Sanoma

MAGAZINES

CAPTURING CONSUMERS WHERE EVER THEY ARE

EIJA AILASMAA
PRESIDENT AND CEO, SANOMA MAGAZINES

SANOMA CAPITAL MARKETS DAY
12 OCTOBER 2009



IN MAGAZINES.

IN DIGITAL MEDIA
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#1 in magazines
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The Netherlands
#1 in magazines
#1 in digital media

Czech Republic
#4 in magazines
Slovakia
#1 in B2B magazine

Hungary
#1 in magazines
#1 in digital media

Croatia
#2 in magazines

Serbia
#2 in magazines

Bulgaria
#1 in magazines
#1 in digital media



§3 SanomalMagazines

BELGIUM

e Based in Brussels, Belgium
e CEO: Mr Aimé Van Hecke
e Net sales 2008: €223.2 million

5;1 Sanoma

MAGAZINES

§3 SanomaMagazines

FINLAND
e Based in Helsinki, Finland
e CEO: Ms Raili Makinen
< Net sales 2008: €205.6 million

ﬁ Sanoma

MAGAZINES

< Divisional headquarters
e Based in Amsterdam, the Netherlands
e CEO: Ms Eija Ailasmaa

§3 SanomaMagazines

INTERNATIONAL
e Based in Amsterdam, the Netherlands
e CEO: Mr Koos Guis
* Net sales 2008: €306.7 million

§3 sanomaUitgevers

Based in Hoofddorp, the Netherlands
CEO: Mr Dick Molman
Net sales 2008: €515.7 million



KEY FINANCIAL INDICATORS

Net sales 275.9 5185 -13.4 538.1 603.9 -10.9  1,246.8

Operating profit excl. major

non-recurring capital gains 31.5 Le.b -32.3 Ly n2 -1.3 139.7
- % of net sales 1.4 14.6 8.7 1.8 1.1
Operating profit 30.2 46.6 -35.1 45.8 94.7 -51.7 85.7
Capital expenditure 12.5 12.2 15 26.8
Average number of employees

(full-time equivalents) 5,611 5,520 1.7 731
Number of magazines published 306 323
Magazine copies sold, thousands 187,066 205,160

Advertising pages sold 26,284 33,155



A BALANCED REVENUE MIX

RU NL BE

B Advertising income B Single copy sales Subscription revenues Other sales
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(Revenue split based on December 2008 income)
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§3 SanomaBudapest
ilse media COMPANY

AND DEVELOPING QUICKLY
IN DIGITAL MEDIA
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DUTCH REACH (print + online): 91%

12.4 millien ef all Buteh peeple aged 13+ (seuree: STIR, NOM 2009)

FEP TS
1,135,924,000

P
572,248,000

ilse media

a Sanoma company

mOb”e sites.
YoY '07-'08 sales
growth: +18%

y 249,319,000

(Startpagina

alles op een rijtje

largest news site,
surpassing

traditional

nNewspapcel

one of the most

popular Dutch
sites, offering a
complete topical
overview (link
directory) with
>5,800 thematic
daughter pages

unique reach

8,801,000

unique reach

4,625,000

4,595,000

OZPESES
33,598,000

SchoolBANK

e 2
27,516,000

K@ESKEURIG

largest price,
product and shop
comparison site

classmates
reunite at one of
the most popular
social networks;
paid content

model

1,893,000

overzicht.nl,

overview of the

most popular
Startpagina
daughters

unique reach
1,590,000
815,000

unique reach

1,762,000



ONLINE REACH IN HUNGARY AND BULGARIA

§3 SanomaBudapest

COMPANY

Hungarians who use the internet weekly:

4.5 million (= internet penetration of 52%)

Combined reach Sanoma Budapest sites:
72% of all users
(source: Webaudit Stat, August 2009)

Bulgarians who use the internet:

3,2 million (= internet presentation of 42%)

Combined reach Netinfo sites:
75% of all users

(source: Nielsen Online, August 2009)



MAGAZINES ARE MORE THAN MAGAZINES

websites 'radio

mobile database marketing i /
readers’ events ‘ TV y

joint promotions specials

books / aggndas discount cards

.'.merchandising”



DIGITAL SCOPE OF MAGAZINES+

segments IP media Features

focus on inspirational adding additional services,
and aspirational content video content, UGC features
etc.




SCOPE OF DIGITAL MEDIA

general
algorithmic search: (e.g. Google)
- . HORIZONTALS navigation based on key words (automated selection)
(i];?:;/_lgat_loorhr general navigation  contextual search: (e.g. Startlap, Startpagina)
: .w;ygﬂg)_ navigation based on looking around (self-selection)

comparative Search: (e.g. Kirakat, Kieskeurig)

VERTICALS - navigation based on comparison of rich content
thematic navigation

inspirational Search: (e.g. travel, cars, parenting)
and content content and navigation around core themes

destination
(‘getting content

you want') DESTINATIONS mass Destination: (e.g..NU.nI; Hgves)
et on e general themes attracting large audiences
specific Destination: (e.g. Sandcastles.com)
Specific specific themes attracting niche audiences

Sanoma Magazines Video Player

O VAT 3




The recession
is likely to continue to have
a pressuring effect on the economic development

in the coming year(s)



MAGAZINE CIRCULATION SALES
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MAGAZINE ADVERTISING SALES
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Source: PwC Global Entertainment & Media outlook 2009-2013



2.500

2.000

1.500

EURmM

1.000

500

1.747 1.723 1.771

2.273

1.978

2008 2009 2010 2011 2017
® The Netherlands ™ Finland W Belgium MW Russia
B Hungary M Czech Republic ™ Romania

Source: PwC Global Entertainment & Media outlook 2009-2013 Online advertising sales forecasts include search, display, classifieds and video/other



KEY STRATEGIC THEMES
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DRIVING OPERATIONAL EFFICIENCY

e Closing loss-making titles without short-term turn-around potential

e Moratorium on new launches

e Total number of FTE - ultimo:
6,100 Acquisitions: End of 2008: 5,900
Net Info, + 130 FTE
6,000 Lux Media, + 56 FTE /

Autotrader, + 60 FTE

5,900

5,800

End of August 2009: 5,331
5,700 ‘

5,600

E(F|[F|1 Cc I E|NC]Y

5,500
5,400

5,300



DRIVING OPERATIONAL EFFICIENCY

e Initiating several cost savings programmes, e.g.:
e Project Anders/Belgium:
e Savings target €12 million, 69 employees (>10%)
e Finland:
e Restructuring media sales / marketing
e Netherlands:
e Closing FELICITAS hostess service, 163 employees

e All print activities bundled in Sanoma Uitgevers

%EAFLFAI jc V/E|NjC)Y

e All digital activities in Sanoma Uitgevers Digital

e Reduction of corporate brands to two



DRIVING OPERATIONAL EF

e Sanoma Magza Centre

e CANALIS: WA J and N
e PPG Group: collective procure ape 0 goods and serviees
e SISU: SAP integration projeg

e Shared advertising systen;



BUILDING BRIDGES BY BUILDING CAPABILITIES

Our strength comes from working together and learning from each other

e Strategic Leadership Programme

e Brand project

 Digital media organisation and projects




CAPTURE CONSUMERS WHERE EVER THEY ARE

BRI

custom media

STRONGS. 1"
iNCHARGE! |

i Shiktn

MICHAEL
FOREVER

hype
publishing

women’s portals

mobile media & IPhone apps
advertising






