- EDITORIAL SKILLS DEVELOPMENT -

EVERYONE IS A WINNER WITH EDITORIAL

PARTNERSHIP

Familjeliv’'s partnership with several morning newspapers is one of the best examples of editorial partnership within

the Stampen Group.

“It is important to create a situation where all parties are winners, and that is precisely what we have achieved,” says Anna
Holmquist, editor-in-chief of Familjeliv, which is part of Stampen Media Partner, a business area in the Stampen Group.

Over the past
few years, the
interactive
meeting place
Familjeliv.se
has experi-
enced impres-
sive growth.
With more
than 400,000
unique visitors
per week, the
site is the largest in the Stampen sphere. It
is also twice the size of its nearest competitor.
Being the leader in a specific segment
means that the advertisers want to be seen
on Familjeliv.se, and the site is in the black.
The rapid growth can be explained in
part by the expanded collaboration with
Stampen’s morning papers. TTELA, Bohus-
laningen, Nerikes Allehanda and Vestman-
lands Lans Tidning were the first to collab-
orate with us on the Internet. At that point,
we were already working in partnership
with GP on articles in the printed paper.
Today, Familjeliv.se provides material for

Anna Holmquist

13 of the group’s newspapers and websites.

“The needs of the newspaper vary, but we
have learned over a period of time how to
quickly improve our partnership with a
specific morning newspaper,” says Anna
Holmquist.

During the autumn, Familjeliv.se carried
out an survey of what content was in most
demand among the newspapers and their
readers.

“There are two dominant types of material.
Tips and advice on parenthood and every-
thing related to this works best. But articles
covering somewhat sensitive subjects also
work extremely well. These two types of
articles are also an accurate reflection of the
content of the Familjeliv forum, where visitors
discuss both practical parenthood issues, as
well as issues which they would not discuss in
public. Forum membership is anonymous,
which means that people feel safe to discuss
sensitive parenthood and family life issues
as well.”

A significant proportion of Familjeliv’s
editorial material is based on user-generated
content from the site.

“For journalists, it is extremely instructive to
work with Familjeliv.se. Our starting point is
often issues discussed by visitors, and this
makes the work of covering relevant issues
much easier. It also makes it easier to cover
an issue in greater detail, in a way which
attracts readers.

“It is immediate journalism which I'm
convinced that most journalists and editors
would benefit from trying. One example is
how we acted when the fear of swine flu
started to spread. Many parents were ex-
tremely worried and confused about what
action to take, and they expressed their
concerns on Familjeliv’s forum. We invited
a specialist in infectious disease to chat to
our readers, and this provided excellent
material for an article covering the most
frequent swine flu-related questions.”

Anna Holmquist is convinced that social
media in general, and not least interactive
meeting places, will have a fundamental
impact on journalism. Readers’ needs and
demands will increasingly govern develop-
ment and will set the agenda for what is
important and affects people.



- BUSINESS -

MKTMEDIA FOCUSES ON BUSINESS
DEVELOPMENT

For the development company Mktmedia, last year was dominated by the launch of two major infrastructure projects,

Mktwebb and Mktmobil.

“We have now established a foundation which will allow joint development of new business models and new ways to
generate revenue. 2010 will be a year of investment in searchability, relevance, new partnerships and collaboration

on content and services,” says Hanna Konyi, business development manager for Mktmedia.

The jointly-
owned develop-
ment company
Mktmedia and
its subsidiary
Adeprimo play
akeyrole in
the Stampen
Group, since
they ensure
that all stake-
holders and
partners are able to make the most of the
new opportunities offered by digital infor-
mation channels.

“An extensive effort was made to implement
Mktwebb, and Mktmobil is now being rolled
out. Mktmedia’s organisation has been slim-
med down, and with five staff, our most im-
portant task is to manage joint processes.
We will now be working in partnership with
each newspaper and media company to come
up with ideas on how we can generate busi-
ness by using the new publishing channels,”
says Hanna Konyi.

Hanna Konyt

Special development advice and inspira-
tional days play an important part in moving
the development and the actual use forward.

“We want at all costs to avoid new technical
platforms being introduced, only for further
progress to come to a halt. To avoid this, we
encourage local initiatives and partnerships
with the readers and advertisers of individual
newspapers. Such initiatives result in new
knowledge and generate business which
benefits the whole group.”

According to Hanna Konyi, it is essential
to focus on new business models.

“We are facing a cultural shift and a new
user pattern. To succeed in digital business,
we must have the courage to adopt a different
approach. A deciding factor, for example, is
the extent to which we allow readers access
to our online newspapers and digital meeting
places. This is how we create involvement
and activity.

“We must focus on improving our reach and
on generating relevant traffic. If we succeed
in this, we will also be able to meet the de-
mands of both local and national advertisers

who want to get in touch with specific cus-
tomer categories and target groups.

“Right now, we are only just starting the
work of taking position in search words and
relevance, which are areas which we believe
have the potential to generate new revenue.
We are grateful for any new ideas and views
expressed by our partners. It is then Mkt-
media’s task to develop and realise the ideas
in partnership with the staff at the news-
papers, to ensure that they are commer-
cially viable.”

Hanna Konyi previously worked as busi-
ness development manager at GP. A year
ago, she was offered the same position at
Mktmedia.

“I have the best job in the world, which pro-
vides me with the opportunity to work with
a large number of skilled, committed and
innovative individuals within the Stampen
Group. In my view, we are now fully prepared
to defend and develop our role as the leader
at local level, irrespective of media.”

MOBILE BUSINESS CONCEPTS
GENERATES NEW REVENUE

In general, the daily press and other media players have not been able to charge for the editorial content on their
websites. Mktmedia’s mobile platform now provides new opportunities to generate revenue.

“This is a great
opportunity to
generate in-
come from the
mobile busi-
ness concept,
and I believe
that we are a
world-leader
in the develop-
ment of new
services based
on our mobile platform,” says Jan Laurén,
the person responsible for mobile develop-
ment at Mktmedia and Adeprimo, without

Jan Laurén

even a hint of typically Swedish false modesty.

Perhaps the reason for this is that Jan
Laurén was born, brought up and still lives in
the Finnish town of Waasa, and speaks with
a pleasant Finnish-Swedish lilt. But above all,
he has a solid background in and experience
of editorial and commercial mobile commu-
nication. In 1999, he was already in charge of
the development of mobile services on behalf
of the Vasabladet newspaper. Jan Laurén has
been associated with Mktmedia for a couple of
years now, and is in charge of the development
work carried out by Mktmedia’s subsidiary,
Adeprimo, as well as its office in Waasa and
five members of staff.

According to Jan Laurén,

mobile services offer several

benefits:

- It is the most personal of channels.

- High accessibility - carried in
every pocket.

- Is the fastest two-way channel.

- Established willingness to pay.

- Straight-forward payment

facilities.



“The first paid-for newspaper SMS service
was launched in 2002. There are now around
a hundred mobile services available, but
most newspapers only utilise a few.

“Our work has focused on creating new
services for both local and national markets,
based on a common technical platform
which connects the Internet and mobile
phones. We aim for the consumer market,
but can also offer exciting B2B solutions.

“The most important difference compared
with traditional newspaper revenue in the
form of subscriptions and advertising is that
the revenue from mobile services involves
smaller individual amounts, but also the
potential of a much larger number of people
paying these amounts. It is a clear case of
‘every little bit helps’,” says Jan Laurén.

2009 saw the launch of a special mobile
shop, where the Stampen Group newspapers
provide a large number of services and appli-
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cations for users to choose from. Functions
include competitions, discount coupons,
greetings, readers’ photos and polls. The
mobile shop also offers users the opportunity
to establish their own customer club.

“A major benefit is that we can offer the
newspaper’s customers and advertisers spe-
cially-tailored campaigns aimed at a selected
segment. This makes for more accurate com-
munication which has a much better chance
of reaching its chosen target group,” explains
Jan Laurén.

Mktmedia recently succeeded in negoti-
ating a much better operator contract. The
contract means that the newspapers will
benefit from a much improved distribution
of revenue.

“We convinced the operators that our
new services will be able to generate high
levels of traffic to our mobile platforms,
and that we would find better revenue dis-

MOBIENTO EXCITED ABOUT
MOBILE MARKETING

The acquisition of Mobiento is one of the most exciting ones for the Stampen Group in recent years. The company is

tribution facilities a more motivating factor.
Reduced charges with increased traffic ben-
efit both the operators and our business in
the long term.”

A sure sign that Mktmedia is heading in
the right direction is that the mobile business
concept and new services have attracted in-
terest abroad.

“We are well on the way to negotiating with
other Nordic media companies, including
Polaris in Norway and HSS Media in Finland.
But we have also been approached by players
from outside the Nordic region. It is too early
to say what deals this may result in, but it is
certainly a sign that our investment is start-
ing to generate a result,” says Jan Laurén.

one of the most widely recognised and successful companies in the mobile marketing industry.

It is no exag-
geration to say
that Mobiento’s
reputation is
greater than
the operation
itself, even
though the
company has
experienced
excellent
growth since
its inception in 2001. Last year, when media
companies were fighting tooth and nail to
avoid losses, Mobiento increased its sales
by 35% and recruited several new members
of staff.

With sales of more than SEK 26 million
and 25 staff, Mobiento is a leading player in
the Nordic region, although there are, of
course, larger companies on the international
scene. Even so, Mobiento’s successful cam-
paigns have attracted a great deal of global
attention. Mobiento is, for example, a three
times winner of the most prestigious competi-
tion in the industry, the MMA Global Awards
in Los Angeles. In 2009, the company was
awarded for its Adidas campaign in the Dis-
play category. In 2006, the winner was an
assignment carried out by Mobiento on be-
half of H&M, while the 2007 award went to
the Mobilsupporter campaign on behalf of
Médecins Sans Frontiers. Mobiento’s cus-
tomers include strong brands such as Volvo,

Per Holmkuvist

Amnesty, Coca-Cola, Vattenfall and AMF.

When asked what the secret behind
Mobiento’s success is, founder, shareholder
and CEO Per Holmkvist comes straight to
the point:

“We really believe in what we do, and we
spotted the potential of mobile marketing
at an early stage. We also have a great mix
of people in the company. We have several
creative marketing specialists, as well as
engineers who can make the creators’ ideas
reality.

“Many companies in the industry are
governed more by technology, and this
means that their customers’ campaigns do
not have the same impact that we manage
to achieve. At Mobiento, we firmly believe in
creative and professional productions, and
we have solid experience of this. Overall, we
have produced more than a thousand mobile
projects and campaigns since the company
was set up.”

Stampen Media Partner, a business
area within the Stampen Group, acquired
Mobiento by purchasing the Norwegian
company’s Edda Media’s holdings in sum-
mer 2009.

“Edda Media, like Stampen, is a major
player in the local newspaper market, but
that is where the similarities stop. The excit-
ing thing about Stampen is its strong invest-
ment in the digital media, and that it has
experience of working with companies
managed by entrepreneurs. This applies

particularly to business area Stampen Media
Partner,” says Per Holmkvist.

“Although the ‘marriage’ with Stampen is
only six months old, we have already started
a number of exciting partnership projects.
This includes Mobil Bazar, a project we've
developed in partnership with Mktmedia’s
subsidiary, Adeprimo.”

At present, Mobiento has offices in Stock-
holm, Oslo and Copenhagen, and plans for
expansion are in the pipeline.

“Small companies managed by entrepre-
neurs find it difficult to establish themselves
in new markets without access to capital.
But with Stampen’s backing, new opportu-
nities to grow on the international market
are presenting themselves.”

It is difficult to predict to what extent
mobile marketing will take further market
share. But what is quite clear is that many
popular brands are now using this channel
to create relationships with their customers,
deliver special offers or invite people to take
part in competitions.

“2007 was a breakthrough year for mobile
marketing. Since then we and our customers
have benefitted further from the explosive
growth in iPhones and other Smart phones.

“As more and more communication is
handled via mobile phones, it is a natural
step for companies to invest in this area as
well. But as with all marketing, its effective-
ness depends on a suitable and attractive
content,” says Per Holmkvist.
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GP ADVANCES
ITS INTERNET -

POSITIONS

—

In the afternoon of 23 September last year, the
champagne corks were popping at GP’s central
editorial office. gp.se had finally got off the ground!
GP was the last of Stampen’s 32 newspapers to get

onboard the common Mktwebb platform.

“A much-anticipated transfer after 20 tough
months of reader surveys, drawings, user
tests and categorisation,” says Margareta
Romare, departmental manager at GP’s
digital channel editorial office, and Cecilia
Kronlein, editorial manager of GP.

The general objective with the revamping
of gp.se was to provide the website with a
clearer profile while, at the same time, im-
proving the benefits for readers and adver-
tisers. The result of this effort is a completely
new layout with top navigation, broader
columns, clearer structure and a number
of new functions and editing facilities.

“The response from readers was over-
whelming. Attractive, great colours and
much easier to find information were the
most frequent comments,” says Cecilia
Kronlein.

The transfer to the new platform, the up-
grading of the Polopoly publishing tool and
the work of redesigning the site were all
carried out in parallel.

“It certainly was nerve-wracking, but since
these three areas were all conjoined, no other
approach was possible. Another important
feature was our pre-launch training drive,”
says Cecilia Kronlein.

The training not only covered the tech-

nology and the new Polopoly 9 publishing
tool. It also emphasised “Internet thinking,”
news evaluation, interaction with readers,
how to write on the web and points to con-
sider to get to the top of search engines.
Margareta Romare and Martin Holmberg,
the project managers for the revamping of
gp.se, hosted joint seminars for all staff
working at the editorial office.

“The new website has not had a funda-
mental impact on the work of journalists,
but we wanted to take this opportunity to
streamline the approach to the Internet of
the whole GP editorial office,” says Margareta
Romare.

At Goteborgs-Posten, the print and web
organisations have been integrated. In prac-
tice, this means that everyone at the editorial
office is working with both channels, and that
the major specialist editorial offices are re-
sponsible for their own sub-sites on gp.se.

The newspaper’s cutting-edge expertise
on gp.se, GPTV (online TV) and GP Mobil
has concentrated in the digital channel de-
partment managed by Margareta Romare.

So what is the next step in the ongoing
development of gp.se?

“Right now, we are working our way
through the lists of ‘remaining items’ which
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MARGARETA ROMARE, CECILIA KRONLEIN

gp.se
Inception: 1995 (14 August).

Number of unique web readers
per week 2009: 390,000.

Most visited sub-site: Gothenburg.
Most read article in 2009: Shoot-
ing victim dies from injuries (the
fatal shooting of a young man in
the Johanneberg district of the
city, 50,000 hits).

Article attracting most com-
ments in 2009: Does Gothenburg

really need a Ferris wheel (more

than 1,300 comments).

Most viewed online TV feature in
2009: See Haga of the 1970s
(47,000 hits).




we didn’t have time to deal with before the
transfer to the new Internet platform. We
are also missing some essential functions,
including a more effective blog tool or a poll-
ing tool,” says Margareta Romare.

“An important issue for the future develop-
ment of both the Internet and mobile applica-
tions is the need for shorter lead times for
technical improvements. Changes are hap-
pening so quickly and it is, of course, essential
that we can remain at the cutting edge if we
are to attract readers and advertisers.

The most important contents issue right
now is the current separation project, i.e.
the separation of material published in the
printed newspaper and on the Internet.”

MARGARETA ROMARE, DEPARTMENT MANAGER FOR

THE DIGITAL CHANNELS
Born: 1962

Education: Gothenburg School of Journalism and degree in finance from

Gothenburg University

Career: Has worked in many different positions at GP since 1987, both as

reporter and manager
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Goteborgs-Posten, like other media compa-
nies all over the world, is currently wrestling
with the all-important issue of how printed
papers, the Internet and mobile applications
can be used best to supplement each other.
“We have readers who say that they don’t
need to read GP on the Internet, since they
subscribe to the printed newspaper. At the
same time, we also have readers on the In-
ternet who say that they don’t need to buy

the printed newspaper since they read gp.se.

We must now come up with ways to demon-
strate to both groups that they are wrong,”
says Cecilia Kronlein.

“We must show them that the content
on the different channels is not the same

Born: 1955

while, at the same time, building on the
specific strengths of each channel. We need
fewer identical double publications. When
material moves from one channel to another,
it must be refined to a much greater degree.”

Margareta Romare uses the huge concerts
at Ullevi last summer to illustrate how this
can be done successfully.

“We provided song-by-song coverage from
Ullevi. A member of staff was at the arena
and used sms to send comments on every
song. This provided us with quick real-time
reports on the Internet. The following day,
we published more traditional reviews in
the printed paper and on the website.

CECILIA KRONLEIN, EDITORIAL MANAGER

Training: Various college courses in archaeology, economics and law.

mentor programmes

Stockholm School of Journalism. Many management courses and

Career: Skovde Nyheter, Arbetet Nyheterna and GP. Local editor,

news reporter, editor, editorial manager, night-desk manager,
departmental manager for the Gothenburg editorial office, news
manager and editorial manager
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Sala, a town with a population of 21,000 sit-
uated in the province of Vastmanland, looks
beautiful in its winter finery. Sala Allehanda
is housed only a stone’s throw from the Stora
torget main square. For the local residents,
the newspaper is part and parcel of everyday
life. In December last year, Sala Allehanda
celebrated its 130th anniversary.

Whenever readers, associations or business
operators want to air their views, they turn
to their own newspaper.

“We have plenty of contacts with readers,
and they are undeniably our life blood. The
older generation of readers may well turn
up at the newspaper office when they want
answers to any number of questions. The
younger readers use the telephone, e-mail
or Internet when they want to contact us,”
says Anna Bengtsdotter, editor-in-chief for
just over a year.

This is, in other words, a historic news-
paper which has been published at different
rates of regularity since 1879. For the past
ten years, there have been three issues per
week. 6 months ago, SA also started to pub-
lish news and reader-generated material on
salaallehanda.com. As a result of this, the
Internet has taken on a new position as a
valuable publishing channel.

“Just like so many other daily papers, we
have been fighting falling sales. In the past,
we exceeded 10,000 copies, but that has now
fallen to 8,600. We saw an increase in early
2010, and believe that this is due, among
other things, to our aggressive investment
in the Internet,” says Anna Bengtsdotter.

The first Internet version was launched
at the end of the 1990s. At that time, the
website acted as a shop window, where sub-
scribers could access service functions and
an e-version of Sala Allehanda was available
for reading online.

“It was unbelievably frustrating to go
backwards. That made it even more fantastic
when we were able to launch our new site on
28 October last year. Without the backing of
Promedia’s Development Workshop and the
rest of Promedia, we wouldn’t have had the
resources to develop our own website in this
way,” says Thomas Ahlin, the webmaster
who has been working at Sala Allehanda
since 1975.

