
Creativity 
and Innovation

Ole Jacob Sunde: The Will to be Best � Lionel Barber: The Business of Journalism

Einar Hålien: How to Succeed � Jens Barland: Innovations in the Newsroom

Lena K. Samuelsson and Martin Jönsson: Less Resources, better Results with good Planning

Christian Printzell Halvorsen: Systemised Innovation and Creativity

Per Edgar Kokkvold: There must be something greater in the Editor’s Chair than the Editor’s Chair

The Tinius Trust
Annual Report 2010



The Tinius Trust
Annual Report 2010



T H E  T i n i u s  T R u s T   Annual Report 2010[ 4 ]

As its primary task, The Tinius Trust (stiftelsen Tinius) aims to 
ensure editorial independence of the newspapers and other editorial 
 operations owned by the schibsted Media Group. The 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 shall also work to achieve long-term healthy, financial develop-
ment of the schibsted Media Group.

Tinius nagell-Erichsen, who established the Trust in May 1996, placed 
considerable emphasis on the work for freedom of expression and a free 
press, the best safeguard of a strong and vibrant democracy. The defence 
of these values is a task that the Trust, bearing his name, takes seriously. 

The Tinius Trust manages the largest block of shares in the 
 schibsted Media Group. As long as the Trust owns more than 25.0 per cent 
of the shares outstanding, it has considerable influence over the owner-
ship of schibsted. During the course of 2010, the Trust’s responsibilities 
have been extended. Amendments in the statues and appointment of the  
Editor-in-Chief of Aftenposten, norway’s largest newspaper, now 
 require the approval of the Trust.  

Our work for freedom of expression includes a scholar ship that has been 
awarded to media researcher Arne Krumsvik. The scholarship runs over 
three years and Krumsvik is carrying out research on the  conditions 
affecting freedom of speech with particular emphasis on ownership 
 concentration and technological development. The Trust has also  
established the website www.tinius.com with the purpose of  creating a 
forum promoting innovation in the field of media.

Developments in the media in the years to come are going to be 
challenging. The entire business system for producing and  conveying 
information will be changing. This will not happen without major 
changes and continuous innovation. The pace of change will increase 
dramatically. But how are we to succeed?

Desire for
change
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The Tinius Trust has invited a number of prominent media 
 executives to present their views and experiences. They all have one 
thing in common; they have been working with innovation in media 
companies. none of them has the exact answer or a formula that can be 
used by everyone, but they all have opinions which inspire debate and 
creative reflection.

Einar Hålien, HR Manager of schibsted, writes 
about how the work on conti nuous improve-
ment can be systematised.  Editor-in-Chief 
of svenska Dagbladet Lena K. Samuelsson, 
and Managing Editor Martin Jönsson relate 
how improved planning gives better results, 
in spite of less resources. Christian Printzell 
 Halvorsen, CEO of Finn.no, nor way’s largest 
online market place and a success company, 
shares his experiences of innovation as a 
 continuous process. Media researcher Jens 
Barland tells how strategic planning can pick 
up new target groups, while Lionel Barber, 
 editor of the Financial Times, describes the 
challenges that confront one of the world’s 
leading business newspapers.

Finally, in the Trust’s annual report, Per Edgar 
Kokkvold, secretary General of the norwegian Press Association, who 
deserves to be honoured for his consistent, active defence of freedom of 
speech, takes a look at the enduring values in the role of editorship. This 
year too, Rolf M. Aagaard has portrayed, in an outstanding manner, most 
of the contributors.

i would like to extend my warm thanks to them all.

Ole Jacob Sunde
Chariman of the Board, The Tinius Trust

Ole Jacob Sunde





The Will to be Best by Ole Jacob Sunde, 
Chairman of the Board of The Tinius Trust

Innovation  
– a necessity of life 

and a way of life
A culture of change has to possess a  

certain level of impatience, a desire always  

to be moving on. A culture promoting change is  

a great competitive advantage. 

n
Let me state this here and now: all human beings are innovative. You only 
have to look at children. They want to discover the world; they have a desire for know-
ledge; they think differently and have no prejudice. They are innovative in the true 
meaning of the word. Children are innovative as long as society’s  framework does 
not dampen their pioneering spirit, their thirst for knowledge and their  unprejudiced 
thinking.

i read the other day in the media that norway is trailing behind its neighbours in its 
capacity for innovation. The call was for public authorities to take action. As if public 
authorities can determine innovation! This is evidence of a deficient understanding 
of innovation, what it implies and how it arises.

Innovation is the source of welfare. some of this lack of understanding may be 
due to the word itself: innovation – an English word, which is not even listed in the 
official norwegian dictionary. The word is derived from the Latin verb novare – to 
make new. innovation is often understood as a significant discovery, a technological
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breakthrough that provides the foundation for significant industrial activity. 
 How ever, innovation is not limited in size, nature or scope. innovation is the sum 
of all parts. it is a continuous process that is constantly taking place, and whose size,   
nature and scope are easiest to observe in hindsight. innovation is the driving force 
behind the increase in our welfare. Without the laborious renewal processes in  
all small and large companies, productivity growth would stop and the rise in a  
society’s welfare would stagnate.

innovation can lead to new revenue sources for a business. it can lead to the launch 
of a new product or service. However, it can just as easily lay the foundation for 
in creased volume or higher prices for existing goods and services, because the 
 product will be a little better as regards quality, a little better adapted to customer 
needs or a little cheaper to produce. These processes have been taking place for a long 

time in well run newspaper companies. However, in far too 
many corporations on both sides of the Atlantic a news paper 
still remains a news paper.

Just as important is the innovation of the value chain – the 
path of the product or service from raw material, design, 
production and distribution out to the consumer. All ele-
ments of the chain can be improved and, in sum, provide the 
biggest contribution to both the innovation of an individual 
com pany and of a society over time. Because our patterns of 
consumption do not change quickly, it is the innovation in 
the supply of known goods and services that is most impor-
tant, and much more important than the launch of new 
revolu tionary ideas, to fulfill new needs. The introduction of 
the iPad is a typical renewal of the value chain, it is all about 
 delivering the information in a more efficient way. it ought to 

be regarded as a big, new opportunity rather than a threat to the newspaper industry. 
Just look at all the new services and titles that have already been launched for the iPad! 
Remember, 150 years ago it was forecast that the telegraph system would decimate 
the news papers’ economics.

As the development of a nation’s welfare stagnates without innovation, a company’s 
survival will be connected to its ability to innovate. As a company, growing old is not 
a matter of course. Of the companies that originally formed part of the Dow Jones 
index, when it was established by Charles Dow in 1896, only one company now 
remains. The same trend is to be found in the composition of other stock exchange 
indices. The media industry has also experienced major changes. significant news-
paper houses, rich in tradition, have gone out of business in recent years, whereas new 
digital companies have set the agenda in many areas.

For the company management, therefore, creating the most conducive conditions 
for innovation is an important challenge. How can you release creativity for an 
 organisation?

The desire for change. There has to be a fundamental belief in the fact that what 
you are involved in, is unique and can lead to a long-term improvement of society. 
Feeling that your involvement matters is a strong motivating factor. The individual 
must feel that the company is contributing to a better society and that the company 
is being guided by a set of values that he or she is also able to represent. An important 
task for the management team is therefore to make the message clear and pass it on. 

There has to  

be a fundamental  

belief in the fact that  

what you are involved  

in, is unique and can  

lead to a long-term  

improvement of  

the outside world.
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it must be renewed and made relevant as the business develops. it must live with and 
within the company.

schibsted has a clear, distinct purpose for its business. By producing and conveying 
information with high integrity, reliability and quality, we intend to help reinforce 
free dom of expression – an absolutely central pillar of a democratic society. it is a 
meaningful vision for all of our activities on all platforms. i meet a lot of employees 
in our businesses who share this commitment, who are willing to press on, and who 
have a message they want to convey.

The desire and opportunity to be the best. The company’s 
management has to instill a desire to be best. To be able to improve the 
service, change the business system and see new product  opportuni ties, 
it is a major advantage to know your trade. Knowing that you master 
your trade gives you the confidence to do things differently. The thres-
hold for experimenting becomes lower – it becomes easier to support 
a new idea, whether it is your own or a colleague’s.

This attitude of being best is closely related to an inherent desire 
for change. in many businesses, change happens through intensive 
 projects rather than as an integral part of the working day. There is a 
difference between observing and commenting on change – which is 
the every day life of media – and creating a culture for change in your 
own company. Many traditional media companies have not been so 
pro ficient at that but left the field open to new entrants. A culture of 
change has to possess a certain level of impatience, a desire always to 
be moving on. Do you go to work to do what you have always done, 
or because you intend doing what you have been doing a little better 
or in a slightly smarter way? A culture promoting change is a lasting 
competitive advantage.

i have often been impressed by companies within the schibsted Media 
Group having this ability to foster the desire to be best, constantly 
wanting to progress, continuously challenging the status quo. some 
have managed that from a market-leading position. For example, 
it has been exciting to follow the development of Tillväxtmedier 
AB. in this incubator the management of our swedish internet sites 
have  com bined their volume of traffic, particularly from Aftonbladet.se, Blocket.se 
and Hitta.se to help promote new initiatives on the internet. This bears witness of 
 companies that collaborate, based on their own strengths, to win new territory.

Others have demonstrated a strong belief in being the best even in times of crisis. Over 
many years, svenska Dagbladet had been a quality newspaper, but it had always lost 
the fight with the other bigger morning newspaper in stockholm, Dagens  nyheter. 
Financially, svD had become a burden to its owner, Wallenberg’s investor AB.

Over the past decade or so, since schibsted took over svD in 1998, the most 
important change is that the media house has created a radical culture for innova tion. 
The change process is continuous. step by step, all of the stones have been turned 
over to create smarter and better processes, even more relevant content, stronger 
branding, a more proficient sales organisation – and then those stones are turned over 
once more. it is not about anything you do and then finish with, but about a new way 
of operating a company. 

Ole Jacob Sunde has been 
associated with the Schibsted 
Media Group for 20 years.  
He has been a member of the 
Board of The Tinius Trust 
since its inception in 1996 
and became Chairman when 
Tinius Nagell-Erichsen  
passed away in 2008. Sunde 
was  elected Chairman of the 
Board of Schibsted in 2002 
after having been a member 
of the Board of Directors 
since 2000. Ole Jacob Sunde 
has been an entrepreneur 
through out his career. Today, 
he is Chairman of the Board 
and principal shareholder of 
Formues forvaltning, a wealth 
management firm, which he 
founded in the year 2000.
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The results have come gradually. svenska Dagbladet has over time won a number 
of prizes and distinctions. The newspaper today stands out as a clear alternative in 
the swedish media landscape. Deficits used to be part of svD’s life. now its financial 
results are in the black, and for the time being better than they have ever been.

success with investments and new initiatives should not be taken for granted. An 
important part of entrepreneurship is accepting that there is a risk of failure.  schibsted 
has experienced to invest and to fail in several business ventures. in 1999, the free 
newspaper 20 min was launched in Cologne as the first city in a free sheet initiative 
in Germany. The venture was met by massive countermeasures by local and regional 
competitors and it closed after a fairly short time. schibsted also launched the search 
service Sesam in norway and sweden, but after having invested several hundred  
million Kroner, found that the market dominance of Google, the established search 
engine, was too strong. The lesson for schibsted has been to strengthen the  screening 
criteria for new initiatives and to install good risk management procedures for 
on going projects. However, fortunately, these experiences have not changed our 
desire or ability to launch new businesses, and we have learned that even if you take 
a wrong step, that step may be necessary to enable you to progress further. You get 
nowhere by standing still. 

We also admit that it takes time to become good, and the Board and company manage- 
ment must lay the foundations to make it possible to become good. schibsted’s owner-
ship structure ensures stability and provides the necessary head room and longer-term 
view in strategy development. The development of the online editions of Aftonbladet 
and VG, as well as the investments in Finn and Blocket, not only display a desire to try 

out new ideas, but also the perserverance to stand by invest-
ments in periods when development is slow-going and there 
are many critics. in the near future, this ability to think long 
term and to stand by initiatives can be tested anew, as hap-
pened in the wake of the dot.com bubble, when many media 
companies cut back on their internet initiatives. stability and 
a long-term view are important foundations for innovation.

Confidence supports the desire for change. A pre-
requisite for a constant ability to readjust is the feeling of 
 security in your work situation. At base, there obviously has to 

be financial security. However, it is also about security in the relationship to manage-
ment and in relation to colleagues. it is about being seen and recognised for your 
contribution. it is about self fullfilment and enthusiasm.  

investment in employees as the most important resource in knowledge companies  
will often be given lower priority, because it is difficult to see any immediate or 
quanti fiable effect, particularly as compared to product or market investments. 
However, a business that constantly wants to improve, and which displays that by 
investing in its employees, will be successful. This requires owners with resources to 
invest in the long term, providing the management with a stable framework for their 
undertakings.

security is also about predictability – that people know where the company is going, 
how the company is going to get there, and how this will affect you as an employee. 
Change is seldom comfortable; you know what you have, but not what you are going 
to get. The company’s management and board of directors must be clear about the 

A business that constantly 

wants to improve, and 

which displays that by 

investing in its employees, 

will be successful.
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strategy and the way forward, and have the ability to communicate the message and 
to structure the process of constant innovation.

strategic thinking has been central to the schibsted management and board of direc-
tors over the past decade. Dealing with the effects of the finanical crisis has forced 
us to be more transparent – what is core and what is not core business? At the same 
time, the management has put a lot of good work into communicating this message 
to the organi sation. nevertheless – in this area it is seldom or 
never  possible to do enough, because communicating is such 
a continuous task.

Many of the preconditions for innovation: a sense of pur pose, 
the urge to become the best, the desire for change as well as 
the work security are often easier to bring about in a smaller 
organisation. The distances are shorter, the communication 
flows more smoothly and both ways, and mistakes and mis-
understandings are easier to detect and to sort out. in large 
corporations therefore, it will often be productive to achieve 
this closeness by means of smaller operating units with a high 
degree of autonomy.

One of the reasons for schibsted’s success in recent years 
lies in its decentralised model of governance, in which each 
individual company has a strong identity. You work for 
 Aftenposten, Aftonbladet or Blocket to a much higher degree than you work for 
schibsted. it is important that the role of the corporate centre should release energy 
instead of restraining it, and that the units do not lose their identity or the feeling of 
being able to influence their own future.

it is interesting to note that, in smaller companies, which are also often younger com-
panies, the workers are unionised to a lesser degree. There is better communication, 
better understanding and, to a much greater extent, a feeling of being on the way 
towards the same objectives as a team, in which each and every person has a role.

One important development in scandinavia over the past decades is that the repre-
sentatives of the unions have become an integral part of the board of directors, 
participating in the formulation of the company’s goals, basic values and strategy as 
equal and respected board members. Confidence is strengthened; we share the same 
goal, working in collaboration to achieve it. This is a necessary change of direction 
from the more rights-based union struggle, of which there are still traces in parts of 
unionised life. A ”them and us” struggle, in which the focus is on how the cake is to 
be cut and rights defended, and where part of the game is to create suspicion for the 
opposition and his/her motives. Attitudes of this kind are completely destructive to 
the renewal of a company, and both owners and union members will, in the long run, 
benefit from strengthening collaboration in order to improve the company’s ability 
for value  creation.

Among the results that we have achieved in the board of directors of schibsted in the 
twelve years in which i have been a member, is a more constructive, collaborative 
 relationship with the unions. in a knowledge based company, it is possible to reach 
unbelievable goals if you are able to avoid the many possible energy leaks.

Perhaps the most  

important contribution 

from the public   

authorities would be  

to create a social culture 

that acknowledges  

the importance of 

 innovation.
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Everything is in motion – all of the time. Management as well as board 
members must also be conscious of seeing the operation as part of the outside world.  
in the first place, it revolves around perceiving the way the markets are moving, 
the trends in technology and consumer behaviour are developing, and the way the 
 competitors are positioning themselves. it is always easier to achieve innovations in 
companies that are growing. it will always be worthwhile to sail towards the market 
segments and geographical areas in which the wind is strongest and the sea open.

At schibsted we have seen this clearly within online classified ads. The basis for 
schibsted’s strong position in this area was laid with the establishment of Finn as early 
as 1996 and the bold, strategically important acquisition of Blocket in 2003. Growth 
with in this market sector is currently strong, not just in scandinavia, but globally. The 
dynamics that are created within our classified initiatives, have a positive influence on 
all parts of the operations within the schibsted Media Group.

Beyond technology and market trends, the management and the board must also 
 relate to what the company’s role in society is going to be. seeing the company and its 
areas of operation in the light of the mega-trends that shape society, can provide new 
perspectives and new insight. it may revolve around how the company’s competitive 
position is defined, around new opportunities that open up, or the way in which the 
employees are affected. Boards that think in a too traditional or narrow-minded way 
can be a threat to a company’s capacity for innovation.

At schibsted, we talk a lot about the migration from paper to the internet and the  
way this changes our businesses. until recently, it was rare for us to set the trend in 

an environmental context. However, from an environmental 
standpoint, it is obviously far better to distribute information 
via the internet. Finn.no is norway’s leading classified ad  
service on the internet. However, it can also be seen as 
norway’s leading recycling shop. Finn.no is without doubt 
an environmental pioneer that has done more to damp the 
growth of consumerism and to stimulate recycling than many 
other highly praised environmental measures. This angle of 
strategy development opens up new opportunities.

Developments in the media in the years to come are going to be challenging to 
say the least. The entire business system for producing and conveying information 
will be changing. This will not happen without major readjustments and continuous 
renewal. Many people will call for government participation. Perhaps the most 
important contribution from the public authorities would be to create a culture that 
acknowledges the importance of innovation and give the many pioneers who create 
renewal the praise they deserve. Even the latest edition of the norwegian dictionary 
defines entrepreneur as: ”a person who, for speculation purposes only, starts up new 
businesses”. The entrepreneur has not received cultural recognition in Europe and 
definitely not in the norwegian society. The many entrepreneurs in schibsted’s busi-
nesses in norway, sweden and the rest of the world constitute a huge difference. They 
have proven that it is possible to build an international media group, active in 30 
countries, from a small, norwegian news paper company in only twenty years. They 
have disproved the thesis that norwegians only discover things, but that nothing ever 
comes of them.

Developments in the 

media in the years to 

come are going  

to be challenging to  

say the least.
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How to Succeed by Einar Hålien, 
Director of Organisation, Schibsted Media Group

Better, 
faster, more 

enjoyable
In a rapidly changing media world, there is  

just one possible threat: Our own lack of adaptability.  

Everything else is an opportunity.

n

Schibsted’s greatest potential exists in the unutilised talent of our 7500 
employees. i believe the Group could improve its performance by 20-40 per cent if we 
were able to mobilise this expertise. improvement in the form of quality, creativity, 
innovation and productivity. This conviction is based on 15 years of experience as 
an editor, more than 40 Continuous improvement projects and other organisational 
development measures. 

Through historical changes, whether brought about by technological, political or 
other conditions, the people who are most successful are those who are able to think 
independently about their own future role. Those who manage to look beyond the 
established truths and do not try to look to the future in the light of the past. This 
manner of thinking is more difficult than you might think. it is also the case that even 
when we believe we are thinking independently, we are nevertheless influenced by our 
historical advantages and experiences. no one can think totally independently, but 
we can train ourselves to think in a more independent way and we can, perhaps most 
importantly, develop better processes for realising ideas.   

