A subject that always gets certain journalists going is the future of
newspapers, and it’s a subject that has a relevance far beyond the feverish, sometimes
insecure collection of egos and energy that is the journalistic profession.
Too many journalists seem to take a perverse pleasure in ruminating on their pending
demise. I know industries that are today facing stiff new competition from the internet: banks, retailers, phone companies, and so on. But these sectors also see the internet as an extraordinary opportunity. But among our journalistic friends are some
misguided cynics who are too busy writing their own obituary to be excited by the
opportunity.

[6]

T H E T I N I U S T R U S T Annual Report 2008

Self-pity is never pretty. And sometimes it even starts in journalism school-some of which
are perpetuating the pessimism of their tribal elders. But I have a very different view.
Unlike the doom and gloomers, I believe that newspapers will reach new heights.
In the 21st century, people are hungrier for information than ever before. And they
have more sources of information than ever before.

Amid these many diverse and competing voices, readers want what they’ve always
wanted: a source they can trust. That has always been the role of great newspapers in
the past. And that role will make newspapers great in the future.
If you discuss the future with newspapermen, you will find that too many think that
our business is only physical newspapers. I like the look and feel of newsprint as much
as anyone. But our real business isn’t printing on dead trees. It’s giving our readers
great journalism and great judgement.
It’s true that in the coming decades, the printed versions of some newspapers will lose
circulation. But if papers provide readers with news they can trust, we’ll see gains in
circulation-on our web pages, through our RSS feeds, in emails delivering customised
news and advertising, to mobile phones.
In short, we are moving from news papers to news brands. For all of my working

life, I have believed that there is a social and commercial value in delivering accurate
news and information in a cheap and timely way. In this coming century, the form of
delivery may change, but the potential audience for our content will multiply many
times over.
The news business is very personal for me. For more than a half century, newspapers have been at the heart of my business. If I am sceptical about the pessimists
today, it’s because of a simple reason: I have heard their morose soothsaying many
times before.

Give the readers good
honest reporting on issues
that matters most to them
and you will be rewarded
with trust and loyalty.

The challenges are real. There will probably never be a paperless office, but young people are starting paperless homes.
Traditional sources of revenue-such as classifieds-are drying
up, putting pressure on the business model. And journalists
face new competition from alternative sources of news and
information.

So we have a steady stream of stories like The Economist
cover declaring that ’newspapers are now an endangered
species.’ That’s quite ironic coming from a successful and growing magazine that likes
to describe itself as ’a newspaper’.
My summary of the way some of the established media has responded to the internet
is this: it’s not newspapers that might become obsolete. It’s some of the editors,
reporters, and proprietors who are forgetting a newspaper’s most precious asset: the
bond with its readers.
When I was growing up, this was the key lesson my father impressed on me. If you
were an owner, the best thing you could do was to hire editors who looked out for
your readers’ interests – and give these readers good honest reporting on issues that
mattered most to them. In return, you would be rewarded with trust and loyalty you
could take to the bank.
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Over many decades in newspapers, I have been privileged to witness history

being made and printed almost every night. Today I’d like to write about what these
experiences have taught me – and why they give me confidence about the future.
My intent is to use my experience to illuminate the way we need to respond to the two
most serious challenges facing newspapers today. The first is the competition that is
coming from new technology – especially the internet.
The more serious challenge is the complacency and condescension that festers at
the heart of some newsrooms. The complacency stems from having
enjoyed a monopoly – and now finding they have to compete for an
audience they once took for granted.
Rupert Murdoch is the ChairThe condescension that many show their readers is an even bigger pro- man and CEO of News
blem. It takes no special genius to point out that if you are contemp- Corporation. Through News
tuous of your customers, you are going to have a hard time getting Corporation he controls a vast
them to buy your product. Newspapers are no exception.
global media empire, and he is
one of the leading players in
I became an editor and owner well before I had planned. It happesatellite TV, the film industry
ned when my father died, and I was called home from Oxford. That
and the Internet. He owns
was how I found myself a newspaper proprietor at the age of 22. I was
newspapers, magazines and
so young and so new to the business, when I pulled my car into the lot
TV stations. In 2006 he
on my first day, the garage attendant admonished me, ’Hey, sonny, you
bought the world’s largest
can’t park here.’
online community: MySpace.
That paper was The Adelaide News. Its newsroom was a noisy place. His most famous newspapers
But it was noise with purpose. The chattering and pounding of type- are The Times, The Sunday
writer keys reached a crescendo in the minutes before a deadline that Times, the Sun and the New
was stretched beyond breaking point by gun reporters determined to York Post. He owns Dow Jones
get the latest, freshest version of a story.
& Company, which publishes
titles including The Wall Street
That background music created an urgency all of its own. When the
Journal.
presses began to run, everyone in the building felt the rumble. And
when the presses were late, the journalists felt me rumble.
When I took over the News, The Adelaide Advertiser was the dominant
paper in town. Its owners tried to get my mother to sell to them. They sent her a letter basically saying that if she didn’t accept their offer, they were going to put the News
out of business. We responded by printing their letter on the front page of the News.
The result was a good old-fashioned stoush – a newspaper war. It cost a great deal. But
it taught me that with good editors and a loyal readership, you can challenge betterheeled and more established rivals – and succeed. And we did.
A decade later, there was another test: creating Australia’s first national paper. That

might not sound like a big deal today. But it was back in the 1960s, when the country
was only barely linked by phone lines. Our plan was to start a paper in Canberra, build
it, and then take it national.
If the technological challenges were not daunting enough, our competitors got wind
of our plans. As soon as they did, they transformed the existing paper – The Canberra
Times – into a pretty impressive broadsheet. By doing that, they hoped to grab readers
and advertisers before we could even get off the ground. There was only one way to
respond: we would have to go national almost two years ahead of schedule.
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Today, of course, even the smallest Australian newspaper has a web page that you can
log in to from Cairns to Caracas. But back then, we didn’t even have reliable fax lines.
Instead, we had to fly the printing plates from Canberra to presses elsewhere in the
country – usually late at night. We even started up our own airline to do it.
It was all complex, and of course, things did not always go to plan. But it was also exhilarating. The result was that we brought readers across Australia a better product, and
helped transform Australian journalism.
All this was excellent preparation for the next big fight we had: the opening of

our new presses at Wapping in England.
For those who are too young to remember those daunting days, let me give you
some perspective. Back in the mid-1980s, British papers were essentially run by their
unions, and these unions resisted all improvements.
These were not unions acting on behalf of the working class, but a cosy, corrupt
closed shop. Some of the names that drew pay cheques didn’t even exist. Our payroll
showed that cheques were being sent to people like M. Mouse and D. Duck – neither
of whom paid income tax.
At a time when new printing technology was making other papers around the world
more efficient, newspapers in Britain were forced to rely on a technology that had not
changed much since Gutenberg’s Bible. The costs were destroying hundreds of jobs
and crippling what is now the world’s most vibrant newspaper market.
This was not sustainable in the long run. The columnist Bernard Levin described
Fleet Street this way: ’Conditions which combined a protection racket with a lunatic
asylum.’

A handful of editors acted
as a sort of demi-gods.
If they ran a story, it
became news. If they
ignored an event, it never
happend. Today editors
are loosing this power.

We decided to change that. We bought new, state of the
art presses, installed them at a site in Wapping, and found
good people to run them.

In the end, it was expensive. There was terrible violence, especially against the police. Those workers who chose to fight
us expected that management would roll over as so many
managements had in the past. And for a few weeks, we were
literally under siege by people intent on damaging our presses, hurting our people, and killing our business.

But we had planned well, and we prevailed. Our victory
helped make all British newspapers more profitable. And of
course this meant better wages and a brighter future for their employees.
Today the challenge we face is different. In some ways, it is a direct attack on our
judgement.
It used to be that a handful of editors could decide what was news – and what was not.
They acted as sort of demigods. If they ran a story, it became news. If they ignored an
event, it never happened.

Today editors are losing this power. The internet, for example, provides access to
thousands of new sources that cover things an editor might ignore. And if you aren’t
satisfied with that, you can start up your own blog and cover and comment on the
news yourself.
[ 10 ]
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Journalists like to think of themselves as watchdogs, but they haven’t always responded well when the public calls them to account.
When Dan Rather broadcast his story suggesting President Bush had evaded service
during his days in the National Guard, bloggers quickly exposed the dubious nature
of his sources and documents.
Far from celebrating this citizen journalism, the establishment media reacted
defensively. During an appearance
on Fox News, a CBS executive
attacked the bloggers in a statement that will go down in the
annals of arrogance.

’60 Minutes,’ he said, was a professional organisation with ’multiple
layers of checks and balances.’ By
contrast, he dismissed the blogger
as ’a guy sitting in his living room
in his pajamas writing.’ But eventually it was the guys sitting in their
pajamas who forced Mr Rather and
his producer to resign.
Mr. Rather and his defenders are not
alone. A recent American study
reported that many editors and
reporters simply do not trust their
readers to make good decisions. Meeting: Mr. Rupert Murdoch and CEO of Schibsted, Kjell Aamot, in conversation
Let’s be clear about what this means. during a meeting in Carmel, California.
This is a polite way of saying that
these editors and reporters think their readers are too stupid to think for themselves.
By taking their audience for granted and allowing themselves to become as institutionalised as any government or company they write about, these journalists are
threatening their own papers. It is simply extraordinary that so many who are privileged to sit in the front row and write the first account of history could be so immune to its obvious meaning – not to mention the consequences for their own industry.
Let me give you an example. Four years ago The Times of London was going

through a difficult time in circulation. So we experimented with changing from a broadsheet to what we call a ’compact’ version. For almost a year, we printed two versions of
The Times – each with the same photos, the same headlines, and the same stories.
By an overwhelming margin, readers preferred the new, compact version. So we
adopted that version, reversed our decline in circulation, and helped put The Times
on a more solid footing, which of course is the key to keeping jobs. And we did it without affecting the quality of the news.
You might think our experience with The Times would be a good lesson about
responding to what readers want, and keeping a newspaper relevant and viable. But
that’s not what most journalists wrote about. Instead, they offered a lot of handwringing about tradition – and sentimental laments for a format that most Times
readers no longer cared for.
Annual Report 2008 THE TINIUS TRUST
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I see the same thing every day. Instead of finding stories that are relevant to

their readers’ lives, papers run stories reflecting their own interests. Instead of writing
for their audience, they are writing for their fellow journalists. And instead of commissioning stories that will gain them readers, some editors commission stories whose
sole purpose is the quest for a prize.
When I started out in the business, anyone who dared parade a prize for excellence
would have been hooted out of the newsroom for taking himself too seriously. But
today the desire for awards has become a fetish. Papers may be losing money, losing
circulation, and laying off people left and right. But they will have a wall full of
awards-prisoners of the past rather than enthusiasts for the future.
Readers want news as much as they ever did. Today The Times of London is read by
a diverse global audience of 26 million people each month. That is an audience larger
than the entire population of Australia – an audience whose sheer size is beyond the
comprehension and ambitions of its founders in 1785. That single statistic tells you
that there is a discerning audience for news.
The operative word is discerning. To compete today, you can’t offer the old onesize-fits-all approach to news.

The defining digital trend in content is the increasing sophistication of search. You
can already customise your news flow, whether by country, company or subject. A
decade from now, the offerings will be even more sophistiThe challenge is to use a cated. You will be able to satisfy your unique interests and
newspaper’s brand while search for unique content.

allowing readers to
personalise the news for
themselves – and then
deliver it in the ways that
they want.

After all, a female university student in Malaysia is not going
to have the same interests as a 60-year-old Manhattan executive. Closer to home, your teenage son is not going to have the
same interests as your mother. The challenge is to use a newspaper’s brand while allowing readers to personalise the news
for themselves-and then deliver it in the ways that they want.

This is what we are now trying to do at The Wall Street Journal. The journal has the advantage of having a very loyal
readership, a brand known for quality and editors who take the readers and their
interest seriously.
This helps explain why the journal continues to defy industry trends. Of the ten
largest papers in the United States, the journal is the only one to have grown its paid
subscriptions last year.
At the same time, we intend to make our mark on the digital frontier. The Journal is
already the only US. newspaper that makes real money online. One reason for this is
a growing global demand for business news and for accurate news. Integrity is not just
a characteristic of our company, it is a selling point.
One way we are planning to take advantage of online opportunities is by offering
three tiers of content. The first will be the news that we put online for free. The second
will be available for those who subscribe to wsj.com. And the third will be a premium
service, designed to give its customers the ability to customise high-end financial news
and analysis from around the world.
In all we do, we’re going to deliver it in ways that best fit our readers’ preferences: on
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web pages they can access from home or work on still evolving inventions like Amazon’s kindle as well as on cell phones or blackberries.
In the end, we are left with where we began: the bond of trust between readers and

their paper. Much has changed since I walked into the Adelaide News in 1954. Presses
have never been faster or more flexible. We have computers that allow you to lay out
multiple pages in multiple countries. We have faster distribution. But none of it will
mean anything for newspapers unless we meet our first responsibility: earning the
trust and loyalty of our readers.
I do not claim to have all the answers. I can rightly be held to account in perpetuity
for the points on which I am proven wrong – as well as mocked for my inability to see
just how much more different the world had become.
But I don’t think I will be proven wrong on one point. The newspaper, or a very close
electronic cousin, will always be around. It may not be thrown on your front doorstep
the way it is today. But the thud it makes as it lands will continue to echo around
society and the world.

Annual Report 2008 THE TINIUS TRUST

[ 13 ]

Media House: In a phase of transition
by Kalle Jungkvist
Editor-in-Chief Aftonbladet Nya Medier, Stockholm

The secrets behind
our successful
strategic choices
It is in times of crisis that old strategies come
under pressure. This is the time to get a foothold
in new markets. And this is when the future
winners will emerge.


Our journalism has always been the key. Journalism that has been in tune
with the spirit of the times, and has reflected the rapidly changing needs of our
readers and visitors. This has involved focusing hard, from an early stage, on handling
the transition from analogue to digital media, and rapid innovation.
We have also made use of our unique newspaper distribution network, and our very
high Internet traffic, to create new products, services and businesses. These have been
the most important elements of our strategy to create a progressive media house.
A number of key strategic decisions have been vital to Aftonbladet’s development. As
with every strategy, we haven’t always known exactly where we were going right from
the start. It has developed gradually, sometimes based on thorough analyses, but
equally often on intuition and in some cases without being properly thought through,
which has led to major setbacks.
Annual Report 2008 THE TINIUS TRUST
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I plan to describe the most important strategic decisions, as well as the underlying
principles that have guided us in making them.
To give you an idea of where we were coming from, I must first give a brief presentation of the business.
The print edition of Aftonbladet is a national, “middle market” tabloid for single copy
sales, and is Sweden’s largest newspaper. It was founded in 1830, and last year its ABC
circulation was 378,000.
Aftonbladet Nya Medier (New Media) was until last year an independent company
with 138 employees. The company’s main activity was the website Aftonbladet.se,
which has approx. 1.5 million daily unique visitors. In 2008 it made a profit of SEK
105 million – making it, with one exception, the only newspaper or TV website to
make any profit at all.
In total, through its two main channels, Aftonbladet reaches a net 2.3 million people
each day, which is equivalent to 32 per cent of all Swedish people between the ages of
15 and 79. Over the course of an average week, we reach around half the population.
The group’s third pillar is “Aftonbladet Tillväxtmedier” (New Media Business) – a holding company that invests in, and develops, new online businesses. In total the Aftonbladet group made a profit of SEK 302 million in 2008.
This is a chronological list of the most important events and decisions in the group’s
recent history.
EARLY 1990s
The newspaper: The newspaper was at that time owned by the whole trade union

movement in Sweden. It did not have professional owners, and was independent of the
large media groups. Meanwhile Sweden was being rapidly deregulated, commercial TV
was developing at an explosive pace, and people were constantly facing new choices in
their everyday lives. We modernised our journalism, which meant responding to people’s increasing need for help with making choices in a rapidly-changing society.
As a national newspaper, Aftonbladet had a unique strength – distribution to approx.
16,000 retailers across the whole of Sweden and a strong position by the checkouts of
the major supermarket chains. Its approx. 50,000 placards (unrivalled in Sweden)
gave the newspaper enormous marketing power.
This position meant that at the start of the 1990s we were able to build up an extensive magazine supplement portfolio with titles covering areas such as TV, health, cars,
IT and travel, to mention but a few. The magazines were cheap, and were distributed
and sold with the newspaper. They were displayed by the checkout queue, and did not
need to battle with their competitors in the more remotely magazine placed positioned displays.
By being first and innovative, Aftonbladet soon became the market leader. The magazines
increased the circulation of the main newspaper, whilst also becoming a profitable business in their own right. Today we sell as many of our magazines as the sales of all other
magazines combined.
Both the changes to our journalism and our investment in magazines were very
important to our subsequent online investments.
The Internet: Aftonbladet.se was established in 1994, making it one of the first

newspaper websites in Europe, far ahead of our Swedish competitors. The decision
was based on intuition. We saw that it was a new and exciting technology, and viewed
the Internet as a potential channel for reaching more readers and increasing advertis-
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ing revenues. We didn’t know exactly how we would manage to do that at the time.
Initially all of the content came from the print edition of the newspaper. But we experimented a great deal with moving images, audio content, community functions,
votes and forums. Very many young people had their first experience of chatting on
aftonbladet.se
So we were first – far ahead of our competitors – and we were willing to invest. We dared
to experiment and to be innovative. And that is precisely what has proved to be the key
time and again in the development of the digital world. The market
leader makes money. And the market leader is always ahead of the competition.
Kalle Jungkvist is Editor-inTHE LATE 90s
Chief of Aftonbladet Nya
In 1996 half of the shares in the newspaper were bought by Schibsted, Medier. Reporter, news editor
which took over total financial responsibility. Later that year Afton- and Deputy Editor at the
bladet overtook its leading competitor Expressen to become Scandina- newspaper Aftonbladet for 20
via’s biggest newspaper.
years, Editor-in-chief at Nya
This was thanks to a complete revamp of the newspaper’s journalism Medier for 10 years. From June
and marketing.
2009 he will be a senior advisor
to Schibsted Sweden, and visiBut the online edition was also very important. It influenced views of Aftonting professor for the journabladet, and the younger generation saw us as being modern and innovative.
lism degree course at Umeå
Becoming the biggest, market-leading newspaper after being the University. He is Vice-chairman
underdog for almost 40 years imposed completely new requirements of the Swedish Newspaper
on our organisation. As a result, we carried out a management, Publishers’ Association and a
branding and strategy review.
Board Member of the IFRA.
The most important conclusion was somewhat surprising for a market
leader: although the circulation of Aftonbladet was rising rapidly, the
long-term trend for the tabloid market was one of decline. In the long
term we would not be able to survive by simply producing a print edition, as the business
would gradually become weaker and weaker. We needed more channels – we needed to
create a media house.
It was not entirely clear what this media house would look like. But the decision involved committing ourselves to the Internet as a first step.
At the turn of the millennium, Aftonbladet Nya Medier was created as an independent company. The aim was for it to have short decision-making processes and to
focus on developing online-specific journalism and businesses.
Senior managers from the newspapers were given the job of investing heavily in the new
media. I was deputy editor of the newspaper at the time, and was appointed editor-inchief, whilst the newspaper’s marketing director Mats Eriksson became the CEO.
We then made a number of strategic decisions that laid the foundations for our subsequent success:

• We focused heavily on real-time news. Our competitors were mainly happy to upload
the content of their newspapers onto the Internet. We defined our readers’ main needs
as getting quick answers to two important questions:
1) Has something happened?
2) What are people in Sweden talking about today?
Being first and being quick were absolutely essential. Even if we were only a few seconds
Annual Report 2008 THE TINIUS TRUST
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ahead of the news agencies we saw it as an important victory. For major international
news events we compared ourselves to CNN, BBC and the New York Times.
We called ourselves “Sweden’s news website”, and no-one has even managed to get
close to taking that title away from ever since. Each year we still have internal competitions aimed at ensuring that we always remain faster than all of our competitors.

• We expanded our content, and used material from all of the newspaper’s magazines in
order to create strong subsections: cars, travel and games were some of our sites that soon
became the biggest of their kind in Sweden.
• We focused on interactive services – helping readers to find personalised solutions to
their problems. Whether they wanted to know where to save for their pension, or what
PC to buy
• We defined a news website as a social medium, and increased our focus on forums,
chat rooms and other meeting places.
• We had our own sales team – separate from the newspaper. Our main job was to promote the Internet as an advertising medium, and to help advertisers find creative ways
of using it. The traditional newspaper advertising salespeople neither had the necessary time nor expertise – for them the online business was still too small.
• We used our market position to transform the marketing space on the website into
stakes in various start-ups.
• All of this led to rapid growth in traffic, and excellent financial results.
The dot-com bubble of 2001: There is a saying that crisis is the mother of inven-

tion. For us that was very much the case in 2001. Overnight, Nya Medier lost 50 per
cent of its advertising revenues. In 2001 the previously profitable company made a
loss of approx. SEK 35 million. Most of the shares that we owned in start-ups became
worthless.
Aftonbladet had to make two important strategic decisions:

• Did we think that the online business would recover – or was the digital revolution
a cul-de-sac for traditional newspapers?

• Should we cut back on investment, in order to become profitable in the short term
– or should we protect and reinforce our market position?
At Nya Medier we gathered all of our employees at various conferences and meetings
where journalists, salespeople, technical staff and business developers together discussed how we should aim to make money in the future.
That turned out to be the right move. Out of necessity our organisation was decentralised. Both our journalists and salespeople were trained to take quick, independent
decisions. Bringing everyone from the various areas of our business together led to a
surge of creativity.
Out of this fire-fighting exercise, the beginnings of a new strategy emerged. We saw it as
self-evident that the advertising business would recover in a channel that was visited by
so many people each day. Where there are readers, there is also money to be made.
In brief, our programme looked like this:
• Aim to further reinforce our market position.
• Develop new advertising formats that give advertisers better value for money.
• Develop paid services. Being 100 per cent dependent on advertising revenues was
considered too risky a business model. The aim was to try to get consumers to pay for
some of our journalistic content.
• Enter the classified ad market – the traditional morning papers were afraid of invest-
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ing in the online market for fear of cannibalising the business of their print editions.
The plan of action was approved by the Board of Directors, which in hindsight proved
to be an absolutely key decision to the development of Aftonbladet. We cut all
of our costs – except staff. As a knowledge economy business, we defined our
employees as our main tool for continued growth and developing new revenue streams.
Most of our competitors did the exact opposite. Aftonbladet.se doubled its traffic in
a year, and since then we have been almost three times as big as our nearest competitor. The gap continues to grow.
Paid services: The decision to attempt charging for our journalistic content led us
down two different tracks.

1) Traditionally the Swedish tabloids had been successful at selling newspapers on the
basis of people’s need to feel good and lose weight.
Using that knowledge, we created a personal and interactive health website focused on
healthy eating and exercise as a means to losing weight. We call the service Viktklubben – “the weight club”.
The price was approx. SEK 200 for a three-month membership, and the service was
an immediate success. Since 2003 it has been used by over 300,000 people in Sweden,
and the concept has been exported to six European countries.
We were the first mover, creating a completely new online market in Sweden. Today
Viktklubben has at least ten tough competitors, but it remains the market leader.
Being first and biggest were once again the main reasons for our success.
2) The second track involved an attempt to charge for the more exclusive areas of our
journalism. We collected in-depth interviews, travel guides to 100 different destinations that could be downloaded as PDFs, service journalism, consumer tests, insider’s
guides to betting on horse races and football matches and a great deal more besides
in a single service.
We called it PLUS, and priced it at SEK 129 for a three month subscription. However,
we did not entirely trust the strength of our journalism. We therefore developed an
online dating service and a basic e-mail function that we also included in PLUS.
The service was not a success, and barely broke even. A survey of people who tried the
service gave us a clear answer why:
“You don’t have the best dating site, and you don’t have the best e-mail service either.
Concentrate on what you are best at – journalism”.
Our readers were smarter than us – and we followed their advice. We repackaged the
service, focusing on the journalistic content. We changed the price to SEK 19 a month,
with autopayments by bank card or mobile phone.
The change produced immediate results, with up to 1,000 new subscribers signing up
each day. The service currently has 150,000 members, and we recently raised the price
to SEK 29 a month.
Over the years, our paid services have contributed between 20 and 30 per cent of our profits. In 2008, when advertising revenues grew extremely quickly, paid services contributed
20 per cent, or SEK 20 million, of our profit.
Our strategy has been criticised and questioned by virtually the whole online community. But I am convinced that newspapers must continue to develop clever ways of charging
for their journalism, even online. This will become even more important with the next
platform that is on its way, which has an even weaker business model – the mobile phone.
Classified ads: The print edition of Aftonbladet has never sold classified ads. When

the Internet revolution took off, it was clear that classified ads would move online.
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However, at the start of the millennium, none of the traditional media groups had
made serious attempts to enter this area.
The challenge we faced was to try to capture the market. We did not succeed, in spite
of our high traffic levels and the fact that we offered free advertising, whereas our
competitors charged for their services. We were not the first mover – and we didn’t
become biggest.
Our response was to buy majority shareholdings in two of the biggest players in the
market. These were Blocket – a C2C website for all kinds of stuff, and Byt Bil – a B2C
website for used cars. The price tags of SEK 183 million for Blocket and approx. SEK
50-60 for Byt Bil were described as crazy by the trade press.
Both of the sites were experiencing rapid organic growth, and with the additional
traffic from Aftonbladet.se they became completely dominant in their respective markets. When Schibsted’s main competitor Bonniers finally attempted to challenge us,
their efforts ended in disaster.
Once again it was all about being first and biggest. When Schibsted last year bought
Blocket and Byt Bil, in order to export the concept overseas, the two websites were
valued at approx. SEK 3 billion.
OUR TRAFFIC STRATEGY

The acquisition of Blocket and Byt Bil involved various changes to Aftonbladet’s commercial strategy:
1) Our journalism is the key. The journalistic style of the newspaper and website
have given us an extremely strong position online.
2) This traffic can be used to create new websites – either developed by us, or
acquired at an early stage of their development.
3) Rapid traffic growth helps to generate profits and increase the value of the sites.
4) These returns can then be used for new investments.
5) The combined traffic is used to further strengthen the position of all of the websites in the network.
In recent years, Aftonbladet has acquired and developed a number of businesses,
including:

• Hitta.se – a directory service which is now challenging the previously dominant
Eniro, becoming very profitable in the process.
• Prisjakt.se – a price comparison service, which recently overtook its biggest competitors and continues to achieve good profits.
• A number of other businesses that are gradually becoming even stronger.
All of these companies are owned by the same holding company – Aftonbladet Tillväxtmedier, which has taken the strategy a step further. A joint traffic fund has been
established. Each company pays a certain percentage of its turnover into a common
holding. The holding company contributes an additional sum. Each company then
receives a monthly payment out of the pot, based on how much traffic it generates for
the other members of the network. The model stimulates greater cooperation, and
drives traffic between the various sites. Tillväxtmedier’s 20 sites now receive a combined seven million visitors each week.
Verticals: Most of Tillväxtmedier’s websites are purely commercial services. The

most recent development has been to create content verticals.
This strategy started at the initiative of Aftonbladet’s sister newspaper Svenska Dagbladet, which is also owned by Schibsted.
[ 20 ]
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It is an upmarket morning paper with a very strong position in economics, finance
and business reporting.
Together Svenska Dagbladet and Aftonbladet created a completely new business website – E24. Svenska Dagbladet contributed the financial journalism and its brand
name, whilst Aftonbladet provided web-traffic and Internet know-how. By providing
links to material on the website, Aftonbladet was also able to offer its readers first-class
financial journalism.
E24 soon became very successful, with 800,00-900,000 unique
visitors each week, and it was profitable within a year. The site is
The key is to become the
now challenging what was previously the completely dominant
marked leader. And that
player, the Bonniers-owned website Dagens Industri.se.
The next step is to build a travel vertical. Aftonbladet.se’s travel secrequires smaller, entrepretion has been demerged and combined with a travel booking
neurial entities with a comengine called Destination.se. The staff travel journalists at the newspaper and website have been transferred to a separate company,
plete focus on the main task
which also produces a magazine supplement for Aftonbladet.

of becoming number one.
We believe that this trend will continue. In order to meet the
increasing competition from growing niche websites, we need a
strong focus and rapid innovation in important areas such as food, cars and IT. As
always, the key is to become the market leader. And that in turn requires smaller, entrepreneurial entities with a complete focus on the main task of becoming number one.
We have defined the following main features of a successful vertical:
1. Journalism – news, services and inspiration.
2. A strong community – reader-generated material is vital.
3. Online-specific services that generate new business in their own right. One
example is the travel booking engine on Destination.se, which generates income
for each booking made.
4. A traditional advertising business – coordinated with other websites in the network.
5. Content integration between suitable sites in the network in order to increase
traffic.
6. Producing a varying amount of journalistic material for Aftonbladet, and in the
future probably also for Svenska Dagbladet.
Communities: The Internet is fundamentally a social medium. The traditional role

of the journalist is challenged by the visitors themselves. Historically journalists have
acted as megaphones – we have produced a message, published the article and that’s
the end of the story. There have been minimal amounts of subsequent discussion in
the product itself.
On the Internet, that is an untenable model. New generations of readers and visitors
expect to hear more voices, more slants and more outlooks. They want to take part
and offer their comments – or at least read other people’s comments.
The traditional media are also being challenged by readers acting as media critics in
blogs and various other forums.
It is absolutely vital to make use of readers’ knowledge, as well as be open to debate and
criticism, in the new media landscape. In the future the publication of an article will be
a starting point – for updates, corrections, different outlooks and slants, influencing
public opinion and debate. A significant part of this will come about through communication with readers/visitors. If the traditional media fail to understand this challenge,
they will relentlessly be marginalised.
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Against this backdrop, Aftonbladet has drawn up its own community strategy.
We have:

• Our own blog tool – with 30,000 active bloggers on Aftonbladet.se.
• Our own YouTube-like tool for readers’ video clips.
• Forums and comments linked to all of the areas of our journalism.
• A separate blog portal, which classifies and presents blogs on the Swedish market.
• Automatic links from the blog portal to our articles that are being discussed in the
blogosphere.
• A special community for our journalism, where readers can use their profile pages
to present themselves and their various contributions to the site. It has also become a
meeting place for our regular visitors.
We believe that a community strategy that promotes the involvement of readers is vital to a
news site like Aftonbladet.se. It creates loyalty, and provides a useful tool for renewing our
journalism and interacting with our visitors. It also helps us to spot trends in our visitors’
habits, and to revamp and expand the content of both the print edition and Aftonbladet.se
Web TV: In the future, multi-media journalism will become increasingly common.
The combination and integration of text (primarily intellectual) and moving images
(primarily emotive) will change the nature of journalism. Meanwhile, TV consumption in Sweden is moving rapidly from the traditional channels to the Internet.
This is a major challenge to a newspaper business without a foothold in, or experience
of, the television world. But it also offers great opportunities.
Aftonbladet.se was one of the first websites to experiment with the use of moving images.
We produced Sweden’s first live, online rock concert as long ago as 1997. A few years later
we started transmitting highlights of the matches from Sweden’s top football and
ice-hockey divisions. That was at a time when the rights were
New generations of virtually free of charge.
In 2004 we decided to invest heavily in web TV. We bought
readers want to take part the same national and international feeds used by the big television companies. We repackaged and edited these reports to
and offer their comments make them suitable for the Internet. We built up a separate
– or at least read other web TV department, which produced its own reports, and
was sent out to cover major news and sports events.
people’s comments. We started with brief clips, but continued with much longer
formats produced entirely in-house: various news magazines
and talkshows covering sport and entertainment. To start with, the longer formats
had very few viewers. But we wanted to get our visitors used to the idea that we were
also capable of producing proper TV programmes.
We did this long before our competitors, including the traditional television companies. That has given us a unique position today.
Our web TV service on aftonbladet.se has 300,000 daily viewers. Over the course of a
week we reach approx. 1.3 million people, significantly more than both the public service and commercial channels on their websites.
The business is growing quickly. Our advertising format essentially comprises a 15second spot for the advert combined with a banner beside the player. It has proved to
be very effective, and significantly less disturbing for our visitors than we had feared.

Again our strategy of being first in order to build a dominant market position has been
effective. It is unlikely that we have the necessary resources to maintain that position in
the long term. But our strong position means that we have a much better chance of find[ 22 ]
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ing partners to help us develop the business, so that we can compete for the online rights
for major sporting events, for instance.
The big setback: In 2006 Aftonbladet started its own TV channel. The idea was to
create a low-budget channel that would create original content for web TV, or material that would at least also be suitable for publishing online.
We were neither first nor biggest; in fact we were closer to being last and remained the
smallest. We seriously underestimated our lack of expertise and the difficulties of
creating a traditional TV channel within a successful niche. Audiences were small, and
the combined advertising package did not achieve the desired results.