“We now have a really modern Internet
platform with a number of new functions
which we are trying to make the most of.
Visitors to the site can tweet with the news-

ANNA BENGTSDOTTER, EDITOR-IN-CHIEF
Born: 1978

Education: Reporters course at Jakobsberg
college. Political science, media and communica-
tions science and gender science

Career: Editor-in-chief Gaudeamus, the student
newspaper of Stockholm University 2005-2007,
assistant managing editor Sala Allehanda 2007-
2009, editor-in-chief and acting publisher Sala
Allehanda
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paper’s editor-in-chief. From a work point of
view, it is a huge leap forward.”

The printed version of Sala Allehanda is
circulated to around 71.5 percent of house-
holds in the area, and is part and parcel of
everyday life for most of the local population.
The challenge for the website, which has
around 3,900 unique visitors every week, is
to move on from being just a “shop window”
to becoming a digital meeting place.

“We have invested a lot in interactive dia-
logue features. We have dedicated a substan-
tial part of our website to our readers. We
have a section called “My page,” which acts as
alocal community and a meeting place on the
Internet. The watchword here is curiosity.
“Tell us” is another section with user-gener-
ated material which is also published in the
newspaper,” Anna Bengtsdotter explains.

SA currently has around 500 members of
My page and the figure is rising steadily.
There is no doubt that both the newspaper
and the website are excellent gauges of what
is happening and what interests the residents
of Sala and Heby.

When the Tell Us feature was launched
as a banner, the contract with local news
gatherers was terminated. Now anyone who
wants to can be part of the newspaper.

“We regard salaallehanda.com as a digital
market place, where SA, its readers and the
local businesses can meet for discussions
and to come up with ways to progress. Many
prominent locals are acting as bloggers, and
they attract readers and comments. At first,
we were concerned that it would just generate
a whole lot of pointless bickering, but by and
large, the content has been excellent. More
useful material than gossip,” is Thomas
Ahlin’s verdict.

With the use of joint resources, a partner-
ship has emerged between the editorial office
and the marketing department. This partner-
ship has now become a natural part of the
organisation. It is not simply an issue of how
the newspaper and website are marketed,
but also how reader-generated material is
used by the staff at the marketing department.

The editorial office has eight staff. All
are multi-disciplinary journalists who are
thoroughly familiar with all areas of work in-
volved. From text production to photography,
layout and Internet publishing. The market-
ing department has a staff of six.

“Four years ago, a decision was made that
user-generated material was to be handled

ANNA-LENA BERGDAHL, MARKETING
MANAGER

Born: 1966

Education: Upper secondary education, followed
by complementary professional education
Career: Various managerial positions in the
retail industry, private business operator, various
Board appointments in both the business and
voluntary sectors

by the marketing department. Today, this
includes material on the Tell Us page, My
Page and Picture of the Month,” says Anna-
Lena Bergdahl, marketing manager at Sala
Allehanda.

“We have a web council with representa-
tives from both the editorial office and the
marketing department, which discusses
ways in which we can improve our commu-
nication with readers via the Internet. In
this way, we utilise the different skills of
both marketing and editorial specialists.”

When the new cross-specialisation work
approach was launched, success was not
quite so obvious.

“The Internet council takes no publishing-
related decisions. The fact that the marketing
department is responsible for the user-gener-
ated material means that the editorial office
has more time to spend on chasing news and
producing in-depth material,” says Anna
Bengtsdotter.

“In addition, we are careful about not
publishing too much editorial material on
the Internet. According to our business
model, our exclusive material should be re-
served for the printed paper, while news that
we compete on is published on the website.”

The publishing strategy is clear. News pub-
lished on the Internet answers the questions
of when, where and who. How and why are
explained in the printed circulation.

salaallehanda.com
Inception: 2009.
Number of unique web readers

per week in 2009: 3,900.

Most visited sub-site: News.

Most read article in 2009: 20-year
old’s trousers found.

The watchwords of the paper should also
be emphasised: value for money, social value
and human value.

“Sala Allehanda’s role as a local newspaper
is to develop as society changes. One of our
jobs is to encourage debate and build a sense
of community in Sala and Heby. To find out
what subjects we should cover, we believe in
an intensive and honest dialogue with our
readers and residents,” Anna Bengtsdotter
concludes.

THOMAS AHLIN, WEBMASTER
INGRESSTIDNINGARNA

Born: 1959

Education: No formal education

Career: Print works employee, case department,
journalist, marketing project manager,
webmaster
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- DEVELOPING THE INDUSTRY -

FROM NEWSPAPER TO NEWSMEDIA:
REPOSITIONING FOR EXPONENTIAL TIMES

Earl J. Wilkinson is executive director and CEO of the International Newsmedia Marketing Association (INMA), the
world’s leading provider of global best practices and marketing ideas for newsmedia companies looking to grow
amid profound market change. Founded in 1930, the non-profit INMA (www.inma.org) today has more than 2,000
members from the leading newsmedia companies in 80+ countries.

A year ago,
publishers
stared over a
cliff and won-
dered whether
the end was
near for news-
media compa-
nies and the
newspapers
at the heart
of what they
produce. Surely, the “death of newspapers”
being trumpeted from amateur bloggers to
titans such as Time and The Economist was
a fait accompli.

The problem for me is that I run a non-
profit association consisting of a global elite
of newspapers, including the Stampen Group,
and my daily reading of doom-and-gloom in
name-brand magazines didn’t entirely jibe
with what our members were telling us.

I had never felt such a disconnect between
what newspaper executives were telling me
and what was being reported in the trade
press worldwide. So, I started dialing pub-
lishers. Nothing on the record. Just a chat.
What I learned was that:

» Many of the parent companies that owned
newspapers were saddled with horrible
debts from deals made earlier in this free-
wheeling decade.

« The trade press was confusing the worst
economic downturn in eight decades
with the death of newspapers. It didn’t
help that journalists were writing about
the layoffs of fellow journalists.

« There were two types of newspapers: the
recession-ridden and the debt-ridden.
And most of the debt-ridden newspaper
companies were concentrated in the
global media capitals of the United
States and the United Kingdom. The
megaphones from New York and London
accelerated the negativism worldwide.

Earl Wilkinson

One of the secrets of the global newspaper
industry is that there is an array of business
models, and some were more impacted by
the downturn than others: namely, those
dominated by advertising — specifically,
classified advertising. The newspapers that
closed were second- and third-tier news-

papers that could barely survive in the best
of times and needed to close in the worst of
times.

When you overlay trend lines such as de-
mography and literacy, broadband internet
penetration, business models, and national
cultures, we conclude that the vast majority
of the world’s 10,000+ daily newspapers will
awaken on the other side of this recession
healthy, wealthy, and wise.

So, there is no pending death of news-
papers. Such talk remains an exaggeration.
Yet that doesn’t mean newsmedia companies
are sitting on growth assets or that major
changes aren’t pending. How they respond
to the structural changes occurring in reader
and advertiser markets will determine their
success in the decade ahead.

From mass media to micro media

If digital technology provides the advertis-
ing community new opportunities, it also
provides threats. For while newspapers can
manage the slow consumer transition from
print to digital, the advertising community
has come to realize that consumers have re-
congregated in communities and segments
that defy their traditional understanding of
markets. Advertisers are beginning to panic
about this.

Newspapers must evolve if they are to sur-
vive in the long-term. Strip away the reces-
sion, and you find three eras that are passing
before our eyes, shifting in importance, yet
all still with us:

To become audience-focused means pub-
lishers must be respectful of the differences
in how audiences use platforms and interact
with content. Print can continue to be a plat-
form for those who seek deeply engaged
mass-market journalism and advertising.
The computer-based web and mobile web
are good platforms for timely news. Mobile
is a good platform for location-based news
and advertising. It’s not clear as of this
writing what the unique value of high-end
e-readers will be.

In their heart of hearts, publishers probably
would prefer to print newspapers forever. Yet
the market has another choice in mind: We
must become multi-media providers of con-
tent and audience solutions.

Advertising changes and content value
While the advertising community embraces
the idea of creating campaigns using multiple
media, it’s not yet clear whether they are
ready to deal with a “hybrid medium” — that
is, The Industry Formerly Known As News-
papers. Yet publishers are integrating their
print and online advertising sales teams to
deliver on the promise of multi-media value
under a news brand.

For much of the past decade, newspapers
have toyed with multiple media in the hopes
a synergistic approach to the advertising
community will yield incremental revenue.
These efforts have mostly failed because the
newspaper’s willingness to engage in multi-
media campaigns were rebuffed by advertis-
ing agencies and media buyers still set up to
talk only platform by platform. That is quickly
changing for the advertising community.

AGE OF MASS MEDIA in which we
talked to the forest. Think news-
papers, television, magazines,
radio, and outdoor marketing.

AGE OF NICHE MEDIA in which
we talked to the tree in the forest.
Think zoned newspapers, cable

television, niche magazines, and
niche radio.

AGE OF MICRO MEDIA in which
we talked to the leaves in the tree
in the forest (and the leaves talk
to each other). Think blogs, social
networks, SMS, magazines-on-
demand, podcasts, and e-mail.

Today’s advertising recession has spawned
another movement that will play out on news-
paper web sites worldwide in 2010: charging
consumers for online content.

Publishers have been seeking a business
model for their web sites since the mid-1990s.
Giving away content online has not only
devalued the journalism that newspapers



- DEVELOPING THE INDUSTRY -

produce digitally, but it has negatively im-
pacted print circulations.

The year ahead will mark new efforts to re-
capture some of that perceived value. Among
the ideas include pay walls, membership
clubs, donation opportunities, and the like.

Conclusion
We believe the pace of technological change
in the decade ahead will outpace what seemed
like a breathtaking pace the past two decades.
Through 2014, quiet forces will rise in impor-
tance for media companies. For example,
open source solutions will push proprietary
systems to the brink because of the rate at
which they adapt to change and innovation.
The semantic web, also called Web 3.0, will
come into public consciousness in 2011 and
transform web sites into anticipatory vehicles
for consumers.

Over the next five years, the success of

newspapers trying to become newsmedia
companies will hinge on how they confront
the titanic shift of consumer reading prefer-
ences to digital formats — computer, mobile,
e-reader, and platforms we cannot yet im-
agine. Can publishers create market value
by managing audience segments that prefer
certain content on certain platforms?

One of those platforms will remain print,
which delivers deep engagement, deep loyalty
and passion, a canvass of emotion, and a tan-
gible influencer of society. Yet publishers in
mature advertising markets realize that print
will evolve from our industry’s entire value
proposition to a niche among a growing
number of platforms to deliver content for
splintering audiences.

As for the coming year, INMA believes
2010 will bring tepid economic growth in
Western countries and more robust recovery
in much of Asia and Latin America. Classi-

fied advertising categories will return un-
evenly, and we will see this year the degree
to which migration of classifieds to the inter-
net occurred.

I predicted in early 2009 that there was no
pending death of newspapers, as was widely
reported. And despite a torrent of critics to
the contrary, my predictions proved true.

Trust me on this next prediction: Techno-
logical advances will re-order how news is
consumed and audiences are organized, and
this will fundamentally change the news-
media company’s role in the decade ahead.
We are looking at the final moments of danger
and opportunity in The Great Recession — and
the clock is ticking. What are you willing and
able to do to beat the clock in 2010?

By Earl J. Wilkinson

This is an extract from a longer article.
Read the full article at www.stampen.com
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Volvo and GP have worked in close partner-
ship with each other for many years. But
special circumstances led to Volvo and GP’s
parent company, Stampen, testing a new
strategy to increase the impact through the
purchase of media space and payment only
once the desired effect had been achieved.

Autumn 2008 was a tough time for Volvo
Cars. The bankruptcy of Lehman Brothers
on 15 September was the start of the financial
crisis, and the media criticised Volvo heavily
for only producing gas guzzlers.

“This image was far from correct. In a
very short space of time, Volvo had devel-
oped a range of eco-friendly models; the
DRIVe range consisting of three lean diesel
versions of the C30, S40 and V50. We were
now in sore need of changing the public per-
ception of Volvo, and of refocusing attention
on DRIVe,” says Bengt Junemo, PR manager
for Volvo Cars.

Taking back the initiative was so important
that a planned campaign for the completely
new model, the XC60, was shelved in favour
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of the environmental investment.

“We only had ten days in which to pro-
duce a new campaign. Forsman & Bodenfors
did a superb job on our behalf, but we also
needed a great deal of media space to ensure
that the campaign had an immediate and
lasting impact.”

“Lars Rundblom and I had discussed
payment models based on actual effect and
delivered value. We were now ready to test
it, and during this period, the Stampen
staff at Customer Focus acted almost as
part of our marketing management. This
lent an extremely open and successful air
to the partnership.”

Stampen’s proposal was to extend a
national campaign with adverts in local daily
newspapers and on the Internet, and also to
use online TV. The objective was to change
people’s perception of the Volvo brand, im-
prove knowledge, attract visitors to car show-
rooms and to sell cars.

“Before the start of the campaign, to ensure
that our efforts would have the desired effect,

we carried out surveys in two regions where
Stampen is not represented by local news-
papers,” explains Lars Rundblom, the then
CEO of GP who since last spring has been

the new marketing director of Stampen.

And the result?

“Above expectations. We noted increased
sales. Not only of the DRIVe models, but at
least as much for the whole range. It shows
that the campaign attracted people to our
car showrooms. The initial campaign, as
well as the follow-up, changed Volvo’s image.
We sent out the message that we can offer a
number of exciting, eco-friendly alternatives,
says Bengt Junemo.

For Stampen, the partnership proved that
the new business model works.

5

“In our role as a major media player, we
must have the courage to think along new
lines. Traditional business models are not
enough when the industry is undergoing a
structural change and our customers demand
that their investments should have the desired
effect,” says Lars Rundblom.
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“The response from our major customers
is very good when we tell them that we are
prepared to accept a greater risk should the
desired result fail to materialise, but also
expect to be paid more should our channels
deliver above expectations.”

Another benefit of effect-based pricing
models is that the price can vary depending
on who the customer is and what role the
advertising is expected to play. It does, how-
ever, require a transparent relationship and
the ability to agree on how the effect is to be
measured and valued.

“Together with Volvo, we got off to a fan-
tastic start, not least at a local level. Stampen
can offer an excellent blend when national
campaigns are followed up by local initiatives.

“In 2009, we carried out five major assign-
ments based on the new model on behalf of
strong brands such as Siba and Folkspel.
We have now picked up the pace and have
been approached by, as well as have our-
selves approached, several national brands,”
confirms Lars Rundblom.

Customer focus

One of Stampen’s five prioritised focus areas is Customer Focus. The concept
means more than focusing on customers. We want to move away from being a
supplier of advertising space to becoming a partner with whose help customers
can generate real value over a period of time.

In concrete terms, Customer Focus involves creating completely new business
and payment models for our business customers - models which create joint
risk-taking with the aim of providing opportunities to generate even more income.
Through more in-depth partnership, we generate values which ensure that
communication and advertising have lasting effect throughout the economic
cycle, effect-based pricing models, flexible compensation models and the
creation of mutually beneficial strategic relationships.

23



- DEVELOPING THE INDUSTRY -




- DEVELOPING THE INDUSTRY -

V-TAB BROADENS ITS RANGE AND
STRENGTHENS THE BRAND

The media landscape is being redrawn at an amazing rate. Despite the turbulence, V-TAB continues to take
market shares, broadening its offer and delivering a significant profit despite the tough economic times.
“The V-TAB organisation is incredibly effective. Now we are aiming to add content to the brand itself and
make it well known to a broader circle than our established customer contacts,” promises Urban Mattsson,
the new marketing manager, who took over in autumn 2009.

It has been an eventful year for V-TAB. As
the largest printing group in the Nordic
region, with 11 plants and 850 staff, it was
bound to notice the downturn in the media
market. Customers were cutting back on
the number of pages in their newspapers
and magazines, and in some cases, the
publishing rate was also affected. In other
words, the group was experiencing the usual
and fairly familiar signs of a recession. But
from a marketing perspective, the downturn
in the economy also generated opportunities.

Many players, not least in the retail and
specialist trade, are reviewing the amount of
business generated by direct marketing. In
some cases, direct advertising is being aban-
doned in favour of other channels.

“V-TAB experienced a minor downturn in
DA during the year, but we saw a rise in the
number of DA assignments at the end of
20009. I believe that investment in DA will
return, but also that the trend of more sup-
plements in the daily press which we have
seen over the past several years will grow
stronger. This includes both supplements
with adverts and supplements with editorial
content,” says Urban Mattsson.

V-TAB'’s strong position and impressive
cash reserves helped the company to make
the most of the opportunities that always
arise in tough financial times. When the
highly-reputable printing company Svenska

Tryckeentralen (STC) was declared bankrupt
on 7 December, V-TAB was in a position to
take over and continue the operation within
a week. The deal means that V-TAB can now
offer heatset printing at the plant in Séder-
tédlje and a combination of web offset and
book printing in Avesta.

“V-TAB has long aimed to broaden its
operation and its range. Perhaps the most
popular individual production printed by
STC, now V-TAB, is DI Weekend, which has
been an incredible success on the market.”

“I am convinced that the success of DI
Weekend has resulted in an increasing
number of customers asking for heatset
print for their supplements. Although it is
more expensive than traditional newsprint,
it also bring huge improvements to the prod-
uct and the content.”

It would, therefore, not come as a surprise if

this trend was to grow stronger in future years.

But even with traditional newsprint, it is
possible to create excellent printed copies.
The proof of the pudding is V-TAB’s plant in
Visteras which landed first prize in TU’s
competition for Newspaper Printer of the
Year. And the fact that the printing group
maintains a high and even quality through-
out its plants was confirmed by the fact that
V-TAB’s Norrtilje and Orebro plants were
also nominated.

“Our strategy has been very clear in the

areas of quality and the environment. All
our plants are certified in accordance with
1SO 9001 and 14001.

Quality, the environment and flexibility
have also been key words in the planning of
V-TAB’s new print shop. An ultramodern plant
which will come on stream in the spring.

“We have listened carefully to our cus-
tomers’ wishes when planning the plant in
Landvetter. As the economic cycle recovers
for the media industry as well, we will be
in a position to offer services from what
is perhaps the most modern print shop in
Sweden,” says Urban Mattsson who was
previously the manager of the German
company Beiersdorf’s Swedish operation.

”As well as adding a strong content to the
V-TAB brand, I expect my knowledge of mar-
keting in consumer markets to come in handy.
By tradition, V-TAB has been product-orien-
tated, but it is the focus on customer needs and
the company’s dialogue with its customers
which will determine the future success of
companies, even in the print business.”

URBAN MATTSSON,

MARKETING MANAGER V-TAB

Born: 1959

Education: Civilekonom

Professional background: Has worked with
marketing and sales at SCA Hygiene Products,
Black & Decker and Beiersdorf

NEW INTERNET PORTAL FACILITATES ORDERS

The new service, Tryck-on-line [Print-on-line] is an excellent example of the broader product range offered by V-TAB.
Itis an Internet portal which has been adapted to make ordering easier, and which offers a completely new printing

product for V-TAB customers.

In the printing
industry, new
offers are often
synonymous
with extensive
investment.
But the Tryck-
on-line service
is more about
being sensitive
to the needs
and wishes of
both large and small customers, and broad-
ening V-TAB’s range.