”Willingness to change, ability to readjust, renewal.” Words which so very easily spill 
out of the mouth, but without always having been processed by the brain sufficiently 
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first. We easily surround ourselves with explanations, myths and half-digested truths 
about change, while most people, essentially, continue to work as they always have 
worked. We like development, but dislike change.

in addition, in the media, we have always had a weakness for our own rhetoric. Well 
said is, for many people, just as important as well thought, not to mention well done. 
However, it is only actions that make the ability to change evident. in short, we need 
more action, based on more independent thinking. 

A good place to start is to look into what the customers, readers and users   
actually want, what they expect of us and are willing to pay for. Customer and reader 
surveys are hardly anything new, but the issue is what we use all of the surveys for. 
They can give us new insight, but i suspect that we periodically read surveys of this 
type as a confirmation of what we have already decided on, if we read them at all.  

it might also be said that customer surveys provide a poor basis for creating some-
thing really new, because people naturally enough relate to what they already know. 
”if i had asked people what they wanted, they would have said faster horses”, Henry 
Ford is supposed to have said. Well, that is well said, but not necessarily well thought 

out in the reality we live in – it depends how you ask the 
 question and how you use the responses you get. The most 
interesting questions now revolve not so much around how 
the public relates to the products we all have, but what funda-
mental needs they have for independent information about 
the society of which they are part. if Henry Ford had carried 
out a user survey, the smart thing would not have been to 
ask whether the speed of the horses could be improved, but 
rather to ask questions about people’s basic transport needs.

Ten years ago, we carried out an exercise saying that we were 
not in the newspaper industry but in the media industry 
in stead. We were extremely clever to say that, and we have 
be come a good deal better at displaying it in prac tice. There 
is still significant potential for improvement.  

One of the potentially largest and most serious mis understandings in recent 
years is that the drop in circulation for the newspapers is due solely to the internet. 
The fact is that the drop began, on the whole, before the internet was significant at all. 
i believe that, to a certain extent, we have dwelt too much on the impact of the inter-
net, and have done too little product development both for newsprint newspapers 
and for paid journalism, regardless of the channel.  if i am right, the digital channels 
are not primarily a threat to paid journalism, but to our capacity to renew the paid 
forms of journalism and to adapt these to new requirements. And it is therefore not 
the digital channels that are the problem, but our own percep tion of ”digital and free-
of-charge” as an immovable force of  nature. 

With all due respect, it is no great achievement to develop a new product such as a 
magazine or a new section in the newspaper. i have done that myself several times. 
The difficult – and important – thing is to develop the content itself. Coming up with 
the right topics, approaching them in an innovative, interesting way, engaging the 
readers in the process and creating something unique that stands out from the crowd. 
And the really, really difficult thing is to change our own behaviour, our habits and 
our ways of thinking.

Although new and 

 exciting ideas and  

innovations are being 

 created all the time, the 

rate of inno vation is still 

too slow  considering the 

amount of changes taking 

place in the industry.
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One sensible starting point would be to recognise that we are ultra-conserva tive, 
caught up by our own history and our own experiences. Once we recognise this, we 
can begin to ask questions about what we have always believed and intended. it may be 
a bit difficult, and a little bewildering, but will nevertheless be refresh-
ing in the long run.

Let us make our way through a reasoned argument:

Most people in schibsted want journalism to survive. Why? Because 
we believe that good journalism contributes to a more open, more 
democratic and less corrupt society. Almost the same number of 
 people want journalism to form the basis for good profitability. 
Why? Because that is the only way to get private investors to invest 
in  editorial content. The alternative is a variety of different forms of 
public ownership and support arrangements that may be financially 
unstable, dependent on shifting political conditions, and which, in 
principle, can also be disputable in relation to journalism’s role. 

The next questions could revolve around who should pay. Only the 
end users, or also advertisers or others with an interest in being in the 
arena in which journalism meets its audience?

Journalism has never been self-financing, mostly because that has 
not been necessary. The editorial content has gathered the audience in 
the public marketplace and therefore created an arena for the people 
who want to sell something. The ”rental revenue” from the vendors on 
the marketplace has given the owners of the marketplace (us) greater 
revenue than the entrance fee, to ensure they take the editorial message along. Overall, 
this business model has given good financial results. 

Digital developments have meant that many of the marketplaces for selling are   
visited even with no editorial content, in addition to editorial content being offered 
on arenas in which you have to pay to be allowed entry. 

Does this mean that all sales, be they of goods, services or sentences, will move to pure 
sales marketplaces, or will many vendors still want to offer their wares on market-
places which convey editorial content? if so, why do they still want to be there? What 
can we do to ensure that they want to be there?

This is really the exercise we have been carrying out for several years and our answer 
has been that the audience has to form a larger part of the calculation. But what would 
make them do that? What type of journalism is the public interested in paying for? 
Yes, and what do we mean by journalism? To find the answers to this, we have to 
take a detour around the fundamental needs which journalism is meant to fulfil for 
the public and how we can cover these needs. We should therefore not ask about the 
speed of the horses but about transport requirements.

speaking of transport requirements – at schibsted there are good examples of people 
asking the right questions and creating something new, not just heavyweight innova-
tions, but something quick and smart: The VG hitch-hiker’s guide when the icelandic 
ash cloud affected airline traffic is such a case. in record time, VG put in place a service 
that made it possible for people with a transport requirement to help one another to 
get where they wanted to go via alternative transport channels. in the large, heavy-
weight category we have the establishment of the online sales company, Finn. Today,
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it is easy to forget that Finn’s birth was not entirely painless. not everyone thought 
it was a brilliant idea, letting a digital upstart feed from the domain of the newsprint 
newspaper. Today, Finn is one of the things we are most proud of at schibsted.

Although lots of new, exciting things are being created, i believe that the pace of 
inno vation is still too slow in relation to the changes in the industry. ”How fast do 
we have to run just to stand still” was what we asked when the internet was growing 
most rapidly 7 or 8 years ago. The question is still valid, and the answer is: ”Faster 
than we did 7 or 8 years ago.”

We will conclude our tour in this section. The arguments seem both banal and elabo-
rate. However, we should shake ourselves free of our habitual conceptions – we have 
to dare to be banal, simple and fundamental in our approach. The most important 
part of the whole exercise is formed by the questions: Why, what, why, what….?

solving problems in this structured manner is part of the 
 Schibsted Way – a set of 10 principles, or rules of conduct, for 
the way schibsted should be run. The purpose is to find the 
root causes of the problems we are faced with and to resolve 
them, instead of just treating the symptoms. This philosophy, 
or technique, can be applied both to major  structural problems 
and to more everyday challenges. One imaginable example: 
Our  customer service center is not able to deal  quickly enough 
with the complaints we get. What do we do? should we start 
up a competi tion at the customer service center about  replying 
more quickly by telephone, should we increase the staffing 

levels or should we find the root  causes of the complaints and do something about them. 
Most people would agree that the latter option is the most sensible. 

The Schibsted Way is not just a desktop construction, it is based on the 
 experiences we have acquired over three years of Continuous improvement and good 
prac tice from other groups of companies.

The schibsted Way can help us release more of the creativity and unused talents 
 with in our companies. Because we are running the improvement project within 
a fixed system and because we are mobilising all of the employees, not just the 
 managers. However, the schibsted Way is most important as guidelines, for bringing 
ideas and strategies to life. We want to put behind us the period of history in which 
strategies were composed as normative desires about everything we ought to have 
done and been, and to approach the strategy more descriptively and bindingly. The 
strategy should be on the agenda every single day, we should split objectives into 
manageable bits and work systematically through it all until the objective is reached. 
if we do not achieve the objectives, we have a process for finding out why and what we 
should do about it. The Group management team is now working according to a plan 
like this and we want the entire hierarchy of the Group to have similar strategic plans. 

if we work according to the schibsted Way, we will always be using the strengths of 
those things that create value for the customers/readers, we use the entire Group in 
developing strategies and plans, we monitor and challenge the individual employee, 
we have a high pace of innovation and an ability to improve all the time.

The Schibsted Way challenges the gut feeling and mystery, and builds on experi-
ence to ensure that most of what we do can be described, monitored and quanti fied. 

Is it possible to describe, 

measure or copy good 

journalism? Not quite, but 

almost – and to a larger 

extent than what news-

rooms tend to think.
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 Although the schibsted Way is being well received and the Ci programme has a great 
deal of legitimacy within the group, there will probably still be whispers in certain 
corners that this is an accountant’s approach to creative work. The fact is that crea tive 
work is best carried out within secure, well conceived and predictable frameworks. 
it is also a fact that creative processes without systems for selling that 
 creativity are of zero value in practice. 

”The thing that the really brilliant salesperson does cannot be explained in 
totally concrete terms, quantified or copied”, some say. not totally the case, 
but well on the way to being so. The schibsted Way of sales is proof of that. 
Every single step of a good sales process is clearly  described and implemen-
tation out in the companies is well under way. A few years ago, the protests 
were significant, now most people see the logic and benefit of it.

Now, periodically, we have the same discussion about  journalism. 
Can good journalism be described, quantified and copied? Again, the 
 answer was the same: not completely, but well on the way – and 
 further on than people are used to thinking in the news and editorial 
departments. Journalism is not an art, it is a craft, and as for all other 
crafts, there are good and less good techniques and methods. Good 
and less good methods of doing the job. in company with the news 
and editorial departments, we will seek out good practice, describe 
good practice and prepare arenas for learning from one another. Both 
work processes and products can well be described in a manner that 
makes it possible to work on improvements from a clear and under-
standable starting point.  This is an important part of the work of 
introducing the schibsted Way into the companies. 

svenska Dagbladet works on the principle of ”What can be planned 
shall be planned”. They have introduced long-term planning for 
 journalism and have reduced evening work to a minimum. The result 
is, in short, higher editorial quality and lower costs. The reason for the 
news paper being better and more original in this way is that people are 
forced to be creative. We get less help from the day’s events, but have 
to think out creative, good solutions for ourselves.  

it is no longer good enough for a cunning person to be sitting in each 
corner, pondering what they think is the best way of working. sharing, 
learning and collaborating is what produces the best results. 

Our media houses have never had a larger audience than now. 
The paradox is that it becomes more and more difficult to obtain 
in come from this traffic. We must therefore become more efficient to 
be able to afford to be more innovative and at the same time deliver 
good financial results. That is very demanding on our organisational 
structures and on individual employees. Here too the schibsted Way 
gives us important answers. it seems fairly obvious that we should do 
what creates value for our customers and readers – everything else, 
we  define as wastage. By tightening up work processes, getting rid of 
 waiting, error  correction, overprocessing etc, we free up time without 
it affecting the quality of our  products. That time is available for other value-creation 
activities, new creations and innovation, or taken out in the form of reduced costs.

SCHIBSTED WAY

Schibsted Way is a set of 10 
 guiding principles, or maxims, 
aimed at how to run Schibsted.

• identify and carry out 
 activities that create value for 
the customer
• Describe and use best 
practice standards in all 
processes
• Establish goals that support 
the company strategy, for 
the organisation, the depart-
ments and individuals
• Continuously follow up on 
goals and results
• Frequently give feedback 
and appreciation to 
 employees and teams
• Give new opportunities 
to people that perform well, 
and that have potential for 
 further development
• Problem solving is based 
on facts – address the root 
causes, not the symptoms
• Empower everybody  
 involved in the process to 
create continuous improve-
ments and new solutions
• Actively work to recruit, 
develop and keep the indivi-
dual and organisational com-
petence needed to deliver on 
goals and strategy
• Clearly define the role of 
the leaders and develop them 
accordingly
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is it possible to be more efficient and more innovative at the same time? The only 
possible answer is: yes, because we must. 

The key to all of the improvements we want to bring about by introducing the 
schibsted Way is good management. When i meet managers for a first presentation 
of our ten rules of conduct i have a standard conclusion: ”if this seems a little over-
whelming and you have problems just knowing where to begin, i have a suggestion. 
Begin by  talking with your subordinates, in a planned, regular way. Provide them with 
feedback, set requirements and give them support to resolve their own challenges.”  

There is no single action that produces a better effect on performance than providing 
your subordinates with regular feedback. Make them visible, recognise good work, set 
clear requirements and get them to see how they fit in to the whole process. neither 

is it particularly complex for managers to do this. Curiously 
enough, there are still far too many managers who do not 
systematically monitor their subordinates. ”it is a burden 
on my conscience, but i do not have time,” is what many 
managers say. That sounds a bit better than saying ”…i am 
not con vinced that this is important enough for me to choose 
to spend time on it”, or ”…giving feedback is hard work, and 
correcting things that are not going well is really unpleasant”, 
although these versions will probably be very close to the 
truth. it is very easy to reject the first version of anything  
– feedback leads to better performance, there is a lot of proof 
of that. The fact that it is hard work and unpleasant is some-

thing for which you can at least have a certain degree of human understanding. The 
difficult answer is ”pull yourself together, you are a manager and this is your job”. A 
variation that is a little more constructive is ”start off with some systematic feedback 
about things that are positive, that is good training for your capacity, and that of your 
subordinates, to tackle things that are not so positive”. 

The Schibsted Way builds on some fundamental assumptions. Two of these are 
that the people who are involved more closely with the customer or the individual 
work process know best how jobs can be done better, and that we have to know what 
a good product, or a good process, is in order to be able to make improvements. 

The first of these assumptions means that we have to make better use of the  
em ployees we already have and that those we recruit have to show that they are able 
to work independently on improvements. ”We are not interested in people who can 
do the job, but in people who can do the job better,” that’s what one LEAn guru said. 
However, at the same time, this philosophy does something to the division of roles 
between managers and subordinates. The managers have to make their subordinates 
responsible, set clear targets and provide support in implementation, but must not 
micro-manage and withdraw authorisation at any time. 

The second assumption, that improvement requires us to know what is good and 
bad, means that both the products and work processes have to be described, as far 
as this is possible. For example, when the sports editorial department at Aftonbladet 
 describes what its opening page on the Web is to look like, what it should contain and 
how it should be edited, then suddenly all of the employees, not just the managers, 
have an opportunity to supply what is expected and to work on improvements based 
on a common starting point. 

Is it possible to be more 

efficient while at the same 

time being more inno-

vative? The only possible 

answer is: Yes, because  

we have to.
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Both of these basic assumptions – making individual employees responsible and 
 clearly describing products and processes – lead to a much greater force for improve-
ment than more traditional forms of operating. it also leads to increased enjoyment 
and greater commitment from more people. in short, there will be greater job satis-
faction and that is no insignificant factor when it comes to good performance. 

These conditions also make us better equipped to increase the pace of innovation. 
Even if many of our companies are good at adapting relatively quickly to changing 
market requirements, we are still too sluggish overall. The time to market is too 
long, we will have to learn more about good innovation processes and bring up our 
speed. For example, we first have to understand when it is right to bring out a usable   
product first, and when it is right to bring out a brilliant product after many of our 
competitors have. 

One of the reasons for my conviction that we have such a great deal of  unused 
talent at schibsted is my own observations of the forces that are mobilised when 
something major happens. My reference is primarily editorial, but the impact can 
be translated into other areas. When a really huge news event happens, it  mobilises 
strengths in the editorial team that you otherwise do not see in the same way. 
 Crea tivity, a competi tive spirit and a capacity for teamwork are aroused then. People 
turn up at work who are actually off duty, you see people with their sleeves rolled up 
in conversation with colleagues, everyone works a little faster than normal and there 
is a little extra gleam in their eyes. People enjoy their work!

Let us say that, in a situation like this, our performance approaches 100 per cent of 
what we are capable of. Measured in creativity and productivity. How then do we 
perform on an average Tuesday in november – and of course the year consists mainly 
of ”average Tuesdays in november”? Perhaps 50 per cent, max?

Let’s say that we know that working in the right way is capable of increasing 
 average output from 50 to 70 per cent of what we are capable of, and in addition, is  
capable of clearing away most of the obstacles to everyday work that cause us to 
spend  energy on things that do not create value. imagine the overall effect of this 
type of improvement on our customers and users. imagine how much more pleasant 
it would be to work at schibsted. i don’t dare say this aloud, but i can think it: we 
might then change our vision from ”the most attractive media group in Europe” to 
”the most attractive media group in the world.”
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The Will to Change 
by Lena K. Samuelsson, Editor-in-chief, and Martin Jönsson, 

Managing Editor, of Svenska Dagbladet, Stockholm

Improvement  
with better 

planning
2010 was the best year ever for  

Svenska Dagbladet. A new way of  

organising with a strong focus on structured  

journalism lies behind this progression.

n

Exactly one year went by between both of the meetings in the newsroom.

On Thursday 8 October 2009 an information meeting was convened in the edito-
rial offices on Mäster samuelsgatan in stockholm. Few people knew what it was going 
to be about. Just seven weeks had passed since svD launched its major make-over of 
the newspaper – the biggest development project in five years – and the atmosphere 
in the news and editorial department was still characterised by tangible fatigue from 
the work of getting the new newspaper, going by the project name svD 3.0, to work 
as intended every day. 

When editor-in-chief Lena K samuelsson started speaking, however, she did not talk 
about the work that had been carried out – instead she talked about a major new 
project facing the news and editorial team. Half serious, half in jest, she called it ”4.0”.  
A little reminder that development never stands still.
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This time it was all about the organisational structure. About changing it drastically, 
and altering the way of working for the entire newsroom.

A few short points were listed to indicate what needed to be done: 
• A new editorial organisational structure, with a large shared editorial desk for 

domestic, foreign, sports items and the business daily svD näringsliv, and with 
significantly fewer editors doing evening and weekend shifts. 

• instead, the intention is for the majority of the newspaper to be edited during the 
day, with just a small workforce remaining to do late updates. The early first edi tion 
of the newspaper should be considered the new main edition, of a higher quality 
and with fewer rewrites during the evening.

• A new reporter and desk organisation, with new desks, improved planning and 
 earlier submission of articles.

• Further strengthening of the integration between paper and online journalism, to 
improve utilisation of resources, reduce the amount of duplicated work and achieve 
a more flexible organisational structure for reporting.

The last PowerPoint slide summarised the aim of the re-organisation:
• improved conditions for svD’s journalism
• A more efficient, more integrated production process
• Less expensive and better print

no more detail than that at this stage. instead, the message was clear: this is what 
we had to do, then together we had to work out how to bring it about. A number 
of work ing parties were to be appointed, in consultation with the union and in a 
completely open process. The work should start as early as the following week – and 
things  needed to happen fast. Even before the Christmas holiday there had to be 
clarity about what the new organisational structure would look like and how it would 
be staffed, in order to allow the work to be introduced to full effect in January 2010.
it was no secret that this project included a cost savings factor. Despite the past year 
having been one of the toughest ever for the daily newspaper industry, the crisis was 
far from over. since December 2008, svD had implemented or made decisions on cost 
savings of just over 20 per cent in the news and editorial department, dropping from 
around 225 to around 180 posts, in the first instance via retirement on collective agree-
ment occupational pensions, withdrawn positions and department closures. How ever, 
there was still a strict savings imperative – and a great deal could be saved just by 
having fewer employees working on shifts. There were also hopes of being able to make 
savings on printing costs, with production timetabled earlier and with fewer editions.
Everyone knew however that the alternatives were even more drastic. Everything 
from mandatory leave to redundancies had been up for discussion and, after the 
information meeting, there was perceptible relief that this had not been on the 
 agenda. Afterwards, the questions also dealt mostly with how much the management 
was counting on saving, not about the re-organisation itself.
That was to come later. However, on the part of the news and editorial management 
team, the conviction was strong. Crisis or no crisis, this was a necessary change, to 
build a stronger, more modern daily newspaper. Things just needed to happen a little 
more quickly now than they would if the economic conditions had been on our side.