We closed down the channel after just over a year on air, and the lesson was clear:
• Do not enter a mature market at a late stage without a revolutionary new concept.
• By all means experiment – but close down operations quickly when they don’t work.
The newspaper: Until the mid-2000s, the newspaper’s circulation increased in spite
of the rapid development of the Internet. We had successfully identified two important trends amongst our readers.
The first trend towards the end of the 90s was an increasing interest in international
sport, and particularly football. The big teams in Europe were creating world stars
who people wanted to read about, and it obviously helped that some of those stars
were Swedish.
In 2000 Aftonbladet started publishing a daily tabloid sports supplement, which came
free with the newspaper. It was printed on pink paper – inspired by Gazzetta dello
Sport – and was an enormous success. Aftonbladet clearly overtook its leading competitor to become the number one sports newspaper in Sweden.
The second trend – a rapidly growing interest in international celebrities – led to the
decision to start a weekly magazine focused entirely on celebrities.
Both of these moves led to increases in circulation, and the sports supplement
remains extremely important to the newspaper.
In 2005, circulation figures started to fall at an increasing pace. Currently they are falling by approx. 7 per cent. The big revenues still come from the print edition, whilst
the profitable website has more readers. Our challenge: how do we manage the transition from analogue to digital?
Free newspapers: Our aim is naturally to maintain the newspaper’s revenues for

as long as possible. In order to find new streams of advertising revenue and new
advertising partners, in 2006 Aftonbladet started publishing a free newspaper. The
competition was incredibly fierce. Stockholm was where Metro started out, and it had
built up a very strong position. Our main competitor Bonniers had also started
publishing free papers in Sweden’s three biggest cities.
The paper was heavily loss-making, and the advertising synergies between it and
Aftonbladet never really took off. However, our efforts did achieve one of our goals: a
restructuring of the market for free newspapers in Sweden.
Bonniers’ free paper was in practice competed out of existence, Aftonbladet’s free
newspaper was closed down, whilst Schibsted bought 35 per cent of Metro Sverige.
A strong new advertising partnership between Aftonbladet and Metro was established.
It is still too early to evaluate the results, but for Aftonbladet the overall advertising
package it can offer will be vital with the tabloid market continuing to shrink rapidly.
Additional products: As previously mentioned, Aftonbladet print edition has a
unique distribution network and a strong position with retailers.
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With falling circulation, we asked ourselves how we could use this strong position
to open the way for new business opportunities. As a first step, we revamped and
improved our magazines. Prices were doubled, but circulation figures only fell marginally. This improved their profitability dramatically.
For several years we had also sold one-off products such as music CDs and DVDs with
the newspaper. Generally this had been successful.
Our closest competitor took a new step that also inspired us: we started sending our
retailers collector’s series of well-known films, with the first one coming free with the
newspaper. The rest of the series is sold weekly with the paper at a competitive, but
profitable, price.
This business has now been taken further. Three times a week our readers can now
buy an additional product – films, CDs or audio books.
The profitability of our main newspaper has so far been maintained through:
• Increasing the price of the paper
• Improving and raising the price of our magazines, whilst also launching new titles
• Selling additional products
• Successful advertising sales and advertising partnerships.
New organisational structure: The keys to Aftonbladet’s success in the digital

media have been focus, fast decision-making and rapid innovation. By transferring
our digital business to a separate company, we allowed it to focus on developing
online journalism, online technology and online business models. We moved from
uploading material from the newspaper to creating InternetThe keys to Aftonbladet’s specific content. Good technical staff and creative web develwere just as important as competent journalists. The
success in the digital opers
aim was for aftonbladet.se to always be at the cutting edge.
media have been focus, The fact that our sales team was trained in, and completely
focused on, online advertising was a huge advantage when the
fast decision-making and dot-com bubble burst in 2001.
rapid innovation. Now the situation is different. Today aftonbladet.se is far
stronger and more robust than ten years ago. There is now less
risk of the website being subordinated to the specific requirements of the print edition.
Meanwhile, the tensions between newspapers and the Internet have increased. We do
not currently exploit all of the power that a combined media house can exert.
That’s why we decided to break down the barriers between the companies at the turn
of the year 2008/2009. We are now in the process of building up a completely new
organisation, so that together we can continue to conquer the digital media world and
modernise the business model of the newspaper. The key for the combined entity will
be to not lose our focus on the channel-specific challenges, whilst efficiently directing
an ever greater share of resources to our digital business.
Schibsted Sweden: The current financial crisis has led to a dramatic fall in advertising revenue. That presents Aftonbladet and Schibsted’s other businesses in Sweden
with new challenges: how do we keep up the pace of innovation during a period of
decreasing revenues?
The crisis has pushed forwards a move towards greater cooperation and a restructuring of Schibsted’s businesses in Sweden.
All of the companies owned by Aftonbladet, Svenska Dagbladet and Tillväxtmedier
are to be combined in a single media house – with a number of business areas.
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The aims are as follows:

•

To effectively coordinate of all of our resources, in order to aggressively reinforce
our position on the Internet, and to develop our online business.
• Strategic coordination, in order to create the next generation of newspapers.
• To coordinate and merge various administrative functions so as to reduce costs.
• To develop new organisational structures over the long term, which will lead to the
coordination of certain aspects of our journalism.
• To develop new, joint businesses.
In two years time the businesses will therefore move the shared premises.
Challenges: In my opinion, the digital revolution is still in its infancy. The media

industry will be fundamentally restructured in a way that is hard to predict, other
than to say that the changes will be dramatic.
I am convinced that many newspapers without a profitable online business will
not survive. Meanwhile, the traditional television companies will for the first time be
seriously challenged by new entrants.
That presents us with enormous challenges:

• We must at all times understand the changing needs of our readers and visitors
• We must continue to innovate fast – in spite of falling revenues
• We must maintain the profitability of our print edition for as long as possible.
• We must find a good way of transferring resources from our analogue to our digital services.
• We must develop much more sophisticated target group-oriented advertising services online.
• We must develop new online business models that allow us to charge for journalistic content.
• We must develop a business model for mobile phones. Since the launch of the Iphone,
the use of the Internet on mobile phones has exploded. Aftonbladet is the market leader
– but what will this business look like in the future?
Finally: it is in times of crisis that old strategies come under pressure. This is the time
to get a foothold in new markets. This is when the future winners will emerge.
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The changing media landscape
by Torry Pedersen, CEO of VG, Oslo

Let the Internet
evolve on
its own terms
I don’t believe in the blessings of integrated newsrooms. My experience is that the online business will
do best if it is run as a separate organisation.


The media industry is facing the perfect storm. Particularly newspapers.
Revenues from classified ads are falling off a cliff, brand advertising is running at
lower levels than for a long time and, in general, circulation is continuing to decrease
– year after year.
Some things are on the up, though: the number of reports written in incomprehensible management speak, advice about the “opportunities in a downturn” and last but
not least, the belief in integrated newsrooms.
According to a survey by Zogby International, an overwhelming majority of the
world’s editors – 86 percent – are convinced of the blessings of integrated newsrooms.
Staffed by journalists so effortlessly versatile that they will manage to produce highquality material for both the online and print editions day in, day out.
Miraculous powers are attributed to integrated newsrooms. They are expected to
secure the future of newspapers. They are the holy grail of editors – and managing
directors.
Personally, I dissent.
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My conviction is based on more than 20 years’ experience of running newsrooms –
both at print and online newspapers. And on the recognition that we are now facing
permanent climate change – and not just outside the newsroom.
I live in Scandinavia. Let me therefore proudly present some of our leading sportsmen. Sweden was the birthplace of two incredible skiers: Gunde Svan, who won 11
World Championship and Olympic gold medals; and Ingemar Stenmark, who won
five, in addition to 86 individual World Cup races. If anything, Norway has done even
better: Bjørn Dæhlie won 17 World Championship and Olympic golds, whilst Kjetil
André Aamodt won nine. Svan and Dæhlie were cross-country skiers, whereas Stenmark and Aamodt were alpine skiers, but the tools they all used were skis and they all
raced on snow. Nevertheless, no-one would imagine that the slalom specialist Stenmark could have beaten Svan in a cross-country race. Because the formats are so different. Like the Internet and paper!
All content produced for the print media is periodic. Either daily, weekly or
monthly. The Internet is an environment that is suitable for continuous journalistic
production. At its best, this is often done in dialogue with readers. Their presence and
experiences become an integrated part of the final journalistic product.
These are two ways of working that obviously require different specialist skills. And to
stick to the sporting metaphors: different team structures and training methods.
The day before I started work on this article, a dramatic mudslide swept several
houses into the sea in Norway – many hours away from our newsroom. The event
provided an avalanche of illustrations of the differences between a real-time medium
and a periodic publication.
The initial coverage on www.vg.no – using the blogging tool Coveritlive – included
the following:
13.13. Joint Rescue Coordination Centre confirms that several people are thought to
have been swept away by the mudslide.
13.14. The police, paramedics and the fire service are at the scene, but are unable to
move into the affected area for fear of further mudslides.
13.14. Our reader Lars asks: Do we know how many people?
13.15: The number of people is not known.
13.18. Our reader Sindre asks: Is there a rescue helicopter there?
13.19. The Joint Rescue Coordination Centre says that a helicopter has arrived, and has
started searching for people who may be in the mudslide.
----------------------------13.29: Our reader Jostein asks: Are you there, or are you just providing information
feeds from other people?
13.29: Both our online and print editions have sent reporters to the scene. We are in
continuous contact with the police, local authorities, joint rescue coordination
centre and other sources in the area.
13.33: Here is Wikipedia’s list of past mudslides in Norway.
13.35: VGTV. See a video from the scene of the mudslide.
----------------------------13:52 Update from our reader Hein Ove Trondsen: Working onboard the KV Titran.
We have been redirected to the location of the mudslide in Namsos to help with
the rescue operation. We have 2 divers onboard.
During the first hour after the accident, the online edition had given readers up-todate information, live pictures, reports by people on the ground and answers to
important questions.
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The next day the print edition has six carefully edited pages with big pictures showing
the full horror of the disaster. It also told the dramatic story of a man who entered the
mudslide to warm and look after a nine day old boy and his young mother. Told and
presented in a way that would never have been possible with the emphasis on speed
and format of the online edition. The online reporting during the initial phase was
brief, multi-media, partially user-generated and transparent. It was presented as a dialogue. The newspaper report was carefully edited, distilled and refined.
To take another example: when a block of flats on the west coast of
Norway recently collapsed, killing several occupants, the online editi- Torry Pedersen is the CEO of
on published 28 extensive articles with 113 updates before the print VG. He has been a managing
edition was even on sale. Whilst online coverage is a constant stream – editor at VG’s print edition,
like a bubbling brook, newspaper coverage is constrained by various and from 2000 to 2008 he was
limitations – like the contents of a bottle. Both the brook and the bott- Editor-in-chief and CEO of
le contain water, just as both the online and print editions can contain VG nett (VG online).
fantastic journalism. But they are two different formats.
There are amateurs who are good at both cross-country and
alpine skiing, but it isn’t possible to be compete professionally at both
disciplines in parallel. News organisations face the same choice: is it ok for us to be an
amateur? Or is our ambition to occupy a leading position both online and in print?
My aim is the latter – to be number one in the country!
Having separate newsrooms for the online and print editions requires a certain critical mass, in terms of both the organisation and the market being served. So I am not
claiming that this model will suit everyone. At smaller newspapers the dual newsroom
model would not be viable.
But it seems stranger that big news organisations in major markets are opting for integrated newsrooms. Clearly they are doing so in the belief that it is the best way of
adapting to the challenges facing the print editions and the opportunities available
online. In my opinion, a completely integrated model is so hard to get right that it
reduces the chances of success – of both editions.
Choosing an integrated newsroom reveals a deficient understanding of the consequences
of the online business model, and of the changes that need to take place at newspapers.
Let me expand my thoughts on this issue, and on how it should affect the organisation of the newsroom. The online business model – which relies almost entirely on
advertising for revenues – means that the market leader receives a disproportionate
share of the revenues. Look at Google in comparison to other search engines. Or look
at the revenues of the biggest classified ad portal in your market, and compare them
with those of the second biggest portal. News services are no different.
My prediction is as follows: newspapers with a joint organisation for their online and
print editions are unlikely to make much money online. It is impossible to capture the
valuable number one position with that kind of organisational structure. The bigger
the market, the harder it becomes. And the further you are from the top of the podium,
the lower the revenues. The number ones earn vastly more than everyone else. David
Beckham earns a hundred times more than an average midfielder at Bolton.
Online positions are all about critical mass. If you manage to occupy a leading position, it becomes very difficult for your competitors to take you on. In reality, critical
mass offers greater protection than actual quality differences in relation to your competitors. In academic terms, the Harvard professor John T. Gourville puts it like this:
“The average person will underestimate the potential advantage of replacement by a
factor of around three, and overestimate by the same factor everything he is asked to
give up”. A powerful argument for the importance of being number one.
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I don’t think that integrated newsrooms will improve the prospects of print editions
either. At the moment the climate facing the media industry in general – and the
newspapers in particular – is very severe. All too many newspaper managers think that
we are simply facing a storm, when in reality it is a case of permanent climate change.
Storms can cause considerable damage, but they do not permanently change the biotope. When the climate changes, conditions improve for certain species, and deteriorate for others. For a decade we have witnessed an improvement in the growth
prospects of digital media products, in tandem with an increasingly challenging
environment for the analogue media – including newspapers.
In order to meet this challenge, it is necessary to build on the strengths of the various
media. Let the Internet be the daring alpine skier who responds at lightning speed to
unforeseen obstacles, and let the print edition be the cross-country skier with excellent stamina for the news-gathering process. There are more entertainment programmes on TV than ever before – because entertainment is the area where TV has the
most obvious relative advantage over other media.
How will it help the print edition that its reporters have to produce increasing amounts
of material for the online edition? How can the online edition continue focusing on
development if its content is increasingly provided by the print newsroom?
Every day I read supposedly good advice about how to confront the challenges facing
newspapers. The other day, a leading American newspaper manager quoted the following as good examples of how to adapt to the current market: a newspaper had
placed its logo down the left-hand side of its front page, and another one had
changed the name of one of its sections from Tempo to Live.
Wake up! This is like talking about changing the curtains when you are locked inside a
burning house. What about looking for the emergency exit or trying to put the fire out?
Newspapers will clearly need to be produced more cheaply in the future. Circulation will not increase. Within that context, the idea of the integrated newsroom
makes some sense – in that it has the potential to reduce production costs. Nevertheless, I think it is the wrong response – for three reasons:
1) The product development needs of the print and online editions are different. All
product development requires a great deal of focus. If newspapers are to be viable
in the future, they must offer a product that clearly differentiates them from online
news sources. The Internet is already the first link in the news value chain, and it
will only reinforce that position. To my mind, it is virtually impossible for the same
people to reposition a newspaper whilst simultaneously developing original and
innovative story-telling methods online. Integrated newsrooms are likely to hold
back both the development of the print edition and the potential of the Internet.
2) The newsrooms of print editions are run more expensively than those of online
editions. If they are merged, it is more likely that the higher cost structures of the
print editions will infect the online editions than vice-versa.
3) Newspapers must cut costs, but the focus should be on other areas than the core
journalistic functions. They must be printed more cheaply, distributed more
cheaply, have fewer support staff and the process of turning journalistic content
into the finished product must be much more efficient. Our response to the challenges facing newspapers should not be poorer journalism.
What has informed my view? My own experiences running Norway’s biggest newspaper – and then running Norway’s biggest online service. Two products based on the
same brand name – VG.
Let me give a brief summary of the story. Our online edition was founded on 10
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October 1995. At the time I was the managing editor of the news section of the print
edition. The online edition was allowed to take its first unsteady steps completely
without my supervision – although officially it was a small department within the
newspaper. That remained the organisational structure until the summer of 2000. At
that point the online business was made a separate company, which I was given the
task of running – both editorially and commercially.
When we started out in 2000, the number of daily visitors to our website was less
than 20 percent of the readership of the newspaper. Today the readership of the newspaper is 80 percent of the number of people who visit the website. This historic paradigm shift has been driven by broadband technology, and the fact that digital natives
make up an increasing share of the market. But also because we allowed ourselves to
develop the online edition on its own terms. Driven by an overriding ambition: to be
number one online.
The Internet will not disappear. There is no empirical evidence that a defensive
strategy will safeguard the future prospects of the print edition. On the contrary, our
best guarantee of future success is that 40 percent of our media house’s ad revenues,
and almost 38 percent of total profit, now come from our digital business.
A newspaper reader is generally considered to be worth twenty times as much as an
online user. In the case of VG that factor is less than eight. At least 55 percent of the
costs of publishing a newspaper can immediately be eliminated by going “online
only”. Paper, distribution, printing and commisions are not needed on the Internet.
We would be close to break-even already, even if we were to move all of our print journalists to the online edition.
Not that we are going to do that, because just as we must “Let the Internet live”, we
must also “Let the print edition live”.
The biggest challenge for all traditional media houses will be to handle the transition
from analogue to digital media consumption as smoothly as possible. I am convinced
that the organisations which succeed in doing so will gain a relatively stronger position than in the analogue world. Admittedly digitalisation involves the fragmentation
of the media landscape, but it also makes the biggest channels more dominant. Have
you heard of Google, Facebook You Tube and Twitter? Or in the Scandinavian market for news websites – aftonbladet.se and vg.no?
In addition to having a separate newsroom, our online business is also a separate company. This arrangement is becoming increasingly rare. Again my personal view diverges
from the majority one. If both the print and online editions are part of the same company, with the same board of directors, I believe that more time will be spent on the challenges facing the established medium, than on the opportunities presented by the new
medium. Both deserve proper attention, but not at the expense of each other. The problems of old age have never been alleviated by hampering the development of youth.
I believe that both the online business and the print edition are best off with separate organisations. It provides both products with the best foundations for the necessary focus, pace and product development.
However, the media industry has been hit by a once-in-a-century crisis, which was
partly brought on by former central banker Alan Greenspan’s doctrine: “Rather than
pricking a bubble when it is being inflated, it is better to concentrate on clearing up
the mess after it has burst”.
This is not the time to be dogmatic. Online and print editions can definitely learn
more from one another. But I cannot help thinking that the excessive trust placed in
integrated newsrooms has been born out of a need to cover up the fact that far too
many newspapers originally missed the online boat.
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The will to change
by Lena K. Samuelsson, Editor-in-chief, and Martin Jönsson,
Managing Editor, of Svenska Dagbladet, Stockholm

Innovation and
development:
The Market rules
You have to be ahead of the game in terms of
innovation and product development. Listening to
readers and having the courage to take tough
decisions will be the keys to developing the next
generation of newspapers.