Fredrik Bogardh

A sweeping objective of the development of
the Internet portal has been to make things
easier and to improve the benefit to customers.
Using the same interface, customers can now
place their orders and also have a say in the de-
sign of the printed matter and view the proofs.

“The service means that we can tie cus-
tomers closer to us by offering new printing
services as well as handle the customer’s
goods logistics, for example,” explains
Fredrik Bogardh, Prepress manager at V-TAB.
He offers an example:

“If a customer is interested in printing
various promotional items, it is easy to place

an order direct via the website. As well as
immediate information on the cost, the
customer can check previous orders and
also check the stock balance. We now also
offer inventory management and responsi-
bility for subsequent distribution.”

V-TAB has already added a number of well-
known customers to its new Internet portal,
which was launched at the end of 2009.

“We know that there is a huge interest in
POD (Print On Demand) solutions among
customers. The service meets this demand
and is also clear proof of the innovative
spirit at V-TAB,” says Fredrik Bogardh.
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PROCESSES - MORE EXCITING THAN IT SOUNDS

[t may not sound like the most exciting and creative task in the world, but even so, it is absolutely vital for the
joint development of the various operations of the Stampen Group. We are talking about processes, the ongoing
work which has produced results that are now reflected in the final line of the Group’s income statement.

Inge Olausson,
CIO (Chief
Information
Officer) of
Stampen AB,
has overall
responsibility
for the devel-
opment of
group-wide
processes.
Inge has been
involved in the monitoring and initiation of
change-related work and coordination of
this in several areas.

The creation of Samedio (see next page)
was the first step which took place shortly
after the formation of the Stampen Group.
An investment in a common IT infrastruc-
ture is about to bear fruit. New joint systems
for editorial offices and marketing depart-
ments have been rolled out, and a new com-
mon Internet and mobile platform has been
developed and commissioned via the sub-
sidiary Mktmedia (see separate article). In
addition, V-TAB is in process of introducing
a common business system for all plants.

Inge Olausson

“All companies within the group have been
affected by the rapid development of technol-
ogy. This development may feel threatening,
but used correctly, it creates opportunities
and competitive advantages. If we can free
up resources through the use of effective
processes, we can create the scope to invest
in and test new business models,” Inge
Olausson explains.

The purchases made by the Stampen
Group each year are substantial, and involve
areas as diverse as editorial material, clean-
ing services, investment in new computers
and agreements with telecoms operators, to
mention only a few.

“The next step in the development of joint
processes is to review the Group’s purchases.
We have appointed a Group purchasing man-
ager who, with the assistance of a purchasing
Board made up of purchasing managers for
each business area, will set up a programme
aimed at cutting costs by SEK 50 million over
the next two years. In 2010, we will already
be able to make significant savings, but the
real potential will be realised in 2011.”

The Group’s long-term objective is to en-
sure that some of the joint processes will be

so successful that they can be turned into
new business opportunities and marketed to
external players outside the Stampen Group.

In the area of printing operations, V-TAB
has demonstrated the potential of turning a
process which is an internal cost into a pos-
sibly extremely profitable external business
opportunity.

“We have started to look for opportunities
in certain other areas, e.g. distribution and
the development of digital and mobile plat-
forms, with a certain amount of success. But
it feels as if we’ve only really scratched the
surface. We have even had enquiries from
external parties in some of the areas covered
by Samedio. The first step, however, will
always be to perfect the performance in-
house first.”

“The combination of both freeing up in-
ternal resources for new investment within
the Stampen Group, and developing new
business opportunities, makes the work
carried out by the processes focus area in-
credibly exciting,” says Inge Olausson.
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SAMEDIO PROVIDES PLATFORM FOR GROWTH

Samedio’s primary task is to improve the efficiency of its administrative processes and save money for customers

within the Stampen Group.

“This will also help us create an excellent platform for growth for all companies within the Stampen Group. Since we

started in 2005, we have made significant savings for the Stampen Group,” says Britt-Marie Andersin, CEO of Samedio.

For a media
group the size
of Stampen, it
is possible to
generate clear
economies of
scale and coor-
dination ben-
efits, provided
that the right
tools are avail-
able. The key
to this is a common IT structure which will
create the opportunity to coordinate admin-
istration, advertising production and editorial
development within the Stampen Group.

When Britt-Marie Andersin received the
offer to set up a joint service operation for
the Stampen Group, she had no idea of the
journey awaiting her.

“It has been tough, but also very stimu-
lating. When I look back at the five years of
Samedio, I feel that we have succeeded in
meeting all the requirements placed on us,
plus a bit more. By adopting various effi-
ciency-enhancing measures, Samedio has
helped to reduce the annual cost to the

Britt-Marie Andersin

group by SEK 36 million in total.”

As well as wage processing and IT/telepho-
ny services, the company is responsible for
finance functions, purchase coordination
and office services.

One of the big jobs in 2009 was the transfer
of telephony services and wage administration
to Samedio from the companies which form
part of Mediabolaget Vastkusten, as well as
new companies within V-TAB. Samedio now
handles wages for 33 companies in total.

“Wage administration is one of our most
scalable services. This is where we can offer
market terms and also where our customer
surveys reveal the greatest level of satisfac-
tion. Our aim is to be able to offer wage man-
agement to companies outside the Stampen
Group as well,” says Britt-Marie Andersin.

“Samedio has taken over the wage admin-
istration of all companies within the V-TAB
Group. We are very happy with their serv-
ices, and Samedio has demonstrated a great
deal of skill in integrating new companies.
The rapid integration of our latest compa-
nies, V-TAB Avesta and V-TAB Heatset is
proof of this,” says Per-Olof Borgstrom, HR
Manager at V-TAB.

The aim for 2010 and the next few years is
for all business services within the Stampen
Group to be concentrated into a joint Shared
Service Center. This means that the company
will very likely have operations in locations
other than Gothenburg.

“As we take over operations from other
companies in the Group, we must continue
to focus on being best in class. We must offer
good value for money, high quality and a
genuine service culture.

“One of the best parts of my job is that it
involves making changes, creating a good
service culture and seeing how many of the
company’s employees have changed and
grown in their professional roles. I feel that
we have created a wonderful, inspiring
working environment at Semdio, and that
we must continue to offer this if we are to
succeed with our assignment.

“Now that we are approaching a point
where we can compete with external service
providers, we will also be able to offer serv-
ices to companies or organisations outside
the Stampen Group. I hope that we will reach
this point in two or three years,” says Britt-
Marie Andersin.

27



28

- DEVELOPING THE INDUSTRY -

NEW VTD MODEL CHANGES THE
DISTRIBUTION INDUSTRY

Is it possible to improve an operation, broaden the range of services, improve the status of employees, create career
opportunities and, at the same time, save money? This has at least been the aim of the reorganisation started by
VTD in 2009. The process is expected to be completed by the end of 2010.

VTD is owned
by Stampen,
Vistkustme-
dia, Mediabo-
lageti Halland,
Gota Media,
William
Michelsen
Boktryckeri
and Nya Lid-
kopings-Tid-
ningen. With
more than 3,000 staff, the company is one of
the larger employees in Western Sweden. The
company distributes more than 50 titles, 36
of which are morning newspapers. The annual
total stands at around 160 million newspapers
and magazines. Working within a tight time-
frame, VTD’s staff ensures that newspaper
and magazine readers and advertisers can
enjoy a great start to the day.

The rapid technical development in the
media industry, as well as the recession, has
resulted in a fall in the number of copies
distributed.

“Our response to this trend has been to
broaden our range of services, intensify our
marketing and, above all, work smarter. For
this reason, we have developed and started

Per B Eld

the implementation of the VITD model,” says
Per Eld, CEO of VTD.

In brief, the model is based on the estab-
lishment of around 60 branches located
around VTD’s market area in Western Swe-
den. The branches will replace the former
central bundling and distribution to a large
number of drop-off points.

The new organisation offers several
benefits. The one of greatest significance is
probably that it brings the company closer to
its distributors. They will have a branch office
and branch supervisor to turn to, with the
associated improvement in service. It will
also be easier to call in replacements in the
event of illness, and to report non-deliveries
of newspapers and magazines more quickly.

“In the past, distribution was a rather
lonely job which was carried out come rain
or shine. The new organisation will provide
our distributors with a joint workplace where
they can meet colleagues and enjoy a cup of
coffee together. Another working environ-
ment improvement is the ability to sort out
the newspapers and magazines indoors.

“The need for a branch office supervisor
offers a career path for many distributors.
This provides the opportunity for extended
working hours, which has been requested

in the past,” says Per Eld.

The establishment of branch offices
also offers environmental benefits. The
new system will reduce the number of
transports needed, and will make waste
management easier.

Once the new organisation is up and run-
ning, it will also remove the need for a great
part of the district sorting operations carried
out by Sampack. Fewer office staff will also
be needed once their tasks are moved out to
the branch offices.

So how has the reorganisation been re-
ceived within VTD? Well, we decided not to
let Per Eld answer that question, but turned
to an article in the Transport Workers trade
union magazine for the answer. In this arti-
cle, the union representatives at VTD say
that they like and respect Per Eld’s leader-
ship style and the fact that the distributors
are no longer regarded as a nuisance but as
a resource. They also mention that there is
a completely new sense of cooperation and
that the new approach has enhanced the
status of the distributors.

Concrete evidence of the success of the new
system can be found in the figures showing
less absence due to illness, reduced staff turn-
over and, not least, fewer complaints.

NEWS ON THE MEDIA TRENDS OF THE YEAR

If you want a blow-by-blow account of what is happening in the world, visit www.stampen.com and subscribe to our newsletter which covers

trends and events in the world of media.

E-COMMERCE IS HERE

According to a survey carried out by Forrester Research, every
second purchase in Europe starts with product research on the
Internet, and the views of other consumers are having a major
impact on our purchasing decisions. We spend enormous
amounts on e-commerce, in areas as diverse as home elec-
tronics and second-hand items. Companies have realised the
importance of incorporating social media in to their market-
ing mix, and are reallocating parts of their advertising budget.
The major social networks have started to generate money.
Facebook has sales of more than USD 1 million per year, and
released information on a future listing on the stock exchange.
Shopping on social network sites is predicted to change online
shopping behaviour. The shopping experience is expected to
be more social and personal, while sales are expected to move
closer to consumers and be made easier. People will be able
to use their Facebook profile to order a pizza from Pizza Hut,
and new “advertising formats” are being tested where people
can both view the range and purchase the product directly.

WHO CAN COME UP WITH THE BEST PAYMENT SOLUTION?

During the recession, both traditional and “new” media
companies realised that Internet advertising revenue is not
sufficient. The debate turned to experiments with other in-
come streams — digital subscription, add-on services, pay-
ment walls and micro payments. Newspaper groups like
News Corp., New York Times Company and Axel Springer
have started to experiment with payment solutions, and
Facebook has launched micro payments. At the same time,
Apple is earning huge sums from acting as an agent for
content sold through iTunes and AppStore. And with the
launch of the new iPad surf pad, companies want to extend
this model to newspapers, magazines, television and books.
Paid-for apps for the iPhone have already proved a success-
ful source of revenue for newspapers such as The Guardian
and Bild. Media companies now have high hopes that e-
readers will offer a new distribution format for which they
can charge.



MOBILE SURFING BECOMES AN EVERYDAY ACTIVITY

Mobile surfing has picked up speed and the expansion is
driven by a new generation of mobile phones. Almost half a
million Swedes now have an iPhone. An important part of
the mobile puzzle is social positioning services, or geolo-
cation, which provide new opportunities to communicate
directly on a local basis, and to reach consumers with offers
at the right time and in the right place.

The fusion of the world around us with digital information
will be the next big trend. Augmented reality connects
positioning and the use of mobile phone cameras to provide
online information on our surroundings, e.g. attractions
and restaurants.

TWITTER - THE WORLD’S FASTEST NEWS CHANNEL

The fastest reporting of really big news events is taking
place on the social media, Twitter — known as the world’s
fastest news media — videos uploaded to YouTube and pic-
tures on Flickr. The presidential inauguration in the USA
and the earthquake in Haiti are just two examples.

Real-time communication has become a new way to tell
a journalistic tale, where tiny fragments combine to provide
an idea of what is happening and tells the story as it devel-
ops. The social media has become a mass media. In 2009,
Facebook passed the 400 million user mark. The world
where we keep up-to-date with friends and global events
through links to other people is here to stay.

>
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GISAB CONTINUES TO DELIVER

Free newspapers in general and GISAB in particular managed to buck the trend associated with the drop in adver-
tising last year. While the morning press in Stockholm recorded serious losses, GISAB continued to deliver a steady
profit with the same high margin as before.

“There are
several expla-
nations as to
why, when
looking at the
results, GISAB
experienced
its third-best
year in 2009.
One explana-
tion is that we
had already
reduced the company’s costs and improved
efficiency in-house during the boom,” says
Per Bowallius, CEO of GISAB.

“The company management is made up of
a close-knit team which has been working
together for many years, and everyone knew
what had to be done to expand the operation
in the right direction.”

“The third explanation is that we dared
to say no to business. By avoiding discounts,
we managed to maintain the right long-term
price levels, without loss of credibility.

-~

Per Bowallius

Although GISAB performed strongly in
2009, with an operating profit of SEK 36
million and an operating margin of 11 per-
cent, the free newspaper group and its 36
papers felt that the advertisers were keeping
a tighter grip on their funds. Sales fell by just
over SEK 40 million.

“We were able to offset the fall in sales by
cutting costs to the tune of SEK 18 million.
Most of the savings were generated through
enhanced production efficiency for our week-
ly circulation of around 1.1 million copies.”

During the year, a number of structural
deals were completed. GISAB’s newspapers
in Sodertilje and Orebro were sold to Pro-
media. Eskilstuna-Kuriren bought GISAB’s
Eskilstuna newspaper. But the restructuring
process was not just about sales. At the same
time, GISAB acquired the Liding6 Tidning
and Vallentuna Steget newspapers.

“This is fully in line with our ambition to
concentrate our operation in Stockholm. In
comparison with the daily newspapers in
Stockholm, we are still a minor player, but

we are continuing to increase our market
share. Today, we have around eight percent
of the media market in Stockholm City,” says
Per Bowallius, and goes on to explain the ben-
efits GISAB enjoys compared with the dailies
Dagens Nyheter and Svenska Dagbladet.

“Firstly, we have much closer control on
costs. Secondly, we can provide effective,
customised advertising solutions for our cus-
tomers. Look at Taby Centrum, for example.
By advertising in four of our newspapers,
they reached 80 percent of their catchment
area. If Taby Centrum was to advertise in
the morning papers, they wouldn’t achieve
nearly the same accuracy, but there would
be a great deal of wasted effort.”

Another explanation for 2009 being the
most profitable year after 2007 and 2008
was that the advertising market started to
recover towards the end of the year.

“And 2010 has started very well. We are
clearly ahead of budget, and I can almost see
GISAB achieving an all time high this year,”
says a very happy Per Bowallius.

DELIBERATE STRATEGY BEHIND ACQUISITION OF
SODERTALJE-POSTEN

Just before New Year, Promedia acquired the free newspaper Sédertalje-Posten (SP), which is a former competitor
of Lanstidningen i Sodertélje (LT). Thelma Kimsjé is now the manager of both newspapers, and she sees great

potential in the acquisition.

“This will allow us to develop the growing newspaper market in Sodertalje and Nykvarn. | don’t regard the current
situation as a newspaper crisis, rather as a subscription crisis, and this is where free newspapers can help to

broaden the reach,” she says.

Thelma Kimsjo
has worked as
editor-in-chief
for 10 years at
the local Mitt-
i newspapers.
In 2006, she
was headhunt-
ed to LT, where
she set about
making signifi-
cant changes.

“Our main problem has been falling ad-
vertising revenue due to an old-fashioned
sales organisation which, by tradition, has
passively taken orders rather than actively
selling. We have now adopted a number of
measures aimed at creating an optimised,
efficient and modern sales organisation,”
says Thelma Kimsjo.

When SP was acquired, a new sales man-
ager with responsibility for both newspapers
was also appointed. But there are still two

Thelma Kimsjo

separate sales organisations, to encourage
some healthy in-house competition.

LT and SP operate differently. LT is pub-
lished six days a week and has a circulation
of just over 14,300 copies and a staff of 50.
SP is now only published once a week, with
a circulation of 48,000 and five employees,
with 1.75 of these on the editorial side. LT
has the potential to reach 51,000 readers,
while SP can reach 45,000 readers.

When Promedia acquired SP from GISAB,
Thelma Kimsj6 had a clear idea of what
measures to implement.

“Switching to once-a-week publishing
means that we can focus our efforts and im-
prove SP. The experience I've gained while
working for the Mitt-i newspapers has also
shown me that once-a-week publishing gen-
erates the best financial return.”

2009 was a tough year for both newspa-
pers, but Thelma Kimsjo has great hopes for
2010 and believes that the year will generate
a positive result.

“The acquisition of SP means that there is
no longer a need to compete. But the total
reach is even more important and I'm happy
to say that this increased for both LT and SP
in 2008 and 2009.

“The circumstances in and around Soder-
talje are also fairly unique. There is a constant
influx of immigrants, and this is a group of
people who do not, by and large, subscribe to
morning papers. This is a group of readers
which is much more likely to read our free
newspapers.”

In addition to reach, customer benefit is a
term which Thelma Kimsjo uses frequently.
Whatever interests readers should constitute
the backbone of a newspaper.

“I am convinced that the traditional daily
press has much to learn from the most suc-
cessful free newspapers. They really do un-
derstand the value of customer benefit. Irre-
spective of whether it applies to readers or
advertisers.”
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FRUITFUL KNOWLEDGE SHARING CHARACTERISES
STAMPEN’'S LEADERSHIP PROGRAMME

Hello, Angela Hanagarth, project editor at Promedia. You are one of 18 participants in Stampen’s Leadership
Programme. Tell us how you came to apply for leadership training?

“I saw it as an
opportunity
for personal
development,
but also as a
way in which
others could
benefit from
the know-
ledge and
experience
T'd gained
while working at Nerikes Allehanda.

“My main interest is how far we can de-
velop our communication with readers. The
digital revolution has created new, exciting
opportunities, and the challenge is to make
the most of these.”

Angela Hanagarth

You have taken part in much of the training
and are now facing an exam on 22 June.
What are your most significant experiences
to date?

“The clearly fruitful knowledge sharing
which happens when, as in this case, you
bring together a large group of people with
different assignments and experiences. I

must also stress the quality of the training,
which has been extremely high throughout.
“On a personal note, I hope that there will be
a follow-up and that the knowledge sharing
won’t cease once the course is finished.”

What will the course bring to you in your
job at Nerikes Allehanda and Promedia?

“Among other things the result of the work
produced by the three project groups. My
group attempted to assess how, even in this
new climate, the local media can continue to
play an important role in the lives of local
residents. As stated before, this is an issue I
feel particularly strongly about.”

Has the course changed your understanding
of the Stampen Group as a media company?