Friday, 8 October 2010 Another general meeting, this time not up in the news and 
editorial department, but down in the staff dining room – and with a much better 
atmosphere. On the tables, there was sparkling wine and cider in bottles, cakes and 
 chocolate truffles – and outside bouquets of flowers were awaiting all of the employees. 
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There were strong reasons for celebration. The previous evening, svD had had triple 
success. For the third time, the newspaper had won the swedish Design Award for 
its format, svD had had a double-win in the industry competition newspaper of the 
Year run by the swedish Media Publishers Association and industry 
magazine Medie världen. 
For the first time, we won the award of Editorial Team of the Year 
there, and we also took home the main award as Daily newspaper of 
the Year. svD had won that prize earlier when it was first introduced 
in 2005. Then came the second triumph, which no other daily news-
paper had managed.
The industry jury’s explanatory statement was projected onto the 
 screen: ”The improvements and innovative ideas seem never-ending. 
This is the newspaper that never gives up, never rests on its laurels 
and always finds new ways of fighting it out in the battle for readers. 
in svenska Dagbladet”.
Those were not the first celebrations of the year. Earlier, the corks were 
also popping to celebrate journalism awards and sales distinctions as 
well as strong interim financial reports. The trading conditions had 
turned and svD had succeeded in continuing to take market shares, 
as it had during the worst period of the crisis. That meant that the 
news paper had turned around faster than its competitors. Above all, 
Dagens nyheter had waited longer than svD to tackle everything from 
news paper development to savings, and therefore remained on the 
defen sive much longer.
There were several explanations for the financial situation improving 
so rapidly for svD in 2010, ending in a record result of 91 M sEK. Tight 
cost control, successful sales in key markets and aggressive pricing for 
the newspaper were a few of those. in 2009 and 2010, the subscription 
rates were raised by up to 20 per cent and the individual purchase price 
by up to 25 per cent, which meant that circulation income continued 
to rise steadily. stricter application of discounts and fewer free copies 
also meant that the payment ratio for the newspaper rose above 80 per 
cent for the first time in many years.
However, one incredibly important factor cannot be ignored: that the 
newspaper had become considerably better as regards content.  Resources 
were appreciably lower but, equally, quality was appreciably higher.
That was noticeable as early as 2009, with svD 3.0, which was  received 
extremely well by the readers, not least the strong concentration on 
in-depth weekend reports within domestic and foreign news, the 
economy and culture. That year, svD was the only one out of the 
50 largest swedish dailies to increase its circulation: up 2,100 copies, 
while competitor Dn lost a full 27,000 copies.
However, in 2010 the quality of the newspaper was raised further, in 
many different ways. it improved its in-depth treatment of the major, 
general news stories – from ash cloud and euro crisis to royal wed-
ding and election campaigns – with more of its own angles on the news and stronger 
visual journalism and presentation. Perhaps most of all, its news graphic design 
celebrated major  triumphs: at the ”international infographics Awards”, organised by 
snDE in Pamplona, svD beat newspapers such as the new York Times and national 
 Geographic, taking the competition’s most prestigious award for the first time.

Lena K Samuelsson is  
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Most of all, however, the improvement was noticeable in what was one of the most 
important goals of both svD 3.0 and 4.0: to more often set the news agenda. As 

regards news, svD was increasingly often 
the newspaper people were talking about, 
which could be seen immediately in the 
statistics of how many ”credits” (quota-
tions) the svD news items were given 
in other media. in spring 2010, Dagens 
nyheter (Dn) was quoted considerably 
more often, week after week – and Dn 
also had a special advertising campaign 
to profile itself as the newspaper that had 
most impact in the public debate.
By autumn 2010, things were looking 
 different. The situation was absolutely 
equal between the two newspapers, since 
svD increased its number of quotes or 
”credits” per month by 50-60 per cent. 
That concerned series of articles that had 
a major impact on politics and the public 
debate – and industry reviews that had a 
major impact. However, it was also about 
several of its own online innovations 
and a stronger position in the public 
debate, including after the launch of 
a  completely new opinion department 
before the  election, with both editorial 
and discus sion material, often unique to 
the online news.
svD was setting the news agenda. And 
that was brought about mainly through 
better planned journalism.

It did not take long after the first 
general meeting in October 2009  before 
the questions – and objections – began 
coming in. A number of working 
 parties were appointed, concerning 
subjects such as planned journalism, 
 planned page production, online-news-
print integration and organisational 
structure/schedule. in all departments, 
workshops were also held to discuss the 
new conditions.
On the whole, there was understanding 
that something had to be done about the 

organisational structure. Major reductions in staff over the past year had left huge 
holes in the organisation and resources were unevenly distributed. The ability to 
release new editor, reporter and sub-editing posts by reducing the amount of shift 
work was therefore viewed as a positive thing.

FACTS

This was SvD 3.0:

An ”Open innovation” project for all of SvD, which 
 commenced in September 2008 and which led to a relaunch 
of the newspaper on 28 August 2009. It encompassed:

•	 A	total	reworking	of	design	and	typography
•	 Focusing	 on	 sharper	 weekday	 and	 completely	 new	

week end formats, with K the culture magazine also on 
Fridays and saturdays

•	 A	greater	focus	on	more	in-depth,	agenda-setting	jour-
nalism, with clearer choices and subject priorities

•	 Clearer	front	page	choices:	One	Big	Thing.
•	 From	yesterday’s	news	to	today’s	topics	of	conversation.
•	 Cultivate	 the	 strengths	 of	 the	 newsprint	 and	 online	

newspapers, with more unique online material at svD.se

This was SvD “4.0”:

An editorial re-organisation project carried out in collabora-
tion with a team from Schibsted Continuous Improvement 
from October 2009 to May 2010. The new organisation 
began work on 20 January 2010, but the project continued 
throughout the spring, to quality assure and monitor imple-
mentation. It encompassed:

•	 A	 completely	 new	 news	 organisation,	 split	 up	 into	
”fast” and ”slow”, to reinforce both the work within the 
fast news flow and its own agenda-setting flow. 

•	 Sharp	focus	on	planned	journalism,	better	ideas	develop-
ment and coaching. 

•	 Editing	 mainly	 during	 the	 daytime,	 but	 a	 combined	
 editorial desk for all news departments – and greatly 
reduced evening staffing levels.

•	 Clearly	defined	targeted	work	in	all	departments.
•	 Sharp	focus	on	follow-ups	and	internal	benchmarking
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However, there was also disquiet in many areas. The departments that would no 
longer have their own editing organisation were afraid that important expertise 
would be lost and that it would be more difficult to supervise the editors. 
The sports editorial department feared that a smaller evening team 
would make it impossible for them to deal with as many results 
updates. Evening editors and night managers were afraid of having 
too great a workload if there were to be fewer of them. And so on.
The most common objection however was about the news work itself. 
More planned jobs, earlier submissions, first pages that are sketched out 
several days in advance and reduced evening staffing, made many people 
afraid that the news pulse would be weakened. Fewer late news items 
would be included and the newspaper would therefore lose topicality.
in reality, exactly the opposite happened, as we were able to establish 
one year later. More own big news items, putting more focus on svD’s 
news work, but also better treatment of general news events in most 
cases, since more of the other material was produced in advance. 
Because of that, more resources were able to be put into the things that 
really were major news events, to guarantee good coverage of them.
The fear of a slower news pulse is probably linked to the old image of 
the daily newspaper journalist, working on news articles right up to 
the last moment – and to huge evening desks that are ready waiting  
to handle large, late news items.

That is an image that belongs to history, however, An inventory of 
svD’s various evening editions showed that the changes made  between 
the first and last editions only very rarely dealt with late, major news 
stories – apart from the sports pages. instead the majority were fine 
adjustments and correcting things that had not worked out well to 
start with: trimming headlines, adding new supplementary facts or 
quite simply having time to proofread the texts.
That in itself was a major problem. Quite simply, a third of svD’s 
subscribers were getting a product that did not maintain standards 
as regards quality. nevertheless it was amongst them that we were 
 planning to raise the subscription prices most.
The fact that it turned out that way was, in turn, due to much too large 
a part of tomorrow’s newspaper content being submitted late, whether 
or not that was governed by late events. The average time from when 
a text was approved by a news editor and then made available for page 
editing was two hours before the initial start of the presses. That was 
a bottleneck that immediately impacted on quality. And it reflected a 
general editorial culture in which far too much was decided too late.
But even if late news items did come along, that did not automatically 
mean that the news pulse in the newspaper delivered in the  morning 
was sufficiently high. As regards updates, the struggle against the 
on line, mobile and other ether media was still impossible to win. it 
was rather in the online and mobile fields that the fast news work 
needed to be strengthened: where it would make the difference.  The 
role of the newsprint newspaper would have to be different.
if people were serious about wanting to take the step from delivering yesterday’s news 
to reflecting and setting the day’s topics of conver sation, a completely new way of 

Circulation history:
2004: 180 800
2005: 188 300
2006: 194 900
2007: 196 600
2008: 194 800 
2009: 196 900 
2010: 192 800

Readership history, 
SvD:
2004: 471 000
2005: 468 000
2006: 481 000
2007: 486 000
2008: 505 000 
2009: 518 000 
2010: 493 000

Unique visitors/week,
SvD.se (at end of year):
2004:   280 000
2005:   390 000
2006:   480 000
2007:   560 000
2008:   690 000 
2009:   900 000 
2010: 1 150 000
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thinking about journalism was required. To start with, it would have to be directed 
more forwards than back. Towards what is going to be big and important, rather than 

what was important yesterday. 

Viewed as a project, svD 4.0 was 
actually unimplementable. There was too 
much to be done, in too short a time. in 
addition, we did not have the expertise 
required internally to deal with all parts 
of the process.
Absolutely crucial to its success was 
there fore the opportunity we had to 
bring in a Continuous improvement (Ci) 
team from schibsted: both to create the 
new organisational structure and to be 
able to follow up the way it went, over  
the first five months in which the new 
method of working was applied.
For the Ci team, it was a huge challenge. 
They normally work on a few limited 
areas of an organisation and with clear 
project leader responsibility. Here, in 
principal, it applied to the entire news and 
editorial department. in addition, it was 
crucial that all employees were committed 
and that the entire management team 
took operational responsibility to really 
bring about new ways of working. The 
Ci team’s task, therefore, was mostly 
to function as investigators, sources of 
inspira tion and support. They carried out 
inventories and interviews, helped the 
departments produce suggestions for new 
procedures, held workshops about ideas 
work and coach ing, and implemented 
follow-up inter views with all responsible 
managers. An incredibly important task, 
which helped bring about a more solid 
foundation for the change, despite the 
lack of time.
The first target was to create a common  
perception of what the problem had been 
with the current organisational structure. 
Thorough inventories were made of the 
production flow, submission times, the 
productivity and the planning, and the 
results were discouraging on many points. 
The workload was much too uneven, 

with too few effective editing hours, excessively high pressure towards the end of the 
day and, to say the least, a lack of planning. All departments had different planning 

A SElECTION OF AWArDS THAT SvD  
WON DurINg 2010:

•	 Daily Newspaper of the Year (swedish Media  Publishers 
Association)

•	 Editorial Team of the Year (swedish Media Publishers 
Association)

•	 The Golden Showel Award (Föreningen Grävande 
Journalister – investigative Journalists’ Association) 

•	 Best in Show Infographics (snDE)
•	 Swedish Design Award (Batteri Kommunikation)
•	 Schibsted Journalism Award (Best innovative Entry)

svD was also nominated for sweden’s Great Journalist 
Award in the innovator of the Year category. To date in 
2011 svD has won the Golden showel Award, won an 
award in sweden’s Picture of the Year and 14 medals and 
an honourable mention for the news paper’s design by the 
society for news Design scandinavia, including a medal 
for the newspaper’s overall design and for the overall 
 format of culture magazine K.

Explanatory Statement, Daily Newspaper of the Year:
”The improvements and innovative ideas seem never-
ending. This is the newspaper that never gives up, never 
rests on its laurels and always finds new ways of fighting 
it out in the battle for readers.”

Explanatory Statement, Editorial Team of the Year:
”The editorial team of the year has openness and interplay 
with the readership as its clear guiding stars. Editorial and 
journalistic development has taken place in parallel in all 
available channels based on the needs of the readers. We 
have seen the future and it works – at svenska Dagbladet.”

Explanatory Statement, Design Award:
”Consistent easily recognisable design. small changes 
 create constant renewal and pictorial motifs are utilised 
in a model way.”
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tools, in so far as such existed at all – and the communication between departments as 
regards future jobs was little short of non-existent. That created major problems not 
least for the graphic design and photography departments, which were often  forced 
into late panic solutions to save front pages and breaking news items.
An inventory of the content in the newspaper also showed a couple of distinct 
 problems. The degree of uniqueness within the newspaper was not sufficiently high: 
work that had already been done by news bureaux or other suppliers was often 
duplicated, without a sufficient number of new angles. A review of how much of 
the content that was dependent on the news flow and the amount that we ourselves 
were able to  control also showed that more than half of the content could have been 
prepared in advance.
interviews carried out with the employees clearly showed deficiencies also as regards 
the staff management. Too little time to develop ideas, major deficiencies in the 
coach ing of the employees and a lack of clarity concerning the departments’ priori ties 
and objectives were among the items that emerged with great unanimity.
To enable us to arrange to have submissions made earlier and bring about more 
pre-production, at the quality we were striving for, improvements were obviously 
required in all areas:

• Better communication and transparency in the news and editorial department
• Better planning and planning tools
• Better ideas work and ideas development
• Better media monitoring and source protection
• More active targeting work

Before we formed the new organisational structure, study visits and discussions with 
a large number of news and editorial teams were implemented, both inside and 
 outside schibsted.  Exchanges of experience with newspapers such as Aftenposten, 
VG,  Bergens Tidende, Aftonbladet and stavanger Aftenblad formed an important 
part of the work. it was clear that it would not be possible to copy any one solution, 
but we would have to have a method of working and an organisational structure that 
was adapted to exactly the type of journalism we wanted and the conditions we had. 
On the other hand there was good experience to learn from and devices that could 
easily be incorporated from the work that others have already put in.

On 20 January 2010, everything got under way. The most tangible change affected 
the editing. Previously, no news editing was done on site until the afternoon: now  
a fully staffed central copy desk was in place from the morning. in return, evening 
 editing was reduced to a third. 
The objective set is that 40 % of all domestic, foreign, economic and sports articles 
should be submitted as pre-production, so that they are submitted for editing at least 
one day in advance. in that way, there is more time to work on presentation, to find 
more creative solutions and to find time for more thorough quality control.
The news work is split up to make a clearer difference between news items in the 
general flow and material that we are able to govern ourselves. We created one ”fast” 
and one ”slow” structure. Those terms have been selected a little tongue-in-cheek: it 
was really not a matter of tempo, it was about having the opportunity to plan ahead.

The fast organisation, with news editors in all departments and a news team of 
reporters, all positioned in the online editions, focusing on big news in the flow, for 
newsprint and online versions. They work on the present and tomorrow, based on 
what is happening.
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The slow organisation, with a news editor in each department, together with the 
departmental manager, is responsible for the longer-term planning: series of  articles, 
investigative jobs, advance articles and news articles based on our own agenda, 
 within the subjects we have chosen to prioritise. Their duties are to come up with 

better ideas, coach the reporters and ensure that photos, graphics and 
 presentation are  hooked up from the beginning in bigger ventures.
The fast and slow news editors take over from one another after a week 
– and coordinate planning so that we always have good news material 
available. if any late news happens we can always lift the planned and 
pre-produced items.
A long-term plan for the front page is built up in the same way – and 
the in-depth reporting for the weekend. At the weekly meetings, 
every Monday, a preliminary plan is drawn up for the front pages for 
the next seven days. That gives time to guarantee that they turn out  
sufficiently well, not least when it comes to photos and graphics. 
When major news items then break, the front-page plan is torn up 
 – some thing that happens every three days, on average. 
in each department the long-term production system plan is easily 
accessable. it is also displayed on whiteboards in the department, to 
ensure greater transparency concerning what is under way. Twice a 
week, the editor-in-chief compiles a long-term list for all departments, 
and it is mailed out to all desks. That way, everyone has a better know-
ledge of what is going on. This reduces the risk of news items colliding 
with one another and of news items falling  between two stools.
Apart from this, the entire old meeting structure was dispensed with. 
Fast, standing and open meetings replaced the old run-throughs. 
Focus is now on monitoring ourselves and our competitors and to get 
more people involved in the ideas work concerning the subjects that 
are going to be news items today and tomorrow. Running parallel to 
this are the long-term planning meetings for the slow organisation, 
with a perspective that stretches for weeks and months ahead.
All departments use clear targeting in their work, in which their targets 
– set in consultation with the entire management team and in sync 
with the overall aims of the news and editorial management team – are 
followed up every month.

The new organisation didn’t exactly get off to a gentle start. 2010 
was an incredibly intensive year for news, with earthquakes, ash clouds, the  Olympics, 
wedding, euro crisis, football World Cup, elec tion and terror threats. However, it 
 quickly proved possible to work very well within the framework of 4.0. For major 
news events, there was greater flexibility and the  people who were not working on 
those subjects had more time to work on their own agenda-setting material.
The fact that the quality of the news work was raised without exception was one 
 obvious effect: perhaps even greater than anticipated. in the same way, the front 
pages became considerably sharper and visually stronger, with a longer planning 
horizon. On the whole, page presentation was raised one step higher, which was 
marked, among other things, in a record harvest of medals in the newspaper design 
compe tition run by the society of news Design scandinavia, in spring 2011.
The early planning also created a greater feeling of basic confidence in the news and 
editorial department. Choice and prioritisation became distinct and noticeable. At the 

THE CIrCulATION  
gAP DN – SvD

This is the way the difference 
in circulation between  
Dagens Nyheter and Svenska 
Dagbladet has diminished  
over the years:

2001: 191 300
2002: 185 600
2003: 181 700
2004: 187 400
2005: 179 000
2006: 156 900
2007: 147 600
2008: 145 000
2009: 119 300
2010: 105 400
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same time, there was always a clearly communicated policy that the news would 
always come first. However, by becoming better at planning, it was also possible to 
think innovatively about what the news actually is. instead of reporting, after the 
event, on political debates, summit meetings or Bank of sweden decisions, more 
effort was put into making thoroughly researched, analytical pre-prepared articles 
in advance of these.  in that way, the daily newspaper becomes more future-oriented 
and of more benefit to the user who needs to remain informed.
The clear investment in fast news work, with a strengthened team of reporters for that 
purpose, had an extremely positive impact on online news. At the start of the year, an 
ambitious online target was set for a million unique hits per week. That was achieved 
at the start of the autumn and, in total, the amount of web traffic increased by approx 
30 per cent over the year, which was considerably more than its competitors.

A pure story of success? no, of course, it is not. As with all major changes, there 
were – and are – teething troubles. Maintaining sound long-term planning, with a 
horizon of at least 2-3 weeks, and getting in the material in good time, has not always 
been easy. A lot still remains to be done as regards ideas development and coaching. 
By creating a new management group, the news and Editorial Board, consisting of all 
departmental managers, news managers and editorial management, however, there is 
a great new platform for discussing subjects such as these – and for ensuring that skills 
development does not come to a standstill. 
svD 4.0 has shown that it is possible to think innovatively concerning established 
 editorial structures. Planning for news is absolutely fine, if anyone thought  differently. 
it is also possible to do better journalism with fewer resources, when necessary.
so far, we have not dared name any project svD 5.0. Development has scarcely 
 stopped because of that, however. in March, svD.se was launched in a completely 
new format, as a news site which is breaking new ground in many areas, after a project 
that lasted seven months. shortly thereafter a new mobile site was launched, which   
quickly broke a new record for usage. At the same time, development projects are 
on going concerning both the business journal näringsliv and new investments in 
iPads.
A task is also ongoing to summarise lessons learned from svD 3.0 and svD 4.0 in an 
editorial programme statement, called 100 % svD.
At this stage, we know more and more clearly what 100 % actually means. it is about 
using the resources correctly – and working in the right way, in a number of different 
areas.