In Great Britain, an old saying from WW2 has once again become popular
in the current deep recession. The appeal to “Keep calm and carry
on”, written in white letters on a red background, can be seen everywhere: on t-shirts, posters, mugs and screen savers. Don’t panic,
appear unruffled and continue as if nothing has happened.
Maybe that works as a self-ironic British joke during the crisis, but
for the media industry it is probably the worst possible advice. Panic
or no panic: we cannot continue as before; arguably the problem is
that far too many editors and newspaper owners did that for far too long.
And at the moment, the situation is anything but calm.
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On Friday, 26 February this year, the media analyst Jon Fine posted an article on his
Business Week blog with the following opening: “Think your industry is having a
rough week so far? Take a look at the newspaper business.”
He then listed all of the awful news communicated by newspaper owners over the past
week. The newspaper chains Journal Register and Philadelphia News (with titles such
as the venerable Philadelphia Inquirer) both requested bankruptcy protection, following in the footsteps of the Tribune group and the Minneapolis Star-Tribune. The media
giant Hearst announced that it would have to close down the San Francisco Chronicle,
which was losing a million dollars a week, unless staff accepted massive cutbacks.
The Financial Times added to the mood of crisis by encouraging staff to accept shorter working hours. The Hartford Courant informed that it was eliminating 100 positions. And on Thursday came the expected, but nevertheless tragic, news that EW
Scripps would with immediate effect cease to publish the Rocky Mountain News – one
of the most hard-hitting and creative newspapers in the US media landscape, with
four Pulitzer prizes over the past eight years.
Fine’s title for the post was resigned and laconic: “And we still have a day to go”.
That has been the picture for the American newspaper industry throughout this
brutal spring. In addition to the above, the longstanding quality newspaper the Christian Science Monitor has ceased publishing a daily print edition, the hard-pressed
Detroit newspapers have withdrawn their home deliveries on weekdays, and the
Hearst group has completely abandoned the print edition of the Seattle Post Intelligencer, which had a 146-year history as a daily newspaper.

More American newspapers are likely to have collapsed by the time this article is
published, after the most recent predictions of a 30-35 per cent decline in advertising
revenues and acute liquidity problems brought on by the financial crisis. Dozens of
newspaper groups are up for sale, but there are few, if any,
The aim was to make people interested in, or capable of, buying them.

it possible to read the
paper in three minutes,
through quick guides, but
also in 30 minutes – or
three hours.

It is a wildfire that is spreading, and no-one can be sure at the
moment what the consequences will be, neither for the companies nor for society. Big cities that until recently had two or
more newspapers may be left without their own daily. Only a
few big cities will be left with more than one daily in 2010,
predicted analyst Mike Simonton of Fitch Ratings in a New
York Times article.
On the day that the last Seattle Post Intelligencer was printed,

the Financial Times published an obituary for the American
newspaper business: “In loving memory, 1764-2009”. The obituary talks of its long,
hopeless battle against an ageing readership, inflexible cost structures, excessive levels
of debt, new Internet-based competitors and an arrogance and unwillingness to
change at newspaper groups that had long enjoyed a virtual monopoly in the market
for readers and advertising.
That is an appropriate description. The crisis in the media industry is not universal,
even if it is being felt by everyone, on account of the economic collapse and the sideeffects of a financial crisis that has spread across the globe faster than ever before.
A large part of the problems of the US press appear instead to be self-inflicted, precisely as described by the Financial Times. Many newspapers have clearly failed in
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their attempts to develop their print editions and websites, thereby increasingly losing
touch with the needs of their readers and advertisers.
That laid the foundations for the appearance of new, mainly digital competitors –
and when the structural transition to a new media landscape was combined with a
deep recession and credit freeze, all of the industry’s problems came to the surface
in what can only be described as a complete collapse. Newspaper groups are falling
by the wayside, and in many ways it is too late to do anything but stand idly by and
watch.
Svenska Dagbladet has also been there – almost. Suffering from
long-term problems at the end of the 1990s, and hit by acute crises into
the 2000s.

The first drastic decisions, taken in 2000, were to cut staff numbers,
move to new premises and become the first morning paper to start
using the smaller tabloid format.
Those were big steps forward, but it was clear that they were not
enough. At the end of 2001, the newspaper was at death’s door, but it
was saved at the last moment.
On a grey November day, when Schibsted’s Board of Directors entered
a conference room in Apotekergaten in Oslo, everything suggested that
SvD would be closed down, but after a heroic effort by Gunnar Strömblad, who was CEO at the time, the newspaper was given a stay of execution.
However, one big problem remained: readers were not happy. Focus
groups carried out at the time delivered a crushing verdict against the
new tabloid. Not against the format, which was an immediate success, but against what had happened to the brand. The newspaper
was described as muddled, vacuous and on the point of losing its
identity.
That sounded the starting pistol for a reinvention of the paper, focusing on the high quality that had been associated with SvD since 1884.
That process has never really finished, and today we are in a state of
continuous development.
The first measures involved creating a more unified newspaper, with a
greater degree of harmony between its various parts, a logotype combining the new with the old and much clearer navigation, to make it
easier to find the newspaper’s contents.

Lena K. Samuelsson is Editorin-chief of Svenska Dagbladet.
She came to Aftonbladet in
1989, where she rose to the
position of Deputy Editor. She
spent the years 2000-2001 in
Cologne and Berlin, working
for Schibsted International,
and when she returned to
Sweden she was made Deputy
Editor of Svenska Dagbladet.
The following year she became
Editor-in-chief.
Martin Jönsson is Managing
Editor of Svenska Dagbladet,
and a visiting professor in
practical journalism at JMG,
the Department of Journalism
and Mass Communication at
the University of Gothenburg.
He has previously headed
SvD.se and SvD Näringsliv,
and worked as a media analyst, producing Sweden’s most
influential media blog. Martin
Jönsson has been Editor-inchief of titles such as Journalisten, Nöjesguiden, Bibel, Civilekonomen, Dagens Debatt and
Svensk Export.

There was a heavy focus on the realisation that not all readers had the
same needs – or the same amount of time. The aim was to make it possible to read the paper in three minutes, through quick guides and a
clearer layout, but also in 30 minutes, by reading additional material,
more news-related graphs and different outlooks on the articles – or three hours, for
people who wanted to make use of all of the in-depth material.
This was the start of the transformation of SvD into a modern newspaper, with a

focus on its readers and clearly defined target groups. The newspaper stopped seeing
itself as the second newspaper on the market, and decided instead to be the leading
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newspaper for its target group: modern city-dwellers. Editorial choices and prioritisations were made more visible. We decided on new keywords for our journalism,
which later became the core values for the whole of SvD: essential, informative,
involving and useful. We formulated a vision: a natural part of a Stockholmers’ day.
The impact was obvious: circulation figures and revenues increased, and with them
our self-belief returned.
On Thursday, 20 November 2003 the mood was great. All of the staff had gathered to
celebrate with champagne that SvD had won Stora Journalistpriset, Sweden’s leading
prize for good journalism, for the first time in many years. The winners Björn Hygstedt and Ulla Danné were congratulated. Their exposé of the abuse of power and
extravagance at the Stockholm public transport company was a journalistic triumph
and an extremely important symbol of the whole newspaper’s progress.
But the joy did not last long. The very next day, CEO Gunnar Strömblad was
forced to convene another meeting, this time to pour cold water and not champagne:
the free newspaper Metro’s real estate supplement had taken almost 50 per cent of the
real estate advertising market in Stockholm, which would cost SvD over SEK 75 million in lost revenues over the coming year. These were difficult times. The contrast
between success and crisis could not have been greater.

We learnt two things from this. Firstly that success is a vulnerable position, which you
can never take for granted, and you must therefore always be a step ahead in terms of
innovation. Secondly that it is possible to recover lost ground if you are good enough
at understanding customers’ needs.
Because that is what happened. Aiming for the more expensive market segment – and
listening to the needs of estate agents – we created Magasinet, a quality real estate supplement. And segment by segment we recovered market share, until the free newspapers were forced to pull out of the whole market, and in fact real estate advertising
was the key to SvD achieving record profits in 2007.
The transformation of SvD continued alongside the battle for the real estate
advertising market. In the autumn of 2004 we launched the “new SvD”, with an even
more user-friendly, colour-coded design and three clearly profiled sections, with the
business section being elevated into an independent business paper ready to take up
the fight with Dagens Industri for business readers. This also enhanced SvD as
a target group newspaper – and gained us ever increasing numbers of
readers. Over the following three years, circulation rose by 16,000 copies
in total, in a market where virtually all other Swedish dailies were suffering
increasingly rapid declines in circulation.

A major brand survey also revealed that the strategy of combining a daily
newspaper with a business paper had been a success: financial news was now
the area in which SvD distinguished itself most clearly and scored highest.
The Challenge.

Spring 2005: On Drottninggatan, a stone’s throw from the SvD building in

Mäster Samuelsgatan, the editor-in-chief, CEO and other staff members hand out
both SvD and the competitor Dagens Nyheter to passing Stockholmers. A total of
40,000 newspaper packages were handed out over the course of a month, as part of
the campaign “The challenge”. It was time to get DN readers and non-readers to notice all of the positive changes to SvD, and to show them that it was a modern and dis-
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tinctive morning paper. Anyone signing up for a trial subscription would be given
their money back if they were not satisfied.
But there was an ulterior motive as well: to listen to readers again and to work out the
direction for the next stage of our development.
We asked readers to tell us, over the Internet or by text messages, which newspaper
they preferred. The result was a big success for SvD on weekdays, when readers preferred us – but, as we suspected, DN was seen as clearly better at weekends.
The lesson was clear: improve the weekend edition.
In the autumn of 2005, a working group was set up to improve and

revamp the weekend papers. But not by adding new products and
more paper, but rather by giving a radical overhaul to the existing
material.
The idea was to enhance the areas that our readers already appreciated:
the business section, the cultural material and the in-depth news.
Three months later it came up with a solution that is unique in the
world of newspapers: one newspaper and two magazines, N and K.
The “Daily paper magazine” combined the news and current affairs
focus of the daily paper with the more personal style, reading experience and extensive photo-journalism of a magazine. The magazines
were supplemented by an in-depth current affairs report in the news
section, making the Sunday edition – when people really have time to
read – an “SvD de Luxe”, without consuming much more paper and
resources.
This was an immediate success, helped by us offering the option of a
“weekend-only subscription”. That is something that the industry has
been desperate to steer clear of, fearing that it would encourage many
readers to cut back from a 7-day to a 3-day subscription.
But our reader surveys had revealed that many readers wanted precisely that – and we assumed that it would allow us to keep subscribers
who would otherwise cancel their entire subscription with us, and also
to attract new customers from non-readers and other newspapers.

A selection of the awards won
by SvD:
• Stora Journalistpriset (“The
Great Journalism Award”)
2003, 2004
• Newspaper of the year 2005
• Sales organisation of the year
2005
• The world’s best designed
newspaper 2005
• The Swedish Design Award
2006, 2007
• Media website of the year
2007
• Business paper of the year
2007, 2008
• Europe’s best designed
newspaper 2008
• Sales organisation of the
year, Schibsted Sales Awards,
2009

We could see a parallel with how airlines had held out for as long as they could

against letting customers book one-way tickets, so as not to lose out on the more
lucrative return tickets – but were eventually forced to give in to the wishes of customers. We therefore felt that listening to the clear wishes of our readers would give us
a definite competitive edge.
The result was incredible. We gained lots of new readers – many of whom we later
succeeded in converting into full subscribers! – and avoided losing a large number of
existing subscribers. Overall, our revamp of the weekend editions led to an increase in
circulation of almost 10,000 copies per issue. And everybody loved the new Sunday
paper. Dagens Nyheter no longer dominated on Sundays, now SvD did. We met the
challenge laid down by our readers, and both of us came out as the winners.
The launch of the Sunday magazine also had a major, decisive impact on the whole
newspaper: it laid the foundations for a transition to increasingly in-depth and agenda-
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setting reporting in the print edition of our newspaper, whilst updates on the latest
news increasingly became the domain of our website.
The success of the changes to our weekend editions made us prioritise work on customer and reader insight: what did they need SvD for, in an increasingly fragmented
and fast-moving media landscape, with explosive growth in the number of traditional and social media offerings.
Several processes were initiated at the newspaper during 2007 and
2008:

• Better analysis of the world around us, with seminars for the whole

Circulation history:
2004: 180 800
2005: 188 300
2006: 194 900
2007: 196 600
2008: 194 800
Readership history, SvD:
2004: 471 000
2005: 468 000
2006: 481 000
2007: 486 000
2008: 505 000
Unique visitors/week,
SvD.se (at end of year):
2004: 280 000
2005: 390 000
2006: 480 000
2007: 560 000
2008: 690 000

company to ensure that knowledge about what was happening in the
world was spread to as many people as possible – and initiated a discussion about what impact these changes would have on SvD.
• Review of the organisation, with a step-by-step project to create a
channel-independent, integrated editorial and sales organisation.
• A comprehensive channel analysis, which looked at the strengths and
weaknesses of the various media channels, and laid the foundations for
a new channel strategy, highlighting the need for the same quality
ambitions and values in all of our channels, but with greater variation
and differentiation in the nature of the journalism, in order to fully
exploit the various channels.
• A thorough brand analysis, which showed clearly that SvD managet to
retain the core brand perception that the SvD was a serious, highquality newspaper, but that we were also managing to make it more
relevant and interesting.
• A reader survey, which segmented our most important groups of
readers. In conjunction with that we also published a special edition
about our readers, with staff being asked to interview one reader about
his or her media habits and relationship to SvD. This was enormously
important in terms of highlighting the needs and changing media consumption habits of our readers.
In spring 2008, with an economic downturn clearly approaching,

and in view of the excellent foundations that had been laid, there was
a real sense of urgency amongst the SvD management. The downturn
had not yet hit us – on the contrary the spring of 2008 was the most
profitable period in the newspaper’s history – but it was obvious that
both the downturn and the more structural changes to the media
landscape would very soon create problems for the industry.
It was time to ask ourselves where we were going – and how. Yet again.

Over the course of a few months we carried out a thorough strategic
review, and then decided to implement “SvD 3.0”: the newspaper’s biggest ever development project, which would aim to perform a complete review of
what we offer readers and advertisers, through all imaginable channels.
Today we are very glad that we started that process of change back then, before the
financial crisis led to the collapse of the market. It was an important statement that the
development of the newspaper must be at the heart of what we do, even in tougher
times – and the timing gave us a head start on the market, where we are now seeing
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that panic measures to reduce costs are leading to a complete halt to all kinds of
development work in many areas. SvD has, of course, also implemented major costcutting programmes over the past half year, with the aim of reducing our long-term
costs, but we have done so without slowing down on vital innovation. Today SvD has
an organisation that is significantly smaller than those of its competitors, but tailored
to our tasks and the journalism we want to do in the future.
Several concrete results have already been produced by SvD

3.0. For example, we have launched a new way of working with
our brand: SvD accent, which offers readers carefully chosen
journeys and inspiring experiences.
A fundamental lesson that we learnt from the success of N&K
was that the needs of readers and advertisers are genuinely different on weekdays and weekends. In spite of that, in many
respects the classic daily looks very similar seven days a week.
We are now looking to change that.

We invited readers to take
direct part in creating
the series of articles,
through their questions
and experiences. The
respons was enormous.