“Since I work with editorial improvement at
Promedia, I already had a very good under-
standing of how Stampen wants to improve
its position in the industry. One of the posi-
tive things about the course is that Stampen
has shown me that it is really focused and
wants to achieve its visions. The course is
also proof that the goal really is to recruit
70 percent of leaders in-house.”

The Stampen Leadership
Programme

Aimed at individuals in managerial
positions or specialists within the
Stampen Group who want to im-
prove and take further responsi-
bility in their current or future
roles in the Group.

The programme was carried out in
collaboration with the MiL Institute
and will be running through the
2009-2010 period. The first 18 par-
ticipants represented all business
areas and several different opera-
tions. An important part of the pro-

gramme is the practical project

work which is aimed at producing
proposals for concrete solutions
and development areas for com-
panies within the Stampen Group.

TRAINEE AND AMBASSADOR IN ONE

When the Stampen Group went looking for trainees, 350 students fought it out for three places. Tobias Engstrom
successfully passed through the selection process. He is 26 years old and believes that the winners in the media
industry will be players with strong brands and the ability to deliver a credible content.

Although the
media com-
panies are
struggling

in a tough
economic
climate and
the future
prospects
appear un-
certain, the
Stampen
Group is among the companies keeping an eye
out for young talent to be the leaders of the
future. Tobias Engstrom, Jennie Engleson
and Erik Sondén were three young people
with an interest in media who, after exten-
sive interviews, were invited to sign up for
the Stampen Management Trainee pro-
gramme for a year.

Tobias has completed a five-year Systems,
Technology and Society degree course. The
STS course is an interdisciplinary civil engi-
neering course at Uppsala University, which

Tobias Engstrom

combines technical and social science subjects.

“The course puts technology into a greater
context. I have really benefitted from the
knowledge that technical solutions may
impact,” says Tobias Engstrom.

But Tobias’ task has become much more
than just working on site as part of an indi-
vidual company or business area. Under the
leadership of, among others, the former CEO
of GP, Lars Rundblom, and Pelle Mattisson,
CEO of Stampen Media Partner, they have
been given the task of producing a strategy
document.

“We are investigating and analysing how
the Stampen Group can best take advantage
of available values in the form of excellent
journalism and smart publication-related
technical solutions. We have to ascertain
how these assets can be utilised by different
companies and business areas, with the aim
of generating new business and partnerships
between companies inside and outside the
Group.”

“An all-embracing issue is, of course, the
development of new payment models which
may be different from those traditionally

used. Here, I believe that a media group like
Stampen may benefit from having strong
brands which can deliver a local content
while still retaining a high level of credibility.

Tobias Engstrom is keen to mention how
he and his colleagues have been received at
the Stampen Group.

“A fantastic welcome, no matter which
member of staff or manager we have come
into contact with. Everyone has shown a real
interest in what we can contribute, and we
have had some great exchanges and discus-
sions. Now it’s up to us to deliver, and this
includes the strategy document which is
supposed to be finished before the summer.’

Through Tobias, Jennie and Erik, the
Stampen Group has also gained three am-
bassadors who are helping to put the media
group on the map. The opportunity to do so
has arisen from various events at universities
around Sweden and from their membership
of Nova Networks, a network which provides
students, trainees and the business sector
with an opportunity for a joint exchange.
Nova Networks has around 4,000 members.

»
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INTERNATIONALISATION REQUIRES WORLD-CLASS

PERFORMANCE

In only a few years, Stampen has grown from a local player in Western Sweden to one of the country’s largest
media companies. The next natural step is to move abroad.
“We already operate in other geographical markets. But our view is that what we offer should be world-class. Other-
wise there is no reason to expand abroad,” says Gunnar Springfeldt, development manager at the Stampen Group.

Despite the
massive effort
put in to coping
with the reces-
sion and the
huge fall in ad-
vertising, there
was still time to
draw up an in-
ternationalisa-
tion strategy
during the year.
The strengths and weaknesses of the Group
have been assessed from an international
perspective.

“We have experience of transferring edito-
rial concepts to other countries. One example

Gunnar Springfeldt

is the Polish version of the digital meeting
place Familjeliv, which has been around
since the summer of 2008. It has made real
progress, is enjoying substantial growth and
recorded around 120,000 visitors per month
in March 2010.

“Our digital operations are the prime
candidates for export. Our investment in
Mktwebb and Mktmobil has generated inter-
est outside Sweden. Mktmobil in particular
is involved in several international assign-
ments. Our digital solutions are world-class
and this is something we intend to take ad-
vantage of,” says Gunnar Springfeldt.

But even the more traditional opera-
tions of the Stampen Group’s business areas
have generated substantial experience of

structural work which can be used in other
markets as well.

“A prime example is how business area
V-TAB has redrawn the map for the printing
of daily newspapers, and have broadened
its offer. We are also convinced that the
local newspaper model we have adopted
can be successful in other countries,” says
Gunnar Springfeldt. He has found that the
ability to build networks and find partners
in Sweden is a successful route in many
different contexts.

“Stampen’s hosting of the WAN congress
in 2008 put the group on the map, and Tomas
Brunegard’s involvement with the WAN-
IFRAS executive committee has been a great
door-opener.”
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CREDIBLE COMMITMENT TO THE ENVIRONMENT

The environmental work carried out within the Stampen Group is continuing at an undiminished rate. By the end of
2010, all majority-owned companies in the Stampen Group must be ISO 14001 certified.

In 2009, many business areas and companies either completed or
commenced their environmental certification work. The distribution
company Prolog, with a staff of 1,000, achieved certification in October,
while the operations in the GP-huset building, which include GP,
Samedio and Stampen AB, followed a month later. Norrtelje Tidning
(see page 37) and V-TAB had already gained their environmental
certification.

“Norrtelje Tidning (NT) and V-TAB were certified many years ago,
and NT has been a great help in our environmental work in general,”
says Gunnar Springfeldt, development manager at the Stampen Group.
He continues:

“I have been involved in implementing change for almost my entire
adult life, and have never experienced a new project where there
wasn’t some resistance to change. The only exception has been the
environmental work within Stampen, where everyone involved
showed 100 percent commitment!”

In addition to demonstrating respect for the environment and
providing the companies with the ability to meet customer require-
ments, certification also generates other benefits.

“It is, to a large extent, about credibility. When school parties visit
our newspapers, we have to be able to tell them that we are at the
cutting edge in protecting the environment — for example, the paper
we use is recycled several times over.

“Another aspect is that properly implemented environmental efforts
require ongoing improvements, and this is something which will benefit
our companies over time. Saving on resources can also save money,”
says Gunnar Springfeldt.

Stampen’s environmental policy

We strive to create, produce, distribute and sell

products in harmony with the demands of nature.

We ensure the long-term sustainability of our

processes by:

e living up to our customers’ expectations and the
requirements of public authorities

e taking action to reduce our environmental impact,

primarily in the power, waste and transport areas

¢ including environmental considerations in all rele-
vant decisions

¢ ensuring that our staff understands how the operation
impacts on the environment

e working to achieve continuous improvement.
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NEW FORMS OF COMMUNICATION CONTRIBUTE TO
SUSTAINABLE DEVELOPMENT

To what extent do players in the media industry impact on the environment? This and related issues are being

examined by a group of researchers at KTH, the Royal Institute of Technology in Stockholm.

Since 2009, Stampen, along with TU, Bonnier, SVT, TeliaSonera,
Ericson and others, has acted as a partner and sponsor of the Centre
for Sustainable Communication (CESC) at KTH. The centre acts as
a forum for knowledge sharing and research in several areas; media
technology, environmental analysis, architecture and community
planning, to mention only a few. The state-owned research authority,
Vinnova, is providing financing for the operation to the tune of SEK 7
million per year for ten years. Businesses, organisations and public
authorities contribute a further SEK 14 million per year.

The overall objective of CESC is to evaluate and develop different
forms of communication which can contribute to sustainable devel-
opment. One of the projects focuses on how new solutions in sound
and image communication can make it easier for people to meet
irrespective of where they live and, at the same time, cut down on
work-related travel.

Of perhaps even greater interest to the media industry are the
research projects which compare the potential environmental im-
pact of digital e-readers, printed and online daily newspapers. The
result of this research is shown in a separate data box.

An ongoing assignment undertaken on behalf of the daily news-
paper industry is the monitoring at local, national and global level of
how social developments impact on the environment. If the media
industry is to be responsible for providing critical but credible com-
mentary, it must first put its own house in order. Involvement in and
financing of CESC is one of several steps down this path.

The e-reader - environmental hero or villain?
CESC has carried out research into how a newspaper,
which is available in printed format, online or via an
electronic e-reader, impacts on the environment. The
total environmental impact of the three alternatives has
been assessed by comparing production systems with a
basic lifecycle analysis (LCA). The starting point was a
full-scale test of the editorial online circulation and a
40-page tabloid paper circulation of Sundsvalls Tidning.
And the result? In general, the e-reader and online
circulations of the newspaper generated a smaller
environmental load than the printed circulation, as-

suming 10-minute reading time. With a reading time

of 30 minutes, the environmental impact of the online
circulation was approximately the same as that of the
printed circulation. It is not quite as easy to tell whether
the iPad and other e-readers will have a harmful or
beneficial impact on the environment, since a large
number of different parameters affect the end-result.
The most important thing in this context is that research
is under way and that the media industry, with the help
of technical innovations and new working methods, can
contribute to sustainable development.

85



FROM WORD TO ACTION - GREATER RAILWAY
USAGE REDUCES GP'S ENVIRONMENTAL IMPACT

In December last year, Goteborgs-Posten achieved environmental certification. The newspaper has now moved on

to adopting environmental targets for areas such as business travel.
“Although a daily newspaper is not one of the worst environmental offenders, there is always room for improve-

ment. Replacing air travel to Stockholm with rail travel saves money and reduces the impact on the environment,”

says Lars Nasman, controller at GP.




GP began its environmental work just over
ten years ago, but it is only in later years that
efforts have intensified. When Al Gore went
on a world tour and preached about the
threat of global warming, environmental
issues became a prioritised agenda item for
businesses, political decision-makers and,
not least, the media. One doom-laden heading
about environmental destruction followed
another.

In addition to his post as controller, Lars
Niasman has also been working as part-time
environmental coordinator at GP since 2008.
Since GP is part of the Stampen Group, the
environmental work came to encompass all
the companies operating out of the GP-huset
building at Polhemsplatsen in Gothenburg.

“This meant that we were able to coordinate
the certification of Samedio and Stampen
AB, and that they achieved environmental
certification at the same time as GP. Thanks
to the web-based methodology we have
adopted, we can now share knowledge with
other group companies which are planning
to complete the certification process in 2010.
These include VTD, Stampen Media Partner,

NORRTELJE TIDNING RETAINS THE

- ENVIRONMENT -

GISAB and Mediabolaget Vistkusten.”

GP’s environmental commitment is
demonstrated in a number of areas. All
staff can attend an environmental course.
Suppliers are subject to reviews and environ-
mental certification counts in their favour.
District cooling has been introduced, and
agreements signed with companies offering
renewable electricity. The business vehicle
fleet consists of eco-cars, and the travel policy
has been supplemented with measurable en-
vironmental targets.

“The target is to minimise the amount of
business travel. We have reviewed our busi-
ness travel to Stockholm, and have signed up
for a partnership with SJ which means that,
during a trial period, GP’s staff will have
access to free surfing aboard trains.

“The travel policy strongly favours train
travel, and measurements carried out in
2009 shows that we saved almost SEK
500,000 and reduced our environmental
impact compared with the previous year.”

When GP’s environmental targets for
business travel were unveiled, an event
was also organised for the staff. It attracted

ENVIRONMENTAL INITIATIVE

Norrtelje Tidning (NT) was the first daily newspaper in Sweden to be awarded environmental certification in the new
millennium. Two years ago, it became the country’s first climate-neutral media company.
“We wanted the newspaper to be a role model in the environmental area. This gives us a great deal of credibility
when we scrutinise other players. In addition, investment in environmental improvements almost always make
financial sense,” confirms Anders Haggstrom, environmental manager at the newspaper.

What is the
background

to the news-
paper’s early
commitment to
environmental
issues?

“It started in
the late 1990s,
when our
former print
shop operation found that a growing number
of external customers demanded an environ-
mentally-certificated print shop. This finally
became a precondition for participation in
municipal procurements, for example.

“The print shop achieved certification in
1999, and it then seemed natural to continue
the process throughout the newspaper opera-
tion. Both the corporate and editorial man-
agements felt that it was a sensible decision
to put their own houses in order so as to
achieve credibility when scrutinising other
operations.

Anders Haggstrom

Yours was one of the first media companies
in Sweden to achieve environmental certi-

fication and was, without a shadow of a
doubt, the first to achieve climate neutral
status. What does a climate-neutral op-
eration entail?

“It means that we accept responsibility for
the environmental impact of our operations.
Any environmental impact which we cannot
deal with in any other way is offset. Since the
climate doesn’t care where the reductions
take place, we can compensate by taking
environmental action in other locations.
One example is our support for a bio-fuelled
power station in eastern India.”

Has it been easy or difficult to involve the
NT staff?

“At first glance, environmental certification
may appear to add to the workload and this
can result in some resistance. But by and
large, the staff has been extremely supportive
of the effort and felt quietly proud of it. We
have also been able to share experiences
with other companies in Norrtélje and have
acted as a sounding Board for sister compa-
nies within the Stampen Group.

“Many newspapers have adopted a working
environment policy. It is then not such a huge

reasonable support, with 120 people attend-
ing to find out what the environmental targets
mean and what SJ has to offer.

“Our business travel to Stockholm is re-
sponsible for 51 tonnes of carbon dioxide
emissions per year. But that is still only
one-tenth of the emissions generated by
travel to and from work. The next big chal-
lenge is therefore to convince our staff to
try alternatives to their own cars. If we can
persuade more employees to walk, cycle or
use public transport to work, we can reduce
the 462 tonnes of carbon dioxide emissions
generated by travel to and from GP.

“As far as I'm aware, GP is the first company
to carry out a survey of how its staff travel to
work. The survey and our ongoing efforts to
encourage better travel habits have been
made possible by a partnership with GPFF
(Goteborgs-Postens Friskvardsforening).
It means that we are in an excellent position
to introduce incentives, and encourage and
measure changes in behaviour,” says Lars
Nasman.

step to take a look at how the operation itself
affects the environment. The certification is
conditional on continuous improvement, and
this means that the environmental work
never stops or stagnates. This is one of the
huge benefits of environmental certification.”

What is the next challenge for NT?

“We are continuing our systematic approach
to measuring our carbon dioxide emissions
and implementing reduction measures in
our own operations. We have also shared
experiences with other newspapers and
business areas within the Stampen Group
and are now monitoring the trials with more
efficient meetings at TTELA. In the imme-
diate future, we look forward to providing
assistance with all the majority-owned
companies in the Stampen Group achieving
environmental certification in 2010.

“I personally feel that there are clear indi-
cators that the impact on our shared environ-
ment will cost businesses and organisations
dearly. It is far better to be an early bird and
make any improvements possible now,” says
Anders Haggstrom.
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BOARD PROFESSIONALS SHARE
HUMANIST APPROACH AND KNOWLEDGE
OF THE INDUSTRY

Lars Hjorne and Lennart Ohlsson-Leijon have worked together as part of Stampen’s Board of Directors for almost
25 years now. They represent different interests, but have, nevertheless, always shared a long-term agenda.
Meet the Board professionals who also call themselves twin souls, humanists and, nowadays, residents of the

lovely province of Skane.

On an unusually warm winter’s day, we meet
at Lars Hjorne’s home in Arild. Lars and
Lena Hjorne moved to this jewel on the
Skéne coast 15 years ago. And just over two
years ago, Lennart Ohlsson-Leijon broke
camp in Stockholm and moved to the Skéne
town of Helsingborg.

Given the task of discussing the Board’s
role in the creation of a media group, it still
seemed natural to start by talking about
today’s issue of Dagens Industri. The news-
paper’s front cover carries a presentation of
the sharpest players in the Boardrooms;
Olof Stenhammar and Lennart Ohlsson-
Leijon, the winners of the Guldklubban

2009 awards for listed and unlisted com-
panies respectively.

The Chairman of the Board at Stampen
attracted the following comments from the
jury: “Lennart Ohlsson-Leijon’s broad classi-
cal education and deep humanistic approach
to people, in combination with his great
experience of and sensitivity to what is
happening in the media industry, makes him
the ideal Chairman of an expansive company
in the current changeable media market.”

“There is no better way to put it, and I
agree with every word,” says Lars Hjorne.

A decade separates the two newspaper
men who have dedicated more or less their

whole professional careers to the media in-
dustry. Lars Hjorne was owner and editor-
in-chief of GP from 1969 to 1989. Lars has
been part of the Stampen Board since the
company was set up in 1988, and he was
appointed honorary Chairman in 2003.
Lennart Ohlsson-Leijon was the CEO of
Nerikes Allehanda from 1976—2000, has
been a member of GP/Stampen’s Board
since 1986, and Chairman since 1996.
These are only a few of his appointments.

What characterised the work of the
Boards of, firstly, GP and, subsequently,
the Stampen Group?



LH: “Our aim was always to achieve the
broadest possible breadth of expertise, and

I feel that we succeeded in doing so. A high
competence level combined with great loyalty
to the company and real enthusiasm for
Board work. ”

LOL: “The different roles of the owner and
Board of Directors have always been clear, first
under Lars’ and now under Peter Hjorne’s
ownership. This has allowed the Board to act
professionally, and individual Board members
to safeguard their integrity and have the cour-
age to express their own convictions.”

Working as part of the Board in a family-
owned company must be different from
when a more anonymous owner is involved.
What demands has this placed on you as
the Chairman?

LOL: “Right from the start in 1986, when I
was approached by Lars and Peter Hjorne,
we discussed the different roles we would
play. I know myself and am well aware that it
would not have worked had I not been allowed
to act independently. Fortunately, Lars and
Peter have both been extremely professional
owners who have always looked to appoint
independent members of the Board, the
Chairman included.

“Ownership issues are dealt with at the
annual general meeting, and Board issues
are dealt with by the Board. This has made
it easy for me to act as Chairman. I actually
believe that it is easier to separate the two
roles in a media company, since it will have
experience of the importance of separating
editorial responsibility from ownership
responsibility.

“At the same time, I believe that it is a
strength to have a clear owner as a member
of the Board. It avoids the risk of intermi-
nable discussions.”

The Stampen Board has increased in
number over the past few years while,

at the same time, the same people have
remained members for many years. What
does this say about the Board?

LOL: “Many of the issues we deal with have
a long time horizon, and it is, therefore, valu-
able to have a small turnover. It means that
everyone feels part of the process and can see
the outcome of our strategy discussions.”