• The target group: Are we doing the right job for our readers?
• Subjects: Are we making the correct choice? Are we missing important subjects?
• Channels: Are we fully making the best of the strengths within the respective 

 channels? 
• Presentation: Are we being fair to the material?
• Innovation: Are we continuing to develop journalistically?
• Reader participation: Do we engage our readers – and are we picking up on their 

activity?
• Production: Are we working in a 4.0 way to produce the best possible conditions 

to raise quality?

Constantly asking and answering these questions is the safest way for us to guarantee 
that we are still being relevant and engaging for our readers – and that we are suc ceed-
ing in our ambition to create the new journalism interactively with them.
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The Necessity of Innovation  
by Christian Printzell Halvorsen, 

CEO of finn.no

Innovation  
and creativity

systemised
The rate of innovation will increase dramatically.  

If we strengthen our commitment to innovation,  

I am confident that we have both an exciting  

and a golden future ahead.

n

‘Every organization has to prepare for the abandonment of everything it does.’
Peter Drucker

 
Innovation is not new to Schibsted. in 1860 the founder of the group, 
Christian schibsted, faced a particularly demanding challenge. He owned a printing 
press and had lost his major customer, the daily paper Aftenbladet. The solution to 
the problem was as simple as it was ingenious; create the customer by making your 
own newspaper. This classical example of value chain innovation was the start of 
Aften posten – at present norway’s biggest newspaper – and the schibsted Media 
Group as we know it today

Today, 30 per cent of schibsted’s revenues come from online operations, placing the 
group right at the top in world ranking. Corresponding figures in comparable media 
companies lie around 5 – 15 per cent. schibsted’s success in this comes from letting 
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online operations like Finn, VG.no and Aftonbladet.se operate on their own terms 
and to some extent compete with their parent companies. While in many other 
 countries new players, often from backgrounds other than media, have taken the 

leading positions in the online media 
market, the schibsted Media Group has 
succeeded in re-establishing the same 
strong positions in digital as in print. 

However, the game about the future 
 con tinues. The speed of innovation is on 
the increase and the outlook is gloomy 
for those who are unable to renew them-
selves over a period of time, as implied 
in the above quotation by Peter Drucker. 
My contention is clear: You can cut 
costs and stream line businesses to obtain 
 profi tability, but not greatness. History 
shows how very few companies manage 
to be inno vative enough over a period 
of time to sur vive dramatic changes in 
 technology and  society. These kinds of 
changes create new rules of play and thus 
also new winners. Having the best and 
most efficient steam locomotives did not 
help much when the world switched to 
electric locomotives.

At Finn we have worked in a structured 
manner with innovation since 2006. in 
2011 we were rated the best workplace in 
norway. But even if we still have a long 
way to go before crossing the finishing 
line, i would like to share some of our 
experiences. Hopefully, this will inspire 
someone to embark on a similar innova-
tion process.  First, however, we need an 
understanding of what innovation is and 
of the basic challenges facing companies 
working with innovation. 

Innovation and invention are not the same

The words innovation and invention are sometimes used synonymously, but they differ 
in two distinct areas; the degree of novelty and commercialisation. On the one hand, we 
have inventions, ie. new products created from scratch, without necessarily becoming 
commercial products. Most inventions are created in research environments.

On the other hand, we have innovations. These are commercial products created by 
making new combinations of existing products, creating value for the users.  The word 
innovation comes from the Latin word innovare meaning “to renew or change”. We can 
therefore say that innovation is the process of renewing something already in exis tence. 
Consequently, innovation occurs in a commercial context in contrast to inventions.

FACTS ABOuT FINN.NO

Finn is norway’s largest marketplace for just about 
any thing that can be bought, sold or given away. since 
it was established 10 years ago, Finn.no has managed 
to turn practically the entire population of norway into 
enthusiastic users of classified ads on the internet. 2.7 
million norwegians (unique users) on average log on to 
the  internet pages of Finn.no each week. in 2010 each 
norwegian spent 11.3 hours browsing for properties, 
jobs, travels or anything else on offer in this marketplace.

Finn is norway’s third largest website measured in 
unique users. On average 12 to 17 internet pages on 
norway’s  largest website, VG nett, are visited daily by 
each individual unique user.  Each daily user of Finn 
clicks on 35 to 42 pages. 2.8 million ads totalling 467 billion 
nOK were published on Finn in 2010.

Finn is not just a classified portal. in 2010 Finn had a 
turnover of 235 million nOK in real advertising revenues, 
up 44 per cent from 2009. 

The sales department ”Group customers” was in 2010 
named sales department of the year by schibsted sales 
Awards. This year, Finn was named norway’s best 
workplace by Great Place to Work. Finn has also 
 previously achieved top-rating in this competition.

By offering a wide range of services important to people, 
Finn has gained a unique position in the norwegian 
market. Finn is norway’s decidedly biggest marketplace.
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Let us look at an example, Apple iPhone. Was it an invention? no. An innovation? 
 Definitely. The technology of iPhone had been available for years; GPs, camera, touch 
screen, motion sensors, wireless network and mobile internet. What Apple did was to 
use these well-known technologies in a new form with broad user appeal. The fact that 
Apple actually used a poorer technology than its competitors in the first 
version of iPhone did not prevent it from being a huge commercial 
 success. 

When we hear the word innovation, most of us think of new products, 
as in the example of iPhone. Product innovation is however just 
one type of innovation. According to the consultancy firm Doblin, 
in volved in innovation, there are four categories of innovation:  
Business model/value chain, product/offering, delivery and process. 
Most major innovations are a combination of these.

The value chain innovation of Christian schibsted has been men-
tioned already. nespresso is another example whereby nestlé succeeds 
in obtaining a coffee price which is ten times higher than the price of 
ordinary coffee. This was done in three simple steps: 1) user-friendly 
high quality product, 2) Exclusive right to supply coffee for the machi-
nes, 3) Practical delivery of coffee to the home of the consumer. so the 
power lies in combining value chain innovation, product innovation 
and delivery innovation.

still, the last type of innovation, process innovation, should not 
be ignored. A company standing out in this field is Wal-Mart which 
through real time warehouse logistics is able to react to market  changes 
considerably quicker than their competitors. Wal-Mart was in 2010 the world’s 
 largest listed company.

it is beyond doubt that successful innovation generates considerable value. Let us 
look at why this is still so demanding.

The innovator’s dilemma

Why is it that long established and resourceful companies struggle with innovation? 
There are many who have tried to understand this. Gary Hamel, hailed by the Wall 
street Journal as the world’s most influential business thinker, puts it like this: ”Most 
companies are built for continuous improvement instead of disruptive innovation. 
They know how to get better, but not how to be different.” i believe he has a good 
point here.

Clay Christensen, professor at Harvard enjoying a world-wide reputation as an 
 authority on disruptive innovation, is one of those who in his book “innovator’s 
 dilemma” has worded the challenge best. He writes that the distinguishing 
 charac teristic of a disruptive innovation is that it gives totally new consumer segments 
access to a new product or a new service which historically was reserved for those with   
either a lot of money or expertise. 

innovations like these are often characterised by the cost structure being completely 
changed, turning the competition around dramatically. This frequently results in free 
or almost free products and services. The other distinguishing characteristic is that 
the products and services are often of poorer quality than those of the market  leaders, 
and are therefore being aimed at new customer segments. The result of this is that a

Christian Printzell Halvorsen  
is CEO of FINN. Printzell  
Halvorsen previously held the 
position of Director of strategy 
and product develop ment at 
FINN, where he was central in 
the com pany’s innovation  
commitment and strategy 
development. He has been  
with FINN since 2007. Before 
that, he worked for McKinsey  
& Company. MSc in computer- 
science from the  Norwegian 
University of  Science and  
Technology (NTNU) in  
Trondheim.
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number of well-established companies do not identify them as competitors. The 
 challenge lies however in that the quality improves quickly to something ”good 
enough” for most people. The established players often respond with quality improve-
ment, but often too late. They also often forget that this type of improvements has a 
declining return in customer value, and that they risk being left with a golden product 
with a very high cost base, which no one or very few are willing to pay for.

Let us take a look at a couple of examples from the world of media. Traditional media 
houses have high cost bases and are focusing on high quality editorial products. They 
have proficient news desks and an efficient apparatus for high-volume printing and 
distribution. in come the bloggers. They work for free. Publishing platforms such 
as Wordpress are free. Global distribution on Google, Facebook and Twitter is free. 
Most people will, however, consider the content to be of poorer quality than that 
of journalists. The target group is different from the target groups of media houses 
This may turn out to be a classical example of disruptive innovation, ie. players 
with a totally different cost structure turning to a new customer segment. But what 
 happens when the blog quality approaches the quality of our news desks? is it possible 
to respond with better journalistic products or have we reached the level of ”good 
enough” and if so, what happens then? i don’t know the answer.

One last example is YouTube, currently the world’s largest video service on the internet. 
it all started with user generated videos of poor quality which could be viewed on the 
computer. Could it be described as a competitor to TV channels and TV distributors?  
Hardly. still, the quality of YouTube is getting better fast. You can now get content 
in HD quality, from professional players, with easy access by mobile phone, iPad and 
increasingly on TV. Can this become serious competition with time? Definitely.

Innovative organisations, not innovative persons

it is my contention that structured innovation is possible. The answer to the  innova- 
tion challenge is not to employ more creative people, but to systemise  innovation. 
This is the way to be successful in creating innovative organisations, and it is far more 
effective than being dependent on creative individuals.

At Finn we began working with innovation in 2006 – 2007, and we are still a long way 
from reaching our goal. From the start in 2000 till 2007 we experienced a  con siderable 
annual growth. At the same time we realised that there was a limit to how much 
growth we could expect unless we took action. Even more important, when we as 
a part of Finn’s target management summed up all known growth initiatives, we 
discovered that there was a gap between them and the ambitions of the management. 
The answer to filling the gap was innovation. Consequently, we had to believe that it 
was possible to create something new, and unknown, in order to reach our targets.

The work with innovation at Finn is based on six principles which we have identi fied 
in leading companies in the field of innovation worldwide.

1. Top management prioritises innovation

2. innovation as core competence

3. strong user and customer insight

4. Culture for growth and innovation

5. systematic process for finding and implementing ideas

6. incentives supporting innovation
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in the following, i will describe how we interpreted and complied with these 
 prin ciples. i hope this can be an inspiration to others, but i would like to emphasise 
that this is only one way of thinking. There are probably just as many other good ways 
of approaching this issue.

1. Top management prioritises innovation. For innovation to be successful it is 
essential that the top management is committed. The question of innovation is too 
important to be delegated to others. At Finn, i as general manager and the entire 
management team are front figures when it comes to innovation. innovation is one of 
three areas of focus. This pervades the management team as well as the agenda of the 
organisation. i estimate that more than half of the management team’s time is spent 
discussing innovation in one way or another.

it is possible to see what is important in an organisation by listening. At Finn there is 
a lot of talk of growth and innovation. Personally, i spend a lot of time talking about 
it, both in-house and outside. We have for example open meetings on a monthly basis 
where innovation often is the main topic, and where employees, with their colleagues’ 
consensus, often present innovative ideas which they have been working on.

However, commitment at the top means more than just talking. it also means action. 
i visit the product development teams at Finn on a regular basis and hear what they 
are doing, learn from them and give them encouraging and constructive feedback. Of 
course, we also celebrate when we reach our innovation targets, often with layer cake 
for everybody in the canteen.

These are only examples, but the main point is that innovation must be on the agenda 
of the top management.

2. Innovation as core competence. To all new staff members i say: ”We are all 
 inno vators regardless of function or position.” since innovation is one of three 
areas of focus at Finn, the entire staff is faced with this challenge. To ensure that 
innovation is core competence for everyone and that we continually develop our 
innovation think ing, we have established a separate unit responsible for innovation. 
This unit is not responsible itself for implementation, but for the method of innova-
tion, and it is organised as a part of our focus on organisational development and 
 continuous improvement. This makes it easy to see where in the organisation we need 
to  strengthen our innovation competence and initiate support measures, either in the 
form of in-house assistance or formal training. Examples of support measures are 
creative workshops, “the challenge of the month” and courses in creative techniques.

3. Strong user and customer insight. innovation takes place in the interface between 
organisation and market. in order to succeed it is vital to have an exten sive under-
standing of the needs of customers and users, expressed and non-expressed alike. 
 Closeness to the market for those working with innovation and product development 
is important. At Finn we have tried to resolve this in a number of different ways.

First, how we are organised. We are organised in interdisciplinary units placing  customers 
and users in the centre instead of in traditional professional silos such as  product 
development, technical development, marketing and sales. FINN eiendom is focusing 
on customers and users of the real estate market the same way FINN reise is focusing on 
travel, etc. not only do the units of product development and sale report in the same 
line, they also sit next to each other physically. it is my firm belief that this breaks down 
communication barriers, creates a common understanding and common goals. The 
product developers see and hear what the sales people are up to and vice versa. it makes
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it easier for those working on the product to get feedback from customer meetings. And 
the sales people know more of what is going on in product development. All in all, this 
creates more customer and user insight.

But this kind of ad hoc insight and 
understanding is not enough. it also has 
to be structured. We have  established 
dedicated units at Finn working with 
user experience and analysis. They assist 
the product development teams in 
 carrying out surveys. We have developed 
a whole menu of insight tools called  
“a taste of insight” from where you can 
choose a tool according to the situation 
and the need. We make use of question-
naire surveys, in-depth interviews, user 
tests and the so-called eye tracking. it is 
surprising how much information you 
can get out of a user test on a print-based 
sketch of a product, even long before you 
have started to think about technology.

Finally, we involve the customers and 
users in the product development  directly. 
We have established close  cooperation 
with our major customers in the different 
 market segments. Early in the develop-
ment process, we show them product 
sketches and get feedback. We also have 
a website, FINN labs, where we post 
sketches and prototypes to get feedback 
from our most avid users. in addition 
to the above-mentioned  surveys, these 
 mea sures are instrumental to us being able 
to  correct the course at an early stage, thus 
saving both time and money. But most 
importantly, it creates good,  commercial 
products that people want to use.

4. Culture of growth and innovation. 
The title of the chapter on innovation 
at Finn is “innovative organisations, 
not innovative persons”. The essence of 
this is that many win over few. i firmly 
believe that an organisation where all the 
employees take part in innovation will be 
much stronger and more successful than 
an organisation where this is restricted to 
a small elite.

To be successful in this, we must create a culture promoting growth and innovation. 
At Finn this is embedded in the vision ”together we create the world’s best  market 

THE FINN WAY

Finn offers an inclusive and community-oriented 
 environment. The management – including the top 
management – focuses strongly on transparency. The 
employees are involved in restructuring and other plans 
before decisions are made. Emphasis is put on an open 
communication and the sharing of information. The 
management makes use of a number of tools and arenas 
in communicating with the staff.

FINN’s core values and employee benefits may be summed 
up as follows: 

•	 Hunger, precision, headroom and high spirits; four 
values pervading the entire company.

•	 Transparent management which doesn’t take itself too 
seriously. At in-house events over the past year the top 
management has performed as members of the rock 
group Kizz and as dancers in the ballet swan Lake.

•	 social benefits, welfare and self-development schemes 
amounting to 170 000 nOK per employee per year.

•	 A separate social medium for creativity and brain-
storming, FINNopp.

•	 Finn meetings once a month – status quo meetings 
open to all staff, followed by a Friday pint.

•	 A culture of awarding prizes for the best ideas, selling 
performance and achievement.

•	 The FINN School – a concept aimed at personal and 
professional development. 

•	 new at Finn – a concept aimed at including new staff 
members and making them feel welcome.

•	 A wide range of perks, including free gym member-
ships, company holiday houses, flexible working hours 
and iPhone4.

•	 Ten weeks with full pay to mother and father in 
 connection with parental leave

•	 As much as three months’ pay in bonus per staff 
 member per year.
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place” as well as in the company values hunger, precision, headroom and high 
spirits. Already in the vision it is established that we shall “create” something, and 
this is supported by the values: Hunger means that we must set high and ambitious 
goals.  Precision means that we must exploit customer and user insights. Headroom 
means transparency and that we must listen to the ideas of others. it also means that 
we must create a secure environment where mistakes are permitted. After all, most  
innovations do not succeed. To punish unsuccessful ideas will create a fear of trying 
new things, which is the opposite of what we want. Finally, high spirits mean that 
working with innovation should be enjoyable.

FINNopp is a tool made to support the culture of open innovation. Everyone working 
at Finn has access to FINNopp and everyone is encouraged to contribute. You can 
enter big and small ideas. You can comment and develop the ideas of others, and you 
can give kudos, a kind of thumbs up, for the ideas you like particularly well. FINNopp 
has become a busy in-house online community where you can view new ideas that 
have popped up in the last few days, or browse through the more than 2 500 ideas 
in the database. Here you can see which ideas are the most popular, which are being 
developed and which have just been launched to customers and users.

FINNopp has been a huge success creating a lot of publicity and motivation. More 
than 90 per cent of our employees have been involved in FINNopp one way or 
 another.  it is particularly inspiring to see the extensiveness of the material and that 
not all of it has come from those working with product development on a daily basis. 
As a matter of fact, customer service is one of the units that has contributed the most, 
which is only natural when you think of it. They are facing the customers every day, 
hearing what could have been done better or differently. They have finally found a 
channel where this insight is being focused and they have found their rightful place.

Although our innovation system has been a success i would still like to caution those 
who believe that creating a system is the answer to the challenge of innovation. it 
is not. However, if the six principles i have mentioned are in place, an innovation 
 system might be both rewarding and a useful supportive tool.

5. Systematic process for finding and implementing ideas. Those of you who have 
followed my reasoning so far, will understand that systematics is the basis of innova-
tion thinking at Finn. The tool FINNopp is not only meant to be a database of ideas, 
it is as much a tool to support our innovation process. This process consists of three 
phases: 1) Create ideas, 2) realise ideas and 3) commercialise ideas.

it lies in the nature of innovation that not all ideas should be realised, only the best 
ones. Thus, ideas must be created on a large scale. it is our experience that there must 
be someone to drive the process forward, particularly in the beginning. We have for 
example initiated two annual competitions to motivate people to submit their ideas. 
We have, however, also seen that the process becomes self-propelled after a while, 
thus not requiring the same degree of dedicated effort. simple measures such as 
making it possible to submit ”thoughts” instead of “idea” have lowered the threshold 
and taken the level of activity at FINNopp to new heights.

The second phase of the process is to realise the ideas. At FINNopp we realise just 
over 10 per cent of the submitted ideas, a number we are relatively pleased with. it 
is how ever worth mentioning that 2 000 un-realised ideas, waiting to be  addressed, 
are a challenge in relation to expectations. Good communication skills will be 
required here.
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Most of the developments at Finn come about by normal product development 
with a product manager responsible for a particular area selecting ideas and realis ing 
them with his own resources. We have however also experimented with an alternative 
way of realising ideas by giving a venture fund with “new” money the oppor tunity 
to invest in the ideas receiv ing most kudos from the employees. This has resulted in 
completely different ideas being prioritised – and turned out to be quite challenging. 
in this area we haven’t quite cracked the code yet, but we are working on it.

Finally, with regard to commercialising 
ideas we have already touched on some 
elements in this connection, for instance 
interdisciplinary development to ensure 
technically good solutions while at the 
same time creating products possible 
to commercialise. i believe portfolio 
manage ment to be another element. An 
idea is either successful and if so, the 
experience gained should be communi-
cated to other relevant areas, or it is a 
 failure and if so, it should be buried.