In January we took a further step towards differentiating between weekdays and weekends, by trimming the weekday paper and making it more compact, to help the stressed-out weekday reader, and by making choices and prioritisations clearer. Meanwhile
we enhanced the in-depth profile of the weekend, focusing on topics that we know our
readers are tremendously interested in: food, travel and the Idag section’s series of
articles on lifestyle and family issues. We also launched a new section, Food & Climate,
which is entirely based on the questions that readers ask us, and exploits the knowledge
of our special reporters.
Readers’ questions are a way of increasing interaction and strengthening our

relationship with readers, both in the print edition and online. The same strategy
underpinned an editorial innovation that we launched last summer: open series of
articles. There we worked in a completely new way from an editorial point of view, by
using ads and the Internet to invite readers to take direct part in creating the series of
articles, through their questions and experiences. The response was enormous, and
the results were a great success, creating a new kind of journalism. After we explained
our approach at Schibsted’s Next Generation Newspaper project, several other newspapers in the group have been inspired to try out the same method.
The open series of articles and Food & Climate are examples of how we draw on
reader knowledge in our everyday work. But they also show the importance of the
Internet and SvD.se in terms of driving future development and building our brand.
In the industry today, there is great and obvious frustration at the difficulty newspapers
are experiencing in getting the business model for news journalism to work online,
while the Internet is taking an ever greater slice of the advertising revenue cake.
SvD’s Internet strategy has changed as a result of the channel analyses we per-

formed, and is now based on more pillars than “merely” creating a profitable advertising business online:

• The importance of the Internet to brand-building
• The importance of the Internet to gaining new subscribers
• The importance of the Internet to developing new advertising partnerships
• The importance of the Internet to developing our journalism and building relationships with our readers
Annual Report 2008 THE TINIUS TRUST
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In a world where telemarketing has become an increasingly blunt instrument for
gaining new subscribers, SvD.se has become our most important platform for getting
new customers – and strengthening our relationship with existing ones. Our Christmas gift campaign, which allowed subscribers to create digital packages and give away
trial subscriptions, was a great success and provided a real boost to subscriber numbers. The campaign, which had been created internally, was rewarded with a gold
diploma at the marketing competition Guldnyckeln, for its creative use of the web and
e-mail in marketing.
One of the fundamental pillars of our digital strategy is also to increase the differentiation between our journalism in the various channels. “Uploading the print
edition onto the Internet” is a hopeless strategy, which only
Newspapers must dare to weakens the print product. Our focus has instead been on
Internet-specific formats as much as possible: realmake tougher choices. exploiting
time reporting, web TV, slide/audio shows, quizzes, blogs,
They must be more inno- blog links, twitter streams, reader discussions, etc. This means
that the print and online editions support, rather than cannivative and open to good balise, one another. We start out from the needs of our
ideas from outside, both in readers, are more innovative in the various channels – and
then attempt to link them.

terms of their journalism
and business models.

This strategy has led to fantastic growth for SvD.se during
2008-2009. We have taken market share from our main competitor, achieved record readership and increased advertising
revenues, in spite of the current market crisis. That gives us great confidence in the
Internet, without that being a threat to the print edition.
Svenska Dagbladet is not Sweden’s biggest newspaper, but we are the biggest and

most important newspaper for what we have defined as our target group – and we
plan to continue “capturing our Stockholmers”.
Even in the deteriorating economic climate we are continuing to take market share,
whether you look at circulation figures, readership or advertising. Readership figures
reached an all time high for both our print and online editions in 2008 – and the online edition has broken visitor records time and again in the spring of 2009. And for
the second year in a row, SvD Näringsliv has been voted Sweden’s best business paper
in the ranking produced by the directors of Sweden’s listed companies and industry
analysts.
We believe that it is a question of daring to listen to readers and advertisers – and of
acting on what they say. Being more relevant, meeting their needs better and being
better at understanding what their media habits look like and how they are changing.
It is impossible to force people to read things that they don’t want to read, especially
in the highly competitive modern media landscape. But whichever newspaper is best
at matching its content and overall offering with readers’ needs will become essential
to them – and in that case they will be willing to pay.
SvD does definitely not have the greatest resources: we currently have around
195 people on our editorial staff, compared to around 315 at Dagens Nyheter – and
our business paper SvD Näringsliv has only around 30 members of staff, as opposed
to over 130 at its competitor Dagens Industri. But responding to crises and the clarity of our priorities has made the organisation incredibly efficient: less hierarchical,
more operational and very productive. We have also created a more integrated news
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organisation to cover our various channels – and we are now implementing the complete integration of the print and online editions in all areas.
The next step towards making the organisation more efficient will be the new Schibsted Sweden, which will aim for cooperation between the Swedish papers where possible. Work on linking our administration with Aftonbladet, including shared IT and
service functions, has already started, and in the long term, when we can move to shared premises, we see great potential for cooperation at other levels, in order to make
development work more cost efficient and to ensure that the resources of the editorial staff in so far as possible are used to develop the things that are unique to the brand
and decisive competitive factors.
We are convinced that it will even be possible to cooperate at an editorial level, provided that we are creative and innovative enough, without that damaging the unique
characters of the two brands.
A first move in that direction is being launched this spring. SvD’s and Aftonbladet’s
Op-ed writers, who belong in completely different political camps, will start broadcasting a joint web TV show. That will make the differences between then a joint
strength – and will create something new and unique in the market.
We have learnt a lot from our journey between crisis and success. And we plan to

stay ahead of the competition. Innovation and development, listening to the market
and protecting our brand will maximise our chance of enduring the crisis, however
deep it may appear, and coming out the other side as one of the winners.
5 keys to success in the newspaper industry:

• Newspapers must dare to make tougher choices and refine their profiles based on
readers’ needs
must genuinely listen to, and interact with, their most important
target groups
Newspapers must dare to differentiate more between print and digital media, and
exploit the unique strengths of the various channels
Newspapers must become much more open to the possibilities offered by other
kinds of journalism than traditional articles
Newspapers must be more innovative and open to good ideas from outside, both in
terms of their journalism and business models.

• Newspapers
•
•
•

The autumn will see the next major change, within the framework of the SvD 3.0

project. At the moment we are listening to what readers think about our ideas in
broad-based focus groups. And it sounds positive.
They are getting a sneak preview of a next generation newspaper – and they like it.
Now our challenge is to deliver it. Every day.
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The role of the editor
by Frédéric Filloux, editor Schibsted International

Under siege:
The need for a new
Editorship
The new breed of editors will have to be
cool-minded and focus on one question: what makes
my editorial product unique?


Call it the tale of the editor and the blogger. Twenty years ago, the editor was a dominant figure in the news business. He was reigning on cohorts of journalists, distributing assignments, dispatching reporters, dealing with columnists, editorialists and self appointed opinion makers. More than any other, he was epitomizing
the very fabric of a news organization. At that time, budget was an abstract notion,
readers were faithful and demanding. During editorial meetings, decisions where
taken with a superb ignorance of the wishes and expectations of the readership. Market research was an unknown science and even seen as a nuisance. Some newspapers
remained quite inspired and stuck to their audience, others grew increasingly disconnected. But nevertheless, it was working fine that way. Here and there, newspapers and
magazines were throwing huge amounts of money in lavish redesign that yielded
mixed results. But general trust in the ability to deliver remained largely intact.
Glorious times, indeed. It was actually the end of it. Slowly first, readers became
older, more irregular and finally eroded. Then, two waves struck: the internet and the
recession.

Annual Report 2008 THE TINIUS TRUST

[ 43 ]

The first one translated into a total disruption of a business model that has been here
for more than a century. Along with the dematerialization of news came the free culture. Suddenly, an entire generation became convinced that news had to be free, and
in the process, the notion of trusted brand lost its appeal. Ubiquity, instantaneous
availability of news, led to a massive destruction of value: why pay for a newspaper or
a magazine when they are available for free on the internet? At the other end of the
spectrum, the production side was facing the symmetrical question: why maintain a
staff of photographers or video journalists when the first pictures of an aircraft
landing into the Hudson River hit the internet exactly 8 minutes after the accident?
Why have an expensive news bureau in Mumbai when the micro-blogging service
Twitter was spitting bursts of news at a riveting pace? Fact is: breaking news became
a commodity for the biggest part of it.
Enter the blogger: With two challenges the editor has to face. The blogger’s main
characteristic is its lightness. Both in terms of structure – a computer in a basement
for the more modest ones – and in terms of meaning. The blogger doesn’t report, he
propagates whatever shows up in his sight and adds a layer of opinions of variable
quality. And he does that quite fast, furthermore challenging the editor. Through a
social resonance process, he amplifies a rumor, a controversy, sometimes a fact, and
blows it out of proportion. Traffic will surge as relevance and accuracy will fade.
That’s for the vast majority of them. Incidentally, bloggers can be true experts, with
remarkable insights; in many areas such as science or economy, bloggers are sometimes more interesting, more thoughtful than journalists.

Those two forces work mainly against the editor: both as a stimulus – the crowds
expressing itself – and as an intellectual competition when sometimes a true expertise
emerges from the noise. In itself, these shifts in intellectual dominance would have
been sufficient to challenge the traditional way of gathering and publishing news.
In such a context, recession is acting as catalysis, shattering business models, precipitating the fall of the weakest companies. Publishers realize in horror that a reader
shifting from print to the web brings only a fifth of what he
In a nutshell, the main used to do. Even the once glorified free model is unraveling
as the advertising market is running out of steam. There is
role of the editor is to although a more constructive – if not optimistic – view of
what’s happening. The current downturn is likely to create
make its organization the momentum for the catharsis our industry needs. It’s time
incomparably more for decisive change in the news sector. Not the kind of mending we are used to, but a true and decisive reinvention.

relevant and trustworthy
than the best blog system.

Hence the questions: how can we preserve the fundamentals
of our trade? How can we combine the expensive thoroughness of the news gathering process with the challenges posed
by a new breed of small, scattered and agile competitors? In that context, what should
be the priorities for a modern editor in a major news organization?
The new game led everyone to buy the idea that the entry barrier to information was
down to zero, that a couple of dedicated, self-appointed, «citizen journalists» could do
better than the staff of a classic news organization. It all depends on how you define
news. It works fine for the lucky shot (the plane falling into the river), it can also be
true for gossips, but it doesn’t apply for the bulk of the news flow. It doesn’t apply to
what makes the very fabric of journalism: context, analysis, perspective, and investi-
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gation, quest for accuracy. The New York Times publishes more than 3000 corrections a year, Le Monde about 1000. How much for a blog, even a serious one? None.
This thoroughness comes at a price. News is horrendously expensive. In today’s dollars, the Watergate investigation would cost around 2 million; to maintain a presence
in Baghdad, the New York Times spends each year 3 million dollars (salaries not
included); that is half of the entire revenue of the biggest pure players news sites.
Blogs, even super-blogs with dozen of journalists can do a remarkable job at following
business or politics, but none of them can line-up the journalistic firepower required
to cover issues that really matters in a modern democracy such as an
abusive war or the misbehavior of a public administration. In a nutshell, the main role of the editor is to make its organization incomFrédéric Filloux is currently
parably more relevant and trustworthy than the best blog system.
editor in Schibsted InternatioNot an easy task. It requires a small but potent team. Let’s face it: the
nal. In 2002, he was part of
best news organizations in the world are run by no more than half a
the team who launched the
dozen dedicated editors. Only a small group of bonded, focused
free daily 20 Minutes which is
people can keep the decision-making process swift and simple. In a
now the most read newspaper
newsroom, chain of command is always too convoluted.
in France. Prior to that, he
The impresario: By all means, talent will remain an essential factor spent 12 years at Liberation,
of difference. Spotting, nurturing, comforting talent will still be the successively as a business
most critical part of the job. The editor’s talent must be to foster reporter, New York corresponothers. Editor is the ultimate impresario of the newsroom. He or she dent, editor of the multimedia
should be the steward of the collective intellectual brainpower, way section, manager of online
more than the public relation forefront of the company.
operations, and, finally, editor
of the paper. He lives in Paris.
Managing talent does go along with a certain dose of enforcement.
Let’s draw a parallel with the way Apple is managed. Its cluster of technological achievements in consumer electronics is most certainly the
result of design and engineering prowess. But in the obsessive quest for perfection,
Steve Jobs was the «chief enforcer», pressuring – and inspiring – a carefully assembled
dream team, fighting down to the tiniest graphic detail and repeatedly sending
projects back to the drawing board. Excellence doesn’t happen by accident.
Dealing with talent also involves hiring, motivating and, yes, firing people. What goes
without saying in many sectors can be seen as a novelty in the news business. Too
often, hiring is restrained to the mere expression of well-entrenched collective habits
rather than a thorough vetting process. Journalists are usually not trained to properly interview and evaluate potential recruit. Most of the time, those who have the
ability to pick-up talent actually dig in their own pool of acquaintances, select a
medium profile – good enough to satisfy their bosses, quiet enough to eliminate the
risk of any creative disruption in the quiet order of the place. The byproduct of this
standard procedure is the emergence of a «passable» culture induced by the no-risk
approach. In many European or American newspapers, the effect was leveling off the
general competences of journalism. In the last two years, this self-protective mentality was reinforced by the economic crisis in which media groups suffered severe losses
in market values and began to slash staffs. Not the best time to foster a daring culture. It goes with newsrooms as in geology: aggregates tend to accumulate and to
solidify. In the last twenty years or so, this clock-punching attitude created multiple
layers of inefficiencies, long chains of command. It is not uncommon to see fifteen
hierarchical levels between a top editor and a junior reporter.
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The most apathetic part has always been found in the mid-management. The top
management usually appoints this «soft» body – some could say «weak» – which in
turns draws its legitimacy by representing the journalists who therefore become its
constituents. That is the opposite of a decisive management model. In the past, editors had two excuses to this passiveness. First, they had no, or little, management
training that could have been helpful to prevent this evolution; it simply was (still is)
not in the culture of media companies to prepare people when they are called for the
top jobs. The second excuse is the rigid structure imposed by years of union-led labor
agreements. Of course, it varies from one country to the other. But in the vast
majority of newsrooms, the current promotion system does help to reward talent. In
order to keep a good reporter from being stolen by the competition (a limited risk
today), this person got promoted – unfortunately with some
management duties attached, he or she was not prepared to
no longer room handle.

There is
for folklore in the news
business. The era of Ben
Bradlee is over.

Evidently, these trends need to be reversed. It won’t be done
overnight and will require decisive management overhaul:
training programs; possibly a revision of the compensation
system (introducing a light dose of meritocracy and performance criteria could be an idea); implementation of true
human resources policies; today, HR people are too often relegated to a mere administrative role with very little input in key decisions. However, they should work
hand-to-hand with top editors and be part of the strategic thinking for companies
who rely so much on intellectual power. For brutal as it its, the current crisis will force
unions, syndicats, guilds to make some concession in the bargaining process and to
devise better ways to reward competence.

Talking Business: There is no longer room for folklore in the news business. The
era of Ben Bradlee, storming the newsroom of the Washington Post during the Watergate investigation might have inspired many young reporters, but these times are over.
The twenty-first Century editor has to encompass many capacities his elders enjoyed
the luxury of ignoring.

Take the business side for instance. During thirty years, up until the nineties, newspapers saw their revenue growing at a steady pace. They were only marginally affected
by economic cycles. Even the 1981-1982 recession was almost painless. As the management of the Los Angeles Times suggested mild expenses restrains in its 1000 staff
newsroom, Paul Steiger, one of the managing editor decided to eliminate first-class
travel. The top editor of the paper came to him, saying: «I like flying first-class. You
are setting a bad example» (Steiger found symbolic cuts elsewhere). A few years later,
as he became a deputy managing editor of the Wall Street Journal, Steiger heard this
comment from the Dow Jones CEO about the editor Norman Pearlstine: «We gave
Norm an unlimited budget and he exceeded it!» Pearstine, one of the most talented
newsman of his generation, later went to the Carlyle Group, a private equity firm,
where he undoubtedly learnt the arcane of budgeting (he’s now chief content at
Bloomberg, one of the most performing news organization in the world).
The era of financial irresponsibility is definitely over. Today, hiring freezes yield to
buyouts and now to brutal batches of layoffs. Even before that, the structure of news
outlets changed radically. Colorful media barons gave way to cold-blooded shareholders who, in turn, seek reassurance by hiring MBA’s. Those are running the show
now. Some are brilliant strategists, some are mediocre bean counters, wrecking the
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spirit of a company. Whatever their qualities, shortcomings, agenda or vision, the
editor has the duty to be credible vis-à-vis his directors and managers. His first line of
defense is to talk their language.
He must convince them that talent management and vision remain the unique
economic value in any news organization. That goes for the reader who gets a copy
of its favorite newspaper or for the visitor of a website. They all have a choice and
their decision translates into a tangible economic effect. Same goes for the advertiser. Even if the advertising model is taking a severe beat, it will remain the biggest
source of income for news organizations, regardless of the medium.
The protector: For the editor, dealing with the advertising is a delicate task. Because he has to deal with it. In the same way he can no longer exonerate himself from the
costs side of the business, he is entitled to a decisive input in the advertising strategy.
No redesign, no change in the way a newspaper, a magazine or a website is built can
be engineered without taking in account the potential impact it will have on the
advertising stream.