LH: “But we can’t deny that our views vary

LARS HJORNE, HONORARY CHAIRMAN
Born: 1929
Education: the university of life

Professional background: Employee at GP 1947-1995, editor-in-chief
of GP 1969-19809, various Board appointments at Tidningsaktiebolaget
Stampen/Gaoteborgs-Posten Nya AB, GT, iDAG, AB Press-Resor, Pressens
-Samdistributions AB, Presam, TU and TT, juror in cases concerning the
freedom of the press and lay assessor. Honorary Consul-General for the

United Kingdom 1991-1998
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widely, and that the votes have reflected this
occasionally. By and large, however, the work
of the Board is characterised by consensus
and thorough discussions, with commitment
to the decisions taken.”

LH: “T am also pleased that we have a
greater proportion of women on the Board
than almost any listed company. Four out of
ten directors are highly-competent women.”

LOL: “This should largely be attributed to
Peter Hjorne and how he has handled the
issue. I feel upset when I listen to the argument
that there is a shortage of qualified female
candidates. It just isn’t true. The problem lies
with ageing nomination committees which
don’t spend enough time in the real world.”

LH: “You only need to look at the editorial
office to realise that this view runs through-
out GP. I can confidently claim that the
newspaper has been a pioneer when it comes
to investing in female managers.”

Today, the big topic is social media which
primarily attracts younger users. Isita
strength or weakness that the average age
of the Board is 55?

LOL: “It takes time to acquire experience,
and that is that. But we are also benefitting
from the insights of Josefin Hjorne Meyer
who, at 30, is doing a great job of represent-
ing a younger generation. On the specific
issue of social media, we seem to be keeping
close tabs on the trend through our company,
Stampen Media Partner.”

Does the rapid expansion of Stampen place
new demands on the Board?

LOL: “Yes, in the sense that we have to be
quick on our feet, well prepared when oppor-
tunities present themselves and able to act
immediately. We have seen several examples
of this in recent years.”

Were there any doubts about the Group’s
ability to redraw the Swedish media land-
scape? It must be a dizzying feeling to
double the operation in only five years?

LOL: “I will repeat what I've said on other
occasions: Tomas Brunegéard is the engineer
and brain behind the transformation. The
rest of the Board members have not put up
any resistance, and settled down to supple-
ment and produce the information needed to
make the right decisions.

“When the opportunity presented itself, for
example, to acquire the Centertidningar
papers, we were well prepared and able to
act quickly. In that particular case, the
seller, the Centre Party, was also concerned
about who would acquire it, and we could
provide a clear strategy for how the news-
papers would develop as part of the Stampen
Group.”

LH: “It certainly was a heady feeling.
Considering that GP was once criticised for
the acquisition of GT, it has been both fasci-
nating and pleasing to see how the Stampen
Group has grown. The evidence is now there
to show that the strategy was based on a
sound business idea.”

LOL: “We have taken great care to monitor
the programmes we have rolled out, to ensure
that we achieve coordination benefits. So far,
we have made the greatest progress with
Mediabolaget Vastkusten, and Promedia is
well on the way to achieving the objective of
their various programmes.”

Would it have been possible to implement
this programme had the Stampen Group
been listed on the stock exchange?

LOL: “Anything’s possible, but not at the rate
we handled our deals. We had the benefit of
being able to handle information quickly and
make decisions. We are well aware that one
or two quarters may not have been as good
as usual, but at the same time, we’ve been
convinced that the figures will be satisfactory
at the end of the year.”

So you mean that you have been agile
while also able to take a long-term view?

LOL: “Yes, precisely. What I am critical
about with listed companies is the legen-
dary quarterly panic, but I'm pretty sure
they won't act any differently in the future.
Shareholders, including the investment
funds, want to see immediate returns and
lack patience. This is something which all
companies seeking listing have to be aware
of. The Stampen Group has a clear advan-
tage in being able to act outside the stock
exchange.

LENNART OHLSSON-LEIJON, CHAIRMAN OF THE BOARD

Born: 1940

Education: Bachelor of Laws. Studied conceptual history, islamology and

2000—2004

the conceptual history of horticultural architecture at Stockholm University

Professional background: Deputy CEO Tidningarnas Arbetsgivareférening
1972-1976, CEO of the Nerikes Allehanda Group 1976—2000, Chairman of
Tidningarnas Arbetsgivareférening 1980-1986 and Tidningsutgivarna

1993-1996. Member of the Board of GP/Stampen since 1986. Chairman of
Hallandsposten 1999—2006. Member of the Board of Pressens pensions-
kassa 1989—2007, and Chairman 2005-2007






1. MARGITA BJORKLUND

Born: 1945

Education: Bachelor of Arts.

Professional background: Upper secondary
teacher, local government commissioner.
Current primary task: International aid consultant.
Other Board appointments: Vice Chairman
Goteborgs Stads Bostadsaktiebolag, Goteborgs
Universitets Jubileumsfond, Gréen Brobergs
Museistiftelse. Member of the Board of Frisk
Service Goteborg AB, Stiftelsen B M Hellerstedts
Minne, Goteborgs Konstforening, IF Friskis och
Svettis and Botaniska Trddgardens Vanner.

2.SVEN-OLOF BODENFORS

Born: 1946

Education: Industrial designer.

Professional background: Own design agency,
AD/Copy, Marknad & Information AB, Claesson &
Co, President Forsman & Bodenfors AB 1986—2003.
Current primary task: CEO F&B Case AB,
consultant for brand, strategy and business
development, Senior Advisor Forsman &
Bodenfors AB.

Other Board appointments: Chairman Goteborg
International Film Festival. Member of the Board
of Appelberg Publishing Group AB, Exportréadet,
F&B Case AB, Gould Academy Maine USA,
Mobiento AB and Maquire AB.

3. TOMAS BRUNEGARD

Born: 1962

Education: Graduate economist.

Professional background: Consultant with
Ingemar Claesson Konsult AB, deputy CEO
Burger King Sweden.

Current primary task: President of the

Stampen Group.

Other Board appointments: Chairman of Tidnings-
utgivareféreningen (TU) and Swedmedia. Member
of the Board of: WAN/IFRA and Executive Com-
mittee, Svenska Massan, Vistsvenska Industri-
och Handelskammaren, ISET (International
School of Economics Tiblisi, Georgia) and the
council of the Swedish School of Economics.

4. JAN EGNOR, GPK*

Born: 1955

Education: Economics at secondary education
level, a number of trade union courses, 5 week
course in corporate Board representation and
college course in conflict management and
professional negotiation A and B.

Professional background: Graphic artist.

Current primary task: Chairman of the local union
branch at GP Grafiska.

Other Board appointments: Employee represent-
ative at GP and V-TAB, member of the Committee
of Grafiska Fackforbundet and Chairman of GF
section 5 Western Gotaland.

On 1 December, Glenn Gyllenhammar** was
appointed Chairman of GPK and replaces Jan
Egnor as the GPK representative on the Board of
Directors.

5. JACK FORSGREN

Born: 1945

Education: Master of Political Science.
Professional background: President of Molnlycke
AB and Nobel Biocare AB.

Current primary task: Various Board appointments.
Other Board appointments: Chairman of Unfors
Instruments AB and Maquire AB. Deputy Chairman
of Svenska Massan. Member of the Board of Bilia
AB, Chalmers Industriteknik, Mediebolaget Prome-
dia i Mellansverige AB and Liberala Tidningar AB.

- THE BOARD OF DIRECTORS -

6. LENNART HORLING

Born: 1943

Education: Primarily the university of life.
Professional background: Journalist (briefly) at
Bohusldningen newspaper. Journalist, editor-in-
chief and CEO of Nya Lidkopings-Tidningen.
Current primary task: CEO at Nya Lidkopings-
Tidningen and Lidkopingspress AB.

Other Board appointments: Chairman of Sparbank-
en Lidkoping, Chairman of Mediabolaget Halland,
member of the Board of Mediabolaget Vistkusten,
V-TAB, Mediebolaget Promedia i Mellansverige AB,
GISAB and Medieintressenter PLMS AB.

7. PETER HJORNE, Vice Chairman

Born: 1952

Education: Graduate economist with interna-
tional focus.

Professional background: Management trainee
at John Deere, followed by G6teborgs-Posten since
1979; President 1985-1993, editor-in-chief and pub-
lisher 1993—2001, editor-in-chief of the opinion
sections. 2001-2008, chief political editor 2008—-.
Current primary task: Chief political editor
Goteborgs-Posten.

Other Board appointments: Chairman of Medie-
akademin and Oppet Hus, “voluntary organisation
for diversity” set up in spring 2009. Member of the
Board of Goteborgs-Posten, Burt AB and Minnes-
fonden (which was wound up in spring 20009).

8. JOSEFIN HJORNE MEYER

Born: 1980

Education: Media and communications science,
journalism and psychology.

Professional background: Recruitment consultant.
Current primary task: Recruitment consultant at
Bohmans Nitverk.

9. LARS JONASSON

Svenska Transportarbetareférbundet*

Born: 1957

Education: Graphics course, 100 points on the
Employee and Working Life Issues course at
Gothenburg University and trade union courses
(e.g. corporate Board representation).
Professional background: Newspaper delivery
worker, emergency delivery worker, graphic artist.
Current primary task: Chairman and principal
safety representative for newspaper delivery
workers at the Gothenburg section.

Other Board appointments: Employee represent-
ative at VTD, member of the Board of Transport-
arbetareforbundet, section 3 in Gothenburg.

10. HELENA LEVANDER

Born: 1957

Education: Graduate economist.

Professional background: Jobs have included
financial analyst and unit trust manager at SEB
and Nordea. Former CEO of Odin Fonder AB and
NeoNet Securities AB.

Current primary task: Shareholder in and CEO of
Nordic Investor Services.

Other Board appointments: Member of the Board
of Svensk Exportkredit, Svensk Bostads- och finan-
sierings AB (SBAB), Transatlantic AB, Nordisk
Energiforvaltning AS, Erik Penser Bankaktiebolag
and Wiborg Kapitalforvaltning.

11. LENNART OHLSSON-LEIJON, Chairman of
the Board

Born: 1940

Education: Bachelor of Laws.

Professional background: CEO of the Nerikes
Allehanda Group 1976—2000.

Current primary task: Chairman of the Board
of Stampen AB.

12. MATS REIMERTZ, Board secretary

Born: 1954

Education: Graduate economist with interna-
tional focus.

Professional background: Mass media relations
on the group management staff at AB Volvo,
primary career at Géteborgs-Posten and Stampen:
journalist/news report, manager of the finance
section etc. Appointed to various management
positions since 1989.

Current primary task: Director of legal issues
and business area Properties, President Media-
intressenter, President Radiointressenter.

Other Board appointments: Chairman of the
Board of VTD, Member of the Board of: V-TAB,
Liberala Tidningar i Mellansverige AB, Medie-
bolaget Promedia i Mellansverige AB, GISAB,
Morgonpress Invest AB, Svensk Radioutveckling,
SBS Radio, Mediaintressenter PLMS AB.

13. STEN SJOGREN, SJF*

Born: 1955

Education: School of Journalism.

Professional background: Journalist.

Current primary task: Reporter at GP’s economy
and politics desk.

Other Board appointments: Géteborgs-Posten,
deputy.

14. LOTTIE SVEDENSTEDT

Born: 1957

Education: Lawyer.

Professional background: Regional manager
H&M, CEO Inter Ikea Systems A/S, Business area
manager at Ikea of Sweden, CEO Kid Interior A/S.
Current primary task: Board work and strategic
advisor.

Other Board appointments: Chairman of Manage-
mentinstitutet i Lund (MiL). Member of the Board
of Clas Ohlson AB, Mktmedia, Promedia AB,
Stadium AB, Global Health Partner AB, ITAB
Shop Concept AB and Home Deco AB.

15. MATS SATHER, Unionen*

Born: 1959

Professional background: Market economist
Current primary task: Sales representative GP.

DEPUTIES**

Anne Johansson, SJF

Liselotte Andersson, Unionen

Stefan Lagholm, GPK

Daniel Hilmér, Svenska Transportarbetareférbundet

COMMITTEES

Finance committee

Eva Arvidsson**, CFO Stampen AB, Sven
Bjorkman**, former regional manager SEB,
Tomas Brunegard, Jack Forsgren

Acquisition group

Eva Arvidsson**, CFO

Stampen AB, Tomas Brunegard, Jack Forsgren,
Peter Hjorne, Lennart Ohlsson-Leijon,

Mats Reimertz

Substitute and HR committee

Tomas Brunegérd, Jack Forsgren, Magdalena
Koch, HR Director**, Josefin Hjorne Meyer,
Lennart Ohlsson-Leijon

* Employee representative
** Not member of the Board, not pictured
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- MANAGEMENT TEAMS -

MANAGEMENT TEAMS 1 MAY 2010

GROUP COORDINATION TEAM

Britt-Marie Andersin, President, Samedio Affarsservice
Eva Arvidsson, Senior VP, CFO, Stampen AB

Per Bowallius, President, GISAB

Tomas Brunegérd, CEO, President, Stampen Group
Jonathan Falck, responsible for press freedom issues in
the GCT, Editor-in-chief, Géteborgs-Posten

Ann Flyning, VP, Communications director, Stampen AB
Boine Gepertz, President, Mediabolaget Véstkusten and
acting President, Promedia*

Magdalena Kock, Senior VP, HR, Stampen AB

Pelle Mattisson, President, Stampen Media Partner

Inge Olausson, Senior VP, CIO, Stampen AB

Mats Reimertz, VP, Legal Affairs, Properties, Stampen AB
Ricard Robbstél, President, G6teborgs-Posten**

Lars Rundblom, Senior VP, Marketing, Stampen AB**
Peder Schumacher, President, V-TAB

Gunnar Springfeldt, VP, Development, Stampen AB
Bosse Svensson, President, Mktmedia

Daniel Svensson, Corporate controller, Stampen AB

STAMPEN AB

Eva Arvidsson, CFO

Tomas Brunegérd, CEO, President

Ann Flyning, VP, Communications director
Magdalena Kock, Senior VP, HR

Inge Olausson, Senior VP, CIO

Mats Reimertz, VP, Legal Affairs, Properties
Lars Rundblom, Senior VP, Marketing**
Gunnar Springfeldt, VP, Development

GISAB (GRATISTIDNINGAR | SVERIGE AB)

Per Bowallius, President, GISAB

Niclas Breimar, Editor-in-chief, Local-Mitt-i newspapers
Peter Clauson, President, Local-Mitt-i newspapers
Maria Grundstrom, CFO, GISAB

Staffan Lonner, Business development, Stockholm
Thomas Nyhlen, Sales director, Local-Mitt-i newspapers
Mikael Smedborn, President, S-Post

GOTEBORGS-POSTEN

Fredrik Dobber, Sales director

Jonathan Falck, Editor-in-chief and publisher
Helena Johnsson, Circulation manager
Cecilia Kronlein, Editorial manager

Bengt Olsson, HR manager

Ricard Robbstal, President**

Lennart Rosqvist, IT manager

Jessica Weissglas, Finance manager

MEDIABOLAGET VASTKUSTEN

Boine Gepertz, President, Mediabolaget Véstkusten
Tommy Hermansson, President, Vastkustmedia
Anders Klingmyr, Financial officer

MKTMEDIA

Fredrik Johansson, Project manager

Hanna Konyi, Business development manager
Jan Laurén, Mobile development officer

Elin Olofsson, Project manager

Ingegerd Radstrom, Controller

Bosse Svensson, President

PROMEDIA

Johanna Andersson, Communications manager
Mikael Ericsson, Sales manager

Boine Gepertz, acting President*®

Tomas Hoggren, Purchasing and operational analysis
manager, IS and IT

Ulf Johansson, Newspaper manager, Nerikes Allehanda
and joint editorial development

Tuula Lundberg, HR manager

Goran Lundberg, acting Newspaper manager, VLT
Birgitta Lovestedt, Retail market manager

Thomas Wilson, Group controller/finance manager

SAMEDIO AFFARSSERVICE

Britt-Marie Andersin, President

Malin Eixmann, Finance manager

Ann Hagelin, Financial services, HR and Salary
services manager

Torbjorn Lindgren, Integration team manager
Jan Lindsten, Purchasing manager

Peter Johansson, IT manager

Lars Wennergren, Services manager

STAMPEN MEDIA PARTNER

Goran Carlsson, President, Odla

Mats Edman, President, Appelberg Publishing

Per Holmkvist, President, Mobiento

Ylva Hvarfner, President, Familjeliv

Fredrik Jigneus, Investment manager, Stampen
Media Partner

Pelle Mattisson, President, Stampen Media Partner
Anders Nettelbladt, President, SvenskaFans
Mathias Resare, Business development officer,
Stampen Media Partner

V-TAB

Per-Olof Borgstrom, HR manager

Fredrik Hernnés, Production manager, deputy President
Pia Ivarsson, Finance manager

Urban Mattson, Marketing manager

Titti Rudbéck, IT manager

Peder Schumacher, President

* Johan Farnstrand resigned as President of Promedia
with effect from 1 April 2010. Boine Gepertz was appoint-
ed acting President of Promedia with effect from 1 April
2010.

** Lars Rundblom resigned as President of Géteborgs-
Posten on 6 April 2010 and was appointed marketing
director of Stampen AB with effect from 6 April 2010.
Ricard Robbstdl was appointed President of Géteborgs-
Posten with effect from 6 April 2010.



THE STAMPEN GROUP

BUSINESS GROUP
SUPPORT FUNCTIONS
Analysis/project Finance

STAMPEN AB

. Legal issues

Mktmedia

HR
- Communications

Samedio/Promedia
Affarsservice

Fastigheter Marketing

IT

BUSINESS AREAS

Goteborgs-Posten Mediabolaget Promedia GISAB Stampen V-TAB
Vastkusten Media Partner
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OVERVIEW OF THE STAMPEN GROUP

PERCENTAGE OF SALES
OF THE STAMPEN GROUP

INTERNET
ADDRESSES

OWNERSHIP STRUCTURE

STAMPEN AB
Share of Share of capital

Shares votes (%)

(%)
Peter Hjorne and 65
family and companies 74 14
The family of Marika
Cobbold 13 14
Sven Nordgren and family 11
Others 2 7

BUSINESS AREA DESCRIPTION

GRATISTIDNINGAR | SVERIGE AB (GISAB)

GISAB was transferred to the Stampen Group in December 2008.
Once the deal with GISAB is fully completed in early 2011, the
company will be owned in full by VLT AB, a subsidiary of Liberala
Tidningar i Mellansverige AB. The seller is the Danish group,
Sondagsavisen AS. GISAB has 32 local free newspapers distributed
to households in Greater Stockholm. The weekly circulation is
900,000 copies (Mitt i). GISAB also includes Lidingo Tidning
with a circulation of 6,500 copies per week, and the distribution
company S-Post which distributes direct advertising material.
The group has 230 staff and sales of SEK 321 million.

GOTEBORGS-POSTEN

Wholly-owned subsidiary.

Goteborgs-Posten (GP) is Sweden’s second-largest morning paper,
with more than 60,000 readers through various channels.
Goteborgs-Posten disseminates news 24 hours a day via the printed
paper, the Internet, online TV and mobile networks. GP has sales
of just over SEK 1,100 million and a staff of just over 400.