The search engine Sesam is an example of 
an unsuccessful innovation in the history 
of schibsted Media Group. With sesam 
schibsted was trying to compete with 
Google and the Yellow Pages, but realised 
that the battle was lost after having spent 
500 MnOK on it. A failed effort is not 
necessarily a total waste, and certainly not 
 if we are able to learn from it and make 
use of this learning in connection with 
new ideas. One of the most significant 
findings in connection with sesam was 
that it will be a great challenge for major 
catalogue players like Google and the 
Yellow Pages to respond to a disruptive 
tender model because this will canni-
balise enormous catalogue revenues. Like 
a Phoenix bird rising from the ashes of 
sesam, FINN oppdrag, our biggest effort 
in 2011, emerges focusing on tendering 
services for craftsmen. it remains to be 
seen whether we will succeed.

6. Incentives supporting innovation. 
The last element which must fall into 

place to support an innovation effort is incentives. At Finn we have established Finn 
awards, an annual gala event at which prizes are awarded to the best innovators.   
Prizes award ed at Finn awards are the prizes for The best Department, The Developer  
of the Year, The innovator of the Year and The innovation Prize. The winners can get  
anything from ”an evening on the town” to the innovation prize amounting to 50 000 

BEINg APPrECIATED IS ImPOrTANT.

incentives which call attention to and acknowledge the 
employees.

•	 Individual bonus benefits. it is possible for all  employees 
to receive a bonus amounting to three months’ pay. 

•	 FINN Sales Awards, naming the salesman of the month. 
•	 FINN Awards, naming the idea of the year and the 

inno vator of the year.
•	 Rewarding persons who have contributed to positive 

mention in the media.
Employee efforts are measured twice a year in a separate 
employee accounting system. Here, the employees can 
evaluate their own performance, assess their job tasks and 
submit their views on the workplace environment. The 
individual employee receives feedback from supervisors 
and colleagues at the same time.

CHANNElS THAT PrOmOTE lISTENINg

•	 Extended management team – quarterly meeting of 
middle management

•	 Open-door policy – few individual offices, most of the 
supervisors sit in open plan offices

•	 Social events like kick-off meeting (annual event) and 
summer party (annual event)

•	 Contributions to FINNopp – employee ideas and input 
regarding improvements are discussed, addressed and 
commented by the management

•	 Yammer – a social network for dialogue.
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nOK. Though this is a considerable amount of money, i still believe the attention 
given to the winners to be the most important. it creates a culture of innovation and 
shows that we are a company valuing employee initiatives. 

A world with an increasing rate of innovation will offer new opportunities 

in this article, i have tried to share with you some of our experience with  structured 
innovation, but i would once again like to emphasise that this is in no way the 
final answer for everyone. Other companies with other business cultures must do 
it  differ ently. still, i hope that problems with adaption won’t prevent anyone from 
diving in and getting on with it. To my mind, it is possible to create innovative 
 organisations in any company.

This will not be any less important in the time to come, on the contrary. The are 
signs that the rate of innovation is accelerating globally. it took 38 years for radio to 
reach 50 million Americans. For TV it took 14 years, and for the internet it took four 
years. it took Facebook three years and eight months to reach 50 million people, and 
after seven years it has close to 600 million users. The time allowed for responding is 
 getting shorter all the time.

There are primarily two reasons for the increasing rate of innovation: 1) A techno-
logical development making it cheaper, simpler and quicker to build up new services 
and products. 2) The emergence of an educated middle class in the Third World. 

The traditional barriers to entry present in most manufacturing industries are being 
erased on the internet. Through the so-called open source, anyone wanting free access 
to development tools and finished building blocks for new products gets it. Building 
blocks are also available through the ”web cloud”. Amazon offers storage and opera-
ting services. Facebook does not only offer identity and a log-on service, but also free 
distribution to all the 600 million users of the service.  Google offers maps and Apple 
offers payment options through a simple store solu tion. All in all, this makes it rela tively 
simple to create new and very powerful services with a minimum of resources.

The other developing trend in society which i believe will affect the innovation rate is 
the changes taking place in the Third World countries. At present, only a fifth of the 
total population of the world is online. There are today many who have not had the 
opportunity to get an education. so what will happen when billions of new, intelligent 
people are educated and go online? There is no doubt in my mind that the rate of 
innovation will increase dramatically in the years to come.

Do we in scandinavia have anything to offer in this global picture? i think so. 
 Accord ing an insEAD survey of the most innovative countries in the world, the 
scandi navian countries are all among the top ten. This is an excellent starting 
point. At the same time, i think the time has come to strengthen our commitment 
to  innovation, nationally as well as in the individual company. if we do that, i am 
 confident that we have both an exciting and a golden future ahead.
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A View from the Frontline by Lionel Barber, 
Editor of the Financial Times, London

Our challenge; 
The business of  

journalism
We live with a time of great experimentation. 

Overall, the challenge for all news organisations 

is to exploit the power of the brand across all 

platforms, from print to digital.

n

I come from a family of journalists. so does my younger brother, Tony. Our 
father left school at 15 and started as a copy boy on the Leeds Weekly  Citizen before 
graduating to Fleet street and the BBC World service. Frank Barber was a blunt, self- 
educated Yorkshire man, a dedicated sub-editor who never met a  paragraph he 
 couldn’t cut. He regarded the news business not as a profession but as a vocation.

My own route to journalism was more circumspect. At Oxford, a young man called 
Mark Thompson turned down an article i proposed for isis magazine. now i know 
why people complain about editorial bias at the BBC. After many – too many – job 
rejections, i won a place on the Thomson regional newspapers training scheme in 
newcastle and several shorthand tests later joined the scotsman in Edinburgh.

Back in 1979, the scotsman sold 91,000 copies. it carried a page of foreign news. 20 
north Bridge, an imposing Victorian building overlooking Waverly station, housed 
printing presses which thundered through the night. it was also home to many fine 
journalists: reporters and editors such as neal Ascherson, Chris Baur, Harry Reid, Jim 
naughtie, and later Andrew Marr.
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Today, the scotsman is a tabloid; it sells 45,000 copies and that page of dedicated 
 foreign news has disappeared. north Bridge is now a five star boutique hotel with a 
gym, poetic justice for generations of journalists raised on cigarettes and whisky.

As a cub reporter, i devoured books about journalism. One tome sticks in my 
mind because it sat for many years on my father’s many bookshelves at home in 
 London. Hugh Cudlipp’s memoir Walking on the Water captured for me the thrill 
of the news business. The prose is economic, funny and splendidly irreverent. One 
paragraph toward the end of the book is particularly notable and quotable.

“Knowing what is going on is the lure of journalism. Explaining to vast audiences 
what is going on is the art. Influencing, or trying to influence, what is going on is the 
self-imposed mission.” 

Cudlipp’s dictum just about sums up my own credo, though i might quarrel with 
the last point about media influence, especially in the light of the latest, pressing 
 ques tions about journalistic ethics in this country. i will return to that subject later.

For the moment, i want to write about the business of journalism today, specifically 
the role of the mainstream media, and my own experience as 
editor of the Financial Times for the past five years.

The decline of the mainstream media may no longer be 
front page news, if it ever was; but the pace of decline remains 
relentless. since 2004, the uK newspaper market has shrunk by 
more than 20 per cent. The fall in circulation has affected broad-
sheets and tabloids alike. The news of the World, for example, 
still sells more than 3m copies every sunday and remains a market 
leader, but that is one million fewer copies than 10 years ago.

These figures largely reflect a western disease: the virus has yet 
to strike the world’s biggest countries, China and india; and it 

is not true of many emerging countries such as Brazil, where the appetite for news in 
all forms is growing fast.

since 2005, for example, the number of paid-for indian daily newspaper titles has 
 surged to 2,700, according to the World Association of newspapers. The circulation 
of Hindi papers rose from less than 8m in the early 1990s to more than 25m last year. 
Meanwhile, the total circulation of Brazilian newspapers has expanded by 1m over 
the past decade to 8.2m, with steamy tabloids among the biggest beneficiaries.

The victims of mainstream media disease are often newspapers and broadcast 
news programmes with proud histories. Many have long enjoyed a publish-and-   
be-damned tradition of reporting stories which beyond doubt serve the public 
 interest by exposing corruption, injustice or the abuse of office – precisely the kind of 
campaigning journalism in which Hugh Cudlipp revelled.

in the us, where i worked as a foreign correspondent for 10 years, some of the best 
known metropolitan dailies, often with newsrooms comprising of well over 500 or 
more journalists, have either died or are in intensive care. Metro papers such as the 
Los Angeles Times, the Philadelphia inquirer, the Rocky Mountain news, and sadly 
the Washington Post.

i say sadly because in the summer of 1985 i was lucky enough to spend three months 
on the Post’s national staff, thanks to the Lawrence stern fellowship, still going strong 
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by the way after 32 years, and still a wonderful opportunity for an ambitious twenty-
something reporter to work in a big American newsroom.

Back in 1985, Ben Bradlee was editor. There was a swagger about the Post newsroom. 
Memories of the Watergate scandal were still fresh. so, incidentally, was the scandal 
of Janet Cooke, who won a Pulitzer prize for an elaborately concocted fake collage 
of an eight-year-old crack addict in the nation’s capital. But that’s 
another story.

In hindsight, Watergate was a curse as well as a blessing for 
American journalism. The courageous reporting of the Post and 
the new York Times – coupled with the favourable supreme Court 
rulings on publication of the Pentagon Papers – were landmarks for 
the interpretation of First Amendment rights and the freedom of the 
press. But they also encouraged the cult of celebrity and media self-
absorption.

in the words of Eric Alterman, as reporters became more sophisticated 
and respected, the top rank came to be regarded as the social equal of 
those people they were reporting on such as senators and CEOs. some 
came to identify more closely with their subjects rather than with their 
readers. in short, they joined the Establishment.

The rise and fall of mainstream American journalism carries sobering 
lessons for those of us practising our craft here in Britain.

First, I believe we have entered our own period of media 
self-absorption, driven partly by our industry’s financial difficulties. 
second, we have in recent years witnessed if not exactly a merger of 
the media and political class, certainly an increasingly intertwined 
rela tionship which, i suspect, does not necessarily serve the interest 
of  either.

Today, many members of the political elite in Britain have all  worked 
in or with the media industry. David Cameron worked in a  commercial 
TV company. Jeremy Hunt ran a publishing business. Michael Gove 
was a newspaper columnist. Boris Johnson was a magazine  editor 
(and still writes a weekly newspaper column). Ed Miliband was a TV 
 researcher. And Ed Balls was an editorial writer for the FT.

This new social network in Britain may be more informal than formal, 
but it still comes across as far too cosy. Arguably, our elected represen-
tatives have become a tad too respectful toward broadcast and print 
media.

Of course, this reverence may be a tribute to the fearless interviewers 
on the Today programme or to the Christmas culinary delights of the 
Brooks household. But excessive deference – even in an age where 
deference has become a dirty word – is unhealthy.

As my FT colleague John Lloyd has written, and my old sparring partner Alastair 
Campbell would doubtless agree, it may also encourage the notion that the media is 
somehow an alternative establishment, enjoying as much or more popular legitimacy 
than MPs and ministers.

Lionel Barber is Editor of the  
Financial Times (FT). He 
was appointed Editor in 
november 2005. Previously, 
he was the Financial Times’ 
U.S. Managing Editor and 
before that, Editor of the FT’s 
Continental European edition 
(2000-2002), during which he 
briefed US President George 
W. Bush ahead of his first trip 
to  Europe. Other positions at 
the FT include News Editor 
(1998-2000), Brussels Bureau 
Chief (1992-1998), and both 
Washington Correspondent 
and US Editor (1986-1992). 
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nalism in 1978 as a  reporter for 
The Scotsman. In 1981, after 
being named Young Journa-
list of the Year in the British 
press awards, he moved to The 
Sunday Times, where he was a 
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political scandal (not with 
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my next point is less political, more economic. Thanks to the internet 
 revolu tion, the advertising model which has sustained newspapers since Cudlipp’s 
day is passing, or at least shrinking rapidly. This is particularly true of the classified 
 adver tising business which has now moved largely online.

The American media commentator Clay shirky summed up this historic shift in 
December 2009 on his blog. in an earlier age, he wrote, the 
 barriers to entry meant that advertisers had no choice but to 
use newspapers to reach their customers.

shirky added: “The expense of printing created an  environment 
where Wal-Mart was willing to subsidize the Baghdad bureau. 
This wasn’t because of any deep link  between adver tising 
and reporting, nor was it about any real desire on the part of 
Wal-Mart to have their marketing budget go to  inter national 
 correspondents. it was just an accident”

Baghdad bureaus, as we at the FT among other news 
 organi sations know, are very expensive. But so are Beijing, and  Washington, and 
Moscow, and Berlin, and Paris, and Johannesburg. For the FT, which has more than 
100 staff  foreign correspondents, these bureaus are essential. They are part of the DnA 
of our news organisation.

For others, they were once a vital source of news. now, because of financial pressures 
and relentless cost cutting, they can be no longer for many  sections of the mainstream 
media. so the foreign bureaus go – and a window on the world slams shut.

In the summer of 2009, i modestly predicted that most major news organisations 
would be charging for content with in 12 months. Charging, i argued, would not only 
plug the revenue gap; it would also help to re-establish value in their news product.

This past year, pay walls have gone up around content that was previously free. news 
international has been a notable convert. This year, pay walls will appear around the 
content of the new York Times and, as the FT has reported, the Daily Telegraph too.

The hope in this is that people will wish to continue to read the content that these 
organisations provide – and will subscribe. The risk is that they will simply go 
 else where – to a free news site, like the BBC – or indeed, any major broadcaster.

For the BBC and others, a free website is an obvious and relatively cheap addendum 
to their main purpose of streaming news and entertainment on screen to a mass 
audience.

in this respect, i was pleased to see that the BBC has at last begun to recognise the 
economic threat that BBC online poses to newspapers, particularly those in the 
 regions. The sharp cuts in the BBC’s online budget go some, if not all the way, 
towards redressing the balance. Further steps in this direction, including relaxing 
restrictions on cross media ownership in the provinces outside London, should be 
considered by the government.

For those publications adopting pay walls, the strategy represents a big leap into 
un charted territory. Those which remain free or substantially free, have another kind 
of hope: that the very large audiences they are able to garner through freely available 
content will boost sales – or at least slow the decline of the print edition.
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The other gamble for the free content camp is that they can gather sufficient 
advertising to provide the editorial budget which they need to sustain a major news-
paper. new offerings such as online dating services may also boost the bottom line. 
now it is true that digital revenues are increasing rapidly, albeit from a relatively low 
base. The question is whether the migration will occur in sufficient volume and at 
 sufficient pace to compensate for the decline in print.

For all these extenuating factors, the broader criticism is that the British newspaper 
industry has mismanaged its own decline.

Yes, British broadsheets and tabloids have displayed eye-catching innovation 
 com pared to their stodgy us rivals. But they have essentially applied 20th century 
solu tions such as new design, formats and aggressive marketing – to a 21st century 
 problem, primarily fragmented audiences, new advertising platforms, and massive 
digital storage capacity through so-called cloud computing.

in the age of the personal computer, the Mac or the iPad, people are more likely 
to identify themselves as enabled consumers rather than as passive readers of a 
daily newspaper. so what is the way forward for the news business and how has the 
 Financial Times managed this perilous transition from print to digital?

Ever since its foundation in 1888, the FT, with its roots 
in the City of London, has been a specialist newspaper not a 
general newspaper. sir Gordon newton, our greatest  editor, 
who sat in the chair from 1949 to 1972, once defined the 
FT’s mission as reaching those people who influence or 
seek to influence decisions in business, finance and public 
affairs around the world. This is indeed the essence of FT 
journalism.

As our coverage of the global financial crisis shows, we 
 connect the dots, between the sheikhs in Dubai, to the 
 oligarchs in Russia, to the central banks in Beijing,  Frankfurt, 
London and Washington.

now, we do not always hit the ball out of the park. Like 
many other news organisations, we were, with two notable 
exceptions, too slow to highlight the risks ahead of the bursting of the credit bubble. 
Commentators such as Martin Wolf and Gillian Tett correctly identified the dangers 
in  global finan cial imbalances and exotic debt instruments such as credit default 
swaps. But we did not always give them quite the front or full page exposure they 
deserved.

Overall, the challenge for all news organisations is to exploit the power of the 
brand across all platforms, from print to digital. The FT’s strategy can be summed 
up in five points.

• First, we doubled the price of the newspaper on the retail stand in Britain and raised 
cover prices elsewhere around the world. The price hike had little impact on sales, 
but generated substantial extra revenue. More important, it sent a powerful signal to 
the market and to our own journalists that the FT was a premium product.

• Second, we rapidly developed our subscription business, both digitally on ft.com 
and in newspaper form. That way we reduced our dependence on the casual 
 purchaser in favour of the loyal subscriber. Coincidentally, we shifted the terms of
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  debate here in the uK away from the febrile confines of the monthly ABC 
 circulation figures to a broader and more meaningful definition of audience, based 
on both print and digital consumers.

• Third, we swung firmly behind the principle of charging for content. At the height 
of the dotcom bubble, we hovered between charging for business news while 
 offer ing general news for free. in practice, the distinction, at least for FT readers, 
was meaningless. so we came up with an ingenious compromise.
From 2007, we started charging for content based on a meter model. users would 
be given a limited number of free articles to entice them into first registering and 
later signing up for subscription.
Four years on, the meter model has proved to be an industry pioneer and an 
un equivocal success. FT.com now has more than 3.2m registered users and more 
than 200,000 paid subscribers. Other publications, including the new York Times, 
are now adopting or about to adopt similar meter models.

• Fourth, we abandoned or revised arrangements which allowed other news 
 pro viders or aggregators to sell our content to third parties in return for a fee. in   
future, we determined, we would sell direct to our customers. And we would 
aggressively pursue any party seeking through cookies or sharing of password to 
gain access to our content for free. Yes, believe it or not, some people do still think 

there is free lunch with the FT.

• Fifth and finally, we made significant changes in the news-
room which comple mented our commercial strategy.

Back in 1999, the FT pioneered the concept of the integrated 
newsroom. We put all web journalists on the same contracts as 
print colleagues. And we required all journalists to work both 
for the print and digital channels. More than a decade later, we 
have a fully flexible and integrated news operation in which 
reporters and editors work seamlessly in print and online.

These changes have put us in the best possible position to 
develop new niches, with more depth and focus to attract 
new audiences such as FT Alphaville, our award-winning 
financial blog or FT Tilt, our new emerging markets service, 
or our  prize-winning iPad application which has brought in 
extra revenue and subscriptions. And, incidentally, i believe 
the tablet is the most exciting technological development 

in recent years, a game-changer because it has all the feel of a news paper and the 
 advantages of being a dynamic interactive device.

Let me be very clear: The FT approach does not necessarily lend itself to being 
 adopted by others. We have a distinct advantage because we are both a high-end 
niche product but with weight, global reach, and tradition.

We live in a time of great experimentation. There are no universal media 
models, let alone silver-tipped bullets. Each news organisation must determine how 
to distinguish itself in an increasingly fragmented market, where the consumer is far 
more discerning and powerful than ever before.

Technology cuts both ways. it allows third parties and journalists to slice and dice 
content to better fit the demands of the consumer. Technology allows the use of 
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 content to be measured according to traffic generated. This in turn means jour-
nalistic supply and, crucially, demand can be measured in real time.

in theory, these advances threaten to undermine the traditional role of journalist as 
gatekeeper and arbiter of what constitutes news. in practice, the pass has already been 
sold. The question is what is the new terms of engagement, the new balance of power 
between the mainstream journalist and other non-traditional aggregators of news, 
analysis and commentary?