When it comes to buy some ad in a media, product is a key factor. And as the day-today chief architect of the product, the editor bears a clear responsibility of its attractiveness to the advertiser. This duty implies a delicate balance. On one hand, a good
journalistic execution will inevitably attract advertisers. Experience always shows that
advertising community rewards way more editorial quality than complacency or
eagerness to please. Nothing is more flattering for a brand than being in a good editorial context. High-ranking executives, publishers/editors or advertisers usually share
this view, when they are decided to look at the big picture.
But it is a different story when dealing with the foot soldiers of the trade. Whether it
is the sales team of a media buying agency or the sales force within the news organization itself, they tend to share the same culture – immediate and individual profit
through personal incentive – and the same vision – the ultra short term one. Powered
by such mentality, advertising mutates into a corrosive, if not a corrupting force the
editorial team will have to contain and sometimes to fight.
Pressure goes in two flavors: the preemptive and the retaliatory mode.
The first one usually shows up in a gentle way, in the form of undue gratification such
as a press junket and/or unusual access to a top official. Internally, an advertising campaign will try to sneak into news pages (paper or electronic ones) with the clear intention to blend with the regular editorial content. (In France for example, vast segments
of consumer medias, are known to be sold to advertisers). Editors will have to be vigilant by maintaining a Chinese wall between the news department and the sales team.
Coming back to blogs, that is also a key factor of differentiation: bloggers have often
a stretchable ethic and are more prone to be given the latest Samsung in exchange for
a rave review. For a professional news organization, preserving these standards is preserving a competitive advantage over the blogging crowd.
Inevitably, the editor will have to deal with the second flavor, which is the retaliatory
mode. Two anecdotes. The first one is recounted by Wired magazine. In 1970, Walter
Mossberg was the Detroit correspondent for the Wall Street Journal. One day, he lands
a scoop about American Motors Corporation. Asked for comments, AMC executives
reacted by threatening to cancel all ads in the Journal if the story was published prior
to an official announcement. The WSJ didn’t balk and, after a further checking,
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published the story with a bigger headline. Needless to say, this episode impregnated
Walt Mossberg’s career. He would later become a quite respected personal technology writer, fiercely unbowing to the electronic industry. His column is a place of choice for advertisers.
Second anecdote: a few of years ago, Schibsted’s free newspaper 20 Minutes in Paris
ran a front page piece about the dominant telecommunication player which was
bleeding subscribers at an alarming rate. A rather negative coverage. Predictably, the
entire ad food chain went nuts, threatening with serious retribution from the brand
which was, by the way, the biggest advertiser of the paper. Funnily, the higher you
climbed in the hierarchy, the lesser the anger was. Finally, the telecom group assessed
the story, which was harsh, but thorough and balanced with all sides being given the
opportunity to talk. End of the incident.
That leads to one conclusion: credibility, fairness, along with legitimate resistance,
breeds respect. And respect brings money. And money is the fuel of journalism. More
than anyone else in the management, the editor is the ultimate protector of the credibility – i.e. the economic value – of the news organization.
The storyteller: Twenty years ago, storytelling and subsequent journalistic produc-

tion was pretty straightforward. The editor and his staff were planning a coverage tactic in accordance to the type of subject, deploying adequate resources – usually one or
several writers – the photo desk would arrange picture gathering, either by sending
someone, hiring some freelance or digging in the newswire production. All of this was
constrained by a deadline once a day, a single editing process. Such a simplified
sequencing is history.
Today, news is expected to be packaged, transformed, and disseminated in multiple
formats and in accordance to a dynamic timeline. The notion
More than anyone else of storytelling has been completely overhauled. The goal is
to satisfy increasingly segmented audiences with different
in the management, wishes and a variable attention capacity.

the editor is the ultimate
protector of the credibility
of the news organization.

Let’s take a serious event such as a terrorist attack. It will be
first treated as breaking news, simultaneously on the web and
on a mobile site. It will require constant updates, searches for
relevant sites that could have first hand material: photos,
video taken from a mobile phone. At the same time, tons of
email and SMS alerts will be sent. That’s just for the first hours.
In this phase, competition is expected to come from all sides: from Twitter, which will
send short updates, from bloggers, all of them with a flexible relationship to accuracy
(that’s not the point in this era of fact-less, perpetual, crowd-powered contribution to
the newsflow). Then, as events unfold and more depth and analysis are required,
multi-competences coverage will be organized: good writers and editors for the newspaper, drawing material from dispatched reporters who will also be asked to file some
internet updates. Multimedia people will collect, filter, edit their own material to feed
the web beast. Animated graphic designers – usually young Flash artists dealing frantically with mouse and electronic tablet – will join the fray, working on complex data
provided by specialized editors, together producing great interactive features. In the
meantime, the newsroom will be deluged with audience input: factual elements,
pointless shouting, or maybe some original perspectives. That public-generated content cannot be just ignored. At some point, it will deserve to be published.
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The public will also ask for a better understanding on what’s going on, with backgrounds, fact sheets, relevant archives organized in the most comprehensive way. In
recent years new forms of explanatory journalism emerged. Any coverage is now
expected to match Wikipedia or About.com as it comes to outline complex issues. No
one escape that. Many web sites ranging from general public to specialized ones have
been surprised by the click-rate of pedagogic treatments. At the same time, the digital news consumer wants to get all of the above in a compact and easy-to digest way.
Remember: the reader who spent thirty minutes reading a newspaper, now devotes
only a few minutes when he visits a website, hopefully several times a day.
For the editor, deploying the best tools at the appropriate time imposes to have some
notions about the digital news chain. Evidently, he is not expected to understand the
nuts and bolts of an interactive feature, but he must know enough to decide when it
is the best moment to produce what. Mastering digital techniques is now a critical
part of strategic editing in a modern media. Today, choices involve how to open content to the oustide in order to channel back readers. The editor will have for instance to decide upon deploying new techniques of content dissemination on third party
web sites. Big news organizations such as The Guardian, the BBC or the New York
Times are already making their content available to anyone through sophisticated
tools. This is a huge bet on the value of the brand. For a large part, such a decision will
fall on the editor’s lap. He will use market research and also «guts analysis» to assess
the risk of a secondary distribution.
Today’s editor is literally under siege. He is facing the simultaneous perils of elusive
and segmented audiences, the needs for management changes, technological challenges, and a scattered but aggressive competition, all in the context of the most difficult times ever seen. In such a perfect storm, the editor will have to be cool-minded
and focus himself on one question: what are his weapons of choice to rise above the
ambient noise? Where lies the uniqueness of his editorial product? Answers are: excellence, relevance, and accuracy. Building an editorial strategy is the only way to avoid
being outmatched by legions of crowd-pleasing amateurs.
For the editorial team, dealing with such adversity requires a wide set of qualities. The
daunting task is now to coordinate in the most efficient manner – including economic wise – a vast array of competencies and techniques that didn’t exist ten years ago.
Different needs call for different management approach. The new breed of editors will
rely more than ever on a knowledge acquired by training that will lead to long-term
editorial strategies and swift tactical responses. At stake is the survival on the kind of
journalism that is essential in any democracy.
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Quality in times of crisis
by Per Egil Hegge,
Editor and author, Board Member of the Tinius Trust

Quality journalism
will continue
to be essential
How can quality journalism survive? The media
veteran Eugenio Scalfari has some interesting
thoughts on the newspapers of the future, and on
their changing features, function and role.


Given that no-one else has found a recipe for enabling newspapers to
respond to the financial difficulties they face as a result of falling advertising revenues, fewer subscribers and buyers, and increasing numbers of online readers, it would
be strange if an 84-year-old Italian media veteran were to have a ready-made solution
up his sleeve.
And indeed, Eugenio Scalfari does not claim to have one, but that has not prevented
him from coming up with some interesting thoughts on how print newspapers can
survive in a new and irritatingly electronic age, and on what their new features, function and role may become.
He has done so in the autumn of a life in which he was quick to name Silvio Berlusconi as his favourite adversary. His fierce criticism was entertaining for everyone
except Berlusconi, but it was never sufficient to slow down the entrepreneur’s rapid
rise, in his career as a cruise ship crooner, property developer, football club owner and
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television magnate. In the latter role, Berlusconi conveniently, and quite contrary to
the spirit of Italian media law, transformed his group of television companies into a
money-making machine that donated its profits to two good causes: Berlusconi’s private bank account and his political career.
Scalfari will always occupy an important place in Italian media history, and not
only because he established and founded the daily newspaper La Repubblica in January 1976, which represented a completely new departure in the history of the Italian
press: it was independent of any political party. At the time he was 51 years old, and
he was already a well-known journalist: 13 years earlier he had founded the weekly
magazine L’Espresso and surprised everyone, with the possible exception of himself,
by turning it into a great success. He had also, in the finest Italian tradition, been a
member of three political parties. He was thrown out of the fascist party as a teenager
for writing antifascist articles. That wasn’t quite the done thing during the war. In his
30s he helped found the Radical Party, which belongs somewhere in the middle of the
Italian political spectrum. In 1963 he joined the Italian Socialist Party, which wasn’t a
particularly big move to the left; its basic outlook contained elements that one would
find on the right wing of the Norwegian Labour Party. He has had close links to the
Italian literary set – at school he was a classmate of the budding writer Italo Calvino
(1923-1985), and they remained friends for life. In spite of being the author of a number of books, 12 in total over the period 1969-2008, he is relatively unknown outside
Italy. Had he been writing in English, there is little reason to doubt that he would have
been world-famous.
News journalism has never been Scalfari’s big obsession – it’s not where his inclination lies, and besides, that’s not the tradition in his home country. The paper he
founded was a left-leaning liberal publication, which recruited staff from the Italian
left, and particularly from the intellectual circles with varying degrees of ties to Enrico Berlinguer’s communist party. Scalfari had noticed that the journalists of the party,
and even its ideologues, including those working at the party newspaper L’Unità, were
much more independent-minded and far more daring and unpredictable in their
articles than communists in other countries. This was in the days of Eurocommunism, when the quiet intellectual Berlinguer was coming into increasingly open conflict with the dogmatic views of the Kremlin. In 1984, during Ronald Reagan’s presidency, he went so far as to describe Italiy’s NATO membership as a prerequisite for the
Italian communists’ ability to maintain their unorthodox policy of criticising the
Soviet Union. He even called NATO a shield for the communists in Italy, well aware of
the connotations of that word: the Italian Christian democrats, the arch-rivals of the
communists, used a shield with a cross on it as their symbol.
Incidentally, Berlinguer was proved right, albeit in a way that not even he could
have imagined: when the Italian communist party dissolved after the collapse of the
Soviet Union, and Marxism began to lose legitimacy amongst Italian intellectuals, the
ideological foundations of the Christian democrats also evaporated, leaving them on
the scrap-heap of history as well. It is painful and difficult to lose one’s friends, but to
lose one’s enemies can be utterly fatal.
Around the same time, parallel developments were taking place in a country with
which Scalfari felt a close intellectual bond: Spain. In fact, Berlinguer’s family originally came from Spain, but the country differed from Italy in a way that was very important to him: the Spanish communist party was a dogmatic supporter of Moscow, and
wanted nothing to do with the far more liberal tendencies of Eurocommunism.
In November 1975, Francisco Franco died after 36 years in power, and in March
1976, just two months after the first edition of La Repubblica went on sale in Italy,
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the new, politically independent newspaper El País (“the country”) appeared in
Madrid. The founder and first editor-in-chief was the 32-year-old Juan Luis Cebrián. He had grown up in a “newspaper family” – his father headed the falangist newspaper Arriba for many years – and as a 19-year-old he helped to found the cultural
magazine Cuadernos para el Diálogo in 1963. It helped to start the dialogue that prepared the ground for a peaceful transition from Franco’s dictatorship to a functional, parliamentary democracy, so, in fact, that process had begun quietly ten years
before Franco passed away. Naturally it did not provide any guarantee that the transition would be successful, but it sent a clear signal that some young
intellectuals wanted it to succeed. When Franco was reaching the
end of his life, the circle around Cebrián began to put the wheels in
Per Egil Hegge is one of Normotion for El País. They had reached so far in their preparations that
way’s most respected journait was merely a question of pressing the “on” button when they realilists. He worked at Aftenposten
sed that Franco’s methods would be buried with him.
from 1962 to 2005 as a foreign
It did not take long for La Repubblica and El País to become by far
correspondent, editor of the
the most interesting newspapers in their respective countries. In some
A-magasinet supplement and
ways they imitated the French paper Le Monde. But although they
cultural editor. He is the
don’t exactly try to woo the masses – 99 percent of El País’s regular
author of 14 books, including
readers had a higher university degree, Cebrián told me in a conversabiographies of Fridtjof Nansen
tion in Oslo in 1984 – both of the newcomers were far more accessible
and King Harald V of Norway.
than the more elitist Le Monde, and they cannot be accused of shying
He is a Board Member of the
away from popular culture. They also broke with the traditional party
Tinius Trust.
links, which were particularly strong in Italy. They have proved to be
both unpredictable and independent, and they have not been afraid of
getting into disputes with the Catholic church. La Repubblica even got
into one with the popular pope John Paul II, but with a recognition of, and great
respect for, his enormous intellectual powers and his influence on developments in
Eastern Europe.
And it is precisely their coverage of Eastern Europe in the 1980s that has guaranteed both
newspapers a place in European press history. They detected and followed the changes
taking place below the surface with far greater insight than the British and German press,
for example, and it is worth looking more closely at two people in particular.
For more than 25 years, Pilar Bonet has been El País’s Moscow correspondent.
This diminutive woman – she is around five foot three tall, and probably weighs about
45 kilos – followed the collapse of the Kremlin under its geriatric leadership, the economic and cultural stagnation, and the constant funerals: first Brezhnev, then Andropov and finally Chernenko. In Moscow she had good contacts in the intellectual
circles that were recruited as civil servants and advisers by the new leader, Mikhail
Gorbachev, when his turn came in 1985. She described the dissolution of the Soviet
Union so well that she was given a grant by a research institute in Washington to write
about its final phase. On returning to Moscow, she had a fairly dramatic confrontation with General Alexander Lebed, the man who helped Boris Yeltsin to be reelected in 1996. When she asked a question that he disliked at a press conference,
Lebed accused her of being a spy. She immediately responded that she had no intention of putting up with that kind of accusation, and asked the general for an apology.
It was not in his nature to give one, but on this occasion he did. Lebed was around six
foot six tall, highly decorated and respected, and if any modern duel bore a resemblance to the battle of David and Goliath, this was surely it. In addition to his height
and huge chest – covered in medals – the general had a deep voice in the mould of
Paul Robeson, so it should have been a walk-over – but in spite of that, he lost.
Annual Report 2008 THE TINIUS TRUST

[ 53 ]