MEDIABOLAGET VASTKUSTEN

Stampen owns 70% of Mediabolaget Vastkusten, and Lidk6pings-
press 30%. Mediabolaget Vistkusten (MBVK) is made up of five
local media companies; Hallandsposten, Hallands Nyheter, TTELA,
Bohusléningen and Stromstads Tidning. Media channels include
subscribed morning newspapers, free newspapers, websites, online
TV and mobile services. The company has sales of SEK 555 million
and 385 employees.

A

stampen.com

INTERNET PERCENTAGE OF SALES
LA ADDRESSES OF THE STAMPEN GROUP
The Stockholm newspapers Mitt i..., lt.nu
which incorporates 32 local newspapers mitti.se
for the Stockholm city districts and s-post.se
municipalities, Lidingd Tidning and the
distribution company S-post.

gp.se

Bohusldningen bohuslaningen.se
Hallands Nyheter hallandsposten.se
Hallandsposten hn.se

Stromstads Tidning ttela.se

TTELA




SALES, OPERATING PROFIT | OPERATING MARGIN
SEK MILLION (EBITA), SEK MILLION| (EBIT), %

THE STAMPEN GROUP
The Stampen Group is a rapidly-expanding media group which is currently one of Sweden’s
largest newspaper owners. Stampen also owns interactive meeting places, printing plants, dis-

2006 3016 2006 280 2006 7% tribution companies and free newspapers. Stampen has sales in excess of SEK 5,000 million.
2007 5057 2007 652 2007 1% The total daily circulation of the Stampen Group’s newspapers was just over 580,000 copies
2008 509 2008 249 2008 5% (TS, full year 2009). For the free newspapers, the circulation was around 1 million copies. In

° total, the Stampen Group’s websites attract 1.7 million unique online readers per week (KIA-
2009 5072 2009 214 2009 4% e

SALES, OPERATING PROFIT | OPERATING MARGIN

SEK MILLION (EBITA), SEKMILLION | (EBIT), % COMMENIS FROMTHECEQ

Despite 2009 being one of the toughest years ever for the media industry, GISAB reported an
operating profit (EBITA) of SEK 41.7 million, with a profit margin of 13 percent. The success in
2009 is attributable to the fact that, during the boom, GISAB systematically worked to reduce
its cost level and improve its internal efficiency. It was inevitable that GISAB would feel the
pinch when advertisers decided to spend less money, and sales fell by SEK 36 million. At the
same time, the company managed to cut costs by SEK 17.9 million in an already efficient operation.
GISAB started 2009 with a total of 36 newspapers and a weekly circulation of 1.1 million copies.
By the end of 2009, a number of structural deals were completed, resulting in Promedia acquiring
GISAB’s newspapers in Sodertilje and Orebro. Eskilstuna-Kuriren acquired GISAB’s newspaper
in Eskilstuna/Strangnéds and GISAB acquired the operations of Lidingo Tidning and Vallentuna
Steget from Promedia.

The deals mean that GISAB is increasing its focus on the market in Stockholm. The structural
improvements to the operations based on a geographical approach provide GISAB with new
opportunities for growth. It will also improve the company’s financial performance in future
years. The strong position among readers in the local markets, the ability to provide customised,
cost-effective advertising solutions and an efficient organization with committed staff places
GISAB on a strong footing for 2010. In times of economic uncertainty, it is even more important
to advertisers that their marketing investment generates a direct effect in the form of “traffic in
the shops”. This is something which GISAB is able to offer.

2009 321 2009 36* 2009 1 %

Has been part of the Stampen Group since December 2008.

*The result does not include restructuring costs of SEK 1 million.

Per Bowallius
President GISAB

Advertising revenue fell during the year by almost SEK 200 million. Both the extent and speed of
the drop are the most dramatic experienced by GP in modern times. When taking this into con-
sideration, GP delivered a satisfactory operating result. The loss was limited to SEK — 6 million.

2006 1321 2006 97 2006 7% This is clearly an improvement on the other city newspapers. The explanation for this result is
2007 1363 2007 116 2007 9% primarily focused on expenses. The refunding of TU fees worth SEK 22.7 million was also
2008 1323 2008 91 2008 7% contributed to reducing the loss.

An effort to make the circulation more profitable resulted in a rise in the income from circulation
of almost SEK 5 million, even though we lost three percent of the TS revised circulation. Advertising
revenue fell by SEK 195 million or 24 percent compared with 2008. Almost all markets lost ground
compared with the previous year. GP cut its costs by SEK 66 million compared with 2008, despite
arise in the cost of paper and general cost increases. At the same time, we have focused strongly on
improvements. This has included the revamping of the printed paper and the launch of a new web
and mobile site, as well as the implementation of three new IT systems.

GP has further improved its strong market position. The reach for the whole year was 60 percent,
which is by far the best among Swedish city newspapers. The expansion of our digital channels is
continuing, and gp.se and gp.mobil have grown by 8 and 44 percent respectively. When we cele-
*The result does not include restructuring costs of Sek 8 MILLION. brate GP’s 150th anniversary in 2009, we will be able to claim justifiably that we now reach more
people than ever before, around 650,000 individuals 24/7, through a variety of different channels.

2009 1153 2009 -6* 2009 -1%

Lars Rundblom
President of GP until 6 April 2010

Mediabolaget Vastkusten (MBVK) is made up of five local media companies; Hallandsposten,
Hallands Nyheter, TTELA, Bohusldningen and Stromstads Tidning. Media channels include
subscribed morning newspapers, free newspapers, websites, online TV and mobile services.

2006 219 2006 30 2006 14 % The total circulation for subscribed newspapers is around 126,000 copies, and in combination
2007 497 2007 52 2007 10 % with the digital channels, we enjoy an extremely high reach in our geographical area.
2008 625 2008 48 2008 1% Starting from summer 2008, the recession resulted in a rapid and substantial drop in advertis-

ing revenue. The downturn continued in 2009, and the greatest impact was experienced in job
adverts, which fell by half, while the classified adverts in the car and property segments, as well
as sales on the national market, fell by around 25 percent. The local retail market did not suffer
quite as much. In total, there was a fall in advertising revenue of SEK 45 million or 14 percent,
while the revenue from sale of copies increased by 1 percent.

The synergy-related measures implemented after the formation of Mediabolaget Vastkusten
in 2007 impacted fully on costs in 2009. In addition, short-term cost-cutting measures were
implemented during the year, with the aim of counteracting the falling revenue. At the same
time, we have renewed our focus on the digital media, with the launch of a new Internet platform
and mobile services in partnership with Mktmedia. Sales amounted to SEK 555 million. Operating
profit (EBITA) before restructuring expenses of SEK 9 million were SEK 54 million, compared
with SEK 70 million in the previous year. In June 2009, Boine Gepertz was appointed CEO and
business area manager.

2009 555 2009 54* 2009 10 %

*The result does not include restructuring costs of sek 9 MiLLION.

Boine Gepertz
President Mediabolaget Vistkusten
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BUSINESS AREA DESCRIPTION

PROMEDIA

Mediebolaget Promedia i Mellansverige AB is a subsidiary of
Liberala Tidningar i Mellansverige AB, whose three major
shareholders are Mediaintressenter (55%), Mittmedia (25%)
and Eskilstuna-Kuriren (20%). Stampen AB is a majority
shareholder of Promedia, via Mediaintressenter PLMS AB.
The business area covers 14 local newspapers, as well as
distribution and digital communications operations.

STAMPEN MEDIA PARTNER

Stampen Media Partner manages the Stampen Group’s expan-
sion in the areas of Social Media, Corporate Media and Mobile
Media. The business area has sales of SEK 141 million and 120
staff, with operations at offices in Sweden, Norway, Denmark,
Poland and China.

V-TAB

Owned by Stampen in partnership with Liberala Tidningar i
Mellansverige AB and Lidkopingspress.

V-TAB is the largest printing group in the Nordic region, and
produces newspapers, magazines, periodicals, books and
advertising material. V-TAB operates eleven plants in nine
locations in Sweden. The company has sales of just under
SEK 1,900 million, and 850 staff.
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OPERATIONS

Arboga Tidning
Avesta Tidning
Bérgslagsbladet
Fagersta-Posten
Karlskoga-Kuriren
Leanback Sweden
Lanstidningen
Sodertélje

Motala & Vadstena
Tidning

NA Media

Nerikes Allehanda

Norrtelje Tidning
Nynédshamns-
Posten

Prolog

Sala Allehanda
Sodertilje-Posten
TVCheck

Tidning

VLT

Orebroar’n

Appelberg Publishing Group

Brollopstorget.se
Dobb Production
Familjeliv.se
Myblock.se
Odla.nu
SvenskaFans.se
Mobiento

Arod

Avesta

Backa
Falkenberg
Halmstad
Norrahammar

Norrtilje
Sodertilje
Visterds
Orebro

INTERNET
ADDRESSES

ingress.se®
karlskoga-kuriren.se
leanback.se

lt.se

mut.se

nhp.se
norrteljetidning.se
soderteljeposten.se
tucheck.se

vit.se

orebroarn.se

*Arboga Tidning, Avesta
Tidning, Bargslagsbladet,
Fagersta-Posten och Sala
Allehanda.

appelberg.se
brollopstorget.se
dobb.se
familjeliv.se
fantv.se
mobiento.se
myblock.se
odla.nu
svenskafans.com

v-tab.se

PERCENTAGE OF SALES
OF THE STAMPEN GROUP




SALES, OPERATING PROFIT OPERATING MARGIN
SEKMILLION (EBITA), SEKMILLION| (EBIT), %

COMMENTS FROM THE CEO

During the year, we realised the opportunities which arose from the inception of Promedia. We
have completed extensive changes, including the adoption of a joint organisation with several,
basically new, functions, the alteration of the operating system for all newspapers included and

Auwe 0 2006 0 2006 0% the adoption of new working methods. These changes involved a great deal of hard work, but
2007 1193 2007 A 2007 6% they are essential, and they will improve our results in the long term and increase our ability to
2008 1357 2008 55 2008 4% play an important role in individual local communities.

2009 1247 2009 3% 2009 39 During the first six months, cost-saving measures of SEK 50 million were implemented, for the

purpose of counteracting the unexpectedly severe downturn in the economy. The benefits of the
programme have been realized gradually, and will achieve full impact in 2010.

Sales for the business area in 2009 amounted to SEK 1,247, with an operating profit (EBITA)
of SEK 32 million including non-recurring costs of SEK 33 million associated with the radio
operation and the refunding of TU fees totalling SEK 19 million. The operating profit excludes
restructuring costs of SEK 18 million, primarily associated with the restructuring programme
mentioned above. At the end of the year, a decision was made to add the Sodertdlje-Posten and
Orebroar’n newspapers to Promedia’s portfolio, and this will improve our opportunity to establish
new business relations with many individuals and businesses on these markets. At the same time,
a decision was made to sell two operations and wind up one.

Johan Farnstrand
*The result does not include restructuring costs of sek 18 MiLLION. President Liberala Tidningar i Mellansverige AB and
Mediebolaget Promedia i Mellansverige AB up to and including 1 April 2010

Stampen Media Partner manages the Group’s expansion in Social Media (Familjeliv, Brollops-
torget, SvenskaFans and Odla), Corporate Media (Appelberg and Dobb Production) and Mobile
Media (Mobiento and Adiento). The business area has 120 staff and offices in Sweden, Norway,
Denmark, Poland and China.
2009 saw the acquisition of Mobiento, the leading mobile marketing player in the Nordic region.
The company has performed extremely well during the year, with growth of 40 percent and a
positive operating margin. During the year, several companies in Stampen Media Partner won
industry awards. Internet-world nominated Familjeliv Sweden’s best community, and Svenska-
Fans Sweden’s best sports site. Mobiento was the joint winner of the best mobile campaign
category alongside Adidas at the MMA Global Awards in Los Angeles.
At the Guldbladet Gala, Appelberg was, alongside Telenor, the joint winner of the Guldbladet
2006 3 2006 1 2006 20 % award in the “newcomer of the year” category, as well as the Silverbladet award in the “best
2007 1" 2007 -4 2007 -20 % cover” category.
2008 123 2008 12 2008 10 % The downturn in the advertising cycle in 2009 resulted in a temporary stagnation of growth for
o the business area.
2007 141 2007 7 2007 5% All companies did, however, manage to retain or increase their market share, which generated
an operating profit (EBITA), before restructuring costs, of SEK 7 million. Sales amounted to
SEK 141 million. The outlook for 2010 is bright, and Stampen Media Partner will continue to
acquire expanding companies operating in our segment of the media market.

Pelle Mattisson
President Stampen Media Partner

For V-TAB, it was difficult to make a forecast for 2009. Income from printing operations fell
by just over SEK 100 million, but the company still achieved a profit of SEK 136 million. If a
non-recurring cost of SEK 13 million associated with the winding up of the Ardds printing plant
is taken into account, the operating profit (EBITA) of SEK 150 million was slightly up on the
2006 1670 2006 131 2006 8% previous year. This is primarily due to greater focus on cost-cutting measures. The recession
2007 2057 2007 167 2007 8 % dominated much of 2009. Major newspaper customers reduced their circulations and, in some
2008 1984 2008 150 2008 8% cases, printing was concentrated in fewer locations. Competition in direct advertising increased
2009 1895 2009 150* 2009 8% as a result of overcapacity, and fewer contracts. For V-TAB, 2009 also brought expansion. On 15
December, test printing could commence according to plan at V-TAB’s new printing plant at
Landvetter.
Full production should be in place by April 2010, and the winding up of the Aréds plant can
then commence. In September, the bankrupt estate of Svenska Tryckcentralen was acquired,
and V-TAB entered the world of heatset and book printing. The plants in S6dertilje and Avesta
are relatively small, but will provide V-TAB with the opportunity to target a new group of
customers and broaden the offer to existing customers.
Under the circumstances, V-TAB has managed to generate an excellent result. The company has
been able to cope with the extreme challenges thanks to its great flexibility and well-established
teamwork within the company.

Peder Schumacher
*Results not including restructuring costs of sek 13 MiLLION. President V-TAB
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INTERNET SALES,

OTHER OPERATIONS OPERATIONS ADDRESSES SEK MILLION
MKTMEDIA Adeprimo adeprimo.se
Mktmedia is jointly owned by Stampen, MittMedia, Eskilstuna- mktmedia.se

Kuriren and Nya Lidkopings-Tidningen, with Stampen as the
majority shareholder. Mktmedia is a development company tasked
with facilitating new revenue for the companies in the shareholder
groups. The operation covers 47 newspapers and 32 websites.
Mktmedia has sales of SEK 60 million and 35 employees.

2006 8
2007 30
2008 119
2009 60

RADIOUTVECKLING

Since January 2009, the Stampen Group, through its subsidiary

Radiointressenter, is a shareholder in German media group

ProSiebenSat 1's Swedish radio operation SBS Radio. The Stampen

Group owns 20 percent of the company.

SAMEDIO samedio.se

Wholly-owned subsidiary.

Samedio Affarsservice develops and standardises efficient business

services in the areas of IT operations, finance, HR, services and

purchasing. Samedio has sales of SEK 114 and 67 employees.
2006 84
2007 98
2008 116
2009 114

VASTSVENSK TIDNINGSDISTRIBUTION (VTD) vtd.se

VTD is a company within the Stampen Group, majority-owned

through Stampen companies Vistkustmedia, Mediabolaget i 2006 0

Halland and Stampen AB. Joint owners from outside the Stampen 2007 314

Group are Gota Media AB, Nya Lidkopings-Tidningen and AB 2008 642

William Mickelsen Boktryckeri. 2009 678

VTD is responsible for the distribution of morning newspapers in
large parts of western Sweden. The company distributes a total of
50 titles.

VTD has sales of SEK 678 million and a staff consisting of around
2,700 newspaper delivery operators and 200 office workers.
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OPERATING PROFIT OPERATING MARGIN
(EBITA), SEK MILLION | (EBIT), %

COMMENTS FROM THE CEO

In 2009, Mktmedia, and its subsidiary, Adeprimo, recorded sales of SEK 60 million with an operating profit of SEK o.
The year saw the completion of two major infrastructure projects, Mktwebb and Mktmobil, two important platforms
for digital business development for more than 40 Swedish local newspapers.
During the same period, the company introduced a joint business development process for all newspapers, which has
already resulted in several joint revenue projects, including some 20 or more mobile services. Last year also saw the
launch of the joint affiliate solution Abid which, in its first five months, has already generated a positive result. In 2010,
increasing focus will be placed on dedicated business development operations.

2006 -1 2006 9% Projects involving contents payment solutions have been set up and will be tested on several Mktmedia websites during

2007 6 2007 20 % the first six months of 2010. Services involving digitalized historic archives are also in process of being developed.

- o o o ° o -
5008 1 2008 iy Mktmedia’s mobile pl‘atfor.m gf:nerated great fieal of interest as soon as it had been launched. As the develqpment now
° moves on to new services, it will also be possible to allow external customers to use the platform. Mktmedia has also

2009 0 2009 0% entered into a close partnership with the Finnish group, HSS Media, and the Norwegian group, Polaris. These partner-

ships involve both platforms and joint business development.

Bosse Svensson
President Mktmedia

Radio investment with positive effect on results. Since January2009, the Stampen Group, through its subsidiary
Radiointressenter, has been a shareholder in the Germany media group ProSiebenSat 1’s Swedish radio operation,
SBS Radio. The Stampen Group owns 20 percent of the company. Alongside MTG Radio, SBS Radio is a leader in the
Swedish advertiser-sponsored radio market.

SBS Radio owns and operates 42 radio stations in Sweden. Mix Megapol is the largest network. The programme
schedule is based on information and news blended with popular music. The stations attract around 3.3 million lis-
teners every week. 1.2 million listeners tune in to the various channels every day.

Stampen is a pioneer in Swedish advertiser-sponsored radio. In 1993, it set up Radio RIX, and for many years, the
Group successfully operated RIX FM in partnership with MTG Radio.

In 2009, Stampen changed partners and moved its radio operations to SBS Radio in exchange for shares in the com-
pany. The radio operation experienced a positive growth in its operations during the year over the previous year,
despite the harsh economic climate.

On the basis of the agreement signed by the Stampen Group and SBS Radio’s owner, a valuation of the shareholding in
SBS Radio has been carried out and the value set at SEK 100 million. This has generated a positive effect on results of
SEK 100 million. The results trend for SBS Radio creates excellent opportunities for increased value in the long term.

Mats Reimertz
President Radiointressenter

Samedio Affarsservice is a wholly-owned subsidiary which develops and standardises efficient business services in
the areas of IT, finance, wage services, purchasing and property management.
By bringing new operations/companies into line with the Group, we generate economies of scale and cost synergies
for companies within the Stampen Group. In 2009, Samedio Affirsservice had sales of SEK 114 million (2008 SEK
116 million) with EBITA of SEK 5.4 million (2008 SEK —6.5 million). During the year, business services operations
were transferred primarily from Mediabolaget Vastkusten and V-TAB. At the same time, there several joint projects
are being carried out within the Group, the primary aim of which is cost reductions. These include joint WAN,
2006 -6 2006 7% Customer management, Financial processes, Wage administration and Vehicle administration. The projects will be
implemented in 2010, and as they are implemented, all business services will be concentrated in Samedio.