Now there may be some readers who find it surprising for a newspaper editor 
to dwell so long on the business side of the news business. 
But in my judgement news paper editors need to be actively 
involved in strategic decisions affecting the business. Many 
on the commercial side would appear to agree.

in the past decade or more, many journalists with a back-
ground in business journalism have gone on to be national 
newspaper editors. Peter stothard and Patience Wheatcroft, 
my old colleagues from the sunday Times Business news 
section, as well as James Harding, Will Lewis and Robert 
Thomson from the Financial Times.

i am tempted to suggest that the FT should henceforth be renamed the GE school of 
Journalism given the number of first-rate former FT journalists now occupying the 
com mand ing heights of British journalism.

Of course, there will always be thick red lines between editorial and commercial. We 
at the FT are more than mindful of anything which could compromise the integrity 
of our journalism or our reputation, our most valuable asset.

The case for close co-operation remains unanswerable. in 
these revolutionary times, i am tempted to quote Benjamin 
Franklin on the signing of the Declaration of  independence. 
“We must all hang together or assuredly we will hang 
 separately.”

let me now turn to more current sources of  contro  - 
versy, notably the WikiLeaks phenomenon and the  phone- 
hacking scandal. While each is very different and each  raises 
important questions for public policy, there is a single 
 common thread: the transformational power of technology 
which is rendering media laws and practice obsolete.

First, a few words on the WikiLeaks affair. The two industrial 
scale data-dumps included vivid, if partial us military dis-
patches from the front-line in Afghanistan and iraq followed 
by 250,000 classified diplomatic cables from us embassies 
around the world. set alongside each other, they look like the 
scoops of the century. But as both Alan Rusbridger, editor of 
the Guardian and Bill Keller, editor of the new York Times, 
have recounted: managing the story and Mr Assange was far 
from straightforward.

Keller describes Assange as a character out of a stieg Larsson novel who was “elusive, 
manipulative, volatile and ultimately openly hostile to the new York Times and

In my judgement 

 newspaper editors need  

to be actively involved 

in strategic decisions 

 affecting the business.

meeting: Lionel Barber, editor of The Financial 
Times, and Prime Minister David Cameron.
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 Guardian.” That will not surprise too many journalists accustomed to dealing with 
tricky sources, but in this case, other equally challenging ethical, legal and practical 
problems presented themselves.

These included how to deal with a us government committed to protecting classi fied 
information; how to conduct a cross-border investigation encompassing other media 
organisations; and how to disentangle the newsworthy and compelling from tens of 
thousands of computer-stored data. in this respect, the Daily Telegraph’s handling of 
its Westminster expenses scoop, while still a formidable logistical challenge, tends to 
pale by comparison.

Both Keller and Rusbridger have done a public service by revealing the decision-
making behind the WikiLeaks story. Demystifying the editorial process may offend 
the traditionalists, but at a time when all established institutions face calls for greater 
openness and transparency this is surely the right path forward.

Keller’s observation that Assange was primarily a source is highly pertinent. That 
plain fact should tamp down the fevered debate over whether WikiLeaks spells either 
the end of diplomacy or a new age of journalism. Like Keller, i believe it does neither.

Cablegate caused enormous, if temporary embar rassment 
to the us government. Thanks to careful redaction on the part 
of the news organisations involved, there was little discernible 
damage to national security. (That may not have been the case 
with the earlier data where un-redacted passages may have 
betrayed the identity of Afghan or iraqi nationals assisting the 
American military occupation).

so while official reprisals may still follow, i am inclined to 
side with my FT colleague Gideon Rachman who wrote, half 
tongue in cheek, that the Obama administration should pin a 

medal on Mr Assange. By and large, the cables revealed that what the us government 
 reported in private was exactly what the us government said in public.

As for WikiLeaks’ impact on journalism, i am again inclined to side with Keller. in 
his words, “Long before WikiLeaks was born, the internet transformed the landscape 
of journalism, creating a wide-open and global market with easier access to  audiences 
and sources, a quicker metabolism, a new infrastructure for sharing and vetting 
 information and a diminished respect for notions of  privacy and secrecy.”

What WikiLeaks underlines is that, in a world where the sources of information  
are varied and multiple, journalism must do more than simply provide the first  
inti mations of significant events, the first analysis of those events; the first  commentary 
on their meaning.

Journalism now needs to fulfil with renewed vigour an old task: that of aggregating 
and verifying sources. it must put the imprimatur of a trusted news organisation on 
those sources, assess them for reliability, quality and context, and then pass them on 
to the readers.

None of the above can substitute for deep and original reporting – to my mind 
the very core of quality journalism – but it should serve as one of the ordering 
 principles for journalism in the internet age.

Journalism now needs 

to fulfil with renewed 

vigour an old task: that of 

 aggregating and  

verifying sources.
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However, and it is a big however, the task of aggregating and verifying multiple 
 sources and data depends fundamentally on trust. Trust that the facts are accurate. 
Trust that appropriate weight has been given to context. And, make no mistake, trust 
in the journalistic profession is a scarce commodity.

in her Reith lecture in 2002, Onora O’neill declared that “deception is the real enemy 
of trust”. O’neill highlighted how increased transparency – surely the most overused, 
most abused and most misunderstood word in the English language 
– did not lead to greater faith in public institutions.

Harold Evans, who alongside Hugh Cudlipp must rank as one of the 
finest British newspaper editors of the post-war era, said the other day 
that deception may ultimately be justified in the pursuit of the public 
interest. But it must only be used in the most exceptional circum-
stances. The reason is that can be deeply corrosive not just to the 
news papers bond with its readers but also to the body politic.

in this respect, the Daily Telegraph’s decision to dispatch two journa-
lists posing as constituents to interview the business secretary Vince 
Cable falls into a very different category than its earlier scoop on MPs 
expenses. The latter story, though acquired for money and deeply 
damaging to the standing of the Westminster class, clearly met the 
public interest test; the first did not. it was nothing more than entrap-
ment journalism.

The Telegraph’s conduct, while regrettable, pales by comparison with the phone- 
hacking scandal which has engulfed Rupert Murdoch and news international and 
jeopardised his bid to take full control of BskyB, the highly profitable satellite TV 
channel.

Full disclosure: i used to work for Rupert Murdoch. More than 25 years ago, i was 
a business reporter on the sunday Times in London. i have nothing but admiration 
for how he took on the print unions and forced through change. He saved the British 
newspaper industry.

Rupert Murdoch has been an innovator and a risk-taker all his life. not just with 
BskyB, which brought news Corporation to bankruptcy, but also with Fox news, 
colour printing presses and much else.

The phone-hacking scandal marks a watershed – not just for news international  
but also for tabloid journalism. True, the practice of phone-hacking was widespread 
(and not only among the tabloids). The information Commissioner’s report in 2006 
showed that 305 journalists used private investigators. The number may well have 
been higher.

And yet, beyond the conviction of one news of the World journalist and one private 
investigator, the infamous Glenn Mulcaire, no serious action was taken against them; 
not by the police, not by the courts, and not by the Press Complaints Commission.

The PCC was supine at best. And while the Metropolitan Police has now re-opened 
its inquiry, many questions remain about why it did not pursue the original news of 
the World investigation with sufficient rigour.

Most important of all, the newspaper industry itself did not take the issue seriously or 
seek to establish the truth. indeed, aside from the lead taken by the Guardian, which 

ruper murdoch: He saved the British 
newspaper industry.
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was followed by the FT, BBC and independent, the rest of the newspaper industry took 
a pass on the news of the World phone-hacking story – almost certainly because they 
too were involved in “dark arts”.

indeed it took a foreign newspaper – the new York Times – to break fresh ground 
after an investigation lasting many months. For all that period and more, a conspiracy 
of silence ruled Fleet street.

As for news international itself, the management failed to follow the advice its news-
papers would have given business or any other public figure in similar  circumstances: 
own up rather than cover up, come clean rather than surreptitiously paying off 
 aggrieved celebrities such as the publicist Max Clifford.

The suspicion must remain that news Corporation assumed 
that it enjoyed enough power and influence in Britain to make 
the phone hacking controversy go away.

now, thanks to the overwhelming opposition of its news 
industry rivals to its bid for BskyB, that influence is under 
 threat as never before.

news Corporation can argue, with some justification, that 
opposition to its BskyB bid is motivated by base  commercial 
interests rather than a high-minded concern over media 
 plurality.

Yet the concentration of broadcast and print power which 
would result from a fully combined BskyB and news international’s titles is trouble-
some, especially in the light of still un resolved questions about the extent of phone 
hacking at the news of the World. The bid deserves proper scrutiny by the  authorities. 
Promises about editorial independence for sky should be judged in the light of 
 repeated assurances that the phone hacking was the work of a lone actor at the news 
of the World.

in the final resort, failure to clean house at all news organisa tions would leave the 
mainstream media in Britain at risk of retribution in the form of statutory regula tion. 
Many MPs are itching to retaliate for the humiliation of the expenses scandal, but 
 statutory regulation would be a grave step in the wrong direction.

Press freedom is woven into the fabric of our nation. We do not want to go down 
the same road as countries such as Argentina, Hungary and south Africa which have 
adopted or are about to adopt new laws curbing press freedom. Democracy, it should 
be remembered, is not just about holding elections.

There is a case for rebalancing the right to privacy and the protections offered by 
 Britain’s overly onerous libel laws which are weighted in favour of the well-heeled 
plaintiff. But Westminster should also tread carefully with regard to privacy, lest the 
rich and famous, on and off the football field, become untouchable.

More interesting, perhaps, would be to consider whether it is feasible to introduce 
curbs on newspaper bribery of employees or other institutions and organisations. 
This may not be unreasonable given the strictures on corporate behaviour laid down 
in the new Bribery Act, though i see that the government is delaying enactment after 
lobbying by business.

Press freedom is  
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it would be infinitely more preferable, of course, for the profession to conduct a 
 rigorous collective self-examination. Journalism is not perfect, nor was it ever meant to 
be. But we have allowed our standards to lapse. Let us hope we have not left it too late.

Whatever its current difficulties, the mainstream media in Britain has much to 
be proud of.

Despite its preponderance of power in this country, the BBC remains a world-class 
brand. its journalism is rightly ranked among the best.

Rupert Murdoch remains one of the leading innovators in the news business. His 
drive to establish a new paid-for culture in the uK digital business deserves applause.

And while Britain’s popular press may be gossipy, raucous and sensationalist, it 
reflects at its best, the national mood and the aspirations of the majority of its readers, 
as Paul Dacre, one of Britain’s most successful editors (and most influential moral 
arbiters) has noted.

Finally, as i mentioned at the beginning of this article, media companies across the 
emerging world are either being formed or are growing rapidly.

British media companies could be exporting their brands, insights, talent and 
 technology, just like the advertising business before them. As the FT discovered more 
than a century ago, there is a whole world out there to be explored.

That’s the new frontier in the business of journalism. Let’s go for it!
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Innovations in the Newsroom by Jens Barland, 
Media researcher, PhD candidate in the Department of 

Media and Communication, University of Oslo

Sharpened in  
the quest for  
new income

Journalism is developed and renewed just like any 

other goods that are for sale. But how does journalism 

develop when it is supposed to both satisfy the market 

and fulfil a societal mission?

n
The following two case examples illustrate how innovation in journalism 
works in practice. The first one is about how Aftonbladet concentrates on female 
readers and how it continually focuses on more and more specific target groups. The 
other example is about VG’s Vektklubb (Weight Watchers Club) and how the editorial 
product is developed and tailored in order to create new income and market positions.  
The examples show something of what happens to journalism when it is shaped in an 
environment of intense market competition. 

First of all, what does it mean to be ”innovative”? in ancient times innovation 
was evil. We have all heard stories about how people with innovative ideas or  scientific 
theories could be rewarded by beheading.  With the emergence of modern society, 
however, came the belief in progress, making innovation a positive phenomenon.

in our generation, innovation has been institutionalised. it emerges almost as a dedicated 
social field with a separate purposeful policy aimed at promoting innovation. The 
amount of research in business, the development of patents, copyright and brand 
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protection also show that the phenomenon innovation has been turned around and 
is now about commercialising new technology and new products.
All new innovative events of any size in the media have their predecessors or parallels. 
new developments do not appear out of nowhere, they are a step forward for some-
thing. success can be relatively random whenever developments coincide. There were 
a number of ”facebooks” before Facebook appeared and took over. And iPad wasn’t 
the first tablet computer. Therefore, being innovative is not necessarily the same as 
inventing the wheel, it is being successful in making everybody buy and use it.

Innovative journalistic products are thus not necessarily unique. They are 
 how ever trailblazers in so far as they lift the distribution and the commercial 
 exploitation to a new level.
newsrooms and media houses wish to be seen as being innovative. This looks good 
for the branded product, and new income must be obtained in order to survive. 
Conse quently, this kind of new development is put under increased pressure, it is 
communicated to the readers in the form of numerous launchings of new products, 
and a corporate culture of inventiveness and willingness to change is cultivated.
When doing research on the changes taking place in journalism, i used Aftonbladet 
and VG in the period 1995 – 2010 as case examples. These two are leading innovative   
players among swedish and norwegian media. Other players may be just as inno vative, 
but with the biggest circulation and internet traffic in the research period they appear to 
be major sources of inspiration to others. Changes taking place at Afton bladet and VG 
may to a certain degree point to potential developments in the industry. 
The speed of innovation in the media is on the increase. 15 years ago it was enough 
to have a handful of large and visible projects each year. When doing a research 
 interview at Aftonbladet about this on the international Women’s  Day on 8th March 
2010, i was told that they had already launched 10 projects that year, ie. almost one 
a week. Each launching may not be a big event in itself, but it becomes a way of 
communi cating new development to the readers and the market.

Aftonbladet’s focus on female readers was identified by studying products 
which were being aimed specially at this target group in 1995 and in May 2010. The 
results show a tremendous development towards the readers being divided into more 
and more specific target groups.
Aftonbladet and the swedish evening papers were “masculine” papers. Aftonbladet 
emerged from the crisis in the 1980s with self-confidence, a growing circulation and, 
in 1996, a recaptured position of being sweden’s biggest newspaper. in retrospect, 
the concentration on female readers, and particularly the sunday magazine Söndag, 
has been given credit for the change of trend and all the positive effects it caused. At 
the time, it was only logical to focus on the ladies because that was where the biggest 
growth potential lay.
in 1995, three of Aftonbladet’s journalistic products were aimed at women readers 
in particular. Söndag was one, a glossy magazine enclosed in the paper, with articles 
on lifestyle, family life, sex, fashion and current affairs angled from a female point of 
view.  On Wednesdays, the content of the supplement Kvinna (Woman) projected 
a more distinct women’s agenda. in addition, Aftonbladet’s online edition had a 
 sepa rate section for women already in its first operating year in 1995. 
in May 2010, approximately 30 of the journalistic products in Aftonbladet’s large port-
folio are aimed specifically at female readers. i use the term approximately since the 
method of counting and the definitions are debatable, but the review includes all 
print products, specialist sections in the paper or websites listed in the main menu on 
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Afton bladet’s website. By the way, Aftonbladet calling some of its women’s content 
Wendela is a clever detail. This can be associated with Wendela Hebbe, Aftonbladet’s 
and  sweden’s first profiled female journalist who was also the mistress of Afton bladet’s 
first editor-in-chief who founded the newspaper in 1830. Other examples of  products 
aimed at women in 2010 are the magazines Härligt hemma! (Beautiful homes),   
Söndag (sunday), Kropp & hälsa (Fitness and health), Klick! (Click!), 
Sofis mode (sofi’s fashion) as well as websites like Innredningsbloggen 
(blog on interior decorating) and Tasteline (food and recipes).
Regardless of method of counting, Aftonbladet has from 1995 to 
2010 multiplied its efforts many times over to entice women readers. 
Or customers. Or advertisers wanting the attention of Aftonbladet’s 
 female readers. 
These products, around 30 altogether, give the impression of the 
colour pink and smell more of perfume than of printing ink. There are 
a lot articles about fitness, family life, fashion, well-being,  consumer 
issues and lifestyle. still, during the last few years a couple of clear 
exceptions have emerged.
Hard news with a distinct women’s agenda, written by and for women, 
is one exception. The series ”153 women killed – by their partners!” has 
its own website and was nominated to sweden’s most prestigious award 
for journalism, stora Jounalistpriset, in 2009. in 2010, Aftonbladet has 
also been engaged in campaign journalism to free sakineh, the woman 
sentenced to death in iran. The other clear exception is the fact that the 
majority of Aftonbladet’s profiled debate and news commentators are 
women. Among the large media houses in sweden and norway which 
i have investigated, Aftonbladet is the only one with this characteristic.  
They confirm that having many women commentators is a deliberate 
strategy in order to make the paper relevant to women. The emergence 
of hard women news and women commentators may be interpreted as 
a changing of attitude when it comes to women readers, they become more complex 
and also more important.
Already in the 1970s the Women’s Lib. Movement became visible in Aftonbladet’s 
columns with their own news desk. The paper’s female journalists had a sharp 
 in-house confrontation with the predominant macho culture in the newsroom. 
This was the background for Aftonbladet’s decision in the 1980s to reach out to 
women. Here, Aftonbladet had two obvious advantages over Expressen. Despite its 
 masculinity, the women’s liberation struggle had added a little more feminism to 
Aftonbladet’s genes. Added to that, Aftonbladet was free to go in for glossy magazines 
to entice women, while Expressen wanted to avoid competing with the magazines 
published by its owner, Bonnier. 

Aftonbladet handpicked staff members from the weekly press who knew how to 
reach women readers. The design of Aftonbladet’s new products bore strong evidence 
of their influence. Over the years, this has contributed to feminising Aftonbladet’s 
 journalism in all channels, as well as swedish evening paper journalism in general.
But has focusing on women worked? According to market data from Orvesto, the 
share of women readers of Aftonbladet on work days has gone up from 46.2 per cent in 
1996 to 47.3 per cent in 2009. This is actually quite respectable in light of Afton bladet 
having in the same period launched Sportsbladet (also pink) and become sweden’s 
leading sports newspaper. The sports paper was a hit with the male population and
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deserves to be reviewed in a separate article. The focusing on women has been 
 scattered on a number of products and minor product launchings, but it has yielded 
measurable results when it comes to both readers, advertising and image.

Vg’s Vektklubb is based on Aftonbladet’s Viktklubb which was launched in 
2003. After the dot-com crash, Aftonbladet was looking for new forms of income as 
they had experienced that the online revenue model of large traffic and advertise ments 
was not profitable enough.  The internet users were used to content being free, but 
Aftonbladet looked into what kind of content the readers might be willing to pay for. 