One of the clearest signs that a completely new tone, and entirely new administrative
practices, could be expected in Moscow, was presented by the Italian newspaper La
Repubblica in April 1985, four weeks after Mikhail Gorbachev became the leader of
the communist party. The paper’s Soviet Union correspondent, Rodolfo Brancoli,
published an article about the economic reforms that Gorbachev would announce at
the central committee meeting two months later, in June. These reforms were very
wide-ranging, and represented a startling break with the previous 40 years, or even 70
years, of Soviet policy.
There was just one problem with articles making predictions about the communist block, but it was a fairly major one: they very rarely turned out to be right. But
this particular one was so detailed that it was impossible to imagine that it could have
been written without the author having seen some kind of background document.
The fact that a non-communist journalist had been given access to material of that
nature, could only mean a completely new information policy, whether the article
proved to be true or not. Only the most trusted members of staff at the party newspaper Pravda were allowed to attend meetings where such matters were discussed and
decided. In this case it was easy to check: all you had to do was keep a copy of Brancoli’s version and wait two months for the central committee meeting. Everything
turned out to be correct. Gorbachev launched his reform policy – perestroika – and
turned his back on much of the fundamentalist ideological baggage that had provided
the basis for Soviet policy from 1917 until 1985.
Brancoli was later reassigned to Washington, and towards the end of the 1980s he had an
office a couple of floors above me in the National Press Building. I never asked him who
his source was for the April 1985 article – it’s not the done thing – but it turned out that
we had various acquaintances in common: resilient people who had hibernated through
a rather severe political winter night since my time in Moscow around 1970.
These two journalists, Pilar Bonet and Rodolfo Brancoli, are in fact merely representative of the high standards maintained by the two newsWe must create a sense papers since 1976. I could easily mention other names, but
they happen to be two journalists whose articles I have read
of order for readers, closely over a number of years, with a certain background
both of them as people and of the fields they
explain which news knowledge
cover.
items are important. It is also worth mentioning that there are few European newspapers that can match El País’s coverage of the situation in
Latin America. Perhaps that is hardly surprising, as there are obligations that come
with being a past colonial power and modern cultural superpower, but on the other
hand it is 110 ten years since the final remains of the Spanish colonial empire in the
western hemisphere were gobbled up by the US. (La Repubblica’s achievements in
Somalia and Ethiopia cannot be compared with El País’s reports on Latin America –
El País is in a class of its own, and Spanish journalism is not guilty of anything like the
same degree of verbosity that makes it a time-consuming hobby to read Italian newspapers.)
Of course no-one familiar with the current situation in the international newspaper industry would imagine that La Repubblica and El País are fortunate enough to
be enjoying a trouble-free existence as they both enter their 34th year in business.
Both the 84-year-old Scalfari and Cebrián, who is twenty years his junior, have left the
publications they founded, although Scalfari continued to write a weekly opinion
piece until as recently as 2007. By that time he had strongly censured former prime
minister Bettino Craxi – a member of his own party, and a longstanding socialist
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prime minister, who moved to a pleasant exile from corruption charges in Tunis when
his government collapsed – as well as the longstanding Christian democrat leader
Giulio Andreotti and, of course, the current prime minister Silvio Berlusconi. The latter had been an adversary long before he entered politics, as there was plenty to
oppose as Berlusconi started building up his formidable combination of a television
empire and money-making machine. Scalfari was also a frequent critic of the Catholic church – a criticism that he brought to a close with his autobiography last year,
entitled “The man who did not believe in God”.
For Scalfari, who continues to have an office at La Repubblica and whose spirit still
guides the newsroom that he built up and turned into the most interesting one in
Italy, it is still the autonomy of the journalist that matters. He therefore also opposes
rules and regulations; he believes that journalism is a career that cannot be pursued
without a sense of journalistic responsibility. And no sets of rules can replace that.
This sense of responsibility should also mean that journalists do not intrude on
people’s private lives. “For those of us who work at La Repubblica or El País that is a
matter of course,” said Scalfari in an interview with El País on the 15th of February
this year. But he is very well aware, and admits, that not all newspapers, including
some of the biggest and most respected titles, adhere to that principle.
The interviewer said that he had just received a message – on his mobile phone, of
course – saying that print newspapers would disappear by 2018. Was the end really so
close, he wondered?
It is 65 years since Scalfari started writing, and his answer was: “The print media
are undergoing a transformation. Pictures and sounds have replaced the written
word. People do not read newspapers these days, and they also read very few books;
instead they sit glued to a screen, and not just because watching TV is a passive
activity. They spend a lot of time navigating the Internet and reading online newspapers. The New York Times has published a survey showing that more Americans
read newspapers today than in the past. However, the sale of print newspapers is
declining significantly. If we add the sales of newspapers by news agents and subscription numbers to the number of people listening to or reading online newspapers, the
total number is much higher than ever before, and is continuing to grow. The problem is that people don’t pay for the online edition, and Internet advertising is a smaller and less lucrative business. Advertising revenues are suffering quite a serious crisis,
both at weekly magazines and dailies. That is forcing us to perform major cutbacks.
We have reduced the number of pages in the newspaper; if we do that for a six-month
period, we can carry on without making any major changes, but if we do it for two or
three years, we will also have to cut staff numbers, as fewer pages means less work”.
Scalfari has some thoughts on how to keep readers interested. It is not a particularly
new recipe – it is the one that he used at L’Espresso, and which was the foundation for
its enormous success when he started it 46 years ago:
“The print media will not change that much. We must transform our reports, our
role as a cultural mediator, into a strength. Readers already know last night’s news.
That is not our strength. We must create a sense of order for readers, explain which
news items are important. Our cultural coverage and opinion pieces are the most
important part of the newspaper for people who want to think and understand ...
Newspapers must increase their credibility, use new technology to ensure that the
brand, the name, attracts readers. There is nothing else we can do, and naturally it will
involve a colossal reorganisation of the media industry”.
It is tempting, when trying to summarise his career, to rearrange the title of his
friend Italo Calvino’s most famous novel: Not for the first time is he a traveller on a
winter’s night.
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The current state of freedom of speech
by Thorbjørn Jagland,
Speaker of the Norwegian Parliament

European
values in the
public Sphere
Is freedom of speech under threat? I doubt it. Because
the problem is not freedom of speech per se, but
rather our lack of confidence in our own core values.


In Europe, the public sphere has been a decisive factor in the development of
the basic values of democracy: freedom of speech and expression and the free press,
enlightenment and critical debate. Reason and knowledge. Jürgen Habermas’ historical theory on the public sphere sees the development of western societies as a combination of three independent and interconnecting systems: the market, the state and
civil society. Civil society, especially, has with its strong public administration and
rational and critical opinion-forming been a decisive factor. It produced the ideas of
democracy and rights of the individual. To Mr. Habermas, who grew up in Nazi Germany, the rebuilding after the war was a question of understanding the social conditions of rational communication on equal terms. It is the power of good arguments
that creates a feeling of community and social development.
Even with violent exceptions such as the world war periods, the public sphere has,
with its vital, free and critical testing of ideas, been central in western societies up until

Annual Report 2008 THE TINIUS TRUST

[ 57 ]

the present. Mr. Habermas believes that there is an imbalance in western society
today, in that the market and the state are penetrating the third pillar of society, ie. the
civil society. Art, culture, media and the public debate are being commercialised.
For as long as we have had what we call a free press, we have discussed whether

it is fulfilling its task and how it is impacting society. The relationship between the
press and legal protection of the individual is another aspect. Here, I should like to
mention that many people have felt that the principle of legal protection becomes
invalid when media’s brutal forces are let loose. This has become worse by the strong
commercialisation of the press. The press likes heroes and villains, celebrities on the
rise or on the downward slide. That sells everywhere. We can of course object and say
that there is something amiss with the people who buy these stories. But it raises the
question once more of whether or not the press has a responsibility beyond that of
squeezing the last drop of blood out of a story.
News coverage is more than ever focusing on what will sell and concentrating on individual incidents rather than on the underlying causes. Focus is concentrated on politicians as people and what they do rather than on what they stand for and work for.
One is looking to expand an issue, not explain it. The difference between the sports
coverage on TV, entertainment and political reporting and debate is being erased. The
demand is for drama, suspense, greed, deceit, winners and losers. The result is a new
and far more restrictive scope of action for politicians and political issues. It weakens
political debate, criticism and rational argument.
I remember an anecdote from one of the books of the famous Czech writer Milan
Kundera. Mr. Kundera had to flee Czechoslovakia because of the communist regime,
he could not stand living there any longer even if it were posIt has been said that there sible. It turned out that he had been under communist suris too much news today, veillance and his personal life was spilled to the public in
order to undermine his credibility. Mr. Kundera left for Paris
so much that we fail to settle there. The first thing he saw when he stepped off the
was the front pages of French newspapers reporting
to understand what is plane
that the legendary singer Jacques Brel had been discharged
actually happening from hospital where he had been treated for cancer. Mr. Kundera wrote that he got the feeling that the same evil he had
fled from had manifested itself even in the western world, not in the name of communism but in the quest for profit. The integrity and free will of the individual were
being violated in the name of the market.
That leads us to Jürgen Habermas’ most important observation. The idea of a

free society rests on having a free debate and the debate being independent of the
power of commercialism. I am relating this to other aspects of today’s media world
that are impairing the role of the press as a disseminator of knowledge and as a basis
of free debate. One thing is the enormous speed currently required in news distribution. The other thing is all the channels that must be filled with content 24 hours
a day. I often meet journalists who blatantly demonstrate that they have no idea of
the issues they wish to question me about. Their job is to fill the screen for a few
minutes, there and then.
But if the purpose of the interview was to disseminate knowledge, then that interview
has no value at all. And this brings me to an important issue in today’s media world;
The media are incident oriented. They cover the actual incident, who killed who,
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grieving family, shocked friends, etc. An incident is often covered without the audience really grasping what the incident is about. Why did it happen? As opposed to the
theatre, where the actual stage and the dialogue yield depth and context, the media
news distribution is like a row of incidents perpetually passing in review without context or explanation.
It has been said that there is too much news today, so much that we fail to

understand what is actually happening. I put it differently: there are too many journalists and too many media covering an incident without quite knowing why. When
the market demands that all incidents must be spiced with personal
differences, maybe even scandals, we understand perhaps why some
people claim that we have reached the end of the age of enlightenment. Thorbjørn Jagland is the SpeMy question is whether we are in the process of moving into the age of aker of the Norwegian parliasentimentality.
ment. He was the leader of the
When the public sphere is affected in this way, the ability to guard freedom of speech and expression is impaired, and thereby also our democracy. If so, this is alarming considering the cultural conflicts we are
facing in our own communities as well as globally. These are problems
which need to be faced with wisdom and empathy.

Norwegian Labour Party from
1992 to 2002, Prime Minister
from 1996 to 1997 and
Foreign Minister from 2000 to
2001. Since 2005 he has been
Speaker of the Parliament. In
2009 he was appointed the
new leader of the Norwegian
Nobel Committee.

The recent debate on Muslim culture and freedom of speech clearly
illustrates the need for a critical press seaking to explain rather than
just to expand the issue. At the end of the first decade of the 21st, century, we see that Muslim immigrant cultures are really impacting the
European public debate. Riots in urban immigrant communities in
France, the murder of a film director and threats against politicians in
Holland and the controversy of Danish cartoons depicting the Prophet Muhammad
are challenging the debate. In Norway, we are now seeing that a number of political
issues concerning Muslim immigrant cultures are giving rise to fiery debate and political controversy. Although the issues in question are tied to freedom of speech and
expression, religion and basic public values, they arise out of one particular situation
– immigration and its impact on our communities.
The controversies over the last years indicate that immigration to Europe from

Muslim countries is now evolving from being a traditional question of integration to
becoming a question of cultural clashes. Is that an acknowledgement of Samuel
Huntington’s theory that the clash of civilisations is a source of conflict in the postCold War world? No. It is primarily a reflection of how integration is failing in
Western Europe, but also of a political paralysis in the European democracies.
The French philosopher Pascal Bruckner calls the situation in Europe a state of
peace, comfort and individual happiness which we are reluctant to give up even if the
development in our respective countries should imply active debate and remedial
measures. After a historically unique progress from combat zone to modern democracies, we are now suffering from metal fatigue when introduced to cultures which are
impacting and challenging our societies.
The 20th century in Europe became the transitional period into the modern age.
Despite devastating world wars, communities were raised, class struggles were won,
welfare states were built and Europe became the world’s most advanced democratic
community of states. This development was, of course, based on the rationality of the
big democratic project which has left its mark on Europe and most of the western
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world; Enlightenment, the free individual, reason and progress. In other words
modernity. Today, the most important effect of modernity is the fact that European
states under the rule of law and their respective constitutions are resting safely on
human rights. And first among them: freedom of speech and expression.
The European human rights community, as it is rooted in the European

Human Rights Convention, is the basis of a rational and humanistic culture of civilisation. We are distinguishing between religion and politics and putting freedom of
thought above the church and the word of the scripture. Society exists for the sake of
the individual. This is perhaps the essence of our democracies. No European state can
today use its citizens as tools for religions or political ideologies. These are the fundamental and universal basic values that go beyond the individual country’s national
cultural characteristics and bind them together. That is our European core.
As a social democrat, I have always considered those values to be crucial for the social democratic project to be so successful in creating a community of solidarity which
units liberty for all with equality for the liberty to be real. It was the idea of freedom
of speech and expression, critical debate and man’s value and rights which made it
possible to raise Europe from the ashes of war and bring forth a moral consciousness
of the spirit of community in a number of countries, and which gave us the modern,
liberal and solidary community typical of societies today. For me, as a social democrat, it has therefore always been natural to believe that we are primarily part of a
common humankind gathering around universal basic values, and that our evolution
must always carry with it and refine these values. This is the fundamental idea of the
social and the democratic united in a social democracy.
Today, we see that religions, cultures and traditions are pushing forward in
the public sphere in many countries. The integration policy is inadequate, and the
debate is moving to another and more uncontrollable issue, namely the question of
them and us. It becomes a question of conflict, not integration. That is not a healthy
development, and it will be demanding to bring it back on a
constructive track. The current situation shows that integraFreedom of speech tion must be about inclusion through language, education
and expression is an and work and about inclusion through our confidence that
our core values can also be fundamental in developing a
institutional right. It is a multicultural society. The public debate will be an important
instrument in this connection.

right we have fought for,
and it is the foundation
of our evolution.

There are several reasons for the development we now see. In
this connection, I should like to point out two things: the end
of the Cold War and globalisation. First, the Cold War.
During the Cold War, the world was taken up with the conflict between communism and capitalism. Whether you were
for capitalism or for communism, or perhaps saw the world in a north-south perspective, the sense of belonging was unambiguous for most people. After the distinction
between east and west was gone, the old ideologies lost their power. One might think
that this would be a transition to an unqualified and final liberation for all. Or, as
Francis Fukuyama wrote, to the end of political ideologies. But the end of the Cold
War and the collapse of the established ideologies did not lead to final liberation.
Instead, it lead to many people seeking to find their identity in religion or in a sense
of belonging to an ethnic group.
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No one can be free without belonging, wrote the Norwegian sociologist Stein
Ringen in connection with man’s need for community. The wish to belong is a fundamental human characteristic. The clash of interest between groups, religions or
ideologies, as seen during the Cold War, is often vital to define identity, even if it
involves a large degree of irrationality. During the interwar period, Europe became
so irrational that it classified the Jews as a major threat and in the end, Europe itself
became victim of its own feelings.
Globalisation has now become an integral part of our environment, our way of

thinking, our education and our way of working. In short, we live in a globalised world.
Globalisation has lead to a tremendous economic growth in many countries, but globalisation yields unequal distribution of wealth. One consequence of globalisation is the
fact that the inequalities become more visible than before. If we also consider the fact
that globalisation challenges and
changes local traditions, our sense of
belonging and our way of thinking,
we face a situation by which increasing migration might easily lead to
migrant fear. That kind of fear must
be addressed and constructively
debated in the public sphere.
The way we conduct the public
debate in our effort to adapt our
societies to the multiculture in progress, may in a worst case scenario
impair freedom of speech and
expression as our most fundamental right. When our societies are
introduced to new cultures, the At work: Speaker of the Parliament, Torbjørn Jagland, in his office at Stortinget.
democratic core values that unite
us must be the basis of integration. It is when we relativise our values that we lay the
basis for insecurity, which in turn generates fear that something absolute – some
absolute core values – may disappear and tear away the foundation of our existence
as we know it.
The public debate rests on freedom of speech and expression. If we don’t
guard freedom of speech and expression, our ability to discuss immigrant cultures
and help migrants get integrated in our liberal and secular cultures will be impaired.
Freedom of speech and expression is thus the basis of integration. The European
social democracy is in danger of weakening itself and its basis of existence by its fear
of discussing Islamic culture and integration. And social democracy as such will
definitely weaken itself by falling into the extreme rightwing populistic trap and promote non-existent enemy pictures of Islam.

The war on terrorism has created antagonistic cultural fronts. But not even that
implies a clash of civilisations. The Arabic culture has deep roots and was dominating large parts of Europe and Africa up until the fall of the Ottoman Empire. After
that, things went wrong. The Muslim countries were not able to take part in the
changes brought on by the Renaissance in the west. Islam was incapable of formulating a modern concept with regard to politics and religion. It was the breaking away
from religion that laid down the basis for the enormous scientific and technological
Annual Report 2008 THE TINIUS TRUST
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progress that has taken place in the western world. The Islamic world has not been
able to make a clear distinction between faith and intellect in the same way, and it has
also failed in establishing institutions distinguishing between politics and religion.
Consequently, a great number of immigrants to the western world face societies built
on values they don’t know and don’t understand the meaning of. They meet an unfamiliar public culture, and the consequences of freedom of speech and expression
and especially criticism of religion may also be hard to accept. In the western world,
however, freedom of speech and expression is an institutional right. It is a right we
have fought for, and it is the foundation of our evolution. Criticism of religion is
therefore a way of defending the liberal society which is based on reason and knowledge. Consequently, it will be wrong to compromise with freedom of speech and
expression in order to adapt our culture to a multicultural everyday life. That would
weaken our civil society. On the contrary, we must stand up for a culture that criticises, challenges and looks for unifying ways when it comes to building a multicultural society on the foundations which have already been laid.
We must tell our story. That our societies are basically liberal democracies. That

religion and politics are separate. And that freedom of speech and expression means
that the state is committed to safeguard the citizens’ right to express themselves. Not
the other way around. It is a story that also the press must contribute to defend and
relate, because in the end this also concerns the operating
of speech and conditions of the press. Its right to editorial freedom.

Freedom
expression means that the
state is committed to safe
guard the citizens’ right
to express themselves. Not
the other way around.