2007 -7 2007 -7 %
2008 -6 2008 -6 % Britt-Marie Andersin
2009 5 2009 4% President Samedio Affirsservice
VTD has had a successful year. The company’s focus on improvement measures and action plans has contributed to a
satisfactory result. Despite a drop in circulations of 3.5 percent or 4.9 million copies, equivalent to a fall in income of
2006 0 2006 0% SEK 16 million, VTD’s profit increased. Sales rose by 6.6 percent, largely due to full-year effects after the takeover of
2007 1 2007 3% the distribution area in Falkenberg/Varberg. The operating profit increased by 65 percent. The year has been dominated
2008 24 2008 4% by cost awareness, but this has not impacted negatively on important improvement areas. Efficiency-enhancing measures
2009 42 2009 6% have generated substantial savings, and this has offset the drop in volume. Absence due to illness fell by 25 percent as a

result of active fitness and rehabilitation measures.

These factors, along with measures aimed at anticipating quality problems and improved printing plant deliveries,
helped to achieve better quality. In total, claims fell by 32 percent during the year. New assignments and deals have
generated just over SEK 7 million during the year. The largest assignment was the transfer of GP’s customer services
for subscribers and private advertisers. During the year, 169 new distribution vehicles were purchased, with the aim
of renewing the vehicle fleet and meeting working environment requirements. During the year, the new VID model
was planned, for the purpose of improving the efficiency of and reorganizing the whole distribution model. The new
model will be based on local branches and will be rolled out during 2010.

It has been a subsidiary since the

second half of 2007. 'PerBEld
President VTD
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- EXTRACT FROM ANNUAL REPORT -

ADMINISTRATION REPORT

The consolidated financial statements and
other information on the Group cover the
following companies:

Parent Company: Stampen AB
Subsidiaries: See Note 39

Intresseforetag: See Note 20

OWNERSHIP

Peter Hjorne, family and companies
74% share of votes

The family of Marika Cobbold

65% share of capital

13 % share of votes 14 % share of capital

Sven Nordgren and family

11 % share of votes 14 % share of capital

Ovriga

2 % share of votes 7 % 7% share of capital

INFORMATION ON THE OPERATION

Stampen AB is the parent company of a
Group which includes newspaper, printing
and distribution operations. Stampen AB
also has shareholdings in other media opera-
tions, such as websites and news agencies.

The parent company deals with joint group
functions, such as management, finance, HR,
purchasing, IT and legal issues. At the end of
2009, the parent company had a staff of 14.
Stampen AB is a subsidiary of Skéreleja AB
(Corporate ID number 556484-3158), which
holds 52.6 % of the votes.

Business areas Goteborgs-Posten, V-TAB,
Liberala Tidningar/Promedia and Mediabo-
laget Vastkusten represent the greatest part
of the Stampen Group. The Group also in-
cludes business areas GISAB and Stampen
Media Partner, as well as the remaining
operations Samedio Affarsservice, Stampen
Fastigheter and the development company
Mktmedia.

SALES AND RESULTS

Income totalled SEK 5,072 million, a fall of
SEK 24 million.

Items affecting comparability with the
income from previous years are:

— Business area GISAB, which was part
of the Group for only one month last year,
SEK 321 (24) million

— units acquired during 2009,

SEK 33 (-) million

— capital gain on sale of radio operation,
SEK 91 (=) million

— repayment of membership fee from TU,
SEK 59 (-) million

An extremely unstable advertising trend
has resulted in a major loss of income for the

newspaper operations. All advertising
markets have experienced a negative trend
during the year, with a drop in advertising
revenue of SEK 360 million (20%) on the
previous year for comparable units. A notable
fact is that the economy has had a major
impact on job adverts. The economy has
also had a negative impact on printing plant
operations, with a 6% fall in revenue on the
previous year. Ongoing efforts to reduce
costs, as well as several new deals, have,
however, contributed to a strong result for
the printing plant operation.

Focused efforts to restructure and improve
the efficiency of the operations, in combina-
tion with the introduction of direct savings
measures, have helped to limit the effects of
the recession. The operating profit (EBITA)
amounted to SEK 214 (269) million. The
operating profit includes restructuring costs
of SEK 53 (58) million, as well as non-recur-
ring items in the form of capital gains from
the radio sale of SEK 91 million and refund
of membership fees from TU of SEK 59
million.

The profit after net financial items (EBT)
was SEK 173 (154) million.

The Parent Company’s revenue totalled
SEK 51 (47) million, and the operating loss
was SEK —51 (—53) million.

Significant events during the financial year

2009 was a dramatic year for the media
sector, which was hit hard by the global finan-
cial crisis and the recession. The Stampen
Group’s strategy, with strong local brands in
an efficient group structure, has benefited
the Group even in the past year. The ongoing
operation has also involved cost rationalisa-
tion measures, and this, in combination with
a clear strategy, has created the impetus to
move forward. The operations have focused
on cash flow and on implementing both
planned and new measures and cost savings.
Acquisitions and investments have been
carried out as planned, with the focus on
both long and short-term measures.

A few important notes on 2009

All advertising markets experienced a
substantial decline during the year. Once
the economy starts to recover, it will become
evident how much of that can be attributable
to the downturn in the economic cycle and
how much to structural changes in the in-
dustry. The Stampen Group’s belief in local
journalism in close relationship with local
people is, however, unshaken, and the focus
is on broadening the number of available
channels for local offers. The objective is to
be number one in the local market, no matter

the channel involved. It is, therefore, very
encouraging that the core of the Stampen
Group’s operation, subscribed newspapers,
continues to hold its own in circulation
terms. A successful example is Goteborgs-
Posten’s investment in the expansion of its
Sunday newspaper.

V-TAB’s operation remains stable, with
satisfactory results and cash flow. During
the autumn, a heatset printing plant was
acquired, which provides a welcome addi-
tion to the range. The new printing plant in
Landvetter was completed before end of the
year, with the capacity to print 96 full-colour
pages at a rate of approximately 70,000
papers/hour. The plant came on stream in
February 2010.

Mobiento, the leading mobile marketing
player in the Nordic region, was acquired by
the Stampen Group in July. The company
has performed well during the year, and has
reported strong growth. It is pleasing that
Mobiento has achieved strong international
recognition, including winning the MMA
Global Mobile Marketing Award. Mobiento is
part of Stampen Media Partner, a company
operating in the areas of digital media and
expanding media, with companies such as
Familjeliv, SvenskaFans and Appelberg in its
portfolio.

The launch of the Mktmedia Internet plat-
form has been completed and the websites of
all the Group’s media companies now use the
same technical platform. This has laid the
foundation for efficient joint business devel-
opment. The investment in a mobile platform
is continuing, and 47 newspapers can already
do business using Mktmobil as a client
channel. In 2010, Mktmedia will be carrying
out a number of trials with paid-for editorial
content.

Work is underway, in partnership with
selected brand advertisers, to examine and
define future models for building strong client
relations. The programme goes under the
name of Kundfokus (Client Focus). In 2009,
the work resulted in a number of successful
trials, and more will be carried out in 2010.

Last summer, the new employers’ organisa-
tion, Medieforetagen, was formed, and TU
changed to being a dedicated trade associa-
tion. As part of the changes to the organisa-
tion, TU refunded the membership fees paid
by members in the past.

Changes were made to Stampen’s Board
of Directors when Lars Hjorne retired after
49 years and Lennart Horling, CEO of Nya
Lidkopings-Tidningen and Lidkopingspress,
was elected in his place. Boine Gepertz was
appointed CEO of Mediabolaget Vastkusten.
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BUSINESS AREAS
Goteborgs-Posten

Goteborgs-Posten is Sweden’s second-largest
morning newspaper, with over 600,000
readers. GP disseminates news 24 hours a
day via the printed paper, Internet, online
TV and mobile services. The newspaper
enjoys a leading position in the region, in
respect of both reach and advertising reve-
nue. The newspaper’s reach is clearly the
greatest among Swedish city newspapers,
and the reach of the digital channels, pri-
marily the mobile channel, is expanding
rapidly. The sharp downturn in the economy
hit G6teborgs-Posten’s advertising revenue
hard. Like all the other metropolitan news-
papers, GP experienced a substantial drop
in advertising revenue in 2009, primarily in
the areas of job and brand adverts. In total,
advertising revenue fell by SEK 198 million
compared with the same period in 2008.
Circulation fell slightly, but the circulation
revenue increased by SEK 6 million.

Thanks to the attention paid to costs,
the deterioration in results compared to
the preceding year was limited. The cost of
production, distribution, staffing and other
operating expenses fell by SEK 70 million
compared with 2008.

Non-recurring items which improved
results include the refund of TU fees and
the sale of a property in London which
generated SEK 27 in total. The result was,
however, affected by non-recurring ex-
penses of SEK 8 million, primarily associ-
ated with staff reductions.

Sales in 2009 totalled SEK 1,153 (1,323)
million. The operating loss (EBITA), before
restructuring costs, amounted to SEK —6
million, compared with a profit of SEK 90
million in 2008.

Promedia

Promedia’s geographical focus is the Malar-
dalen and Bergslagen areas. The operation
covers 14 local newspapers, distribution and
digital communication, as well as registra-
tion and quality control of television and
newspaper advertising. In addition to the
operations of Mediebolaget Promedia i
Mellansverige AB, the business area also
covers the owner companies VLT AB and
Liberala Tidningar i Mellansverige AB.

During the first six months, cost-cutting
measures totalling SEK 50 million were
implemented, in response to the sharp
downturn in the economy. A structural
programme aimed at improving results by
SEK 100 million per year was also com-
pleted during the year. The benefits of these
programmes have been realised steadily,
and will be achieved fully in 2010.

In 2009, the business area had sales of
SEK 1,247 (1,357) million with an operating
profit (EBITA) of SEK 32 (55) million, in-
cluding non-recurring items relating to the
sale of radio operations of SEK 33 million
and the refunding of TU fees of SEK 19

- EXTRACT FROM ANNUAL REPORT -

million. The fall in sales is due to a drop in
advertising revenue. The operating profit
(EBITA) does not include restructuring costs
of SEK 18 (23) million.

With the aim of improving financial results,
a joint decision was taken with the sister
company GISAB at the end of the year to
regroup operations on a geographical basis.
The change creates better opportunities and
improves the companies’ positions in the
respective markets.

GISAB

GISAB is currently operating 35 local free
magazines distributed to households in the
Greater Stockholm area. The weekly circula-
tion is 1.1 million copies.

The positive trend in 2009 is based on
GISABs efforts, during the boom, to system-
atically reduce costs and increase efficiency
within the company.

At the end of 2009, decisions were taken
on a number of structural deals between
GISAB and Promedia, which means that
GISAB will increase its focus on the Stock-
holm markets. Structuring the operations
from a geographical perspective has also
generated new opportunities for expansion
and improved the financial result.

GISAB reported an operating profit
(EBITA) before restructuring costs of SEK
36 (1) million, with a margin of 11%. Sales
amounted to SEK 321 (24) million.

Mediabolaget Vastkusten

Mediabolaget Vistkusten incorporates five
local media companies: Hallandsposten,
Hallands

Nyheter, TTELA, Bohusldningen and
Stromstads Tidning. Media channels in-
clude subscribed morning newspapers, free
newspapers, websites, online TV and mobile
services.

The recession has resulted in a substantial
fall in advertising revenue, a fall which started
in summer 2008. The loss of income was
greatest in job adverts (a drop of 50%), while
the classified auto and property markets, as
well as sales on the national market, fell by
around 25%. The impact on the local retail
market was not as great. In total, advertising
revenue fell by SEK 45 million or 14%, while
circulation rose by 1%.

The synergy-related measures implemented
after the formation of Mediabolaget Vast-
kusten in 2007 achieved full impact on costs
in 2009. Short-term savings were also im-
plemented during the year, in response to
falling income. New investment in digital
media, a substantial increase in the price of
newsprint, and a more normal increase in
the cost of wages and distribution etc., means
that the overall drop in costs was only just
over 1%. The results include non-recurring
items totalling SEK 30 million in the form
of a capital gain from the sale of the radio
operations and the refunding of TU fees.

Sales totalled SEK 555 million (625). The

operating profit (EBITA), before restructuring
costs of SEK 9 million, was SEK 54 million,
compared with SEK 70 million in 2008.

In June 2009, Boine Gepertz was appointed
CEO and business area manager.

V-TAB

V-TAB is the largest print works group in
the Nordic area, with eleven wholly-owned
plants in nine locations in Sweden. V-TAB
also owns 35% of Markbladet Tryckeri AB.

In the latter part of the year, V-TAB ac-
quired a book printing operation in Avesta
and heatset print works in Sodertélje. In
December, production commenced at the
newly-built plant in Landvetter and, as result,
the year has seen changes to capacity and
staffing levels.

Sales amounted to SEK 1,895 (1,984)
million. Capacity utilisation at the plants
was around 10% lower than in the previous
year. The operating profit (EBITA) before
restructuring costs was SEK 150 million,
which is at the same level as in the previous
year. Restructuring costs include the winding
up of the plant in Ardd at a cost of SEK 13
million.

Stampen Media Partner

Stampen Media Partner manages the Group’s
development in Social Media (Familjeliv,
Brollopstorget, SvenskaFans och Odla),
Corporate Media (Appelberg och Dobb
Production) and Mobile Media (Mobiento
och Adiento). The business area has a staff
of 120, and offices in Sweden, Norway, Den-
mark, Poland and China.

In 2009, Mobiento, the leading mobile
marketing player in the Nordic region, was
acquired. The company has performed ex-
tremely well during the year, with growth
of 40 percent and a positive operating margin.
During the year, several companies in
Stampen Media Partner won industry awards.
Internet-world nominated Familjeliv Sweden’s
best community, and SvenskaFans Sweden’s
best sports site. Mobiento was the joint
winner of the best mobile campaign category
alongside Adidas at the MMA Global Awards
in Los Angeles.

At the Guldblad Gala, Appelberg was,
alongside Telenor, the joint winner of the
Guldbladet award in the “newcomer of the
year” category, as well as the Silverbladet
award in the “best cover” category.

The downturn in the advertising cycle in
2009 resulted in a temporary stagnation of
growth for the business area. All companies
did, however, manage to retain or increase
their market share, which generated an oper-
ating profit (EBITA), before restructuring
costs, of SEK 77 (12) million. Sales amounted
to SEK 141 million (123).

OTHER OPERATIONS
Mktmedia

Mktmedia is a development company tasked
with identifying new sources of revenue for



the companies in the Stampen, MittMedia,
Eskilstuna-Kuriren and Nya Lidkopings-
Tidningen media groups.

In 2009, Mktmedia completed and deliv-
ered Mktwebb, the most extensive coordina-
tion project ever for Swedish media com-
panies. Mktwebb is a joint Internet platform
which is now used by 32 Swedish media
companies and 47 newspaper titles in total.

The investment in a mobile platform is
also beginning to achieve its objective of
providing a comprehensive solution for the
newspapers’ mobile services and reader/
advertiser concept. 47 newspapers can al-
ready do business using Mktmobil as a client
channel and catalyst. Adaptation to the
mobile platform is not just about technology,
but it is also a new approach to business,
with more than 20 different mobile services
available. In 2009, a business development
process was also established for all media
companies within Mktmedia.

Radio operations

Since January 2009, the Stampen Group
has been a shareholder in the German media
group ProSiebenSat 1’s Swedish radio opera-
tion, SBS Radio. The Stampen Group owns
20% of SBS Radio.

The radio operation experienced positive
growth in 2009 compared with the previous
year, despite the harsh economic climate.
The Stampen Group received shares in SBS
Radio in exchange for the radio operation
previously carried on by the Stampen Group
under its own name and in partnership with
MTG Radio. On the basis of the agreements
signed by the Stampen Group and the owners
of SBS Radio, a valuation of the shareholdings
in SBS Radio has been carried out. The value
has been set at SEK 100 million, which has a
positive effect on profit or loss of SEK 91
million. The results trend in SBS Radio is
creating excellent opportunities for increased
value in the long term.

Samedio Affarsservice

Samedio Affarsservice develops and stand-
ardises efficient business services in the IT,
finance, salary services, property services
and purchasing areas.

By incorporating operations/companies
added to the group, economies of scale
and cost synergies will be achieved for the
Stampen Group.

VTD

VTD is responsible for the distribution of
morning newspapers throughout large areas
of western Sweden. The operation is divided
into two business areas; distribution and
logistics. Ownership of VTD is currently
split equally between seven morning news-
papers (Alingsas Tidning, Bohuslaningen,
Borés Tidning, G6teborgs-Posten, Hallands-
posten, Nya Lidkopings-Tidningen, TTELA).
The total distribution operation covers around
fifty different titles.
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The operation performed very well in the
areas of quality and results, and exceeded
the 2009 targets for improvements and
savings. The next step is underway, and in-
volves the transition to a new organisation
and distribution model, with the introduction
of branches and a stronger night organisation.

INVESTMENTS, LIQUIDITY AND FINANCIAL
POSITION

Investments

The Group’s investments in intangible and
tangible assets amounted to SEK 312 (180)
million. Investments in shares and partici-
pations through the Parent Company and
subsidiaries totalled SEK 289 (674) million.

The Group’s total investments during the
period amounted to SEK 601 (854) million.

The Parent Company’s investments, in
intangible and tangible assets, were SEK 0o
(2) million, and in shares and participations,
SEK 10 (4) million.

Financial position and liquidity

The Group’s cash and cash equivalents at
the end of the period totalled SEK 213 (437)
million, and there were unutilised bank
overdraft facilities of SEK 159 (172) million.

The Group’s equity/assets ratio was 33
percent.

The Parent Company’s cash and cash
equivalents at the end of the period amounted
to SEK 164 (261) million, and there were un-
utilised bank overdraft facilities of SEK 156
(170) million.

The Parent Company’s equity/assets ratio
was 52 percent.

STAFF

2009 saw the development of a strategy
aimed at improving the supply of skilled
staff and the sharing of knowledge between
all companies in the Stampen Group. The
various companies within the group have
worked continuously on equality issues,
which has resulted in a group-wide equality
policy.

The Stampen Group’s first joint trainee
programme was set up in spring 2009, for
the purpose of improving the group’s access
to leaders and specialists, both in the long
and short term. Another aim is to use group-
wide projects to create better understanding
of the whole business chain. The trainee
programme is, alongside Stampen’s Leader-
ship Programme, part of an investment in
skills development, which is one of five areas
upon which the Stampen Group will focus
until 2014.

CORPORATE GOVERNANCE

Stampen AB’s corporate organs consist of
the shareholders’ meeting, the Board of Direc-
tors, the CEO and the auditor. At the annual
general meeting, the shareholders elect a
Board of Directors and an auditor. The Board
appoints the CEO. The auditor reviews the

annual report and the administration of the
company by the Board of Directors and the
CEO.