They got three replies:  Pornography, gambling and 
weight watching. The first two  suggestions were out 
of the question, so  Aftonbladet  developed  Viktklubb, 
a content concept internet users were  willing to 
pay for. in the first nine months,  Aftonbladet sold 
60 000 membership subscriptions, they called it 
a ”jättesuccé” –  a huge success. VG acquired a 
 licence to make a norwegian version and launched 
Vektklubb in 2005. in the first year, VG’s Vektklubb 
sold 50 000 membership subscriptions, on the fifth 
anniversary in 2010 the number of subscriptions 
had reached 195 000. Aftonbladet’s Viktklubb is 
estimated to have sold around 340 000 member ship 
subscriptions in its first five years. 
VG’s income from user payment in Vektklubb may 
be estimated at approximately 100 million nOK in 
the period 2005 – 2010. Vektklubb shows that there 
is a will to pay as long as the content is sufficiently 
useful, sufficiently close and intimate, and as long 
as the same quality content is not available for free 
somewhere else. if VG’s success can be measured 
in the number of membership subscriptions and 
money, the members’ success can be measured in 
weight reduction and price. According to VG, the 
club members lost a total of 330 tons in weight in 
the period 2005 – 2010. This averages 1.7 kg per 

member ship subscription, ie. the slimming has cost the club members around nOK 
299 per kilo.
The concept of Vektklubb is, in short, journalism encouraging the members to lose 
weight by exercising and healthy eating. The writings spin around these themes, and 
an expert panel adds a professional profile to the content. Vektklubb has a multi-
platform strategy with VG’s printed sunday paper, VG nett and Vektklubb’s own 
website. With the membership subscription comes your personal diary on vektklubb.
no where you can enter your diet, activities and weight reduction target. The diary 
becomes a tool in the daily effort to lose weight. Through Vektklubb’s forum the 
members meet people in similar situations, and this social arena becomes the glue 
that makes a great number of members renew their membership subscription on 
expiry. The forum has also turned out to be a popular dating service.

Copy on health and diet, often aimed at women, has always been given space 
in papers such as VG and Aftonbladet as these put an emphasis on popular content. 

2005: VG launching Vektklubben on the front page and on 
the internet.

2010: Five years later 330 tons of weight have been slimmed 
away in Vektklubben.
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Health and fitness was well represented in the content mix as VG’s consumer and life-
style journalism increased markedly from the 1980s onwards.  Vektklubb absorbed 
this content. Thus, this is not a new type of content, but the re-conceptualisation of 
the content in Vektklubb is innovative. 
This concept change may be summed up as follows:  Firstly, how the content was 
 cleaned up and structured under the brand name Vektklubb, making this kind of 
journalism more dedicated. secondly, creating a multi-platform publishing wherein 
Vektklubb was a separate universe for readers across VG’s printed products and 
 digital media. Thirdly, how the new technology was used to individualise the content, 
making it possible for VG to charge for supplying the readers with a personal tool. 
And fourthly, Vektklubb’s membership forum is an early example of integration of 
social media in journalism. Here, the users themselves produced a content attractive 
to other users, while VG’s role was to facilitate a social digital arena. 

Vg’s Vektklubb can therefore only to a limited extent be considered representing 
a new  kind of journalism, but it does show how new technology and new  publishing 
efforts may be utilised to give journalism a new form and new revenues. Before 
Vektklubb came into being, journalism on weight and health contributed only to 
tradi tional revenues such as newspaper sales and advertising in print and digital.    
Re-conceptualising this kind of editorial content to the Vektklubb concept resulted 
in new possibilities of developing additional revenue models in journalism. The 
 possibilities of market positioning were also extended. The list below shows new 
 possibilities emerging from Vektklubb, without VG necessarily making use of them all: 

• Branded product: Positive branding to readers who like the content.
• Loyalty: The word “klubb” (club) indicates an intimate relation between customer 

and product and forms a basis for a stronger loyalty than in a regular customer 
relation ship.

• Buying frequency and buying habits of print are stimulated by the fact that 
 Vektklubb is part of the sunday paper.

• User frequency on the internet. interested readers will use VG nett more often. 
Members must log on to vektklubb.no on a daily basis to update their personal diary. 

• A membership fee is charged for those who join. VG’s Vektklubb currently charges 
from 379 nOK per quarter to 599 nOK per year.

• Print advertisements may be placed in a particularly relevant environment for 
advertisers with the same target group as the readers of Vektklubb. 

• Digital advertisements are also offered space in a relevant environment for 
 adver tisers targeting the same group.

• Social media gain an increasingly stronger position with new business models, in 
this case encouraging renewal of the membership. 

• A webshop may be established with relevant products in line with Vektklubb’s 
 content.

• The brand name Vektklubb may be used in connection with other relevant 
 products for sale.

• Difficult to copy by competitors because VG already by far is leading the online 
market.

• Easy for VG to copy and distribute with new club concepts in other subject areas. 
They already have the technology, the payment solutions, the experience and a 
 clientele that can be exploited.
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The individualising of content is an innovative characteristic of Vektklubb. it is an 
early example of individualising journalistic content to the reader on such a large 
scale, in this case the content of the personal diary and the use of social media in 
Vektklubb. This is only the start of a trend which will manifest itself when we begin 
to exploit the possibilities embedded in new technologies. 

Debates on press ethics and the social task of journalism have been  addressing 
the concept of Vektklubb. VG launched Vektklubb with numerous articles  promoting 
the new product. VG would never allow the use of editorial space to flag other 
 con sumer products in the same way.
Pressens Faglige utvalg, the norwegian equivalent of the Press Council, has  discussed 
a complaint to the effect that VG was violating the definition of advertising. The 
council concluded in favour of VG, allowing the paper to promote the sale of its own 
editorial products in its editorial space. The prerequisite was that the products were 
editorially initiated and under editorial control. At the time, there was a grey area in 
the text of the document regulating advertising, which two years later was rectified 
making the text clearer with regard to cases similar to that of Vektklubb. 
Vektklubb follows the same editorial policy as VG.  specific press-ethical issues facing 
Vektklubb are that anorexics, pregnant women and persons under the age of 18  cannot 
be members. Vektklubb also has a policy stating that their  consultancy  journalism 
must be based on conventional medicine and recommendations by the health 
 authorities. still, both advice regarding conventional medicine and  undocumented 
miracle cures are subject to normal critical journalism. 
in debates, Vektklubb is occasionally referred to as a caricature of insignificant and 
 self-centred journalism. A foreign affairs correspondent would probably be rated higher 
in the informal journalist hierarchy than the lightweight Vektklubb correspondent.
However, VG goes out on the offensive when formulating its journalistic social 
task as regards Vektklubb. When the service was launched on 25th May 2005, VG’s 
 responsible editors of print and digital wrote a message to the readers pointing out 
that half of norway’s population were overweight and that this is one of society’s 
major health problems. Vektklubb must comply with VG’s tradition of informative 
consumer journalism also on health, diet and exercise. The editors emphasised that 
with this kind of journalism they intended to put the spotlight on the epidemic of 
obesity seen in  society today, and to help the individual reader who wishes to change 
his or her life style and thereby obtain better health. They also pointed out what this 
means to the individual since overweight and inactivity often lead to illness, social 
exclusion, a poor self-image and a lack of joy of life. 
With these two examples Aftonbladet and VG illustrate the developing trends in 
 journalism. Aftonbladet’s focus on female readers in 1995 compared to 2010 shows 
a definite emergence of journalistic products in which content becomes more and 
more segmented towards increasingly more specific target groups.  in 1995, one of the 
 products was named Kvinna (Woman). That name cannot be used in 2010 because 
women as such are too big and general a target group. Women are instead being divided 
into a number of sub-groups according to age, interests and different reading situations. 
Media researchers view this increasingly more segmented journalism as one of the 
mega-trends in the changes that have taken place in journalism over the last 20 – 30 
years. This is described as the transition from an omnibus press (“for everybody”) to 
a segment press. 
When it comes to journalism this means that it represents to a lesser degree society’s 
common frame of reference, and thus weakens its own role as a common arena 
for the public. Journalism has on the other hand improved its ability to serve even 
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small groups, which now get a much better coverage than before. Critical journalism 
thus reaches into more of the corners of society.  in an increasingly more intense 
 information chaos for the readers, this sharpening of journalism also contributes 
to the content becoming more relevant to and useful for the readers. Without this 
development journalism would soon be less in demand by the readers, and would by 
and large  weaken its position in society.

A critical objection to segmentation is that the dividing into groups is  primarily 
defined by market considerations and that isn’t necessarily according to journa-
listic criteria, ie. the areas of prioritised journalistic effort are selected  according to 
 prioritised consumer groups and advertising target groups. This way the market is 
given more control over which parts of society are to get journalistic attention. This 
may have a bearing on whether the journalist is to write for his readers as customers 
or as citizens. is the reader a customer, or a person  whose attention you can resell to 
the advertisers, or is she primarily a citizen of society interested in her own and the 
rights of others? 
This development has on the other hand contributed to new income for the media 
houses, which in turn pays for journalism. Thus, one can argue that the way 
 Aftonbladet goes in for celebrities, fashion and curtains contributes to the financing 
of costly investigative political journalism.
VG’s Vektklubb illustrates journalistic innovation in practice when a traditional   
subject area is rearranged with the objective of providing new income. To renew the 
content and make it clearer is one thing, but the key to the success of Vektklubb, 
 measured in the number of members and revenues, lies in the individualising of the 
content. Also, the subject area has found an individual tool people are willing to pay for. 
Thus, the individualisation is an extreme version of the above-mentioned segmentation.

Vektklubb also represents the large space that consumer and lifestyle journalism has 
been given in the media. The word “klubb” is in itself innovative because it creates a new 
and more intimate dimension in the relation between the newsroom and the readers, or 
between the media house and the customers. Finally, we have seen that new products like 
Vektklubb challenge the press-ethical boundaries, making revision necessary. 
The examples from Aftonbladet and VG show that journalism’s self-formulated  objective 
in society has not changed much. The big changes in journalism resulting from innova-
tion are primarily about development of editorial products, adaption to stimulate   
income flows, new ways of publishing including interaction between different channels 
and last but not least better targeting of content with segmentation and individualisation.

Thus, there is a core to journalism which seems to have a certain resistance 
to outside changes. The big changes take place in the characteristics that make 
 journalism a product in a market as well, making it a matter of the layout of the 
product, how to make it attractive to the buyer, how to design it for specific flows 
of income, the channels, branding, target groups and all the other marketing efforts.
Freedom of press in a democracy rests on independence. Journalism achieves that 
kind of independence by standing on its own feet financially. The challenges of the 
news desks are to perform their journalistic role in society while the media houses 
they are part of hunt for new revenues the same way the rest of business and indu stry 
does. Media leaders are familiar with this polarity between profits and ethics, and it 
is as much a prerequisite as it is a contradiction. The case examples of innovation at 
Aftonbladet and VG are examples from everyday life illustrating this span. And with 
even more intense competition in the media markets, the need for innovation and the 
awareness of what it does to journalism increase.
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Old Values in new Media by Per Edgar Kokkvold, 
Secretary General of the Norwegian Press Assocation

There must be some
thing greater in the 
editor’s chair than 
the editor’s chair

It was bad being a slave  

of the party, but being a slave of the public

is not much better.

n

The American theologian and philosopher Reinhold niebuhr (1892-1971) is 
considered to be an important source of inspiration for President Barack Obama. Obama’s 
speech at the presentation of the 2009 nobel Peace Prize could well have been written by 
niebuhr, the man who originally formulated the sentence: ”God grant me the serenity to 
accept the things i cannot change, the courage to change the things i can, and the wisdom 
to know the difference”.

The media are undergoing change and printed newspapers will not be able to retain their 
current market share. There is nothing we can do about it – apart from putting on the   
brakes and strengthening what is left. still, we can’t just give in, lie down and say, as some 
do, that technology gives and technology takes, and that’s that.

While writing this in February 2011, the 2010 circulation figures roll in: The ten biggest 
news papers have, over a period of ten years, had a total circulation reduction of more than 
twenty-five per cent, the tabloids even more. Dagbladet sells only half of the news papers it
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sold ten years ago. VG has lost forty per cent of its circulation and is no longer norway’s 
biggest newspaper. Aftenposten, which is holding its position remarkably well, is now 
ahead. – The digital transformation will increase in strength and speed, says Torry 
Pedersen, who has taken over the editor’s chair at VG and is now in charge of both 
the printed and the digital media of VG.

On the other hand, the leading niche newspapers are growing, the big regional papers 
are doing better than the smaller ones and their circulation is fairly stable. The small 
newspapers, the local papers, have grown every year bar two over the last 19 years  
and this is remarkable even internationally. There is however an explanation for this: 
While the society at large slowly but surely is divided into more or less profitable parts 
without interconnection, the local papers are still the glue in the local community, a 
meeting place for the exchange of opinions and a market place.

The situation of the printed press is bleak, but not hopeless. it becomes hopeless only 
when the journalists themselves lose faith in themselves and in their role.

it is not correct, as an increasing number of people now claim, that the journalists of 
the future will not be journalists but readers. Of course the journalists of the future 
must be journalists – if we really want to have a press that can live up to its name. 
We must have journalists who through education and practice understand the role of 
journalism: Collect and pass on relevant information, guide the readers through the 
information jungle and point out contexts, reveal improprieties in relation to society, 
take a stand, convey values, promote attitudes and, last but not least, allow expression 
of controversial opinions. if there is one thing the last century ought to have taught 
us, it is the importance of oppositional views and aberrant opinions, expressed open-
ly, for their own sake and for the sake of democracy.

We are now experiencing a communication revolution. With this revolution we have 
solved one problem and gained another. The problem is no longer too little informa-
tion, but too much. We wade through it. We lose our way in information which we 
don’t really need, and in nonsense which we could easily do without. surveys show that 
the so-called information revolution has not increased the knowledge of the public.

I have over the last few years aggravated a lot of people by saying that the 
 primary task of media businesses will never be to satisfy the needs of the public. 
Media businesses are not like other businesses. Media businesses should not only 
satisfy their audiences, media businesses should also unsettle their audiences in a way 
no other businesses can allow themselves to unsettle their customers.

 ”An editor shall always keep in mind the ideal purpose of the media”, as it says in the 
document Rights and Duties of the Editor: “The editor shall promote the freedom 
of opinion and in accordance with the best of his/her abilities strive for what he/she 
feels serves society”.

in the Rights and Duties of the Editor it does not say that the editor shall be governed 
by the latest viewer or reader survey. There must be something greater in the editor’s 
chair than the editor’s chair.

it is therefore ok if journalists from time to time remind each other of the legendary 
Danish editor of information, Börge Outze, who on his last day at work – admittedly 
with a twinkle in his eye – said: ”Our readers are becoming pretty bad. We must get 
rid of them to avoid them dragging the paper down with them.”
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Everyone now talks about Twitter and Facebook, YouTube and Flickr, and most 
of us use one or some of them. But the social media can never replace the journalistic 
media. The social media may strengthen the number of media sources and enhance 
the journalistic toolboxes of the media houses. sven Egil Omdal, perhaps norway’s 
leading media commentator, has called Twitter the currently most interesting  
media medium: ”There you learn more about the development of our 
industry than anywhere else”.

This is however a form of communication, not journalism.  Journalism 
means to convey what people need to know to understand the 
times they live in and how to influence their future.  The press has a 
responsi bility, not a duty to inform, to tell the world all they know or 
think they know, all they have done or intend to do.

Twitter presents itself as a service which gives you quick answers to 
one single question: What are you doing just now?

What do we want to be? asks the political commentator Jackie Ashley 
of The Guardian: – Caricatures of Japanese tourists who take pictures 
of everything, but see nothing? The stars and producers of our own 
boring films?: ”if you are watching yourself and reporting on yourself 
all the time, how can you fully feel, when everything is mediated?”

it is of course a prerequisite for the survival of the journalistic media that 
they utilise the technology available. But if the media are not open to 
objections to the technological paradise, who will be? When neuro scien- 
tists say that children are losing essential abilities – primarily the ability 
to focus – in the face of the overwhelming technology of everyday life, it 
 is essential that this kind of research is conveyed to the world. To quote 
the philosopher Arne Johan Vetlesen: – How can we think critically, or 
think at all, if the ability to concentrate is harmed by the social media 
with fragmentation and speed as the primary competitive edge. As 
a  father, teacher and researcher i see signs of the smouldering of the   
ability to concentrate in front of screens and gadgets. i see a technology-
driven socialising in the habitus of consumerism – buy and seek, enjoy and fling out –  
a behaviour the future world least of all will need and tolerate.  

”Everything”, Vetlesen writes, ”everything is about here and now experiences, which 
are multiplied, fragmented and cut off at a breakneck speed, to which the brain must 
adapt, and which inhabit the body and soul of the user – in the form of restlessness, 
insomnia and dependence. i am logged on, therefore i am. Logging off means anxiety, 
loneliness, abstinence.”

My main point is that the social media can never be anything but a supplement to 
journalism. We must maintain that the press, the journalistic media – periodicals and 
weeklies, newspapers, radio, television and net publications – have different functions 
from the social media.

In the middle East uprising the social media have played an essential part in 
the organising of major and minor revolutions, as well as a very significant role in 
 conveying news which would otherwise not have been distributed, at least not as 
quickly.  But they have not and will never replace journalism.

At the same time, the social media may create problems for journalists as they erase
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the distinction between player and reporter. Riz Khan of the TV channel Al-Jazeera 
has written an interesting piece on this in the foreword of the annual report of the 
organisation CPJ, the Committee to Protect Journalists. it is not a journalist’s job 
to overthrow governments. if the various regimes should see journalists as political  
players, being a journalist will become more dangerous and – even more serious – it 
will become more difficult to engage in journalism. 

Journalists have many different roles. We should entertain. it is not a crime to 
 entertain, though that is the impression given by some academics and critics of the 
press. As far as entertaining is concerned we don’t have to worry. not only because 
a big entertainment business does the job for us, but because of the fear of boring 
and the wish to entertain our readers and viewers the journalistic media often have a 
tendency to prioritise entertaining at the expense of other issues.

As already mentioned, we have become better at informing, but poorer at  distinguish ing 
between what is important and what is not.

We have become better at disclosing improprieties in society and at putting the 
 spotlight on where power is exercised and decisions are made, thus making the people 
in power suffer, which they of course dislike. This is human nature. no one likes to 
be criticised. not even journalists. Journalists perhaps least of all. 

Journalism is not only what Virginia Wolfe once called raindrops on the surface of 
the ocean. Journalism also goes down in depth. Without the conveying of knowledge 
to new generations, our society will become what i call a tabloid society, inhabited by 
people to whom Alexander Kielland was only an oil platform and Francis Bacon the 
roast pork man.

The party press is dead and it will never – and must never – be resurrected. The 
party press was an evil for both the public, the press and the politicians, though this 
was not always obvious to the latter. The ideologies are dead – in the sense of the 
universal plans, the cold dogma, the dead theses – which is good.  ideologies do not 
build civilisations, values do. if the press downgrades the debate on values that can’t 
be measured in money, and the media becomes a kind of postal service distributing a 
heap of superfluous, undigested information – because one does not dare to challenge 
any one – democracy loses out. Culture is not what we know, it is the will to weigh 
and choose values, the ability to utilise and prioritise knowledge. We need media that 
want some thing, stand for something and that dare to challenge the general opinion.

it was bad being a slave of the party, but a slave of the public is not much better.

Journalists must be sceptical to everything and everyone and they must not have any 
gods. Journalists must however have heroes. My heroes are the unyielding swedish  editor 
Torgny segerstedt, the British journalist and writer George Orwell, who were  primarily 
equipped with the wonderful ability to discover and reveal potential  oppressors, whether 
they came from above or below, and C. P. scott, the Manchester Guardian  editor who 
said: “Comment is free, facts are sacred. Propaganda is hateful. The voice of opponents 
has a right to be heard. it is well to be frank: it is even better to be fair.”

if i had to choose between these three, i would still choose Torgny segerstedt, at least 
for big occasions – because he was no man for small occasions.

At a time when six out of ten young Europeans have never heard of Auschwitz, and 
revisionist historians think that the war against Hitler’s Germany was hardly worth 
waging: Who was Torgny segerstedt? 
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Torgny segerstedt was born in 1876 in Karlstad, where he spent most of is childhood 
and teenage years. He became professor in theology after a long conflict with the 
 swedish Church, but it is as editor-in-chief of Göteborgs Handels- och  sjöfartstidning 
from 1st June 1917 until his death on 31st March 1945 that his name should be 
immortalised as one of the greatest European editors of the twentieth  century. For 
more than three decades Torgny segerstedt left his mark on the paper, as an uncom-
promising spokesman of freedom and  justice. ”The 
free dom to think and to speak ones’ thoughts stand above 
everything else … Mankind can do without  everything 
else, but not that”, he wrote.