The UN Human Rights Council is now making an attempt
to dilute the principle of freedom of speech and expression,
or turn it inside out. In 2007, the Human Rights Council,
where the inter-governmental organisation grouping 57
Muslim states (Organisation of the Islamic Conference
(OIC)) is very influential, adopted a ban on insult of religion as a result of the Danish cartoons depicting the prophet
Muhammad. It is quite obvious that regimes dominating the
OIC wish to protect themselves against criticism. An effective way to do this is to ban religious criticism, for with the mixing of religion and
politics that we find in some states, religious criticism will be regarded as criticism
of the regime.
It has for a long time been the aim of the UN Durban II Conference to adopt a resolution to the effect that religious criticism is a human rights crime. We must hope that
the European democracies understand the importance of an unambiguous and clearly worded safeguarding of freedom of speech and expression, and that they do not
make any attempt to put restrictions on the most basic heirloom of enlightenment.
The public political exchange is going through a bad patch in Norway, wrote a leading
Norwegian newspaper recently. The comment had its background in a heated discussion about whether or not Radical Islam is a threat to Norway. It would, of course,
have been unheard of if Norwegian political parties had neglected to fight Radical
Islam if it did exist in Norway. The problem was that the debate might give the
impression that Radical Islam actually is a problem in Norway. But Radical Islam is
not a serious threat to Norway. However, what is becoming a threat is the fact that the
debate about Islam in Norway and in the rest of Europe is getting untidy. When it
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involves the different sides of the Muslim culture such as the wearing of hijab, female genital mutilation, forced marriage and radical violent Islamism, it leads to excessive fright. A few days after the debate got off to a fiery start in Norway, the opinion
poll measurements showed that one out of every four meant that Radical Islam
environments are representing a real terrorist threat to the country. A majority
thought that the country was in the process of being “snik-islamisert”, ie. Islamism
was being “sneaked in through the backdoor”.
This is where the public debate is showing weakness: when the belief in European ideals is expelled in favour of the fear of Muslim culture. This is where political
leaders must take responsibility for the content and development of the debate.
Violence, oppression of women and religions wanting to be political issues do not
belong here. But by conjuring up an Islamic spectre that doesn’t exist we are in danger
of creating confrontation and polarisation instead of integration.

Is freedom of speech and expression in danger? I doubt it. Because there is nothing
wrong with freedom of speech and expression in itself, there is something wrong with
our own faith when it comes to the survival of our core values when confronted with
new cultures. It is us avoiding using the public sphere to debate and criticise female
genital mutilation and forced marriage that is a danger to freedom of speech and
expression. That part of Muslim culture has no future in Norway, and this needs to be
addressed. A Norwegian researcher recently said that we must offer Muslim immigrants more than just a mixture of understanding, public offices and a little support
money. I agree. We must offer them much more, primarily a liberal, secular society
rooted in the idea of human rights and sustained by a rational and critical debate.
That is what we shall pass on in the public sphere.
Muslim immigrants have a lot to offer Europe. Many of them have been here for a
long time, they have worked hard and contributed to the society. The multicultural
society is here to stay. Debating integration is difficult, but the debate must build on
our democratic core values. These are values we have fought for and which every
European society should safeguard. And these are the values which will form
the foundation for the multicultural society which is now evolving in Norway and
throughout Europe. By telling that story, we describe what must be the new
European we, built on reason and knowledge.
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The Trust Board
Ole Jacob Sunde

Per Egil Hegge

John A. Rein

Chairman of the Board

Member of the Board

Member of the Board

Chairman of the Board of
Schibsted ASA. Founder and
Chairman of the Board of Formuesforvaltning ASA. Founded
Industrifinans Forvaltning ASA
in 1983 and was General Manager until 2000. Formerly a consultant with McKinsey & Co.
(1980-1883). Various other
directorships, including Blommenholm Industrier AS. Graduate of the Université de Fribourg, Switzerland (1976) and
Kellogg School of Management,
Northwestern University, USA
(1980, with distinction).

Employed with Aftenposten
1962-2005. Twelve years as
foreign correspondent in London, Moscow and Washington
D.C. Editor of A-Magasinet
1984-1988. Cultural Editor
1992-1998. 14 books, including
biographies of Otto Sverdrup,
Fridtjof Nansen and King
Harald V. The Narvesen prize in
1969 and Riksmålsforbundet’s
Gold Pen Award 1993. Class 1
Knight of the Order of St. Olav
2003. Bachelor’s Degree from
University of Oslo, specialising
in Russian, English and Political
Science (1966).

John A. Rein is a business lawyer
and partner in Wikborg Rein.
Admitted to the Supreme Court
Bar. Member of the Board of VG
and Blommenholm Industrier
AS. Mr. Rein was legal adviser to
Tinius Nagell-Erichsen for
almost twenty years until his
death. Former Fellow of the
Scandinavian Institute of Maritime Law (1978-1979), Contracts Manager, Conoco, London (1979-1981), associate
Wikborg Rein 1981-1984 and
partner from 1985.

Karl-Christian
Agerup

Kjersti Løken
Stavrum

Morten Goller

Deputy Member of the Board

Deputy Member of the Board

Northzone Ventures, founder
and partner (1994 to date).
HUGIN AS, founder and Managing Director (1995-1999).
McKinsey & Co., Associate
(1991-93), Engagement Manager (1993-1994). Millipore
Corp., Boston, USA, Corporate
Planner (1990-1991). Deputy
Chairman of the Board of Schibsted ASA and Norfund. Massachusetts Institute of Technology
(MIT) - Alfred P. Sloan School of
Management, Master of Science
in Management (1990). Copenhagen Business School, Business
Economist/HA (1988).

Feature Editor and Editor of
Aftenposten’s A-Magasin since
2005. Acting editor of Aften.
Formerly Editor-in-Chief of the
weekly magazine KK (20012004). Journalist and various
management positions with
Aftenposten 1991-2001. Leader
of Oslo Redaktørforening.
Member of the Board of INMA
(International Newspaper Marketing Association) and IPI
Norge (International Press
Institute Norway). Bachelor’s
Degree from University of Oslo
and Manchester Metropolitan
University, specialising in Political Science, Economics and
History.
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Deputy Member of the Board
Morten Goller is a trial lawyer
and partner in Wikborg Rein,
specialising in public procurement and EU/EEA competition
law. Formerly employed by the
Government Advocate (19932001.) Bachelor’s Degree in
Law from University of Oslo
(1992) and Master of Law
(LLM) from Columbia University, New York (1997). Admitted
to the Supreme Court Bar.
Member of the Board of Wikborg Rein.

From the left
Ole Jacob Sunde, Chairman,
Per Egil Hegge and
John A. Rein, Board Members.

Articles of Association
for The Tinius Trust
§1 Trust name
The name of the trust is “Stiftelsen Tinius”.
The Board of Directors represent the Trust
externally. The Board may authorize the Chairman
to represent the Trust externally as long as Tinius
Nagell-Erichsen remains Chairman. After that, the
Board may authorize the Chairman and one Board
Member together to represent the Trust externally.

§2 Basic capital
The Trust is established by Tinius Nagell-Erichsen
in a deed of gift dated 8 May 1996, with a basic
capital of NOK 10,000,000.

§3 Objective
The Trust is the owner of the voting A share in
Blommenholm Industrier AS. The Trust shall
manage the share and other assets belonging to
the Trust in accordance with the following guidelines:
The Schibsted Group is to be run according to
the main editorial and business guidelines laid
down on formation of the Group, guidelines
which have since been governing the Group operations.
The Schibsted Group is to be run in such a way
that it ensures free and independent editing of the
newspapers owned by the Group and its subsidiaries involved in editorial operations.
The Schibsted Group is to strive for quality
and credibility in all its publications, and defend
values such as religious freedom, tolerance,
human rights and democratic principles.
The Trust is to work to achieve the long-term,
healthy financial development of the Schibsted
Group.
When necessary, the Trust shall also work to
impact the general conditions essential to ensure
a free and independent press.

Erichsen’s lifetime consist of not less than three
and not more than four directors. Tinius NagellErichsen appoints the directors to the Board in
his lifetime.
After that, the Board shall consist of three
directors appointed by Mr. Nagell-Erichsen prior
to his death. Each director is to appoint his/her
personal deputy director. The deputy director
automatically succeeds the director when his/her
term comes to an end.
In the future, each Board Member shall at any
time appoint a Deputy Member who will also be
his/her personal successor. The director who has
appointed the deputy can, before the deputy
becomes a full Board Member, reconsider and
appoint someone else to be his/her personal
deputy.
Tinius Nagell-Erichsen is to be Chairman for
as long as he remains on the Board. After that, the
Board shall elect a Chairman.

§5 Decision-making by directors
In the event that a Board Member has made apologies for his/her absence at the meeting, the
Deputy Member shall meet in his/her place. A
quorum is present when all the Board Members
or their deputies are present.
The Board’s decisions should be unanimous. If
that is not possible, even after consideration of the
issue in question at a new Board meeting, the
majority decision stands.
The Board of Directors can, within the scope
of the law, unanimously adopt amendments to
the Articles of Association and proposals to dissolve the Trust.
The Board of Directors shall endeavour to
reach solutions in accordance with the intentions
stated in § 3 Objective, but are expected to show
considerable business flexibility.

§4 The Trust Board

§6 Auditor

The Trust Board shall during Tinius Nagell-

The auditors are elected by the Board.
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Directors’ report
for 2008
The articles of association of the Tinius
Trust state that the Trust shall work towards
ensuring that the Schibsted Group is operated
along the same editorial and commercial principles that have governed Group operations until
the present. The Group’s publications shall strive
for quality and credibility and shall defend values
such as freedom of religion, tolerance, human
rights and democratic principles. The Trust shall
likewise work for the long-term, healthy financial
development of the Group.
The articles of association also state that the Trust,
when required, can work to impact the general
conditions essential to ensure free and independent editorial offices. In 2007 this led to the establishment of a media research grant by the Trust.
Arne H. Krumsvik was the first recipient of the
grant, which was awarded in May 2008. During
the period 2009-2011 he will be conducting post
doctoral research into freedom of speech and the
professionalizing of journalism. His academic
base will be at the University of Oslo, Department
of Media and Communication.
Krumsvik was educated as a journalist at Volda
University College and holds a Master of Management from the Norwegian School of Management. He will be defending his doctoral thesis
”The Online News Factory” at the University of
Oslo in 2009. He has long experience in journalism, including online manager with VG and Dagbladet, editor-in-chief of Romerikes Blad and
radio manager with Kanal 24.
In 2009 he will present papers at The 19th Nordic
Conference for Media and Communication Research in Karlstad and at the Future of Journalism

conference at the Cardiff School of Journalism,
Media and Cultural Studies. Articles and presentations by Krumsvik will be made available at the
Trust’s website as they are published.
The Trust’s board consists of Ole Jacob Sunde
(chairman of the board), Per Egil Hegge and John
A. Rein. Each member has in accordance with the
articles of association appointed his own personal
deputy and successor. These are Karl-Christian
Agerup, Kjersti Løken Stavrum and Morten
Goller respectively.
The Trust’s investment portfolio has, based on our
return targets, time horizon, risk profile and liquidity requirements, a strategic composition with
equal distribution of interest-bearing and equity
investments. In 2008 the portfolio has had a lower
weight with respect to equity investments and at
the end of the year these comprised 38% of the
portfolio’s total market value. This contributed to
cushion the effect of the dramatic drop in the
stock market through the year. In total the market
value of the Trust’s portfolio fell by 18.4%.
The annual result is a deficit of NOK 10.1 million,
whereof NOK 9.4 million is a fall in the investment
portfolio. The board is of the opinion that the annual
accounts provide a correct picture of the Trust’s assets
and debt, financial position and result.
The annual accounts are based on the going concern assumption, as the solidity of operations is
good. Compensation to the board of directors was
NOK 25 000 in 2008. The auditor’s fee was NOK
27,500. The Trust has no employees, but abides by
the principles of equal rights. The Trust does not
pollute the external environment.

Oslo, March 27, 2009

Ole Jacob Sunde
Chairman of the Board

Per Egil Hegge
Board Member

John A. Rein
Board Member
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The Tinius Trust

The Tinius Trust

Income Statement 1.1 – 31.12

Balance Sheet at 31.12

Notes

2008

Other operating expenses

Notes

2007

31.12.2008 31.12.2007

ASSETS

OPERATING EXPENSES
2, 3

Total operating expenses
Operating profit

761 846

748 071

761 846

748 071

(761 846) (748 071)

FINANCE INCOME AND FINANCE COSTS
Interest income, bank
Interest income, interest funds

10 223

20 743

1 061 806

903 159

NON-CURRENT ASSETS
Shares in STI Holding AS

120 000

0

Shares in Blommenholm
Industrier Holding AS

30 004

30 000

Total non-current assets

150 004

30 000

CURRENT ASSETS

Realised gains +/losses - on secutities

91 050 2 427 453

Investments

Disagio

(2 925)

Mutual funds

0

Unrealised gains +/losses - on securities (10 505 485) (837 345)

Hedge funds

Total finance income and finance costs

Bond funds

(9 345 330) 2 514 010

10 270 328 19 323 221
5 077 906

Money market funds
PROFIT (-LOSS) FOR THE YEAR

(10 107 176) 1 765 939

Total investments

4 304 893
4

Bank deposits

TRANSFERS
Transferred to other equity

(10 107 176) 1 765 939

Total transfers

(10 107 176) 1 765 939

6 023 765

21 857 089 21 778 660
4 337 264

41 510 216 51 462 910
78 220

359 341

Total current assets

41 588 436 51 822 251

TOTAL ASSETS

41 738 440 51 852 251

EQUITY AND LIABILITIES
EQUITY
Capital base

5

Total paid-in capital
Other equity

42 862 184 42 862 184
42 862 184 42 862 184

5

(1 149 646) 8 957 530

Total retained earnings

(1 149 646) 8 957 530

Total equity

41 712 538 51 819 714

LIABILITIES
Other current liabilities

25 903

32 537

Total current liabilities

25 903

32 537

TOTAL EQUITY AND LIABILITIES

41 738 440 51 852 251

Oslo, March 27, 2009

Ole Jacob Sunde
Chairman of the Board
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Per Egil Hegge
Board Member
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John A. Rein
Board Member

Notes to the profit and loss statement 2008
NOTE 1 – ACCOUNTING PRINCIPLES
The financial statements have been prepared in accordance with the Norwegian Accounting Act and generally accepted accounting
principles for small enterprises in Norway. Fixed assets are comprised of assets intended for long term ownership and use. Current
assets and liabilities are comprised of items receivable/due within one year.
Fixed Assets
Fixed assets are valued at cost. Fixed assets are written down to recoverable amount when decreases in value are expected to be permanent.
Listed financial current assets
Financial instruments that are, directly or indirectly, part of a trade portfolio are valued at market value at the balance sheet date.
NOTE 2 – OTHER OPERATING EXPENSES
2008
Auditor’s fee, incl. vat

2007

27 500

25 000

Other expenses

734 346

723 071

Sum

761 846

748 071

NOTE 3 – WAGE COSTS
The company does not have any employees. Compensation to the board of directors was NOK 25 000 in 2008. The company is not
required to have an occupational pension scheme in accordance with the Norwegian law on required occupational pension («lov om
obligatorisk tjenestepensjon»).
NOTE 4- LISTED FINANCIAL CURRENT ASSETS
Investment
Mutual funds
Money market funds
Hedge funds

Acquisition cost

Market value

18 789 954

10 270 328

4 394 319

4 304 893

5 887 338

5 077 906

Fixed income funds

22 163 117

21 857 089

Sum listed financial current assets

51 234 728

41 510 216

Subscribed
capital

Retained
earnings

Sum equity

42 862 184

8 957 530

51 819 714

(10 107 176)

(10 107 176)

(1 149 646)

41 712 538

NOTE 5 – EQUITY

Equity 01.01.2008
Net profit for the year
Equity 31.12.2008

42 862 184
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The Tinius Trust
The Tinius Trust was established by Tinius Nagell-Erichsen in a deed
of gift on 8 May 1996 and has a basic capital of NOK 10 million. Nagell-Erichsen
transferred the only voting share in Blommenholm Industrier AS to the Trust on
5 May 2006. Blommenholm Industrier owns 26.1 per cent of the shares in Schibsted
ASA and is the company’s largest shareholder. The Tinius Trust thus manages the largest block of shares in the Schibsted Group.
Amendments to Schibsted ASA’s Articles of Association require a three quarters
majority, and according to the Articles of Association no shareholder can own or vote
for more than 30 per cent of the shares. Schibsted ASA’s Articles of Association also
ensure that important decisions made by the Group’s subsidiaries require the
support of three quarters of the votes cast at the General Meeting of Schibsted ASA.
As long as the 26.1 per cent shareholding is not split up, these provisions provide considerable influence over the ownership of Schibsted. Nagell-Erichsen stated that he wanted to use this influence to ensure that Schibsted remains a media group characterised
by free, independent editorial staffs, credibility and quality and with long-term, healthy
financial developments. This is also stipulated in the Trust’s Articles of Association.

The signature on the front page of the annual report is Tinius Nagell-Erichsen’s own handwriting.
Editor: Sverre Martin Gunnerud.
Pictures taken by Rolf M. Aagaard, Thomas Oneberg/Svenska Dagbladet, Ulf Höjer/Aftonbladet and
Stian Lysberg Solum/Scanpix have been used. Graphic design: Head of Type/Gunnar Ruud, Oslo
Repro: Uncle, Oslo · Printing: Kampen Grafisk, Oslo
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