SHAREHOLDERS’ MEETING

The shareholders’ meeting is Stampen AB’s
highest decision-making body. At the share-
holders’ meeting, the company’s income
statements and balance sheets are adopted,
resolutions are passed on dividends, the
Board of Directors is elected and, where
appropriate, an auditor. Other statutory
matters are considered and decisions are
taken on proposals from the Board of Direc-
tors and from shareholders. The annual
general meeting was held on 6 May 2009.
All shareholders are also invited, on a regular
basis, to discuss matters, especially of long-
term strategic direction.

THE BOARD OF DIRECTORS

The Board of Directors has ultimate responsi-
bility for the company’s organisation and
management, and also deals with decisions
on strategic issues. The work of the Board is
carried out in accordance with an annual
formal plan. Every meeting follows an agenda
which, together with the appropriate back-
ground documentation, is sent to every
member of the Board in ample time before
each Board meeting. In general, the Board
deals with significant issues; strategies, deci-
sions on major acquisitions and investment,
borrowing and the signing of agreements of
an exceptional nature. Everything is done in
accordance with the formal work plan and
instructions to the CEO adopted by the Board.

In 2009, Stampen AB held five ordinary
meetings of the Board, in addition to the
inaugural meeting. At one Board meeting,
the company’s auditors report their obser-
vations, based on an examination of the
Group’s management and accounting docu-
ments.

The Board of Directors of Stampen AB
incorporates the following committees:

HR and Remuneration Committee

Finance Committee

Acquisition Committee

Nomination Committee

The Nomination Committee is appointed
by the annual general meeting, with the
primary task of selecting candidates for
membership of the Board of Directors of
Stampen and of the Boards of the central
Group companies.

A Chair is elected from within the Board
of Directors.
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CEO

The CEO is Tomas Brunegard. He is respon-
sible for day-to-day management of the opera-
tion, on the basis of the instructions to the
CEO adopted by the Board of Directors. He
also heads the work of the corporate manage-
ment team, and makes decisions in partner-
ship with other members of the corporate
management team.

CORPORATE MANAGEMENT TEAM/GROUP
COORDINATION TEAM

Stampen AB has a corporate management
team consisting of seven members. This
group works primarily on issues relating to
the parent company Stampen AB, and also
prepares a number of general issues defined
in a number of policies adopted for the group
as a whole.

The group also has a group coordination
team consisting of seventeen members who
work on certain group-wide issues. The team
includes the CEO of the parent company, the
CFO and all business area managers.

IMPORTANT EVENTS AFTER THE END OF
THE FINANCIAL YEAR

After the end of the period, V-TAB’s print
works property in Harryda was sold to
Hemfosa Fastigheter AB. V-TAB will remain
as a tenant with a long-term leasing contract.
The building covers around 10,000 square
metres, with entry on 1 March 2010.

No other events which can be regarded
as important have taken place between the
balance sheet date and the date on which the
annual report was signed.

TRANSITION TO REPORTING IN
ACCORDANCE WITH IFRS

With effect from 1 January 2009, the Stam-
pen Group applies International Financial
Reporting Standards (IFRS). All comparison
figures have been recalculated in accordance
with IFRS 1. Further information on the
effects of the transition to IFRS on the in-
formation for the comparison period is given
in Note 36. The Group’s transition to IFRS
did not involve any changes in accounting
policy for the Parent Company.

The Parent Company has, however, in
connection with the transition to IFRS,
chosen to recognise all pension obligations
as liabilities. In previous years, these were
treated as memorandum items.

FUTURE TRENDS AND RISKS

The Swedish media market is in a continuous
period of restructuring. A combination of
new technology and greater globalisation is
expanding the scope of structural changes.
Stampen’s newspapers and international
players, such as Google and Facebook, are
now well-established operators at a local
level. Mobile operators are actively involved

- EXTRACT FROM ANNUAL REPORT -

in several markets traditionally occupied by
newspaper companies. More internet-based
products and applications are reaching the
market at increasing speed. This can even
happen as part of a single event, at interna-
tional, national and local level.

An extended recession will speed up
progress and will place great demands on
our organisation’s ability to constantly rein-
vent and improve its operations. Printed
newspapers are undergoing constant re-
newal to meet the demands of readers and
advertisers. In combination with investment
in a clear online presence, this will enable
newspapers to defend their reach. An inter-
national comparison shows that Swedish
newspapers are investing heavily in product
development, and the Stampen Group is
performing well in this area.

V-TAB’s dependence on sales to news-
papers published by the printing group’s
corporate owners is falling. There has been
great progress in several new areas, such as
advertising and signs. V-TAB has also laid
the groundwork for an entry into the heatset
product market, which broadens the com-
pany’s offer and improves V-TAB’s market
position.

The acquisition of GISAB in 2008 repre-
sents a breakthrough for the Stampen Group
in the market for free newspapers. GISAB
publishes a large number of once-a-week
newspapers in the Greater Stockholm area,
as well as parts of the Mélardalen area. The
Mitt-i newspapers have provided the Stampen
Group with a strong foothold in Stockholm.
GISAB has also performed well during the
recession.

The Stampen Group is working continu-
ously to reduce its dependence on traditional
newspaper and print works operations. The
investment in Mktmedia AB and Stampen
Media Partner AB should be considered in
light of this. The creation of a balance between
traditional and growth operations is a central,
strategic challenge the group faces in the
future. Willingness to pay for adverts out-
side the traditional printed newspapers does,
however, remain low.

The Stampen Group’s expansion is based
on extensive collaboration with businesses
and private individuals. The group structure
is complex, with several part-owned compa-
nies and sub-groups, which require action
from the management team and strong
support in areas such as finance, legal issues,
HR and IT.

The Stampen Group’s exposure to financial
risks is limited. Continuous liquidity planning
along with an established liquidity reserve,
reduces liquidity risk. A maturity structure
for loans and credit facilities that is relatively
even over time, with an equity/assets ratio
above 30 percent, limits finance risk. Interest
rate risk is relatively low, since loans at vari-
able interest amounted to only 22 percent of

borrowings on the reporting date. The average
fixed-interest period is 1.8 years, and is in
line with the maturity structure. Currency
fluctuations have little impact on the Group’s
operations, and the rule is that all transaction
exposure is hedged.

ENVIRONMENTAL IMPACT

The Group carries on licensable and notifi-
able operations, which are reported in the
appropriate company’s annual report. The
licensable and notifiable operations are
carried on by the subsidiary V-TAB and all
its subsidiaries.

The Stampen Group has adopted a group-
wide environmental policy. Guidelines on
how the environmental work is to be carried
out have been drawn up for the Stampen
Group’s subsidiaries, and an ISO 14001-
compliant environmental management
system is currently being implemented
throughout the Group. At the end of 2009,
the following Stampen Group companies
had achieved certification:

» Stampen AB

» Samedio

» Goteborgs-Posten

» Norrtelje Tidning

« V-TAB

« Prolog

PROPOSED APPROPRIATION OF PROFITS

The following profits are at the disposal of
the annual general meeting:

Profit brought forward 814 887 269
Profit for the year 11787 218
826 674 487

The Board of Directors proposes that the
profits be allocated as follows:

distributed to shareholders,

SEK 48 per share, total 24 003 456
carried forward 802 671 031
826 674 487

The proposed dividend reduces the Group’s
equity/assets ratio from 33.3 percent till
33.0 percent. In the Board’s opinion, the
proposed dividend will not prevent the
company from fulfilling its obligations in
the short and the long term, nor from im-
plementing the necessary investments. The
proposed dividend can, therefore, be justi-
fied with regard to the provisions of Chapter
17 § 3 sections 2—3 of the Companies Act.



MULTI-YEAR COMPARISON
Group

Total income

Growth (%)

Operating profit (EBIT)
Operating margin (%)

Profit after financial items (EBT)

Profit for the year

Balance sheet total

Return on total assets (%)

Return on capital employed (%)

Return on equity (%)

Debt/equity ratio (multiple)
Equity/assets ratio (%) *
Cash and cash equivalents

Net debt

Cash flow from operating activities

Investments, intangible/tangible assets

Investments, financial assets

Average number of employees, Group

The Parent Company
Total income

Operating profit (EBIT)

Profit after financial items (EBT)

Balance sheet total

Equity/assets ratio (%) *
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2009

5072

214

173

156

5669

B85
213

1442

271
312

289

4537

51

-18
1680
53

* Calculations on and after 1 January 2008 made at a tax rate of 26.3%.

2008

5096

269

154

176

5586

31
437
1064

315
181

674

4311

2007

5057
68
563
11
511

216

4869
15
20
36

41
435
812

399
154
331

3495

41

441

1540
57

2006

3016
70
225

184

93

3236

10

20

26
D)

1008

297
83
92

1461

18

26

1220

31

2005

1778

85

122
86

3130

22

22
305
1159

239
41
901

940

11

15

993
32

The information for 2007-2005 is reported in accordance with the former accounting policies. The most common differences from IFRS are
described in Note 36. For key ratio definitions, see Note 41.
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CONSOLIDATED INCOME STATEMENT

SEK THOUSAND
OPERATING INCOME
Advertising tax
Other income

Total operating income

OPERATING EXPENSE

Production costs

External distribution costs

Other external expense

Personnel costs

Depreciation/amortisation and impairment
Other operating expense

Total operating expense

Participation in results of associates after tax

Operating profit

PROFIT/LOSS FROM FINANCIAL ITEMS
Profit/loss from other investments held as assets
Other interest income and similar profit/loss items
Interest expense and similar profit/loss items

Total profit/loss from financial items
PROFIT BEFORE TAX

Income tax

Profit for the period

Attributable to
the Parent Company’s shareholders

Non-controlling interests

Profit for the period
Other comprehensive income
Hedge accounting net after tax

Financial assets available-for-sale net after tax

Other comprehensive income for the period, net after tax

Total comprehensive income for the period

Profit for the period attributable to:
the Parent Company’s shareholders

Non-controlling interests

2009

4 882 202
-17 054
206 840

5 071988

-1265 219
-255 322
-746 513

-2 405 385
-184 365
-1556

-4 858 360

757
214 385

12 740

3818
-57 727
-41 169

173 216

-17 295

155 921

66 021
89 900

155 921
-21 899
51500

29 601

185 522

100 381

85 141

2008
5052 236
-19 040

62 552
5095 748

-1294 269
-263 031
-761 278

-2 315193
-188 047

-655
-4 822 473

-4 451
268 824

-14199
20 523
-120 975
-114 651

154173

22 039

176 212

71953
104 258

176 212

176 212

70 861
105 351



CONSOLIDATED BALANCE SHEET

Assets

SEK THOUSAND

NON-CURRENT ASSETS
Intangible assets

Software, etc.

Goodwill

Customer contracts

Development work in progress, IT

Total intangible assets

Tangible assets
Land and buildings

Construction in progress and advance
payments for tangible assets, buildings

Printing machines and other plant and
machinery

Equipment and IT equipment

Construction in progress and advance
payments for tangible assets, printing
machines etc.

Total tangible assets

Financial assets

Holdings in associates

Financial assets available for sale
Other non-current receivables
Total financial assets

Total non-current assets

CURRENT ASSETS
Inventories
Raw materials and necessities

Total inventories

Current receivables

Accounts receivable

Current tax assets

Receivables in associates

Derivatives

Other receivables

Prepaid expenses and accrued income

Total current receivables

Cash and cash equivalents
Total current assets

Total assets
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2009-12-31 2008-12-31

125157 65 141
2977564 2927411
38243 42926
14 188 25434

3155152 3 060 912

334 675 342 404
164 483 22 828
584 248 663 096

77 296 76 864
160 042 127 839

1320744 1233031

15 527 15107
209 872 65 600
36 502 28 201
261901 108 908

4737797 4402 851

40 862 55 354
40 862 55 354
530 289 499 580

- 9687

189 1115

689 4239

47 926 70 505
98 410 105 404
677503 690 530
213 289 437 253
931654 1183137

5669 451 5585988

Equity and liabilities

SEK THOUSAND
EQUITY

Share capital

Reserves

Profit brought forward

Equity attributable to the Parent
Company’s shareholders

Non-controlling interests

Total equity

NON-CURRENT LIABILITIES
Liabilities to credit institutions
Derivatives

Other liabilities

Provisions for pensions
Deferred tax

Total non-current liabilities

CURRENT LIABILITIES

Accounts payable

Advance payments from customers
Liabilities to associates

Liabilities to credit institutions
Derivatives

Tax liabilities

Other liabilities

Subscription liability

Accrued expenses and
deferred income

Total current liabilities
Total equity and liabilities
Pledged assets

Contingent liabilities

2009-12-31

5001
52 636
764 278

821015
1073 671
1895586

1412 180
15 683
471 887
72 001
169 510

2141 261

359 114
5690
72

242 719
14 209
3731
162 369
326 514

518 186
1632 604

5669 451

2 082 522

137

2008-12-31

5001
21517
719 019

745 537
1011 159

1756 696

1307 372
12 274
444 077
68 991

198 550

2 031264

337930
10 208

2 801

193 673
15 011

405 126
304 175

529 104
1798 028

5585988

1846 628

46 655
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CHANGES IN EQUITY - GROUP

SEK THOUSAND

Opening balance as at 1 January 2008
Total comprehensive income for the period
Buyback of own shares

Dividend

Non-controlling interests’ participation in
dividends in sub-group

Non-controlling interests which arose on
acquisition of businesses

Acquisition of non-controlling participations

Closing balance as at 31 December 2008

Opening balance as at 1 January 2009
Total comprehensive income for the period
Dividend

Non-controlling interests’ participation in dividends
in sub-group

Non-controlling interests which arose on acquisition
of businesses

Closing balance as at 31 December 2009

Share capital

5031

-30

5 001

5001

5 001

Reserves

21517

21517

21517
31119

52 636

Profit brought
forward

686 325
70 861
-5 970

-32197

719 019

719 019
69 262

-24 003

764 278

Total
712 873
70 861

-6 000

-32197

745 537

745 537
100 381

-24 003

821915

Non-controlling
interests

1284 195
105 351

-65 537

42 020
-354 870
1011159

1011159

85 141

-25 249

2 620

1073 671

Total equity
1997 068
176 212

-6 000

-32197

-65 537

42 020
-354 870
1756 696

1756 696
185 522

-24 003

-25 249

2 620

1895586
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CONSOLIDATED STATEMENT OF CASH FLOWS

SEK THOUSAND

OPERATING ACTIVITIES

Operating profit before financial items

Adjustment for items not included in cash flow
Depreciation/amortisation
Gain/loss on sale of non-current assets
Participation in results of associates

Other items

Interest and dividends received
Interest paid
Income tax paid

Cash flow from operating activities before changes in working capital

Decrease/increase in inventories
Increase receivables
Increase/decrease in liabilities

Change in working capital
Cash flow from operating activities

INVESTING ACTIVITIES

Sale of tangible assets

Sale of financial assets

Sale of subsidiaries

Acquisition of intangible/tangible assets
Acquisition of financial assets
Acquisition of subsidiaries

Cash flow from investing activities

FINANCING ACTIVITIES

Change in credit facilities utilised

Amortisation of liabilities to credit institutions
Borrowings

Dividend paid and repayment made to shareholders
Payment to non-controlling interests

Cash flow from financing activities

Cash flow for the year
Cash and cash equivalents at start of year

Cash and cash equivalents at end of year
Unutilised bank overdraft facilities (limit granted SEK 226.5 million/SEK 226.5 million)

Total disposable cash and cash equivalents

2009

214 385

184 365
-100 325
-757
-1099

18 046
-68 112
-49 083
197 420

14 492
10 242
48 465
73 199

270 619

2 408
-312 412
-761

-288 420
-599 185

13127
-133 273
274 000
-24 003
-25249

104 602

-223 964
437 253
213 289

158 590

371879

2008

268 824

188 047
-21944
4451
9 557

17 245
-76 322
-50 764

339 094

-17 870
41655
-48 006

-24 221

314 873

372 201
7126

49 845
-180 659
-7 966
-666 339
-425 792

460
-320 539
537 000
-38 197
-65537
113 187

2268

434 985
437 253

171 716

608 969
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NOT 41 KEY RATIO DEFINITIONS

Operating margin

Operating profit as a percentage of total
income.

Return on total assets

Profit/loss before financial expense as a
percentage of average balance sheet total.

Return on capital employed

Profit/loss before financial expense as a
percentage of average interest-bearing capital.

Return on equity

Profit/loss after tax as a percentage of average
equity and non-controlling interests.

Equity/assets ratio

Equity and non-controlling interests as a
percentage of balance sheet total.

Debt/equity ratio

Provisions and liabilities including deferred
tax liability as a percentage of equity and
non-controlling interests.

Net debt

Liabilities to credit institutions less cash and
cash equivalents.
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CONTACTS

STAMPEN AB

Postal address: Stampen, 405 02 Goteborg
Street address: Polhemsplatsen 5
Telephone switchboard: +46 31 62 43 00
www.stampen.com

GISAB

Postal address: Box 47309, 100 74 Stockholm
Street address: Arstadngsvigen 11, 6 tr
Telephone switchboard: +46 8 550 550 00

GOTEBORGS-POSTEN

Postal address: 405 02 Goteborg

Street address: Polhemsplatsen 5
Telephone switchboard: +46 31 62 40 00
WWW.gp.se

MEDIEBOLAGET PROMEDIA
| MELLANSVERIGE AB

Viisteras

Postal address: Box 3, 721 03 Visteras
Street address: Slottsgatan 27
Telephone switchboard: +46 21 19 90 00
Orebro

Postal address: 701 92 Orebro

Street address: Norra Strandgatan 5
Telephone switchboard: +46 19 15 50 00
www.promedia.se

MEDIABOLAGET VASTKUSTEN

Postal address: 301 81 Halmstad
Street address: Fiskaregatan 21
Telephone switchboard: +46 35 14 75 00

MKTMEDIA

Postal address: Postgrind 11 B, 831 31 Ostersund
Street address: Postgrand 11 B

Telephone switchboard: +46 31 62 48 40
www.mktmedia.se

SAMEDIO AFFARSSERVICE

Postal address: 405 02 Goteborg

Street address: Polhemsplatsen 5, Goteborg
Telephone switchboard: +46 31 62 49 oo
www.samedio.se

STAMPEN FASTIGHETER

Postal address: 405 02 Goteborg
Street address: Polhemsplatsen 5
Telephone switchboard: +46 31 62 43 00

STAMPEN MEDIA PARTNER

Postal address: 405 02 Goteborg
Street address: Polhemsplatsen 5
Telephone switchboard: +46 31 62 43 00

V-TAB

Postal address: Box 2065, 422 02 Hisings Backa
Street address: Exportgatan 2—4

Telephone switchboard: +46 10 480 60 00
www.v-tab.se

VTD

Postal address: 405 02 Goteborg
Street address: Polhemsplatsen 5
Telephone switchboard: 031-62 55 00
www.vtd.se
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