At the time when segerstedt was offered the job of 
 editor, Göteborgs Handels- och sjöfartstidning was 
one of the leading mouthpieces of the liberal swedish 
bourgeoisie. This was a good starting point, but not 
good enough for the new editor. He made his demands. 
He wanted to have a free hand, he did not accept any 
 authorities, he did not want to be dependent on anyone, 
he did not wish, he said, ”to have a mother-in-law on 
his news desk”. And he got what he wanted. From day 
one, segerstedt was what newspaper businesses of today 
do not want, namely a warrior in the editor’s chair, an 
evangelist. – A newspaper must not be afraid of giving 
offence or getting enemies, if this is the only way to give 
truth the honour it deserves, he wrote.

segerstedt was soon in conflict with one type of bourgeois liberals: the politically 
 correct, the spineless, those who accept anything because they don’t feel anything 
or have any opinions. But it is primarily for his fight against nazism that he will be 
remembered. A couple of days after Hitler came into power in Germany on 30th 
January 1933, segerstedt called the new Chancellor an insult to civilisation and 
humanity. ”To force the press and the politics of the world to give any thought to this 
man, is unfor givable. Herr Hitler is an insult“, he wrote.

German reaction was strong and Göteborgs Handels- och sjöfartstidning was 
im mediately banned in Germany. in a telegram to the paper, Hermann Göring made a 
sharp protest against the newspaper. ”As a true friend of the swedish people i con sider 
this kind of dirty remarks to be a danger to the amicable and sincere relations existing 
between our two peoples. Before taking any further action in this matter, i kindly ask 
you to inform me of what measures your editors will take in the future against this 
kind of statements”. segerstedt printed the telegram while at the same time mocking 
the content in a commentary – making it perfectly clear that the news paper would 
continue to express its opinion of Hitler and what segerstedt in the months and years 
to come would call Hitler’s “gallery of criminals”, “nasty psychopaths”, “murderers”, 
“arsonists” and “violators of the law”.

At this point the Swedish pressure began to exert itself – from bourgeois readers who 
did not like that the editor was defiling a movement which “despite everything has 
done a lot of good for Germany”, from the swedish business community seeing its 
profits threatened and from the swedish government getting more and more upset 
over the possibility of sweden’s relations with Germany deteriorating because of 
segerstedt’s writings.

The legendary editor: Torgny Segerstedt was editor-in-
chief of Göteborgs Handels- och Sjöfartstidning for 28 years.
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in 1936, segerstedt received the first official request from the swedish Ministry of 
Foreign Affairs, asking him show respect when writing about Germany. A group 
of swedish business people took the initiative to ban advertising in the paper, a 
boycott which would turn out to be very painful. The Ministry of Foreign Affairs in 
 stockholm received official German letters of protest. A ”private” German protest 

action against segerstedt was given a lot of space in 
a rival newspaper in town, Göteborgs-Posten, where 
swedish ship owners and business leaders joined in. so 
did also 34 Gothenburg lawyers and a majority of the 
leading academics from segerstedt’s old university in 
Lund. 18 professors and nine senior lecturers signed 
the protest letter accusing segerstedt of abusing free-
dom and being a threat to the state of sweden. 

But segerstedt, who in the first few years as editor had 
used strong words about the swedish Left (“socialism 
is love of mediocrity”), now gained new friends on the 
Left, no less. Göteborgs Handels- och  sjöfartstidning 
gained new readers all over the country, but that did 
not in any way compensate for the loss of readers, 
advertisements and income locally. it would not have 
been possible for segerstedt to continue in the capacity 
of editor unless the majority owner of the newspaper, 
Axel Forssman, had made it clear to the board that 
”segerstedt must not be hindered in his work”.

This was not accepted as a matter of course everywhere. 
in Denmark, the strongly anti-nazi foreign editor nic. Blædel of Berlingske Tidende 
was in 1938 sent “on holiday” when the German authorities started to grumble about 
his writings.

Torgny Segerstedt did not tolerate guardianship. He was adamant, immune to any 
kind of pressure from the outside. Vilhelm Moberg put it like this: The more powerful the 
Third Reich became, the more eager he was to expose its violent use of power, the more 
eager he was to condemn its political methods. “segerstedt became the negative person of the 
interwar period”, the norwegian author Odd Eidem wrote in his biography on  segerstedt: 
“Tirelessly his lips formed the word ”no, no, no!” whenever he looked to Germany”.  

Democracy and freedom of speech belong indissolubly together, segerstedt wrote: 
“Democracy must never out of fear sacrifice everything that is worth defending, 
 leaving people puzzled and wondering at the crucial moment:  What exactly is it we 
are expected to sacrifice our lives for?”

When the World War was a reality, segerstedt continued to criticise Hitler – and 
 sweden’s policy of neutrality. And it was not without a high price. segerstedt’s paper 
was seized by the government a number of times between 1939 and 1942. Only Ture 
nerman’s “Tross Alt!” was subjected to more confiscations. Göteborgs- Handels- och 
sjöfartstidning was for example confiscated when printing a message from the norwegian 
Resistance to the effect that the Germans engaged in torture at Grini and in  Møllergaten 
19, when he disclosed that German troops and war material were being transported 
through sweden to be used in action in norway, when he reported that the swedish 
government – pressured by King Gustaf – had allowed Hitler to send a German  division 
from norway to Finland, and when he criticised (“This is no less than a disaster for  

The editor-in-chief: Torgny Segerstedt with his two 
beloved dogs outside the long-established editorial offices 
of Göteborgs Handels- och Sjöfartstidning.
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the country”) sweden’s Commander, General Thörnell, for having accepted a  decora tion 
from Hitler, the Order of the German Eagle, on der Führer’s 50th birthday.

But not even confiscation could stop him. – no reconciliation, no negotiations, no 
truce, wrote segerstedt.

On 9th October 1940, Torgny segerstedt received a letter from King Gustaf (who 
was no small admirer of the new Europe) informing him that the King ”requested 
a  personal visit from Herr Professor” at the Royal Palace in stockholm. segerstedt 
 turned up, but there is great uncertainty as to what was said at the meeting. According 
to one version the King asked segerstedt whether he really wanted a war, whether he 
wanted to see his old King run through the pine forest to hide from enemy bombers, 
the way King Haakon of norway had been forced to do.

– At least it is better than losing one’s soul, segerstedt is supposed to have replied – in 
this version. One thing that is certain is that segerstedt did not give in to pressure,  
not even from someone with the institutional weight of a king. He returned home to 
Gothenburg – and continued to write as he had done before.

When the Swedish ”Publicistklubben” in 1939 was to elect a new chairman, 
segerstedt was asked if he would consider candidacy. He said yes, but received a 
 letter from the chairman of the nominating committee requesting him to withdraw 
his candidacy as it would be perceived 
as if the club was taking a stand against 
 Germany. segerstedt refused to with-
draw his candidacy and lost the election 
to an  editor who was comfortable with 
the government’s appeasement policy, 
and who believed that freedom of speech 
should be handled with “sense” and not 
be “abused”.

When the swedish society of authors in 
October 1940 invited Publicistklubben 
and the swedish national union of jour-
nalists to be co-organisers of a meeting to 
protest against the government’s censor-
ship (which incidentally had resulted in 
246 newspaper confiscations), both gave 
a firm no in reply. 

However, history does repeat itself. 
When the swedish artist and art critic 
Lars Vilks gets his house arsoned and he himself is attacked by a crowd of islamists 
during a  lecture at the university of uppsala, it is met with a deafening silence from 
the  swedish press and swedish politicians, until sydsvenska Dagbladet in an editorial 
asks what on earth is happening. Prime Minister Fredrik Reinfeld is silent, there is 
not a sound from Mona sahlin, while Publicistklubben, whose primary goal is to safe-
guard freedom of print and expression, choose to criticise – not the islamist attackers, 
Allah’s hooligans, but Lars Vilks.

Torgny segerstedt died on 31st March 1945. He wrote his last article on 14th March. 
This is how it ended: “The struggle between these two, personality and herd mentality, 
will continue till the end of time”.

Quisling visiting Berlin: ”I am Quisling.” ”And your name is?”  
The famous anti-Nazi cartoon by Ragnvald Blix (published under the  
pseudonym Stig Höök) was first published in Torgny Segerstedt’s news-
paper Göteborgs Handels- och Sjöfartstidning.
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”Ownership must ensure 
freedom and independence 

of Schibsted’s media”

Tinius Nagell-Erichsen

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  
con tinued 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.
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Eu/EEA competition law. For-
merly employed by the Attorney 
General (Civil Affairs) (1993-
2001.) 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  
norwegian Complains Board for 
Public Procurement.

Per Egil Hegge 
 Member of the Board

Employed with Aftenposten 1962-
2005. Twelve years as foreign 
corres pondent in London, Moscow  
and Washington D.C. Editor of 
A-Magasinet 1984-1988. Cultural  
Editor 1992-1998. 15 books, 
including bio graphies of Otto 
sverdrup, Fridtjof nansen and 
King Harald V. The narvesen 
prize in 1969 and Riksmåls-
forbundet’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).

Kjersti  
Løken  Stavrum
Deputy Member of the Board

since 2005 editor of Aftenposten 
responsible for the supplement 
A-magasinet and the evening 
paper Aften. Former editor-in-
chief of the weekly magazine 
KK 2001 – 2004. Journalist and 
various managerial positions in 
Aftenposten 1991 – 2001. Leader  
of the Oslo Association of  
norwegian Editors. Board member  
of the international newspaper 
Marketing Association (inMA). 
Bachelor’s Degree from university 
of Oslo and Manchester Metro-
politan university, specialising in 
political science, economics and 
history.

The trust board
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Articles of Association 
for The Tinius Trust

§ 1 Trust name
The name of the trust is “stiftelsen Tinius”.

The Board of Directors represents the Trust 
 externally. 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 42 862 184.

§ 3 Objective
The Trust is the owner of the four voting A shares 
in Blommenholm industrier As. The Trust shall 
manage these shares 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 
 subsi diaries 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.

§ 4 The Trust Board
The Trust Board consists 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 
 automati cally 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. 

The Board elects its own 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.

§ 6 Auditor
The auditors are elected by the Board.
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Directors’ report 
for 2010

The objective of the Trust; The Tinius 
Trust controls the largest block of shares in the 
schibsted group. The Trust was established by 
Tinius nagell-Erichsen in 1996 and has a  capital 
base of nOK 42,8 million. The Trust owns the 
four voting shares in Blommenholm industrier 
As, which, in turn, owns 26,1 per cent of the  
shares in schibsted AsA, making it the largest 
share holder in the group.
Amendments to the articles of association of 
 schibsted AsA require a three quarters majority, 
and, again according to the articles of association, 
no single shareholder can own, or vote for, more 
than 30 per cent of the shares. The articles of asso-
ci ation of schibsted AsA stipulate that decisions of 
significance within the subsidiaries of the Group 
require a three quarters majority at the annual 
general shareholders’ meeting of schibsted AsA.
As long as the 26,1 per cent block of shares 
remains consolidated, the provisions in these  
articles will ensure decisive influence on part of 
the Trust in schibsted AsA.
The articles of association of the Tinius Trust 
oblige the Trust to ensure that the schibsted 
Group will continue to be run in accordance with 
the editorial and business guidelines prevailing to 
date. Editorial independence shall be the guiding 
principle for all media and publications owned by 
the Group. its publications are obliged to strive 
for high quality and honesty, and to defend values 
such as religious freedom, tolerance, human rights 
and democratic principles. similarly, the Trust 
has an obligation to work for the long term 
 healthy financial development of the Group.
When Media norge was established in June 
2009, one B share in the Aftenposten news-
paper was transferred to the Trust, at no cost, for 
the  pur pose of strengthening Aftenposten’s local 
roots as well as the position of the editor-in-chief. 
This will ensure that any changes in the statutes 
of Aftenposten, as well as the appointment of any 
editor-in-chief, require the approval of the Tinius 
Trust.

Operations in 2010; in 2010, the Board of 
the Trust comprised Ole Jacob sunde (Chairman 
of the Board), Per Egil Hegge and John A. Rein. 
in accordance with the articles of  association, 
each member of the board has personally 
 appointed his own deputy and successor. These 
are  Karl-Christian Agerup, Kjersti Løken stavrum 
and Morten Goller, respectively.
Based on the Trust’s targets for returns on invest-
ments, time horizon, risk profile and  liquidity 
requirements, the strategic allocation of the  
Trust’s investment portfolio is to be equally 
 distributed between interest-bearing investments 
and equity investments.
Throughout 2010, the portfolio held more equity 
investments than the strategic allocation envisages. 
This, as well as satisfactory returns on the selected 
fund investments, contributed to an investment 
portfolio return of 9.6 % or nOK 4.5 million.
Profits for the year are nOK 2.6 million. The 
Board believes that the annual accounts provide 
a true representation of the Trust’s assets and  
liabilities, financial position and operating results.
in 2008, Arne Krumsvik was awarded the Trust’s 
media research scholarship. The scholarship 
runs for three years. Krumsvik will carry out 
 research into the conditions that affect freedom of 
speech with special emphasis on concentration of 
ownership and technological development.
in 2009, The Tinius Trust set up the www.tinius.com  
website. During the course of 2010, the website 
was developed further in order to create a forum 
for media development. The Trust has appointed 
Eivind Thomsen to be editor of www.tinius.com.
The Trust’s solvency is strong, and the annual 
accounts have thus been based on the assumption 
of continued operations.
in 2010, nOK 100,000 were paid in fees to  members 
of the Board. The auditor’s fee amounted to nOK 
27,500. The Trust has no employees, adheres to 
the principles of equality between the sexes and 
does not pollute the external environment.

Oslo, April 13th, 2011

 Ole Jacob Sunde Per Egil Hegge John A. Rein
 Chairman of the Board Board Member Board Member
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The Tinius Trust
Balance Sheet at 31.12

The Tinius Trust
Income Statement 1.1 – 31.12

 notes 2010 2009
OPERATING EXPENSES
Other operating expenses 2, 3 (1 327 536) (913 135)
Total operating expenses  ( 1 327 536) (913 135)

Operating profit (-loss)  (1 327 536) (913 135)
  
FINANCIAL INCOME AND EXPENCES
interest income, bank  4 117 1 937
interest income, fixed income funds 1 026 493 1 119 061
Realised gains (-losses) on secutities 614 299 (4 638 976)
Foreign exchange losses  (9 411) (142)
unrealised gains (-losses) on securities 3 102 121 11 933 804
Total Financial Items  4 737 619 8 415 684

Donations 7 (800 000) (800 000)

PROFIT (-LOSS) FOR THE YEAR 2 610 083 6 702 549

ALLOCATION OF ANNUAL PROFIT (-LOSS)
Transferred to equity 6 2 610 083 6 702 549
Total transfers  2 610 083 6 702 549

 notes 31.12.2010 31.12.2009
ASSETS

NON-CURRENT ASSETS
Financial fixed assets
shares in Blommenholm 4 30 004 30 004
industrier As
share in Aftenposten 4 1 0
Total non-current assets 4 30 005 30 004

TOTAL FIXED ASSETS  30 005 30 004

CURRENT ASSETS
Receivables
Other receivables  0 99 301
Total receivables  0 99 301

Financial current assets
Mutual funds 5 24 689 108 22 040 159
Hedge funds 5 4 980 618 4 707 002
Bond funds 5 17 603 586 17 333 851
Money market funds 5 3 572 372 4 167 658
Total financial current assets  50 845 684 48 248 670

Bank deposits, cash, etc.  215 197 179 297

Total current assets  51 060 881 48 527 268

TOTAL ASSETS  51 090 886 48 557 272

EQUITY AND LIABILITIES

EQUITY
Paid-in capital
Capital base 6 42 862 184 42 862 184
Total paid-in capital  42 862 184 42 862 184

Retained earnings
Other equity 6 8 162 986 5 552 903
Total retained earnings  8 162 986 5 552 903

TOTAL EQUITY  51 025 170 48 415 087

LIABILITIES
Current liabilities
Other current liabilities  65 716 142 185
Total current liabilities  65 716 142 185

TOTAL LIABILITIES  65 716 142 185

TOTAL EQUITY AND LIABILITIES 51 090 886 48 557 272

Oslo, April 13th 2011

 Ole Jacob Sunde Per Egil Hegge John A. Rein
 Chairman of the Board Board Member Board Member
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Notes to the profit and loss statement 2010
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 
are comprised of items receivable within one year. Long term and short term liabilites are classified according to the same criteria.

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.

Tax
The Tinius Trust is not liable for taxes according to norwegian Tax Law (skatteloven § 2-32).

NOTE 2 – OTHER OPERATING EXPENSES
    2010 2009

Auditor’s fee, incl. vat   27 500 27 500
Other expenses   1 300 036 885 635

Sum   1 327 536 913 135

NOTE 3 – WAGE COSTS
The Tinius Trust does not have any employees. The board of directors received a remuneration of nOK 100.000 in 2010.  The trust 
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 – FINANCIAL FIXED ASSETS
Shareholding in Aftenposten AS
The Tinius Trust owns the sole B-share in Aftenposten As. According to the articles of association of Aftenposten As, the Tinius Trust, 
as a B-shareholder, may provide advice and comments to the editor-in-chief on matters relating to the company’s editorial foundation 
and which otherwise are included in the Tinius Trust’s mission statement. in addition, the appointment of the editor-in-chief needs the 
approval of the B share. The B-share does not confer a right to any dividend payments.

Shares in Blommenholm Industrier AS
The Tinius Trust owns all 4 A-shares in Blommenholm industrier As. shares in Class A confer entitlement to a vote at the annual   
general meeting. shares in Class B confer no voting rights. Otherwise, all shares confers the same entitlements within the company.

NOTE 5 – FINANCIAL CURRENT ASSETS  Acquisition Market
Investments    cost value

Mutual funds  20 609 297 24 689 108
Hedge funds  4 137 302 4 980 618
Bond funds   17 246 638 17 603 586
Money market funds   3 541 035 3 572 372

Sum financial current assets   45 534 272 50 845 684

NOTE 6 – EQUITY Capital  Retained  Total 
Equity Base earnings equity

Equity 01.01.2010 42 862 184    5 552 903    48 415 087
net profit for the year  2 610 083    2 610 083

Equity 31.12.2010 42 862 184    8 162 986 51 025 170

NOTE 7 – GRANTS
in 2008, a media research scholarship was granted from the Tinius Trust to a researcher at the university of Oslo. The scholarship runs 
for 3 years at a value of nOK 800,000. 2010 being the second year.
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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 42,862,184. nagell-Erichsen 
trans ferred the four voting shares 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 Trust owns more than 25.0 per cent of the shares outstanding, these  
provisions give the Trust 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  stipu lated 
in the  Trust’s Articles of Association.

www.tinius.com
www.tinius.com is The Tinius Trust’s website. The website will try to reflect the 
develop ments in the newsmedia industry, – which is changing rapidly. This will be 
done by blogs – and links to noteworthy comments from media observers, as well as 
by twitter feeds.

Over the last few years – the annual reports have included interesting essays about  
the role of journalism, the state and development of the newsmedia, – and the 
changes that the industry is facing. 

All these essays can be found at http://www.tinius.com/en/annual_reports/

The signature on the front page of the annual report is Tinius nagell-Erichsen’s own handwriting 
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